
   

Seduction vs. Hard Sell

By Ernest O'Dell – Guerrilla Internet Marketing

Monday, April 12, 2010

Most  Internet Marketers approach their prospects like  
an  army  of  testosterone  laden  Spartans  attacking  the  
walled city  of  Troy to rescue Helen:  with a full  frontal  
assault.

We  come  at  them  with  flags  flying,  trumpets  blaring, 
battering  rams  slamming  their  Inbox,  and  catapults 
sending balls of fire flying through cyberspace.

Our  siege  machines  hurl  fiery  verbal  projectiles,  our 
archers  darken the sky with  journalistic  arrows,  and  we 
send row after row of armored warriors (those incestuous 
joint  venture  partners  who  replicate  the  already  over-
worn  strategy)  to  storm  the  enemy's  gates:  your  email 
account.

Unlike  the  ancient  Greeks  and  Romans  who  used  real 
weapons, our missiles are mere words, crafted to appear 
as “benefits” honed to a razor's edge like the sharpness of 
a Samurai sword.  All this is done with hypnotic power and 
precision accuracy to turn our brains into oatmeal and our 
readers into a bunch of mindless zombies.

Or, so it would seem...

There's another way to coax the enemy out of hiding, and 
encourage them to abandon the city and join us.  In many 
cases,  this alternative can prove far more effective than 
hurling explosive, outrageous sales copy at our visitors.
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Curiosity is one the strongest of human emotions there is. 
They  say,  “curiosity  killed  the  cat”  and  that's  too  often 
true.  But, it's also a well known fact that curiosity arouses 
the  interest  of  your  readers,  and  intrigue  will  sell  a 
thousand more tickets to an action movie than the mush 
of a “chick flick.”

The path to huge profits is not paved with “in-
your-face,”  benefit-packed  headlines  and  copy,  
but with intrigue and curiosity.

Things such as:

● the flirtatious smile,
● the  demurely  raised  hem  showing  a  glimpse  of 

forbidden flesh,
● the plunging neckline showing an ample cleavage,
● the implication of  otherwise prohibited pleasures 

to come,

...leaves readers perspiring for more.

And, of course, the only way for them to get more is to fill 
out the lead capture page with their name and email and 
hit the submit button.

This is how you must write your sales copy.  If you don't 
get  your readers “all  worked up in  a  lather”  you're not 
going to get that proverbial “call to action.”

Instead  of  bombarding  your  prospects  with  blatant 
benefits,  your copy must tease, titillate,  and tempt your 
prospects—intensifying their desire and curiosity to almost 
unbearable levels...

...then inviting them to satisfy that curiosity—for free.

"Send  no  money  NOW!"  "Just  mail  this  card  for  your 
FREE,  60-day preview. If  you don't  love it,  just  send it 
back and owe nothing. If you do love it, do nothing. We'll 
bill you later!"
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You've seen them: those beautiful ads in your mail box, 
screaming on the cover of the full color envelope!  Heck! 
They've  already  started  bombing  you  before  you  even 
opened up the mail!

They're beautiful!  They're intriguing.  They're seductive.

Every ad you've ever read for a self-help book, “get rich 
quick” scheme, or newsletter has always contained three 
kinds of information or advice:

● A.) A  real,  ingenious,  gob-smacking  "Ah-HA!"  tip 
you would have never thought of yourself

● B.) a tool that will empower you to save time, save 
money, make gobs of money, solve a problem, or 
achieve  something  else  wonderful,  yada,  yada, 
yada... and...

● C.) a  more  obvious,  common-sense,  mundane, 
even pedantic piece of bull-crap that you already 
knew—but  “if  you  just  followed  these 
instructions,”  would  also  do  all  of  the  above for 
you, too.

How many times have you seen this scenario?

I bet you've seen it almost every time you open up your 
email.

So, how do you “give away” the most amazing forehead-slappers in your 
sales copy?

Use  more  common-sense  tips  to  create  scores  of 
"fascinations" like:

● bulleted  items  that  intrigue  the  reader  while 
offering or implying a benefit,

● use bold, italics and underling for emphasis,
● or  a  free  report  that  is  designed  to  crank  up 

prospects'  curiosity  and  make  "not  ordering"  a 
virtual impossibility.
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"Forehead-slappers" are really easy to write.  They are—
quite literally—a  piece of cake.

● Just take the tip,
● add a a little bit of seductive drama,
● and  you've  got  a  fool-proof  element  that  would 

persuade even the most skeptical prospect of the 
product's value.

(See?  I just did it!)  Did you catch what I just did?

Writing great  “fascinations” is  an art  form demanding a 
great  eye,  and  a  well-developed  skill,  along  with  a 
tremendous talent for seductive creativity.

Take  the  title  "What  Never  to  Eat  on  an  Airplane"  for 
example.  What is the answer to the question?

Want to know the answer?

What is it that you should never eat on an airplane?

Are you ready for the Earth-shaking 
answer to this great mystery?

Here it is...

Food!
Oh my gawd!  Is that all?  What?  Is this what I was sitting 
on the edge of my seat for?

Intestinal gas is the natural byproduct of guess what...

...digestion.

If you've ever flown on an airplane, and you ate or drank 
something just before boarding, you've probably noticed 
that gas expands as cabin pressure decreases the higher 
you go in altitude.
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Result: You feel bloated and uncomfortable.

Or  worse:  It  could  trigger  an  embarrassing  moment  for 
your neighbor in the seat next to you.

Think  about  this  for  a  second: you're  reading  the 
newspaper  left  in  the  back  of  the  seat  and  you  come 
across  this  little  gem  of  advice—this  seemingly  obvious 
travel tip: Eating while flying gives you the farts.

OMG!

At  this  point,  you're  probably  tempted  to  just  put  the 
paper back where you got it, or move on to another part 
and start reading.

Not likely.

Why?

Because you want to know the “why” of the claim.  Your 
curiosity is now heightened.

So, you read on.  You come to find out that it's not really a 
life-changing insight.   Sounds like common sense,  right? 
You already knew that?

But you “took the bait” anyway and read the article!

Why?

Because you were seduced by the headline!

This might seem like a big accomplishment to some, but 
not to a great copy writer!  Immediately, his mind goes to 
work, turning the facts over in his mind and imagination... 
examining it from every angle.  A good copy writer is going 
to  find  an  element  of  intrigue  or  irony  in  the headline. 
Then he's going to translate that to the “story line” and 
identify the implied benefits of the product or service, and 
Voila!  A seductive ad is born.  And the old “hard sell” is no 
longer needed.
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In most cases, this kind of seduction tends to work best in 
promotions  of  information  products:  books,  special 
reports, newsletters, seminars—that kind of thing.  But I'll 
bet  if  you put  on your thinking cap,  you can figure out 
other ways to use this powerful  tactic in just about any 
promotion you compose.

Using curiosity, seduction and intrigue in your marketing 
and  advertising  campaigns  is  just  one  of  the  strategies 
you'll learn in Ernest O'Dell's next book: “Covert Internet 
Marketing:  The  Guerrilla  Internet  Marketer's  Guide  To 
Insane Profits.”  Look for it to be published soon.

Master  Copy  Writer  Ernest  O'Dell  publishes  the  highly  
acclaimed  blog  and  newsletter  Guerrilla  Internet  
Marketing, The Guerrilla Review, and Guerrilla Real Estate  
Marketing,  to  help  Internet  Marketers,  Real  Estate  and 
Insurance  professionals,  business  owners  and  freelance  
writers accelerate their sales and profits. He can also be  
found on Facebook at his personal page.

Words That Seduce: Titillate.  To titillate (TIT-l-ate) a—
from  the  Latin  word  for  "tickle"  a—is  to  arouse 
excitement  in  a  pleasurable  way.   Think  of  it  as 
“tickling”  in  forbidden  places,  or  caressing  the 
cleavage... you get the idea.

Instead  of  barraging  your  prospects  with  blatant 
benefits, tease them, titillate them, tempt them with 
seductive  words—intensifying  their  curiosity  to 
almost unbearable levels of ecstasy, then invite them 
to satisfy their curiosity with a call to action.
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Ernest  O'Dell  is  the  President  and  CEO  of  Questar 
TeleCommunications and  Guerrilla  Internet 
Marketing. His company, founded in 1982, is a leading 
provider  in  research and implementation of  Unified 
Communications and  Messaging  for  the  real  estate 
and  insurance industries. Many of his web sites and 
blogs continue to get millions of visitors each month.

Ernest O'Dell
Questar  TeleCommunications and  Guerrilla  Internet 
Marketing
Levelland, TX 79336
Ph: (806) 297-3267
Email: Ernest.ODell@QuestarTeleCommunications.com
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