ffirs

.gxd 8/5/05 2:30PM Pagevii :F

RRESISTIBLE
OFFER

How to Sell Your Product or
Service in 3 Seconds or Less

Mark Joyner

WILEY
John Wiley & Sons, Inc.



ffirs.gxd 8/5/05 2:30PM Pageviii $

Copyright © 2005 by Mark Joyner. All rights reserved.

Published by John Wiley & Sons, Inc., Hoboken, New Jersey.
Published simultaneously in Canada.

No part of this publication may be reproduced, stored in a retrieval system, or
transmitted in any form or by any means, electronic, mechanical, photocopying,
recording, scanning, or otherwise, except as permitted under Section 107 or 108
of the 1976 United States Copyright Act, without either the prior written
permission of the Publisher, or authorization through payment of the appropriate
per-copy fee to the Copyright Clearance Center, Inc., 222 Rosewood Drive,
Danvers, MA 01923, (978) 750-8400, fax (978) 646-8600, or on the web at
www.copyright.com. Requests to the Publisher for permission should be
addressed to the Permissions Department, John Wiley & Sons, Inc.,

111 River Street, Hoboken, NJ 07030, (201) 748-6011, fax (201) 748-6008,

or online at http://www.wiley.com/go/permissions.

Limit of Liability/Disclaimer of Warranty: While the publisher and author have
used their best efforts in preparing this book, they make no representations or
warranties with respect to the accuracy or completeness of the contents of this
book and specifically disclaim any implied warranties of merchantability or fitness
for a particular purpose. No warranty may be created or extended by sales
representatives or written sales materials. The advice and strategies contained
herein may not be suitable for your situation. You should consult with a
professional where appropriate. Neither the publisher nor author shall be liable
for any loss of profit or any other commercial damages, including but not limited
to special, incidental, consequential, or other damages.

For general information on our other products and services please contact our
Customer Care Department within the United States at (800) 762-2974, outside
the United States at (317) 572-3993 or fax (317) 572-4002.

Wiley also publishes its books in a variety of electronic formats. Some content that
appears in print may not be available in electronic books. For more information
about Wiley products, visit our web site at www.Wiley.com.

Library of Congress Cataloging-in-Publication Data:

Joyner, Mark, 1968-
The irresistible offer : how to sell your product or service in 3 seconds or
less / Mark Joyner.
p. cm.
ISBN-13 978-0-471-73894-7 (cloth)
ISBN-10 0-471-73894-8 (cloth)
1. Marketing. 2. Selling. 1. Title.
HF5415.J68 2005
658.85—dc22 2005006844

Printed in the United States of America.

10 9 8 7 6 5 4 3 21



ffirs.gxd 8/5/05 2:30 PM Page i $

“As the world’s fastest reader (Guinness Book certi-
fied) I've read just about every business and market-
ing book in existence. The [rresistible Offer by Mark
Joyner is, by far, the clearest path to business success I've
seen. If you want to make a business profitable (any busi-
ness, small or large), The Irresistible Offer should be your
starting point.”
—Howard Berg, “The World’s Fastest
Reader,” Author of Maximum Speed
Reading, www.mrreader.com

“A three-second sale? Absolutely! Mark Joyner shows you
how to easily construct an irresistible offer that will catapult
you to success. You'll learn the secrets of how to take the
spot in your customers’ mind that your business deserves.
Don’t let your competitors get this information before
you do.”
—Kenrick Cleveland, Author of Maximum
Persuasion, www.maxpersuasion.com

“Mark Joyner is not only one of the smartest and most suc-
cessful Internet marketers, but also someone who truly
understands the value of honesty and integrity. The Irre-
sistible Offer will open your eyes about a crucial, but
often-overlooked, area of copywriting. His rule for how
to find the right free bonuses—something you won’t
see elsewhere—is worth the price of the book right
there.”
—Shel Horowitz, Award-winning Author of
Principled Profit: Marketing That Puts
People First and Founder of the
international Business Ethics Pledge,
www.principledprofits.com
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“Get the offer right, and everything else becomes easy.
In the right hands, this book is a prescription for
millions.”
—Paul Myers, Editor, TalkBiz News,
talkbiznews.com

“If I had to choose one modern marketing genius to
learn from, it would be Mark Joyner. 7The Irresistible Of-
Jfer belongs in the hands of everyone wanting to wildly suc-
ceed in business.”
—Randy Gilbert, a.k.a. “Dr. Proactive,” Host
of The Inside Success Show,
ThelnsideSuccessShow.com

“The Irresistible Offer is an incredible book. There are a lot
of theoretical books on marketing. Not this one. Mark
Joyner delivers proven strategies based on actual results
gleaned from millions of dollars in real-world testing. Any-
one who follows the formulas presented is sure to
quickly see incredible results.”
—Shawn Casey, Author of Mining Gold on
the Internet, www.ShawnCasey.com

“Mark Joyner recognized the missing link in many mar-
keting books by focusing on one of the most compelling
reasons a prospect will buy—the use of an irresistible of-
fer. The Irresistible Offer is the driving force that propels a
prospect to make the big decision to buy your product or
service. Up until now there hasn’t been a book that has fo-
cused entirely on this important but often-overlooked sub-
ject. Mark Joyner captures all of the psychology, science,
and art of creating The Irresistible Offer and presents it in
a very easy to understand manner. I urge you to read it.”
—TJoe Sugarman, Chairman, BluBlocker
Corporation, blublocker.com
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‘m going to rave about this masterpiece to everyone I
know. Even if you aren’t in business you can apply this to
every part of your life. It’s inspiring in every aspect and 1
urge you to read it! I guarantee it will change your life.”
—Sam Heyer, President of Magga Marketing,
Inc., maggamarketing.com

“Mark Joyner plunges to the heart of marketing—crafting
the offer you can’t refuse—and reveals secret after proven
secret guaranteed to pump fresh power into your sales
process. Anyone seriously bent on transforming their rev-
enue stream into a wild cascade owes it to themselves to ab-
sorb and implement Mark’s advice.”
—John Du Cane, CEO, Dragon Door
Publications, www.dragondoor.com

“In The Irresistible Offer, not only does Mark Joyner give
step-by-step instructions on how to create powerful of-
fers that allow you to outshine your competitors, but the
real gemstone is that he tells you how to craft mind-blowing
offers never before seen that scare the competition com-
pletely out of the race. If you're someone who thinks you
could never sell anything to anyone, as I once did, the only
way you can fail after reading this brilliant but down-to-
earth marketing cornucopia is if you do absolutely nothing.”
—Donna Knight, Consultant, Founder of
EbookQueen.com

“This amazing little book ought to be required reading
for any advertising executive, politician, marketer, or
even member of the clergy before they engage in any
type of promotional campaign. What a wonderfully refresh-
ing perspective!”
—Dr. Bill Nieporte, Pastor, Entrepreneur,
€zinesuccess.com
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“I've read every book on marketing printed in the last 150
years. This is the first breakthrough in over 50 years. A truly
brilliant, practical, and inspiring book. Destined to be a clas-
sic and a collectible. It's a masterpiece.”
—Joe Vitale, Author of The Attractor Factor,
mrfire.com

The Irresistible Offer is a remarkable book that will trans-
form your business and personal life. Mark Joyner’s Great
Formula is the simplest and most powerful method of
achieving success I've come across. If you follow the
suggestions in The Irresistible Offer you will develop an end-
less stream of happy customers, eager to buy from you
again and again. Mark Joyner’s new book is a textbook on
how business should be done.”
—Richard Webster, Author of more than 80
books, including Seven Secrets to Success,
psychic.co.nz

“Mark Joyner is pure genius and incredibly crazy: he’s giv-
ing away the secrets that make marketers millions and
millions of dollars. The Irresistible Offer is incredibly
detailed and surprisingly very easy to read. Mark ex-
plains in simple language what you won'’t find in other
marketing books—how to create wealth by getting inside
the mind of your customers and make your products
absolutely irresistible. I couldn’t put the darn thing
down.”
—Tom Wood, CEO/President, Mastery
Media, Inc., masterytv.com
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“Clearly written, insightful and intelligent, The Irresistible
Offer is a must read for marketing novices and pros
alike. Mark Joyner shows that his true genius lies in being
able to take a complex subject and distill it down to its
essence in a concise and understandable fashion. I highly
recommend this book to anyone who is interested in sell-
ing online or offline.”
—Mel Strocen, CEO, Jayde Online Network,
exactseek.com

“Genius. Joyner leans over your shoulder and delivers the
missing piece to the marketing puzzle. Only a master
can deliver information so clearly that the mind has no
choice but to focus obsessively and devour every word.
This book truly delivers the key to the entire process, and
gives you examples from industry giants who used these
skills you now hold in your hands to make massive for-
tunes. We couldn’t put it down. One power-packed punch
after the next had us spellbound and gave us ‘aha’ mo-
ments almost every time we turned the page.”
—Skye & Jason Mangrum, Creators, “The
World’s First Manifestation Software,”
usemanifestsoftware.com

“Mark Joyner’s book is absolutely on the mark and brilliant.
It's packed with bite-sized chunks of practical wisdom,
breakthrough insights, and unique sales and marketing
tips. This book will become very dog-eared and worn, so
you may want to get two!”
—Jim Fleck, Author of Millionaire Kids,
Millionaire Parents
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“The pages flow from start to finish with scientifically sound
principles and marketing strategy. Every page bursts with
immediately practical guidelines and strategy for applying
the elusive obvious that nearly everyone seems to overlook
outright in marketing their products and services.

“This is the stuff genius is made of, thinking in new di-
rections and bringing new light to profitably grow your
business. Mark Joyner offers an entertaining and balanced
blend of marketing psychology and buyer behavior. I found
myself rereading chapters and fiercely taking notes on how
I'll leverage his ideas.

“The reach of this contagious book far exceeds
modern marketing. It overflows in applications rele-
vant to salespeople, managers, schoolteachers, and
parents, to name a few.

“I firmly believe Mark Joyner is one of the great mar-
keters of our generation. This book is a fascinating, intrigu-
ing presentation of forward-looking findings and insights
spurring new awareness, causing you to completely rethink
your company’s marketing strategy. A real eye-opener de-
scribing in detail what we all urgently need and unmistak-
ably overlook, The Irresistible Offer.

—Joe Soto, NLP Trainer,
persuasiontraining.com

“This should be canonized as marketing scripture. The Irre-
sistible Offer now has a place on my shelf among the mar-
keting classics.”
—Russell Brunson, Author of
www.ConquerYourNiche.com
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PREFACE

ne could present a compelling case that marketing is
destroying this planet.

Over time, marketers have discovered that the easiest
way to sell something is to appeal to our basest needs and
to exploit the weaknesses inherent in our psychology. For
example, rather than walk our prospects through a logical
buying decision and help them to purchase something that
will genuinely help them, we con them into thinking that
our Widgets will give them happiness and unlimited access
to attractive members of the opposite sex. This is but one
of the many tricks up the marketer’s sleeve employed in
conning the average consumer into making illogical buying
decisions.

The average American goes deep into debt buying silly
(and sometimes downright harmful) things that he simply
does not need. This process has not just pushed the average
consumer into debt; it has lowered his values as well.

When you are bombarded with messages day after day
that present a world where selfishness, shallowness, and
greed are the ultimate ideals, it’s hard not to start believing
that world is your own as well.

Xi
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PREFACE

This book presents an alternative to the marketing of
the past. I believe that a business can be immensely prof-
itable and still operate with a high degree of integrity. I
write this book not only with the intention of sparing
the public further mental torture performed by the mar-
keting community, but also to help business avoid its own
demise.

I predict that as the debt rate rises and consumers better
educate themselves through the unprecedented access to in-
formation given by the Internet, tolerance for the marketing
methods of the past will drop considerably.

An angry and educated consumer is a dangerous foe for
the marketer to face.

Soon, businesses will be scrambling for alternatives.

This book presents not just an alternative, but the alter-
native. This method of marketing has been proven time
and again, but it has never been named. Using this method,
you can literally close a deal in the mind of your prospect
within the first three seconds of coming into contact with
your marketing.

I've named this method “The Irresistible Offer,” and the
following pages deconstruct it and dissect it so that you can
immediately apply it to your business for dramatic effect.
This book is your essential survival guide for the emerging
business battlefield of the twenty-first century. Ignore these
lessons at your own peril.
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Preface

Individuals and salespeople can benefit greatly from
these pages as well.

In the Appendix “Selling Yourself in Three Seconds or
Less,” I explain how you can apply this technology to liter-
ally every aspect of your life. I then show salespeople how
they can use this information to sell within a good ethical
framework and still boost their sales to a level far beyond
what they are experiencing now.

xiii
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INTRODUCTION

(Three Seconds)

ick.

Tick.
Tick.
There are 86,400 seconds in a day.

You have exactly 3 of them to capture the mind of your

prospect.

People today are impatient, and rightfully so. They are
bombarded with thousands of marketing messages a day. If
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INTRODUCTION

they were to respond to every message they see, they
would be utterly paralyzed.

Today, consumers are forced to make quick evaluations
as a matter of survival.

With this in mind, those three seconds consumers give
us are actually quite generous. In those three seconds sales
are made, deals are closed, and empires are built. Do you
know what to do in those three seconds?

Think for a moment before you answer. ... If you're
like 99.6 percent of the business world, you don’t know

what to do. You don’t know at all.

Don’t worry. The rest of this book will show you.



ccc_joyner ch0l 3-4.gxd 7/12/05 11:0 M Page 3

CHAPTER 1

The Magic
Window

hat if you had a magic window?

Whenever you look through that window, everything
that is false disappears, and only the beautiful and true
remain.

If you could look into the business world through such
a window how long would it take you to match the riches
of Bill Gates or Donald Trump?

All false theories and ideas would vanish.

No false moves could be made.

3

S
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THE MAGIC WINDOW

You could only think and do what is right and profitable
and good.

It would be impossible to fail.

Once you understand the simple concept that is about
to be revealed to you, you will have such a magic window
on the business world.

That concept is The Irresistible Offer.

Once you get it, you’ll be absolutely and utterly
unstoppable.

Read on.
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The Core
Imperative
of Business

he focus of the following pages is nothing less than the
Core Imperative of Business.

By extension, one may say it's even the core imperative
of anything you do in your life, but business will serve as an
apt metaphor for now.

I want to show you an extremely efficient form of mar-
keting that cuts right to heart of your prospects’ mind and
will have them ready to buy your products, your services,

and your ideas almost instantly.

This concept will give you a clear starting point that will
let you see through a morass of business trends and theories.

5

S
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THE CORE IMPERATIVE OF BUSINESS

So let’s get to it. What is the Core Imperative of
Business?

It’s quite simple, really. Just think about it.

In order to do business in this world, what is the one
thing you need? The one thing you absolutely, positively
cannot do without?

It’s not a business card.

It’s not an office.

No, Mr. High-Tech, it’s not your BlackBerry.

And you know what? It’s not even a product.

The core of all business goes back to when human be-
ings first began entering into the most rudimentary transac-
tions with each other, when cavemen traded a wooly
mammoth pelt in exchange for a new club.

From the dawn of time, all business can be boiled down
to one single thing.

An offer.
That’s right. An offer.

A quid pro quo.
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The Core Imperative of Business
This for that.
You scratch my back, I'll scratch yours.

What does the ice cream man offer? You give me money.
1 give you refreshment.

What does a banker offer? You let me borrow your
money, I'll give you some interest.

What does your government offer? You pay us taxes,
and we’ll protect you from the barbarian hoards.

What do hospitals, haberdashers, and hookers all do?
They make offers.

Business simply does not get done—in fact, it doesn’t
even start—until an offer is made.

The Core Imperative of Business is simply this: Make an
offer.

Some will say I'm oversimplifying. They will say I'm un-
derestimating the value of public relations, of marketing
smoke and mirrors, of surveys and focus groups. They will
say, “You should sell the sizzle, not the steak.”

Well, actually, there’s a word for selling sizzle without
steak. It’s called a scam.
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THE CORE IMPERATIVE OF BUSINESS

All of the sales finesse in the world won’t make up for a
remorseful, dissatisfied buyer if you don’t address the
buyer’s core issues. Address these core issues, however, and
you will not just have a sale, but a customer for life.

These core issues take the form of what I call the Big
Four Questions.
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The Big
Four Questions

uring the sales process, an Unspoken Inner Dialogue
takes place.

No matter how much confidence we radiate to the
world around us, fear, skepticism, and insecurities are play-
ing games within our consciousness. Even within (perhaps
especially within) the most blustery, cocky person you can
imagine, this Unspoken Inner Dialogue is happening. Fears
and insecurities are silently being voiced:

Do people hate me?

I can’t believe I said that. Did that sound stupid?
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THE BIG FOUR QUESTIONS
Does be love me?
Do I look fat in these pants?

There is a very specific form of this dialogue that occurs
whenever anyone is making a buying decision of any form.
Don’t minimize the importance of this Unspoken Inner Dia-
logue. If you don’t address your buyer’s comfort level, your
job of selling becomes significantly more difficult.

And if you try to finesse your way around these fears
with sizzle instead of steak, the consequences of making
such a sale—consequences that will come back to haunt
you later with a very unhappy buyer—are worse than mak-
ing no sale at all.

So, understanding that this Unspoken Inner Dialogue is
taking place, your offer must answer the Big Four Ques-
tions. The Big Four Questions are the Unspoken Inner Dia-
logue of your prospects when you try to sell to them.

Here are the first two:
Question 1: What are you trying to sell me?

Question 2: How much?

Let’s look at these questions in tandem. Put them together,
and your buyer is asking, “What is your offer?” Your com-
munication must reassure that ongoing Unspoken Inner Di-
alogue that you are offering a commodity of acceptable
quality for a reasonable price.

10

e
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The Big Four Questions
Give me five dollars, and I'll give you a glass of water.
Give me $5,000, and I'll remove your swollen appendix.
Give me $100, and I'll (deleted!) . . .

If, at the core of your sales process, your offer is not a
good or a fair one, then only fools will buy. And, if you
have fooled someone into buying your product, you won’t
have that customer for very long. In the long term, a busi-
ness built on such a shaky foundation will not last.

You can always sucker someone into giving you money,
but you can only do it once.

A master—one who knows how to make a quality of-
fer—will wow the customer once, and wow him again
and again and again until both buyer and seller have hap-
pily prospered. Such is the way millions and billions are
made.

Once the offer has been made, there are still two ques-
tions that must always be addressed in the prospect’s mind.

Question 3: Why should I believe you?

Indeed, why should someone believe you?
This question goes to the core of buyer insecurity.
Sometimes, offers can sound fantastic on the surface, but

therein lies the problem—they sound too good to be true.
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THE BIG FOUR QUESTIONS

People have to trust that they’re not dealing with a charlatan
peddling snake oil before they are willing to hand over their
money. An offer only works if it has credibility behind it.
Again, only a fool would hand over money for nothing, and
you don’t want a fool for a customer.

Question 4: What'’s in it for me?

Wait a minute . . . We just answered the question, “What are
you trying to sell me?” Isn’t this the same thing?

Not exactly. When people ask, “What’s in it for me?”
they are trying to figure out how they benefit. People buy
products, but what they want are “benefits.” You buy the
Bentley, but what’s really in it for you is the prestige that
comes with owning one.

You buy the health food, but what’s really in it for you is
a better quality of life (and more of it).

Most marketers see this as the core question to be an-
swered. Its importance is obvious—if there is nothing in it
for me, why should I waste my time listening to you?

This question is so often pondered by marketers that we
shorten it to “WIIFM.” However, to focus on this question
alone is folly. If you focus solely on WIIFM, your marketing
will seem pitchy and solicitous.

The same marketers who tell you erroneously to “sell
the sizzle and not the steak” will also say “sell your benefits
not your features.” This approach is, in fact, effective in the
short term, but not in the long term.

12
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The Big Four Questions

There’s a marketing axiom that’s been around for a long

time: “People make their decisions based on emotion and

justify them with logic.” There is some great truth to this

phrase.

Apply that saying to the Four Questions. The first three
questions address the buyer’s logic, the last one goes to

If you had three seconds to sell yourself, what
would you say?

What kind of a nightmare would it be if you
were tongue-tied?

For more than one person, that terrible night-
mare has actually happened.

Here is one famous example: In 1980, Ted
Kennedy ran against President Jimmy Carter for
the Democratic nomination for president. Senator
Kennedy agreed to a one-hour interview on CBS
to discuss his candidacy.

The interviewer began the hour by asking
Senator Kennedy a simple question. “Why do
you want to be president?”” This was Ted
Kennedy’s chance to make an offer to the nation,
to say, “You make me president, and I will make
you safe, secure, and prosperous.” Instead, he
couldn’t answer the question. He couldn’t come
up with the words. He was tongue-tied. He never
made the offer. And you know the rest of the
story. Ted Kennedy never became president, or
even the Democratic nominee.

13
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emotion. Address the emotional decision alone and, again,
you’ll only have fools for customers.

But, it won’t be that way for you when your moment
comes to make your offer.

You won't just make an offer. You'll make The Irre-
sistible Offer.

What is The Irresistible Offer?

How is one made?

Could it be as simple and effective as it sounds?

Yes, it really is.

Not only that, but the benefits are more far-reaching
than you may realize now. Further, the applications of this
technology stretch way beyond the bounds of marketing

and advertising. As you'll see, you can apply this to almost
every aspect of your life to great effect.
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CHAPTER 4

What Is The
Irresistible
Offer?

et’s start with a definition. The Irresistible Offer is an

identity-building offer central to a product, service, or
company where the believable return on investment is com-
municated so clearly and efficiently that it’s immediately ap-
parent you’d have to be a fool to pass it up.

The full meaning of these words will not make an im-
pression on you just yet. Don’t worry. They will in a few
moments.

The Irresistible Offer cuts through all the noise and clut-
ter. It creates an itch that the buyer has to scratch. Such an

offer makes doing business with you so easy and obviously
beneficial that you stand out clearly from the crowd. People

15
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WHAT IS THE IRRESISTIBLE OFFER?

remember you. People can’t move quickly enough to give
you their money.

The Irresistible Offer sparks the customer’s imagination
and creates an urgent, gotta-have-it-now, buying frenzy.

Think for a few minutes, and maybe you can come up
with a few examples of such an offer. I'll give you a great
one in a moment.

Do you not own a product, service, or company?
Do you think The Irresistible Offer is not for
you?
Think again.

The fact is, almost all of us are involved at
some step of the sales process somewhere. Fur-
ther, we must all sell ourselves (be it to customer,
boss, kids, spouse, or a potential lover).

Business is the chosen metaphor for this
book for two reasons. First, because it is the
most common application of this technology.
Second, because everyone can understand the
frame of reference of business. We are all de
facto experts in advertising, since we see so
much of it every day.

If your aim in reading this book is learning
how to sell yourself, everything will fall into
place for you when we get to the chapter entitled
“Selling Yourself in Three Seconds or Less.” How-
ever, the foundation you’re learning now is an
essential first step.

So, read on. . ..

16
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What Is The Irresistible Offer?

But you may be wondering, “If The Irresistible Offer is
so powerful and dynamic, why aren’t you reading about it
in every other marketing book on the shelves?” Good
question.

Every marketing book TI've ever read has danced
around this topic. It’s been danced around, but it hasn’t
been named. That’s not to knock my peers in this field.
There is some great advice to be found out there and
some highly effective theories on how to do business.
Everything here is built on the shoulders of those great
books.

But there’s a problem with the marketing approaches of
the past.

If you don’t start with The Irresistible Offer as the core
of your business approach, then all of the grand theories
and marketing trickery of the world amount to nothing
more than throwing a coat of glossy paint on a rickety
wooden shack. It could be the world’s greatest paint job,
but there isn’t much of a real estate market for well-
painted shacks.

The Irresistible Offer, by contrast, allows you to create
a castle. You can make a lot of business mistakes—or, to
continue the metaphor, you can paint the castle a really
crappy color or put tacky pink flamingos on the grounds
in front of the drawbridge—but, you've still got a castle.
You've still got a solid foundation.
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WHAT IS THE IRRESISTIBLE OFFER?

THE ANTITHESIS OF OLD-SCHOOL MARKETING THROUGH COERCION
Here’s another way of looking at it.

The Irresistible Offer, properly executed, is the antithesis
to marketing through coercion. In a way, this book is the
yin to my last book’s (MindControlMarketing.com, Los An-
geles: Steel Icarus, 2002) yang. That book was all about the
many ways marketers cloud the minds of customers to get
them to buy.

This book is about not having to do so.

With The Irresistible Offer, you don’t need Mind Control
Marketing (MCM). That is not to say that you can’t use a lit-
tle art or MCM to increase the effectiveness of your offer.
The point is you wouldn’t need any. The psychological
power of The Irresistible Offer in itself is strong enough.

HOW THE IRRESISTIBLE OFFER REVOLUTIONIZED AN INDUSTRY

Let’s talk about the way The Irresistible Offer revolutionized
an entire industry. First, if you live in the United States, put
this book down, go grab a phone book, and come back.

You're back? Got the phone book? Good. Now, look up
“pizza” in the Yellow Pages.

No surprise there, right? If you're in a populated area of
almost any size, you probably find at least a few pizza joints

listed.
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How The Irresistible Offer Revolutionized an Industry

Now, I want you to comb through the rest of the phone
book and tell me if you can find any other type of food that
has its own category listing in the yellow pages.

Hold on. . .. Let me save you several days of searching.
There aren’t any.

If you own any other kind of food establishment—Chi-
nese, burgers, barbecue, seafood, you name it—then you’re
listed under restaurants. You’re in the restaurant business. If
you own a pizza parlor, you're not in the restaurant busi-
ness—you’re in the pizza business.

Only one type of food has such a dominant role in the

American culture that it has its own category in the phone
book.

Pizza.

So, would it be possible for one man, one business to
come out of nowhere and utterly dominate such a perva-
sive, nationwide, household-name type of industry?

And what if T told you he was up against several ex-
tremely well-established national brands? Most people
would say “impossible” (especially if you understand the
power of branding and positioning), but perhaps they don’t
know how Tom Monaghan used The Irresistible Offer.

Here’s the story of a pizza chain that was relatively un-
known for years until it launched a now legendary market-

ing campaign. Tom Monaghan started this business in
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WHAT IS THE IRRESISTIBLE OFFER?

Ypsilanti, Michigan, in 1960 with the purchase of a single
store called “Dominick’s.” When Tom chose to expand, the
former owner of Dominick’s wouldn’t let him keep the
name, so he had to come up with a new one. One of his

ISl

employees suggested “Domino’s” one night, and it stuck.

When Monaghan purchased the first store, he began
with a 15-minute lesson in marketing from Dominick him-
self, and he was off and running. In 2004, there were 7,000
Domino’s pizzerias, and they grossed $4,000,000,000 in sales
annually.

What allowed him to build a $4 billion business from a
single store?

The 30-minutes-or-free guarantee was as responsible
for our growth as anything.
—Tom Monaghan

His rise to success wasn’t overnight. Monaghan experi-
enced some extreme ups and downs along the way (includ-
ing a near bankruptcy and a royal suing by his franchise
owners), but it wasn’t until he developed the classic exam-
ple of The Irresistible Offer (and one of history’s greatest ad-
vertising campaigns) that Domino’s began to explode.

Tom Monaghan knew people wanted the convenience of
delivery pizza. They also liked their pizza piping hot. So he

created the guarantee: “30 minutes or less . . . or it’s free.”

It’s not an exaggeration to say that this took the pizza
world by storm. By the time Domino’s was forced to stop
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How The Irresistible Offer Revolutionized an Industry

using the “30 minutes or it’s free” campaign as the result of a
lawsuit in 1993, they were the number-one pizza delivery
company in the entire United States.

And the “30 minutes or it’s free” guarantee became part
of our lexicon.

We’d marvel at it (“. . . no, but seriously, dude—how do
they get it here so fast?! I bet they bake it in the vans!”).

We'd joke about it (making “30 minutes or it’s free” of-
fers to young ladies, and such). Most importantly, though,
we’d keep on buying it.

Now, here’s what’s amazing about the power of the
way Domino’s used The Irresistible Offer: Domino’s Pizza
sucked!

I know I'm not alone in that opinion. Domino’s, back in
the days when it was first taking the nation by storm, pro-
duced some truly awful pizza. We’d joke that you couldn’t
tell the difference between the pizza and the cardboard box.
And we were only half-joking.*

*A disclaimer here: I Jove the Domino’s of today. As I write this I'm
living in the Domino’s-less city of Auckland, New Zealand. We took a
trip down to the capital city of Wellington a few months ago, and I
was delighted to find a Domino’s. Of course, my fiancée wasn’t de-
lighted that I cancelled our first-class dining reservations so that I
could order pizza and Coke in our hotel room.
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WHAT IS THE IRRESISTIBLE OFFER?

Yes, the pizza back then sucked, but it didn’t matter.
Domino’s was backed by the seeds of The Irresistible Offer.

When people are hungry and don’t want to go out, they
would eat anything—even pizza that tastes like cardboard—
as long as they could get it quickly.

And it says a great deal about how The Irresistible Offer
can capture the attention of millions that, when Domino’s fi-
nally had to end the 30-minute guarantee because of a multi-
million lawsuit when one of its drivers ran over a pedestrian,
it made international headlines.*

DECONSTRUCTING DOMINO’S
Let’s analyze what made this offer work as well as it did.

If you're hungry, you don’t have much time, and you
need a hot meal, who you gonna call? The 30-minute pizza
guys, of course. When other deliveries, perhaps tastier, are
hit and miss, who are you going to rely on when you are
hungry right nou?

*Don’t worry, you don’t have to be engaged in a multimillion dollar
high publicity lawsuit to benefit from The Irresistible Offer. There are
other cases of pizza delivery drivers running over pedestrians, and it
was only the Domino’s fame that led that particular suit to be so fa-
mous. It’s more of a testament to how effective their marketing was
than it was to the danger of their drivers (who were no more so than
others).
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The Irresistible Offer Must Be Your Starting Point

But the time wasn’t the only selling point. It was 30 min-
utes or it was free. This tagline was the “Touchstone” that
made the offer irresistible. (That’s important, and we’ll come
back to it in a minute.)

It was almost like a challenge. People would make it a
point to time the delivery guy to see if he was going to be
late. It was a little like a lottery. You’d almost want them
to be late in order to get a free pizza. Thus, The Irre-
sistible Offer sparked more than just a marketing cam-
paign. It became a cultural icon. And it made billions of
dollars.

Now, there’s a little more to it than you see now. One
important point is that Domino’s wouldn’t have maintained
their success if they had kept on tasting like cardboard
(more on that shortly).

THE IRRESISTIBLE OFFER MUST BE YOUR STARTING POINT

What’s important to know now is this: The Irresistible Offer
is so powerful that it must be the very core of your business.
Before you engage in any other marketing activities, The Ir-
resistible Offer must be your starting point.

In the following chapters, I'll show you how to create
The Irresistible Offer for your business. By the time you
finish this book, you’ll even be able to crank up the in-
tense demand for your products or service to the point
that your customers will be begging to do business with
you.
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Believe me, this can happen. I once used this system in
an offer for a limited production item, and one of my cus-
tomers who had already placed an order traveled 100 miles
to our offices just to make sure in person his order made it
through without a hitch. Soon, you’ll know how you can
get people that fired up too.

Read on.
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What Is Not

The Irresistible
Offer?

hen it comes to sales hyperbole, words can have infi-
nite meanings.

“New and Improved” might refer to a groundbreaking,
innovative product. Then again, it might be the same old
stuff with a new label slapped on the front and a little in-
consequential tinkering with the ingredients.

“Biggest Sale Ever” might mean an unprecedented slash-
ing of prices. Or, more likely than not, those are just words
conjured up from a marketer’s feverish imagination in a des-
perate attempt to drum up sales.
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WHAT IS NOT THE IRRESISTIBLE OFFER?

When it comes to The Irresistible Offer, though, I want
to make it clear that there is no ambiguity. There is no
room for interpretation. The Irresistible Offer is made up
of specific, essential elements. We’ll get to those in a few

pages.

Before we get there, it might help to understand what
The Irresistible Offer is not.

An Irresistible Offer Is Not a “Special Offer”

Special offers come and go. They’re made for the moment,
not for the long term. The Irresistible Offer, by contrast, is
central to product, service, or company. It is the lifeblood.
It simply can not be separated from your identity.

The Irresistible Offer (Upper Case) Is Not
an “irresistible offer” (lower case)

An irresistible offer is an effective, but old marketing con-
cept whereby one stacks on benefit after benefit and bonus
after bonus until the buyer cries “enough!” and has to cave
in to the pressure. An irresistible offer is not a new thing.
The Irresistible Offer isn’t either—it just hasn’t been talked
about before.

An Irresistible Offer Is Not a Statement of Fact
So, you've been in business for 20 years. No one cares, re-
ally. They might, but it’s not an important enough fact to

lead with in your marketing.
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The Irresistible Offer Is Not a “Special Offer”

The Irresistible Offer Is Not a Statement of Bragging Rights

So, you're the biggest clothing store in Muskogee? Again, no
one really cares, and even if they do, it's not enough on its
own merits to get them to buy now.

The Irresistible Offer Is Not a Benefit

We're getting somewhere here, but we’re still miles shy of
Irresistible.

The Irresistible Offer Is Not a USP

Heck—no one can even agree on what it means! Let’s take a
look at a few of these more closely.

THE IRRESISTIBLE OFFER IS NOT A “SPECIAL OFFER”

First, let’s make it clear that I'm not knocking Special Offers.
Far from it. If you need a temporary boost in sales, a good
special offer can be just the ticket. (Just don’t overdo it. Too
many too often will turn them into “not-so-special offers.”
Also, if you have specials every week [like many pizza par-
lors] customers may wait to do business with you until the
next coupon arrives. They need to want you badly enough
to jump over hurdles to get you.)

Here’s the main difference. A Special Offer is a one-time
deal. The Irresistible Offer is not. The Irresistible Offer is so
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central to the very heart of your business that it becomes
your identity.

The power of this can be observed with another look at
Domino’s Pizza—now a decade after they ended their “30
minutes or its free” tagline. I ordered pizza from Domino’s
with some friends in 2003. The pizza came in about 45 min-
utes, and one of my friends looked at his watch and said,
“Hey, isn’t it supposed to be free?”

Back to Special Offers—again, they are still fantastic tools.

In fact, Special Offers and The Irresistible Offer can
work together nicely. If you are going to make a Special Of-
fer, you can use many of the same principles used to create
The Irresistible Offer. In fact, Special Offers are much easier
to create than The Irresistible Offer. Once you've created
The TIrresistible Offer for your product or business, you
should be able to create a Special Offer with one arm tied
behind your back and blindfolded.

Okay, let’s took a look at each of these in more detail.

THE IRRESISTIBLE OFFER IS NOT A BENEFIT
Benefits can be remarkably powerful tools—unique benefits
ever more so. As an offer, though, they only address one of

the Big Four Questions—“what’s in it for me?”

I've seen so many people make the critical mistake of
using a benefit as the lead for their marketing pitches. It’s
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tempting to do this, particularly if you have a very attractive
and compelling benefit to display, but it’s a huge error.

Leading with a benefit will capture your target’s interest,
but the interest is almost always tempered with skepticism—
“What'’s the catch? Is this nice benefit meant to distract me
from flaws elsewhere?” Then, you have to spend the rest of
your marketing pitch addressing that cynicism and answer-
ing the remaining three of the Big Four Questions.

The Irresistible Offer addresses all of the Big Four in a
highly efficient manner—leaving your consumer receptive,
not skeptical, and in a frame of mind to buy, buy, buy.

THE IRRESISTIBLE OFFER IS NOT A USP

Unique Selling Proposition (USP) is a phrase that gets slung
around quite freely in the marketing world. What is it, ex-
actly? Well, that depends on who you talk to.

If you're talking to a direct marketing guru, they will
emphasize that USP is synonymous with uniqueness. A USP,
they will tell you, is what sets you apart from the competi-
tion in the marketplace. I attended a seminar once in which
the speaker told us to make a list of all of our company’s
benefits and advantages, circle the ones that are unique, and
that, he said, is your USP.

An interesting approach, but it might give you only a
fraction of the power of The Irresistible Offer.
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You get a different definition entirely from people who
are involved in branding big-name products and companies.
They will tell you that the USP is a statement of the core val-
ues of your brand.

One day, I had a long conversation with Steve Gursich,
CEO of the legendary advertising agency GSD&M. This is
the iconic agency that handles the accounts for Wal-Mart,
American Airlines, and other megabusinesses.

We were discussing some ad copy I was writing as a fa-
vor for one of his companies, and the topic of USP came up.
It became clear to me very quickly that we were operating
under very different definitions of the term.

To clarify, T asked him, “What would you say is Wal-
Mart’s USP?” Without hesitation, he said, “Value, Loyalty,
and Quality.”

A direct marketer would tell you this is a terrible USP,
but I don’t know a single direct marketer who is responsible
for the volume of sales that Wal-Mart is each year.

The approach obviously works like gangbusters for Wal-
Mart, but their business, and the type of marketing they do,
is unique. If you can create an infrastructure of thousands of
stores and undercut all the competition on price because of
your sheer buying power, perhaps this approach may work
for you.

Further, this is but a small piece of the Wal-Mart pic-
ture, so it would be folly to model a tiny subset of their
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marketing mix without understanding how it fits into their
big picture.

Let’s try one more approach and see if it gets us close to
what we’re seeking.

Rosser Reeves is not a household name, but he was
one of the greatest minds in the history of advertising. In
his book Reality in Advertising (New York: Knopf, 1961)
he said:

Each advertisement must make a proposition to the con-
sumer. Not just words, not just product puffery, not just
show-window advertising. Each advertisement must say
to each reader: “Buy this product and you will get this
specific benefit.”

The proposition must be one that the competition
either cannot, or does not, offer. It must be unique—ei-
ther a uniqueness of the brand or a claim not otherwise
made in that particular field of advertising.

It’s a profound idea, isn’t it? That gets us very close to our
target, but we’re still not quite there.

Like the direct marketers, Reeves seems to have be-
lieved that uniqueness per se was sufficient in itself. One of
his great, classic campaigns reflected this concept. Remem-
ber the advertising for Anacin? “Anacin: The Pain Reliever
Doctors Prescribe Most.”

Those are seven very powerful words. Perhaps some of
the best ad copy ever written. It makes you think, if doctors
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prescribe Anacin more than other pain relievers, then it
must be pretty darned good at stopping headaches.

From a branding perspective, it's a great USP. When
you're in the drug store deciding on a brand of aspirin to
buy, you might very well be persuaded to buy the one that
doctors prescribe most.

But it’s not The Irresistible Offer.
Why not?

Because it merely makes you wonder about the best
possible aspirin. It doesn’t necessarily make you want to
buy right now. The Irresistible Offer would not just be use-
ful when you're in the store wondering which aspirin to
buy—it would motivate you to drive out to the store and
buy your brand.

Don’t be lulled into the trap of thinking that uniqueness
alone will make your sales revenues start climbing. Staying
in the realm of drugstores, let’s say that you market your
shop as the only drugstore that offers live musical entertain-
ment at the top of every hour. That might get some people
interested in you as a novelty, but it won’t necessarily trans-
late into sales.

Again, uniqueness per se is not enough and is some-
times totally irrelevant.

Or what if you market the fact that you’re the only drug-
store in town with a pharmacist who speaks Japanese?
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That’s a unique benefit that will certainly pique the interest
of the Japanese-speaking population, but that’s just an Offer
Intensifier (more on that later), not nearly as powerful as the
Irresistible Offer itself.

It’s not enough just to be unique.
By contrast, what if you market your pain reliever by
saying, “Your headache is gone and you’re feeling good in

10 minutes or your money back.”

Is that a different approach? Will it have a different
impact?

The Irresistible Offer requires several elements to make
it truly irresistible.

And all you have to do to find out what they are is . . .
go on to the next page.
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Elements of The
Irresistible Offer

kay, by this point, you’re beginning to realize that The

Irresistible Offer has the power to turn your business
into a thriving, growing empire. No doubt, though, you
have a few questions. Most, importantly . . .

How does one do it?

You are about to learn a few tools that will make creat-
ing The Irresistible Offer for your business a snap. Let’s
start with this—The Irresistible Offer is composed of three
elements:

1. A High ROI Offer
2. A Touchstone
3. Believability
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It’s easy to remember these three core elements when
you use the following handy mnemonic device. Think
HTB—How to Be Rich? The Irresistible Offer, of course!

Let’s take a closer look at each of these elements.

THE HIGH ROI OFFER

Remember the Core Imperative of Business—make an offer/
Real business does not even begin until you do. It’s called
“quid pro quo.” I give you this—you give me that. We both
come away better for having made a deal.

It seems pretty fundamental, doesn’t it? And yet so many
businesses and entrepreneurs today are getting away from
this basic principle. And the farther we stray from the Core
Imperative, the more we confuse our customers and ulti-
mately lose sales.

ROI means “Return on Investment.” Every purchase is
essentially an investment. And, if your customers are not
getting something from you that is perceived as greater in
value than what they are investing, then they’re getting a
negative return, and you’re not going to be doing business
very long.

Simply offer the customer a genuinely good deal, and
your job of marketing suddenly becomes a hell of a lot
easier.
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Those businesses that have strayed from this Core Im-
perative often do so because their offers don’t render a gen-
uinely high ROI to the consumer. Businesses rationalize that
ROl is all perception, so it becomes easy to justify the use of
sales trickery to make the sale.

If the ROI is clear, no sales trickery is needed. You can
get right down to business and spend more time making
sales and less time weaving your loom of sales hypnosis.

Back in the 1950s and 1960s, movie theaters used to
play this game all of the time. They would book cheap hor-
ror flicks and make the customers sign a waiver before en-
tering the show, holding the theater owner blameless in
case they should have a heart attack because of the movie’s
incredibly frightening scenes. The theaters had to use this
gimmick because the movies were garbage. The return (en-
tertainment value, or lack thereof) was not worth the cus-
tomer’s investment (ticket price and time spent in the
theater), so the theater had to use cheesy tricks to draw at-
tention away from the poor ROL.

You don’t have to resort to these kinds of tricks to
make your offer desirable. All you have to do is offer a
truly high-value ROIL. If you can’t snap your fingers and
turn your product into a great one, then add something
that makes it great. Add some service, feature, or bene-
fit—anything that will make your offer a truly great deal
for the customer.

This is a good moment to return to the Domino’s Pizza
example from a few pages ago.
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Warning: Some businesses think they can im-
prove their ROI by simply lowering their price. It
makes sense that by lowering the cost you can
improve the value for the customer, but that’s a

dangerous game. The economic graveyard is full
of businesses who priced themselves out of exis-
tence by charging customers too little. You are in
business, after all, to make a profit. There are
ways to add value to your offer, and therefore to
enhance customer appreciation, that do not de-
tract from your own profit margins.

Domino’s 30-minutes-or-it’s-free offer was terrifically ef-
fective in capturing my attention, as well as that of a few
million other customers. But if they didn’t get their act to-
gether and make a better-tasting pizza, they wouldn’t have
lasted as long as they have. They had a great Touchstone
(perhaps the quintessential touchstone), but they needed a
higher ROI offer to continue thriving.

When I order Domino’s today, I order it because it’s fast,
it’s inexpensive, and it’s delicious. In short, I'm getting a
great return on my investment. If it weren’t tasty, they may
sucker me into buying another pizza or two if I were des-
perate, but I wouldn’t go back for my Second Helping
(more on that shortly).

Today, 'm not only a satisfied, loyal customer, but I'm
spreading their marketing message for them, evangelizing to

my friends about the quality of Domino’s Pizza. (You can
read further about how to make the most of this kind of Word
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of Mouth marketing, but the fact is that having a high ROI of-
fer is 90 percent of the game. Word of Mouth without The Ir-
resistible Offer is lukewarm at best. More on this shortly.)

You achieve the polar opposite result when you try to
trick your customer. Trust me. I've been there too. I've been
conned into making purchases that masqueraded as The Ir-
resistible Offer, but in truth sorely lacked a core high ROI
offer (or even a break-even point on my investment). In
these cases, the businesses involved not only failed to win
me over as a fan, they made a lifelong enemy out of me.
There are cases when I've been sitting with friends, talking
about bad companies who have done us wrong. Then, a
new friend enters the circle, hears our stories, and passes
them along to others. Thus, this poor-ROI company is being
badmouthed by people who have never even been their
customers—and the company deserves it.

What’s worse, you only have to mess up once for this to
happen. Even great companies screw up, and the buzz from
that single mistake can have a huge impact. Winston
Churchill said, “A lie will travel half-way around the globe
before the truth even has a chance to put its pants on.” Neg-
ative information has a way of spreading a lot faster than
positive information, so it's doubly important that you not
only satisfy but utterly delight your customers.

THE TOUCHSTONE

Never before in the history of modern man have we had so
many marketing messages competing for our attention. TV
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ads, radio ads, direct mail, billboards, Internet banners,
e-mail . . . you name it. Heck, I put down the tray table on
an airplane a few weeks ago, and there was an ad in my
face for a cell phone!

There is so much of it that most of it barely registers on
our consciousness. Even some of the most creative ap-
proaches garner just a flicker of our attention and then get
drowned out in a sea of marketing white noise.

What if you could cut through all of the static? What if
you could capture your customer’s attention, make yourself
truly memorable, and put your customers in a frame of
mind that makes them want to buy your product or service
on the spot?

And what if all of this happened in less than three
seconds?

The Touchstone of your Irresistible Offer can do just
that. This is really where the sale takes place. After your
touchstone, all you have to do is not screw up and the deal
is done.

We're getting ahead of ourselves.

What's a touchstone? In short, it’s a statement that ad-
dresses as many of the following points as possible:

v Here’s what we are selling.

v’ Here’s how much it will cost.
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v/ Here’s what’s in for you.

v Here’s why you should trust us.

If this sounds familiar from earlier in the book, it should. Re-
member the Big Four Questions?

And, no matter what, your Touchstone must say: Here’s
a great offer. Here's a deal for you so great that you'd be a
fool to pass it up.

Now, before you run off and start constructing your
Touchstone based upon what I just told you, you need to
realize that simply communicating these different points is
not, in itself, enough. It’s not a grocery list. You must com-
municate these ideas in a particular way in order to have the
desired effect on your customer.

The Stylistic Elements of a Great Touchstone

The following guidelines will provide some valuable clues.

Clarity

Don’t make your customer try to interpret what you’re say-
ing. They won’t bother. Go right to their minds with a crisp
message that leaves nothing to the imagination.

Simplicity

People have enough complexity in their lives. They’re not
looking for more, particularly from someone trying to sell
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them something. Your Touchstone should be a simple state-
ment that is easily understandable.

Brevity

Aren’t you usually in a hurry? So is your customer. Respect
that and keep it short. Really short. We're talking a single
crisp eyeful here at most.

Immediacy

Your Touchstone cuts right to the chase. You’re no longer
selling yourself or your commodity. You're simply laying out
the facts and letting the customers see the value for them-
selves. If your offer is strong enough, you don’t need to
pitch it. When you make an Irresistible Offer, you've made
the transition from annoying salesman to trusted friend of-
fering something of desirable value. The customer either
wants it or not. If they don’t, you just saved yourself and the
customer a lot of time by simply moving on to the next
prospect.

Now, here’s another critical distinction to understand.
The offer presented in your Touchstone is usually separate
from your Core High ROI Offer. More often than not, they
are two different entities.

Three of the Greatest Touchstones in History
Let’s use Domino’s, Columbia House (you know, the place

that puts the compact disc ads in TV Guide and other maga-
zines), and Federal Express as examples.
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Domino’s Pizza

The Touchstone—*“Pizza hot and fresh to your door in 30
minutes . . . or less . . . or it’s free’—is one of the best
ever created.

But it doesn’t say anything about the quality of the pizza.
And, in the company’s early days, that was just as well.

The Touchstone communicated three of the four impor-
tant ideas beautifully.

Here’s what we’re selling—fast pizza.

Here’s what’s in it for you—pizza immediately when
you're hungry, or a free pizza.

Here’s why you should trust us—if we don’t keep our
promise, you've got a free dinner.

So, is there a high ROI offer? No. Because, in the begin-
ning, Domino’s wasn'’t offering a great pizza for a fair price.
It was fast, but it wasn’t a great return on investment for the
customer seeking a good-tasting pizza.

The Touchstone was the spark, but it took a High ROI
Offer (a better pizza for a good price) to keep the flames
blazing over the long run.

Columbia House Records

The Touchstone—“10 CDs for 1 Cent”—is a good one. So
good, in fact, that a variation of it has been used by nu-
merous CD and book clubs for many years—and is still
used today.
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TIP: Persistent marketing is good marketing. If
you see an ad appear again and again over time,
by the sheer economics of it, it is most likely very
effective marketing. Poor marketing doesn’t last

long, because the money earned from it will dry
up and the campaign can not be sustained.

For anyone interested in the science of marketing, this ap-
proach is really interesting. On the surface, it communicates
three of the Big Four points beautifully. Then, it gets you
halfway there toward the final hurdle . .. and stops. That’s
because there’s a catch to this Touchstone.

Here’s what we're selling—cheap compact discs.
Here’s how much it will cost you—one penny.
Here’s what's in it for you—cheap music.

Here’s why you should trust us—hey, what do you have
to lose? (It’s a low risk, but it still leaves the consumer
skeptical—and justifiably so.)

So, what’s the high ROI offer? As you might imagine, it’s not
really 10 CDs for a single penny. You must agree to pur-
chase a subsequent number of CDs at a higher price.

Still, when you consider the total price you'll pay over
the length of the agreement, match it up against the number
of CDs you receive and the convenience of not having to go
to the mall to buy them, you realize you're getting a pretty
good deal just the same.
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What's the lesson to be gained from the Columbia
House example? Having a High ROI offer at the core allows
a company to use a certain degree of gimmickry and still
stand up to further scrutiny.

There’s another example I want to highlight in which—
unlike Domino’s and Columbia House, which offers cheap
pizza and cheap CDs, respectively—a company uses a
Touchstone that doesn’t talk about price at all.

Federal Express

The Touchstone—“When it absolutely, positively has to
be there overnight”—doesn’t really look like it fits the cri-
teria of The Irresistible Offer Touchstone, does it? It
wouldn’t seem on the surface to have any particular ca-
chet at all. But it’s actually one of the best touchstones
ever written.

Let’s break it down:

Here’s what we’re selling—overnight delivery.

Here’s how much—we’re not saying, but we think this
service is so valuable to you, that you probably don’t
care about the price.

Here’s what's in it for you—your delivery is made
overnight, and your ass is out of a sling when your pro-
ject gets there on time.

Here’s why you should trust us—for God’s sake, how
can you have a more trustworthy name than “Federal
Express.”
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Nonverbal Communication

As you master The Irresistible Offer you’ll come
to realize that you can use more than mere
words to address the Big Four Questions.

As you can see in the case of Federal Ex-
press, the issue of trust is nailed beautifully with
the name of the company itself. As they develop
more brand equity and reputation, the question
is addressed in yet another way again.

Remember that information is transmitted in
many ways. It can take the form of an image. Tt
can take the form of the position of your brand in
the market place (perhaps one of the subtlest yet
most powerful forms of communication in exis-
tence—making books by Ries and Trout required
reading, especially Positioning). It can even take
the form of who is doing the selling (choose your
sales and customer care reps wisely!).

This Touchstone gives you 75 percent of the High
ROI Offer—everything but the price. Of course, if the
price were too high, they would be out of business. The
point is, though, that they didn’t have to deviate too far
from the High ROI Offer in creating their Touchstone
because Federal Express offers a pretty straightforward
product.

You probably won’t be so lucky as to have that kind of
simplicity.
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BELIEVABILITY
What if T offered you $1,000 for every dollar you gave me?

After all, that's one damn powerful Touchstone. Would
you take me up on it?

Okay, I don’t have to be a psychic to know that you’d
be wondering what kind of scam T was trying to pull on
you.

There’s an often-told story about a direct marketer
named Mike Enlow who put this very offer in a newspa-
per ad to prove a point. He didn’t get a single response.
Not one.

And that was his point.
The bigger and bolder you make your Touchstone, the

more difficult it is to prove, and the harder you have to
work to sell your believability and your credibility.

MAGIC FORMULAS FOR BELIEVABILITY

How is believability communicated? How do you prove to
your consumer that you can be trusted, and that your offer
is not too good to be true.

Of course, each case presents its own challenges, but
here are a few methods you should consider. Tailor your

approach as needed to fit you, your offer, and your
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customer. Remember, it’s good to be bold, but the bolder
you are, the higher you raise the bar on making yourself
believable.

Proof

There are three types of proof you can use to bolster the
credibility of your offer.

There’s social proof. This is generally provided through
testimonials, demonstrating that there are people out there
who have tried the product and are quite happy about it. A
good testimonial has to have something to prove that you're
not just making it up—an e-mail address, a web address, a
photo. If you want to say that Marilyn from Cincinnati loves
your service, then you’d better demonstrate that Marilyn is a
real flesh-and-blood person and not a product of your mar-
keting imagination.

There’s technical proof. Has the effectiveness of your
product been scientifically validated? Do you have some
tests that show that your product will actually achieve its
stated purpose? Again, these pieces of evidence must be
presented in a believable way, or you will undermine your
credibility rather than enhance it.

And then there’s simply factual proof. When you’re
offering a product, do you have research that shows how
the value or popularity of comparable products have in-
creased over time? Businesses that sell merchandise based
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on precious commodities do this frequently, and with
great effectiveness, showing how such products can be
good investments.

Credibility

Credibility is all about you. Can you be trusted? Do you
have the authority to make your offer believable and desir-
able? Credibility can take many forms.

Endorsements

Do you have any celebrities or highly regarded authorities
who could vouch for your product? People just seem to give
more credence to an offer that is backed by someone
they've seen on television or read about in the papers. Make
sure, though, that the celebrity is appropriate for the prod-
uct or service you’re selling. You wouldn’t, for example, hire
Michael Jackson to endorse your child day care center.
That’s an extreme case, but you get the point.

A real-world example that is not quite so extreme can
be found in Martin Sheen (a great actor who played the
president of the United States on a popular TV show). He
was the spokesman for an antiwar commercial before the
U.S. invasion of Iraq. The effect of this was quite the oppo-
site of what was intended. People felt their intelligence was
insulted (and rightfully so) when a man who plays the pres-
ident on TV, but who has no political experience himself,
was lecturing us on the effectiveness of weapons inspection
programs.
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Clearly, the creators of the particular piece of propa-
ganda were attempting to use his fantasy-world authority as
leverage, but it backfired.

High Profile Customers

If you can say that every employee at IBM or Microsoft or
Sony uses one of your products, that makes a pretty com-
pelling case to future customers. If people who have
achieved a reputation for success and excellence choose to
become your customer, that’s a credibility builder that will
go far with your target prospects.

Qualifications

Virtually every profession or career field has some associa-
tion or organization that certifies the quality of its members’
work. You should look into that, and also don’t forget to cite
relevant degrees or credits that speak to your expertise and
knowledge.

Awards and Recognition

Has anyone ever taken notice of your work? Have you won
any industry competitions? Potential buyers and customers
gravitate toward an offer that has a winner’s aura. I wouldn’t
recommend leading with this, though, since it will seem like
bragging.

Logic

Don’t underestimate the power of appealing to your cus-
tomers’ logical thinking. As you make your offer, their men-
tal wheels are turning. How, they are asking themselves,
can you make such a great offer? If you can give them a log-
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ical answer to that question, you’ve moved much closer to
the finish line.

There is a cosmetics company in Korea which claims
that all of its products cost the U.S. equivalent of $10 or less.
It makes you skeptical, right? How could a halfway-decent
product cost so little?

But then they explain it, and logic kicks in to great effect.

The company points out that, in cosmetics, 90 percent
of the cost is advertising. You’re not paying us for a big
brand that runs full page ads in Vogue, so our costs are sig-
nificantly lower. Also, they add, most cosmetics products are
filler and foam. This adds to the cost and reduces the
amount of usable product.

After presenting this logic, their offer goes from unbe-
lievable to highly credible. And, apparently, their stores are
jam-packed with eager customers on a regular basis.

It helps that Korean consumers tend to be highly price-
conscious, so this offer is well-planned and well-executed.

Keep in mind the logic that can lend credence to The Ir-
resistible Offer. Pointing out to your customers facts like “I
have excess stock and must liquidate” or “I have a new
source in Asia that can sell to me extremely cheap” provides
a powerful rationale for customers to jump at your offer.

Of course, make your claim believable. Sometimes,
marketers concoct the lamest stories to boost sales, and the
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effect is the reverse of what’s intended. Let’s not let that
happen to you.

PUTTING IT ALL TOGETHER

Let’s take a look at the way this will actually play out in a
marketing campaign, from both your customer’s perspective
as well as your own.

The Irresistible Offer Creation Process: What You Do,
in Chronological Order

First Step: Develop a High ROI Offer

Before you do anything else, you create something that pro-
vides an obvious Return on Investment for the customer. If
you don’t do this, there’s no point in going any farther (or in
staying in business).

Second Step: Create a Compelling Touchstone

You develop the core of your marketing campaign. All of
your marketing efforts stay consistent and true to this core.
This is the one brand-identifying message you always want
associated with your business.

Third Step: Believability
To give your offer and your campaign lasting resonance,

you center your business around various believability fac-
tors to increase trust. Remember, they’re not all verbal.
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