
Published by Sarceaux Publications
Cover Design © Copyright 2004
by Castle Direct and Sarceaux Publications

£14.97

“I know Carol’s writing methods work because I have tried several and they have
had a dramatic impact on improved response rates.  One letter produced a 19%
response within 48 hours. This book may change your life.

Brian James, Chairman, The Brian James Group

Thousands or tens of thousands MORE
customers want to buy what you sell. NOW!

Here’s exactly how to attract them, compel
them, and ethically get them to buy from

you instead of your competitors
"We got a 262% increase in response to our mailing, resulting in £24,101 worth
of bookings.”

David d’Orton-Gibson, Managing Director, TFP Online Ltd

Create dramatic sales improvements by adopting the powerful 
‘direct-response’ methods revealed in these pages. They really do “steal”
customers from your competitors – and best of all, they do it ethically.

If you engaged copywriter and author Carol Bentley to create your
marketing material you would have to pay £16,500. Now you can

discover her best-winning secrets for yourself.

REVEALED INSIDE:
� 8 little-used ways to get customers to say “Yes” to you today. 
� 79 words & phrases that compels people to read your letter or advert
� How you can make your offer irresistible with these 13 techniques
� How to massively increase response - instantly
� 31 point order-form check-list – get 31/31 and your order form increases

your sales dramatically
� Discover the 9 elements that makes your advert out-perform your competition
� 9 biggest mistakes people make in newsletters - and how to avoid them
� My Secret Weapon.  Discover how to overcome ‘writer’s block’
� How you can make the high performance of your letters and adverts predictable!
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USE THESE POWERFUL TECHNIQUES TO 
BOOST SALES, GAIN NEW CUSTOMERS 
AND ENJOY A DISTINCT ADVANTAGE 

OVER YOUR COMPETITORS! 
 

“Having used direct response marketing techniques since the 
year 2000, the 'masterful' methodology described in this book has 
gone on to enhance sales by a further £99,500 from just one five 
page letter mailed to 3218 prospects.  It goes on to prove that long 
letters do sell providing they are interesting and provide a 
compelling offer - all covered in page 65, chapter 9.  I would 
recommend this book all day long.  It is fun, interesting and 
EXTREMELY profitable. Buy it!” 

Anthony van Dort  
Managing Director 

Liberty Leisure 
 
"We got a 262% increase in response to our mailing, resulting in 
£24,101 worth of bookings, which included 30 new companies at-
tending our courses.  This is an impressive result for us." 

David d'Orton-Gibson 
Managing Director 

TFP Online  Ltd 
  

“Well having purchased your book at the event, we swiftly put some 
of your ideas into practice.  Our previous mailing letter went in the 
bin, and a refreshed version was generated.  It is fair to say that the 
response level we now get has vastly increased.  Not only in terms 
of immediate response, but also from those who have obviously 
retained our information and called some months later.  We look 
back at our previous attempt and cringe.” 

Andy Littlecott 
Buckfield Environmental, Buckfield Group 

 
“I know Carol’s writing methods work because I have tried several 
and they have had a dramatic impact on improved response rates.  
One letter produced a 19% response within 48 hours. Carol’s book 
may change your life.  

Brian James 
Chairman 

The Brian James Group 
 



 

 

“Carol Bentley takes the ‘black art’ of direct response copy-writing 
and actually explains what's going on - not just what to do to get it 
right, but why these strategies work and what's going on inside the 
recipient's head as they read your letter. Even if you think you've 
read all there is to read about copy-writing, Carol's book is sure to 
provide you with fresh perspectives on your old learning.” 

 Gill Pritchard 
Just Add Content 

 
 “I have quickly grown to admire Carol's skill as a business copy-
writer. She is ONE copywriter I would be happy to suggest many, 
many business owners and professionals employ to write advertis-
ing, sales letter, brochure and web site copy for their products, ser-
vices or treatments.” 

Paul Gorman 
Gorman Consulting 

  
“I was getting 29 clicks per day.  Then I changed my ad (on 
Google).  This is getting close to 100 clicks per day!  More than tri-
ple the number of people to my site!  Just did what you said - pro-
vided a headline that would interrupt a person from their day and 
tried to hit their emotions – and the results are just amazing!” 

Sadhiv Mahandru, 
www.NaturalElements.co.uk 

 
 “When I read the incredible insights in Carol's book ... I was, to be 
honest, quite shocked by what I learnt.  My letters were actually 
NOT based on the correct principles of explaining the Benefits of 
the Services I provide my clients. 

I wasn't a long way off - but Carol's book really uncovered what I 
should be saying. I am now rewriting all of my existing materials.... 
and I know the increased response will make that exercise 
worthwhile.” 

Edward Rivis 
Managing Director 

Sumatrix Ltd 
 
“I have just finished reading your book and I think it is excellent I 
am sure I will refer to it often.  Definitely essential for every busi-
ness’s book shelf and it has the best advice on web sites I've ever 
seen.” 

Jeannie Monaghan 
The Buxton Dental Practice 

 



 

 

 “A refreshing read that remains engaging to the last page.  I was 
impressed with the multitude of examples and the regular use of 
questions and targets throughout, all gearing you to remain fo-
cused.  Altogether a highly informative book aimed at all learning 
styles and all levels of sales marketing whether you’re a novice 
starting out on your first mail shot or you just need some tips on 
refining your style.”  

Deonne Connelly 
BLH High-Care 

 
 
“At first I thought your book would be a daunting read but I was 
wrong! I found your book to be very informative and shows me that 
I CAN and SHOULD write my own copy for my business. 

Your style of writing is easy going, informative and uncomplicated 
which gives me more confidence as I have the understanding to 
write my own copy now, perhaps a copywriting course as a next 
step?” 

Azi Azhakesan 
 
“I found the book very enjoyable and interesting.” 

Stephen Berger 
Harry Berger Dry Cleaners 

 
“It is so clear and methodical. I’ve learnt the theory (of copy-
writing) from others, but now your book puts it into a logical and 
‘followable’ order, with lots of practical added tips and details. I 
shall be referring to it often. With the easily identifiable sections, 
practical examples and step-by-step workshops to guide the reader 
through each phase, it is a very useful desktop handbook to ‘per-
fect’ my marketing letters.” 

Janet Browne,  
Managing Director 

 BLH High-Care 
 
 “It has been invaluable to have an expert writing targeted market-
ing material that has achieved such fantastic results – 44.2% 
response to a small mailing is amazing”  

Martin Moore,  
Martin & Co, Poole 

 
“Your advice is much more broadly applicable than just letters, and 
the workshops/ 'take-aways' are REALLY good.” 

Steve Bower 
 Seven Communications Ltd 
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Treat People as Individuals to Get Glorious Responses 
 

Chapter 4 
Treat People as 

Individuals to Get 
Glorious Responses 

Have you noticed how some sales letters seem to ‘hit the 
spot’ and others just leave you cold?  With some letters 
you can see straight away what they are getting at, and 
yet, others don’t seem to make any sense.   

Chances are, if you showed the letter that appealed 
to you to other people you’d get some who, like you, ap-
preciate exactly what is meant.  Others look at it from a 
different angle and, would perhaps, be completely un-
affected by it. 

This is because people are different.  We all see 
things from our own point of view and have our own 
preconceived ideas.  We all have our own beliefs and 
our own experiences, which influence us every day. 

All this background, which we have as individuals, 
colours what appeals to us.   

This makes it very difficult for you to write in such 
a way that everyone reading your letter, or advert, un-
derstands immediately what you are trying to put 
across. 

There is a ‘scientific approach’ to writing adverts 
and sales letters that increases your chances of getting 
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the reaction you want, as described in these pages.  You 
can use this methodology to increase your success rate. 

3 Key Actions Your Sales Letter Must 
Achieve… 

Start your letter off in a way that captures your 
reader’s interest.  Continue in a fascinating and infor-
mative way to draw him through every sentence, para-
graph and page.  

Use a captivating headline or opening sentence; 
descriptive words and, where appropriate, the right 
pictures, with captions.  These all impact on the re-
sponse you get. 

 
In essence your sales letter must take these three ac-
tions: 
 

1. Seize your prospect’s attention.  If you do not 
‘stop him or her in their tracks’ so they take 
note of what you are writing about, you won’t 
get a result. 

2. Sustain interest by focusing on the result of us-
ing your product / service. 

3. Compel your reader.  He must be so caught up 
in what you are telling; he can’t resist taking 
the action you suggest.  If your reader does not 
take favourable action, your letter has failed. 

Use the Right Language to Cut Through 
Communication Barriers 

The language you use in your letter or advert is 
very important.  This is because we all have a language 
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base - ways of expressing ourselves that makes sense to 
us.  When other people use the same language as we do, 
we find we have an affinity with them and sometimes 
we seem to ‘just click’. 

When you offer ideas or suggestions in a conversa-
tion you hear some people say “I see what you 
mean”, whereas someone else says “That sounds 
about right”, whilst another responds “That feels 
good”.   

In all three sentences each person is indicating 
he/she has understood whatever you proposed, but 
each has phrased his/her thoughts in a way that feels 
natural to him/her.  

There are visual people - these often use phrases 
with a visual connotation like “I get the picture”.  
Using ‘picture’ words helps them to see your point of 
view and visualise the outcome. 

People who talk about things “sounding OK” 
are more auditory - they hear the ideas and can tell if 
the proposal is a sound proposition.  They are happier 
with sound-based words and phrases. 

Kinaesthetic people are more in touch with their 
feelings, and make comments like “I get your drift”.  
They are more comfortable when they can relate to the 
ideas being floated.  Their natural appreciation is for 
language containing words that create the feelings they 
want to enjoy, whether it is security, comfort or a stress 
free situation.  

Capture the essence of these communication styles 
in your writing and you’ll’ achieve rapport with a greater 
number of people.  Use a mixture of the words so you 
connect with all the different people who are reading 
your letter. 

Here are some words, in the different language 
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bases, you can use when writing your letter: 
 
 

Visual Auditory Kinaesthetic 
See 
View 
Picture 
Look 
Observe 
Watch 
Vision 
Spectacle 
Imagine 
Visualise 
Appear 
Show 
Dawn 
Reveal 
Illuminate 
Imagine 
Clear 
Foggy 
Focused 
Hazy 
Crystal 
Blind 
Light 
Colours 
Dim 

Hear 
Listen 
Harmony 
Noise 
Rings a Bell 
Heard 
Discordant 
Music to my 
ears 
Sound 
Tell 
Harmonize 
Tune In / Out 
Be ‘All Ears’ 
Be Heard 
Resonate 
Deaf 
Mellifluous 
Dissonance 
Question 
Wavelength 
All Greek 
Mumbo-
Jumbo 
Loud and 
Clear 

Safe 
Touch 
Comfortable 
Explore 
Fast 
Handle 
Grip 
Feel 
Floated 
Security 
Stress 
Comfort 
Grasp 
Get Hold Of 
Slip Through 
Catch On 
Tap Into 
Make Contact 
Throw Out 
Turn Around 
Hard 
Unfeeling 
Soft 
Smooth 
Scrape 

 
Do be careful how you employ the different lan-

guage based words - your letter must still flow and 
make sense to the reader. 

Do remember, although we all have our preferred 
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language we use words and phrases from the other 
bases as well. 

When I first got involved in sales, which led to my 
professional writing career, I remember being told to 
“paint the picture in your sales presentation”; describe 
how your prospect would use your product or service, 
what they would see or hear, how they would feel, as in 
this example of a car salesman talking to a busy, im-
portant company director: 

 
‘Imagine - you look out of your office window on 

a cold, wintry day.  Snow is falling and is already set-
tling in a crisp, white blanket on the ground.  The tem-
perature is still dropping.  You have to drive over to see 
a prospective client.   

A big contract depends upon you getting there 
on time.   

You smile as you say to yourself “I’m glad I 
bought the XYZ four-wheel drive last week.”   

You walk out to the car park; all sound is muffled 
by the snow lying on the roads, trees and bushes sur-
rounding your offices.  You open the car door and slide 
into the luxurious, soft cream leather seat.  The door 
closes, whisper quiet, matching the peaceful ambience 
created by the snow.   

You switch on the ignition.  The engine gives a 
quick roar as you blip the accelerator.  A touch of a 
button and you feel the warmth permeating through the 
seat.  The powerful, smooth wipers glide across and 
quickly clear the front and rear screens.   

As you slowly pull away you can sense the sure 
grip and traction of the tyres crunching across the 
snow.  The halogen lamps cut a swathe of light through 
the curtain of falling snow. 
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The whisper of the engine gives the promise of 
the power and control at your finger tips.   

Suddenly, a cat runs across in front of you and 
you stamp on the brake.  The car stops immediately, 
smoothly, no sliding or skidding.  The ABS braking 
system working exactly as you expected based on 
what you were told when you were thinking about 
buying. 

You relax, content in the knowledge that you will 
have a swift and safe journey to the appointment with 
your prospective client.  This car is not going to let you 
down.’ 
 
This description of the result the Director enjoys 

uses all the base senses to create the greatest amount of 
rapport, regardless of the base preference of the reader.   

Let’s go through and identify how the base words 
have been weaved into the ‘story’.  

I’ve used the initial letter, before the word, to indi-
cate the ‘sense’ being used.   

 
[v] - Visual 
[a] - Auditory 
[k] - Kinaesthetic (Feeling) 
 
I haven’t marked all of the words used, just 

enough to give you an idea of how it works - as you go 
through you will recognise others: 

 
‘Imagine; you [v] look out of your office window 

on a [k] cold, wintry day.  Snow is falling and is al-
ready settling in a [a] crisp, [v] white blanket on the 
ground.  The [k] temperature is still dropping.   

You have to [k] drive over to see a prospective 
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client.  A big contract depends upon you getting there 
on time.   

You smile as you [a] say to yourself “I’m glad I 
bought the XYZ four-wheel drive last week.”   

You [k] walk out to the car park; all sound is [a] 
muffled by the snow [k] lying on the roads, trees and 
bushes surrounding your offices.  You open the car 
door and slide into the [k] luxurious, soft [v] cream 
leather seat.  The door closes, [a] whisper quiet, 
matching the peaceful [k] ambience created by the 
snow.   

You switch on the ignition.  The engine gives a 
quick [a] roar as you blip the accelerator.  A touch of a 
button and you feel the warmth permeating through the 
seat.  The powerful, smooth wipers glide across and 
quickly [v] clear the front and rear screens.   

As you slowly pull away you can [k] sense the 
sure grip and traction of the tyres [a] crunching across 
the snow.  The halogen lamps [v] cut a swathe of [v] 
light through the curtain of falling snow. 

The [a] purr of the engine gives the promise of 
the [k] power and control at your finger tips.   

Suddenly, a cat [v] runs across in front of you 
and you [k] stamp on the brake.  The car stops imme-
diately, smoothly, no sliding or skidding.  The ABS 
braking system working exactly as you expected based 
on what you were told when you were thinking about 
buying. 

You relax, content in the knowledge that you will 
have a swift and safe journey to the appointment with 
your prospective client.  This car is not going to let you 
down.’ 

Notice this is written in the present tense so the 
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reader (or listener) is ‘in the scene’ and is experiencing 
the result as it is described.   

Tell Your Reader What They Want to 
Know 

In addition to this you must make sure you con-
centrate on your reader.  Whilst writing, ask yourself 
“What does my reader really want to know about?”   

Does he/she honestly care about how long your 
company has been in business? Or what you are trying 
to achieve.  Statements like:  

“We had a good result at the last exhibi-
tion and we would like to make this one even 
more successful.  Which is why…”  

does not interest him.  He doesn’t care! Always 
write from his point of view. 

 
One thing we all have in common as human beings 

is we are very interested in the result we get.  How 
whatever we purchase can help us.  “What’s in it for 
me?” is the question you are answering for your reader 
as you write.  When you write your sales letter - does it 
clearly explain what result they get?  

Remember, use present tense language when you 
describe the results they get, so they are ‘in the moment’ 
and experiencing what you portray in their imagination.  
It’s true people buy on their emotions.  The logic comes 
later. 

But it doesn’t matter how wonderful your letter is, 
how exactly matched your language is, how powerful 
your explanation is if you are writing to people who are 
not interested in what you are offering.  

Make sure the people you are sending letters to or 

 
- 24 - 



Treat People as Individuals to Get Glorious Responses 
 

the publication you are placing your advert in is tar-
geted and likely to give you the highest result (See 
Careful Targeting - Creates Awesome Results on page 
27). 

 
- 25 - 



Treat People as Individuals to Get Glorious Responses 
 

Workshop: ‘Paint the Picture’ 

 
1. Describe the result your prospect enjoys when he/she 

takes up the offer you defined in the Chapter 2 Work-
shop. 

2. Describe using picture phrases;  

3. Describe using sound phrases;  

4. Describe using kinaesthetic phrases. 

5. Now, re-write using all 3 language-based words so 
your description creates rapport with as many people 
as possible. 
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Priority Request Form 

 The information contained in this book has 
proved so effective I want to order additional copies for 
my friends and colleagues. 
 
I also understand I can claim a quantity discount as 
shown in the table below: 
 

QUANTITY DISCOUNT 
DISCOUNTED 
PRICE EACH 

QTY 
REQUIRED 

TOTAL £ 

1 copy £14.97   
2-4 copies 10% £13.47   
5-9 copies 15% £12.73   
10-19 copies 20% £11.98   
20-49 copies 25% £11.23   
50-99 copies 30% £10.48   
100+ copies 50% £7.49   

TOTAL:  
Free p&p to any full UK postal address  

 
I am enclosing a cheque for £ ______ made payable to 
Promote Your Business Ltd. 
 
MR/MRS/MISS/MS: NAME:  SURNAME:  

POSITION:  

COMPANY:  

ADDRESS:  

  

  

POSTCODE:  

TELEPHONE:  

EMAIL ADDRESS*:  
* Please supply your email address ONLY if you want to receive information about 
future offers. 

 
Send the completed form (photocopies are acceptable if 
you don’t want to tear this page out) to: 
PYB Ltd, 104 Victoria Avenue, Swanage, BH19 1AS, UK

 



 

Request for Professional Services 
 

Carol, 
Copywriting is a skill that definitely boosts 

sales and can help my business to grow and I'd 
like some professional help. 

 
Please send information about these products/services: 
 

 'I Want to Buy Your Product..' Audio and Workbook  

 The Complete Home-Study for Writing Stunning, 
Responsive Sales Letters (Recording of Live 
Workshop) 

 Copywriting Teleconference Course 

 Live, Copywriting Workshops   
 

 Expert Review of my Sales Copy 

 Expert Copywriting Services and Marketing 
Mentoring  

 Professional Copywriting Services  

 
Please Use Block Capitals 

Mr/Mrs/Miss/Ms _____ Name _______________________  
 
Address________________________________________  
 
_____________________________________________  

 
________________________ Postcode______________  

 
Telephone No ___________________________________  
 
Please send important information on new releases by email to: 
 
_____________________________________________  

 
Visit: www.carolbentley.com for free reports & valuable information. 

 
Post your request to: 
PYB Ltd, 104 Victoria Avenue, Swanage, BH19 1AS 
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FREE Report Offer 
 

 “How to Banish Forever the 
Hair-Tearing Frustrations of 

Microsoft® Word® When 
Writing Your Sales Letters” 

 
Dear Reader  

 
You’re busy typing up your letter, concentrating on 

making it as compelling as possible.  And Microsoft® Word® 
decides to ‘help’ you and asks “Are you writing a letter?”   

 
Of course you‘re writing a *@*# letter – and you don’t 

need the program’s interference.  
 
You want to leave a single line of the paragraph at the 

end of this page or maybe push the last line of the paragraph 
onto the next page.  Word won’t let you.  Grrr! 

 
You want to use bullet points or numbered paragraphs 

with a nice line space between, but whenever you try to leave 
a line gap Word cancels your bullets or numbers.  “For pities 
sake – why can’t you leave me alone” you moan. 

 
You want to split words at the end of the line so your 

reader’s eye is drawn on to the next line but Word doesn’t 
like splitting words – tough on you! 

 
You want to indent the first line on every paragraph – 

why do you have to press the tab key every time you start a 
new paragraph?  Can’t Word do it for you? 

 
Trouble is the ‘help’ from Microsoft® Word is intensely 

irritating when you know exactly what you want to do – and 
the program does something entirely different! 

The good news is… 

 



FREE Report Offer 
 
You can stop Microsoft® Word® ‘taking over’ your 

document with these 29, simple to implement, techniques.   
 
You see, I’m one of those strange people who actually 

get on OK with Word – probably something to do with using 
it for writing mountains of material for so many years.   
And that’s why I know exactly how to switch off all those ir-
ritating features that drive you to distraction every day.   

Now you can discover how to tame Word so you can do 
what you want to do and when you want to do it. 

 
To get your report please supply your name, 

company and address and email address.  Your report 
will be sent, in PDF format, by email.  (Please note we 
do not send reports to free email addresses such as 
Hotmail etc.  Use your company or subscribed ISP 
email).  Please add info@CarolBentley.com to your 
email whitelist/address book to make sure you are able 
to receive this report.   

Choose how you want to send your details from 
one of the following: 

 
1. Write to:   Free Word Report 

 Promote Your Business Ltd 
 104 Victoria Avenue,  
 Swanage  BH19 1AS, UK 
 

2. Email to:  word@CarolBentley.com 
 

3. Call with your request:  0800 015 55 15 
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