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Preface 

Scientific Advertising is a work that deserves the same treatment the 
Sistine Chapel receives once a century: a careful restoration.


When Claude Hopkins published his book in 1923, he made a claim that 
sounded radical: advertising had reached the status of a science. Today, 
anyone can open a YouTube dashboard and see the metrics in real time. 
The claim no longer shocks.


But Hopkins was not writing for an audience that took testing for granted. 
He was writing for people who believed advertising was about being 
clever. His audience actively resisted him. Every re-statement, every long 
proof, every hammer blow of emphasis was necessary because the 
market was pushing back. Modern readers, who take measurement for 
granted, mistake his combativeness for bad writing. They see the 
repetition but not the strategy.


This edition of the book came out of necessity, not vanity. When I direct 
clients and students to Scientific Advertising as essential reading, many 
don’t read it. Others struggle with it. The language is challenging. The 
references: door-to-door selling, Dakin-fluid germicide, are harder to relate 
to today.


The book has not changed in over a century. The principles are immutable. 
But one thing has radically changed: audience sophistication. Modern 
readers have seen the metrics. They know what testing looks like. They no 
longer need to be convinced that measurement matters. They need to 
understand why it is so hard to do it in a disciplined way.


This book is not intended to replace Scientific Advertising. It is a guide to 
its principles: an easier way in to the classic.
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On Methodology 

Translating 1923 into 2026 is as difficult as translating between languages.


This was not a matter of simply feeding the book into AI and saying 
“modernize it.” It took careful planning, consideration, and respect for 
every word of the original text.


It’s a more difficult task than it appears on the surface. Every chapter is 
updated across four dimensions:


First, the prose gets a modern overhaul: clearer syntax, stronger rhythm, 
and contemporary vocabulary stripped of filler, while the underlying 
thinking stays intact so the language recedes and the ideas take center 
stage. 


Second, where Hopkins leaned on authority, modern readers expect 
reasoning; unsupported certainty gives way to demonstrated logic. 


Third, outdated mechanisms are swapped for their contemporary 
equivalents: physical samples become lead magnets and free trials, mail 
order becomes ecommerce and subscriptions, newspaper testing 
becomes A/B testing and product analytics, while the timeless principles 
they illustrate remain untouched. 


Finally, some claims need expansion or qualification. Advertising is an 
evidence-driven discipline, so wherever modern knowledge sharpens a 
point, that precision is added without diluting the argument.


These principles never change:


Advertising exists to sell. Testing beats opinion. Human psychology 
matters. Specificity increases credibility. Measurement improves decisions. 
Data compounds. Advertising is salesmanship. Evidence matters more 
than ego.


This book is for anyone who has been told to read Scientific 
Advertising and either didn’t, or struggled with it. It is for practitioners who 

Richard Winser ©  2026



Page 4

want the principles without the period-piece challenges. It is for students 
who seek a bridge to the original. Read this book first, then read Hopkins. 
You will understand both better.


-Richard Winser
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Chapter 1 — How Advertising Laws Are 
Established 
Advertising is no longer a gamble. In skilled hands, it has become a 
science.


It is based on fixed principles, clear cause-and-effect patterns, and 
repeatable laws. Because we can measure results, we no longer rely on 
opinion. We act on verified facts.


This makes modern advertising one of the safest investments in business. 
No other enterprise with comparable upside carries so little risk.

For this reason, this book does not deal in theories. It is a guide to proven 
principles. Every statement has been weighed against real-world data. We 
focus strictly on established fundamentals, and we will explicitly point out 
any areas of uncertainty.


This modern baseline exists because of compounding data.


Historically, large organizations ran hundreds of campaigns, tracking every 
result so no lessons were lost. Today, high-performing marketing teams 
serve as the clearinghouses for consumer psychology. They run thousands 
of systematic tests, cataloging exactly what works.


These teams employ analytical minds. Working in cooperation and 
learning from every test, they develop frameworks that outlast individual 
campaigns. Marketers come and go, but their data remains. It becomes 
permanent institutional knowledge, turning a creative gamble into an exact 
business science.


We discover these principles through continuous feedback loops. By 
comparing different approaches side by side under identical conditions, 
we isolate what performs. When a method consistently wins, it becomes a 
rule.


Modern e-commerce has perfected this tracking. Every click and purchase 
is measured to the penny. We know the cost to acquire a customer and 
their lifetime value with absolute precision.
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We test headlines, visuals, offers, and copy length. Because a tiny 
improvement in sales can yield millions in profit, guesswork is a liability. 
You must know what is best. Direct-response marketing established our 
first immutable laws.


Even when direct tracking is complex, as in retail brand building, we run 
localized digital campaigns and measure performance by regional sales 
lift.


Our most common diagnostic tool is the initial offer. We use free trials, 
downloads, or valuable guides to invite immediate action. This reveals 
exactly which messages command attention.


But early sign-up numbers are not the final metric. One approach may 
generate cheap, low-quality leads, while another yields high-value 
customers. Our final calculations are always based on the cost of 
customer acquisition and net return on investment.


Some rules apply only to specific niches. Others apply universally to all 
human persuasion. No wise marketer departs from these unvarying laws.


The biggest waste in business comes from ignoring these fundamentals. 
Many operators still build campaigns by whim and fancy, starting from 
scratch as if no one had ever run an ad before. They act like engineers 
trying to build a modern locomotive without looking at existing blueprints. 
They sail blind, hitting the same reefs that wrecked thousands of 
businesses before them.


We have moved past those chaotic days. Today, the only major variables 
are the product and the target audience—not the system of selling. We 
cannot guarantee that a product will be popular, but we know how to find 
out quickly. And we know how to sell it in the most effective way.


Campaigns may still fail, but the failures are no longer disasters. When 
losses occur, they are minor, controlled, and caught early in testing.


Under these disciplined conditions, modern advertising has thrived. Its 
volume, prestige, and predictability have multiplied. The peril has been 
systematically removed. By transforming a creative speculation into a 
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conservative, evidence-based business, we have made success 
repeatable.


These facts deserve universal recognition. Marketing has no room for ego 
or trend-chasing. The blind leading the blind is ridiculous. It is a tragedy in 
a market with such vast possibilities. Maximum success is impossible 
unless you are guided by laws as predictable as gravity.


Our primary purpose here is to set down those laws, and to show you how 
to prove them for yourself. Beyond these laws lie infinite creative 
variations. Individuality is essential; imitation is lazy. But those variable 
elements, which depend on human ingenuity, have no place in a textbook. 

This book is for the groundwork.


Our hope is to place marketing firmly on a business basis—to show it is 
one of the safest, most reliable engines for scaling a company. Thousands 
of conspicuous successes show what is possible. Yet thousands of 
business owners who need this discipline still view marketing as a 
mysterious accident.


That was once true, but it is not true today. This book is designed to show 
you the way.


Key Takeaways


• Advertising is a system, not a gamble: By applying disciplined 
testing and accurate tracking, marketing moves from a high-risk 
speculation to a predictable business investment.


• Trust feedback loops over opinions: Modern digital tracking allows 
us to isolate variables and let the market decide what works.


• Measure the ultimate metric: Never base final decisions on 
superficial engagement. Always measure performance by customer 
acquisition cost and net return on investment.


• Don't reinvent the wheel: Failing to build on established, proven 
marketing fundamentals is a costly and avoidable error.
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Chapter 2 — Just Salesmanship 
To understand advertising, you must start with a single truth: advertising is 
salesmanship.


Its principles are the principles of selling. Every marketing decision should 
be judged by a salesperson's standards.


The sole purpose of advertising is to make sales. It is either profitable or 
unprofitable based on the revenue it generates.


It is not designed for general effect. It is not meant to simply keep your 
name in front of people, or to look impressive. Treat your advertising as a 
salesperson. Hold it accountable. Compare its cost to its results. Do not 
accept excuses you would never tolerate from a human sales 
representative.


The difference is only one of scale. Advertising is multiplied salesmanship. 
A salesperson talks to one prospect; an advertisement speaks to 
thousands at once.


Because of this reach, a mistake in a live campaign is incredibly costly. A 
mediocre salesperson can damage a small fraction of your business. 
Mediocre advertising damages all of it.


Many people confuse advertising with literature. Elegant writing is a 
disadvantage. So is a highly stylized, unique voice. They draw attention to 
the writing itself, rather than the product. They reveal the hook.


When an attempt to sell is obvious, it creates immediate resistance.


Great talkers are rarely great salespeople. They make buyers suspicious of 
being manipulated. Sincere, plain-spoken people who know their product 
and their customer always win.


Ask yourself: "Would this line help me sell the product if I were face-to-
face with a buyer?" If not, discard it.
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Some marketers obsess over slogans and clever wordplay. Would you use 
them in a personal sales meeting? Can you imagine a real customer being 
impressed by a catchy phrase? If not, do not rely on them in your copy.


Others argue that advertising must always be brief because people do not 
read. Would you say that to a salesperson? Would you limit their pitch to 
thirty seconds when an interested prospect is standing right in front of 
them?


Only interested prospects read your advertising. They do not read for 
amusement; they read for information. Give them enough facts to take 
action.


Avoid shouting. Giant, flashing banners and aggressive block letters are 
the digital equivalent of screaming in a customer's face. They do not gain 
meaningful attention. They merely look desperate.


Similarly, avoid eccentric designs or bizarre graphics. You would not want 
your salesperson dressed in a clown suit. Normal, professional 
presentation inspires the most confidence.


Do not try to entertain. When you seek applause instead of sales, you 
abandon your role as a seller.


When you plan an advertisement, keep a typical buyer in mind. Speak 
directly to them, not to a faceless mass.


Many of the best marketers spend days talking directly to customers, 
answering support tickets, or conducting user interviews before writing a 
single word. They learn exactly what questions people ask and what 
objections they raise.


The manufacturer knows how the product is made, but this knowledge 
often blinds them to the buyer’s perspective. Their interests are not the 
customer's interests.


An advertiser's success depends entirely on placing themselves in the 
shoes of the buyer. You can never sell profitably when you write to please 
yourself instead of the person who is spending the money.
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Key Takeaways


• Advertising is salesmanship: Hold every campaign to the same 
performance standards you would set for a human sales 
representative.


• Clarity beats cleverness: Eloquent or highly stylized writing raises a 
reader's guard. Sincerity and clear facts are what sell.


• Respect the prospect's intelligence: Do not shout, use gimmicks, 
or try to entertain. Treat buying as a serious decision.


• Speak to the individual: Do not write for a crowd. Address a single, 
typical prospect and answer their specific needs.
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Chapter 3 — Offer Service 
Remember that the people you address are entirely selfish. They care 
nothing about your interest, your company, or your profit. They seek 
service for themselves.


Ignoring this basic fact is one of the most common and costly mistakes in 
marketing. Too many campaigns say, in effect: "Buy my brand. Give me 
the trade you currently give to someone else. Let me have your money." 
This is an incredibly unpopular appeal.


The best marketing asks no one to buy. Often, it does not even mention a 
price. Instead, it is based entirely on service. It offers valuable information, 
details specific advantages, or invites the prospect to prove the claims 
himself through a risk-free trial.


This approach may look altruistic, but it is actually based on a cold, 
calculated understanding of human nature. Experienced sellers know how 
people are led to buy. They do not scream, "Buy my product!" They picture 
the customer's side of the equation so clearly that buying becomes the 
only natural conclusion.


We see this principle applied across every successful modern business.


Direct-to-consumer brands rarely demand an immediate purchase. 
Instead, they offer a low-cost trial kit or a home try-on service. They say: 
"Let us send you a sample pack. Choose your favorite, and see the quality 
for yourself." Once the product is in the customer's hands, selling the full-
sized version becomes effortless.


Similarly, makers of premium home appliances and digital tools cease 
soliciting immediate sales. Instead, they offer a risk-free trial period with 
guided setup. "Let us solve your problem for two weeks without cost or 
obligation," they say. This offer is nearly impossible to resist, and the vast 
majority of trials naturally convert into permanent customers.


From mattresses shipped directly to your door for a 100-night test, to 
software tools open for free exploration, the rule remains the same: 
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practically every highly successful transaction begins with a risk-free 
demonstration.


These are not new ideas; they are the fundamental rules of human 
interaction. Yet writers-in-print frequently forget them. They talk endlessly 
about their own achievements. They splash their own names in giant 
banners as if that mattered to the reader. They act as though they can 
drive people to act.


People can be coaxed, but they cannot be driven. Whatever they do, they 
do to please themselves. You will make far fewer mistakes when you burn 
this truth into your mind.


Key Takeaways


• Focus entirely on the buyer's self-interest: Nobody cares about 
your company's revenue. Frame every message around the service 
you provide.


• Remove the barrier to entry: Shift the burden of proof from the 
customer's wallet to your product's performance through trials and 
samples.


• Coax, don't drive: Guide people to a decision by letting them 
experience value firsthand, rather than demanding an immediate 
transaction.
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Chapter 4 — What Direct-Response Teaches 
The most demanding test of any marketer is direct-response advertising. It 
is the ultimate training ground.


In direct sales, every click, signup, and purchase is tracked to the penny. 
Conceit and false theories melt away. Your work is either immediately 
profitable or it is not, and the data never lies.


This tracking forces a healthy humility. You quickly learn how often your 
creative judgment errs. Without exact measurement, you might run a 
campaign that costs ten times more than necessary to generate a sale. 
Millions are wasted by businesses that advertise blindly, paying a premium 
for customers because they refuse to track returns.


When you study successful direct-response campaigns, you study proven 
human psychology. The lessons they teach apply to all advertising.


In direct-response layouts, space is never wasted. The typography is 
compact, the copy is dense, and every pixel is utilized. This efficiency 
proves that decorative fluff does not pay. When you double your page size 
or add unnecessary visual noise just to look impressive, you often double 
your cost per sale.


Direct campaigns contain no filler, no bragging, and no attempts to 
entertain. People do not read ads for amusement; they read them for 
information.


These campaigns also rely heavily on a clear call-to-action, like an signup 
form or a checkout button. Marketers know that readers are easily 
distracted. A prospect may want your product, but if they close the page, 
the intent is lost. A prominent, immediate offer secures the decision before 
the consumer drifts away.


Images in direct-response marketing must earn their place. They should 
act as silent sellers, not mere decorations.


Consider an e-commerce brand selling a practical home tool. The text-
only campaign performs exceptionally well. Seeking to make the ad more 
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"artistic," the designer adds a complex lifestyle graphic. The change 
makes the campaign look sleek, but the cost per sale jumps by fifty 
percent.


The target audience was looking for utility, not art. The decorative graphic 
merely distracted them from the offer.


A direct-response campaign always tells a complete story. The operating 
rule is simple: the more you tell, the more you sell. This principle holds true 
in every systematic test.


If a prospect is interested enough to consider spending money, they want 
facts. They will read columns of text or watch an explanatory video if it 
directly addresses their needs.


Some of the most profitable campaigns run online for years without 
changing a single word. Marketers do not change them because constant 
comparison tests have proved those specific words to be the most 
effective sellers. They do not write to please themselves or to seek 
creative applause. They write to convert.


You may find these dense, informative layouts unattractive or crowded. 
But the market has voted. They are the most efficient salesmen yet 
discovered.


Every departure from direct-response discipline increases your selling 
cost. If your campaigns are failing, strip away the creative vanities and 
return to the direct-response model.


Key Takeaways


• Direct response is the ultimate truth-teller: Track every campaign 
to the penny. When results are measured, facts replace expensive 
opinions.


• Images must sell, not decorate: Never use visual elements merely 
to fill space or look creative. If a graphic doesn't actively help make 
the sale, remove it.
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• The more you tell, the more you sell: Do not fear long copy or 
dense information. Interested buyers crave facts, not brevity.


• Secure immediate action: Human attention is fleeting. Build your 
campaign around a prominent, frictionless call-to-action to capture 
decisions instantly.
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Chapter 5 — Headlines 
The main difference between a live salesperson and an advertisement is 
how they gain attention.


A salesperson can corner a prospect and demand a hearing. An 
advertisement can be ignored at a glance.


However, a salesperson wastes valuable time talking to people who will 
never buy. An advertisement is different. It is only read by people who, by 
their own choice, want to know what you have to say.


The sole purpose of a headline is to pick out the specific people you can 
interest.


If you want to grab someone in a crowded room, you call their name. You 
do not yell a vague riddle.


Yet, many marketers use clever, "blind" headlines to be artistic. These may 
attract a large crowd, but they consist of people who have no interest in 
your product. Meanwhile, the actual buyers scroll past because the 
headline failed to signal them.


Headlines in marketing work exactly like headlines in the news. Nobody 
reads an entire newspaper, and nobody reads their entire digital feed. We 
skim.


We choose what to read by scanning headlines. We want them to be 
honest, not misleading. A great headline reveals an immediate benefit.

People are busy. The average consumer is flooded with information and 
skips most of what they see.


They do not read ads for amusement. They will not read your business talk 
unless you make it worth their while and let the headline prove it.


People want to be benefited. They want economy, beauty, convenience, 
and health. Your product might solve their exact problem, but they will 
never know it unless your headline or image tells them instantly.
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Because of this, you should spend far more time on your headlines than 
on your body copy. A single word change can completely alter your 
results.


In measured tests, running the exact same ad with different headlines 
often multiplies responses five to ten times over.


By testing different headlines side-by-side, we learn exactly which appeal 
has the most widespread pull.


On a soap campaign, for example, the headline "Keep Clean" falls flat 
because it is too commonplace. "No animal fats" fails because people do 
not care. But a headline focusing on clear, glowing beauty might outpull 
the others combined.


For an electric car, a headline about a technical battery valve will fail 
because few buyers understand it. A headline focusing on styling or 
driving range will attract fifty times more interest.


Do not try to make your headline appeal to everyone. You only want the 
percentage of readers who are actual prospects.


If you are advertising maternity wear, men and children do not interest you. 
If you are selling cigars, ignore the non-smokers.


Address the people you seek, and them only.


Key Takeaways


• The headline is a filter: Its job is not to attract a massive crowd, but 
to hail your specific target buyer out of the masses.


• Avoid clever riddles: Blind or mysterious headlines waste space. Be 
direct and lead with the primary benefit.


• Test your hooks: A simple change in a headline can multiply your 
campaign's performance by five to ten times. Let market data decide 
the winner.
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• Ignore non-prospects: Do not dilute your message to appeal to 
everyone. Speak exclusively to the person holding the wallet.
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Chapter 6 — Psychology 
The competent marketer must understand psychology. Human nature is 
perpetual. In most respects, it is the same today as it was in the time of 
Caesar. Because the principles of psychology are fixed and enduring, you 
will never have to unlearn them.


We know, for instance, that curiosity is one of the strongest human 
incentives. We employ it whenever we can.


Puffed Wheat and Puffed Rice were made successful largely through 
curiosity. "Grains puffed to eight times normal size," "foods shot from 
guns," and "125 million steam explosions caused in every kernel" 
succeeded because they triggered this instinct.


We also learn that cheapness is rarely a strong appeal. People want 
bargains, but they do not want cheapness. They want to feel they can 
afford the best. If you treat them as though they cannot, they will resent 
your attitude.


People judge value largely by price. They are not experts. If you announce 
that a painting in a gallery cost $750,000, crowds will gather around it. If a 
department store displays a $1,000 designer handbag, crowds will flood 
the aisles just to see it.


We often employ this factor in psychology. To say you have a "valuable 
formula" is not impressive. But state as a fact that you paid $100,000 for 
that formula, and you win immediate respect.


Many articles are sold under a guarantee, but the promise has become so 
common that it has ceased to be impressive.


One concern made a fortune by replacing a distant corporate guarantee 
with a dealer's signed warrant. The local dealer, to whom the buyer paid 
their money, agreed in writing to pay it back. A guarantee from a neighbor 
was far more convincing than a promise from a faraway stranger.


Similarly, offering a risk-free trial is powerful, but how you frame it matters.
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Consider two offers. The first says: "Try this for a week. If you don't like it, 
we will return your money." The second says: "Try this for a week. Pay me 
then if you like it.”


Naturally, buyers prefer the second. People are honest, and bad debt 
losses on approval offers are remarkably small.


We see a similar quirk in our desire for personalization and ownership.


An advertiser selling a set of books struggled until he added a simple 
touch: offering to engrave the buyer's name in gold lettering on each book. 
This tiny change in psychology sold hundreds of thousands of copies.


Likewise, when you tell a prospect that an exclusive item with their name 
on it is waiting for them, they will make an effort to claim it—even if the 
item is a small gift.


An offer limited to a specific class—such as business owners, veterans, or 
members of an organization—is far more effective than a general offer. 
People who are entitled to a unique advantage will go out of their way not 
to lose it.


How you handle competitors also matters.


One brand suffered from cheap imitations. Instead of pleading with buyers 
or shouting "look out for substitutes," the headline read: "Try our rivals 
too." By inviting comparison and showing no fear, the brand proved its 
superior quality.


Sampling is another psychological tool, but it can easily backfire.

If you give away a free product to a consumer who did not ask for it, you 
cheapen it. It is hard to pay for something that was once free.


However, if you first tell a compelling story and get the customer to 
request a sample, the mental impression is entirely different. They know 
your claims, they are interested, and they expect to find the qualities you 
described.


Finally, humanize your business.
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Two rival brands sold home furniture on installment plans to working-class 
customers. The first brand treated customers coldly, making bare business 
offers.


The second brand put a warm, motherly woman in charge. They did 
business in her name, used her picture, and had her sign every message. 
She wrote to customers like a friend. Her business quickly grew, while her 
cold, corporate competitor had to quit.


There are endless phases to psychology. When we see a winning method, 
we note it down for future use. An identical offer, framed differently, can 
multiply your returns many times over.


Key Takeaways

• Human nature does not change: The psychological triggers that 

worked a century ago work today because human instincts are 
permanent.


• Remove the buyer's risk: Frame your trials so the burden of trust is 
on you. "Pay after you try" will always outpull "get a refund if you 
don't like it.”


• Personalization drives action: People value things that are 
customized for them or suggest exclusive ownership.


• Never cheapen your product: Do not distribute free samples 
indiscriminately. Force the consumer to exhibit interest and request 
the sample first.
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Chapter 7 — Being Specific 
Platitudes and generalities roll off the human understanding like water from 
a duck. They leave no impression whatever. To say "best in the world" or 
"lowest prices in existence" is merely to claim what is expected.


In fact, loose superlatives do actual damage. They suggest exaggeration, 
a carelessness with truth, and a disregard for the reader's intelligence. 
They lead people to discount every other statement you make.


People recognize a certain license in sales talk. They expect a seller to put 
his best foot forward and excuse some enthusiasm. But for that very 
reason, generic statements count for nothing.


A specific claim, however, is different. It is either a truth or a lie. Because 
people do not expect a business to lie in print, a definite statement is 
usually accepted at face value. Specific facts and actual figures carry full 
weight.


We see this constantly in both personal and written persuasion. The 
weight of an argument multiplies when you make it specific.


To say that a modern lightbulb "gives more light than an old one" leaves 
room for doubt. But state that it "gives three and one-third times the light," 
and people realize you have run actual tests.


A retailer may claim "our prices have been drastically reduced" without 
creating any real excitement. But when he announces "our prices have 
been reduced by 25 percent," he gets the full value of the message.


We see the same rule apply to larger campaigns.


A discount clothing seller used the slogan "Lowest prices in America" for 
years. His competitors quickly copied it. Then he guaranteed to "undersell 
any competitor." His rivals did the same. The claims became common, 
and then they became white noise.


On wise advice, he changed his headline to: "Our net profit is exactly 3 
percent.”
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This was a definite, verifiable statement. Given his massive sales volume, it 
was obvious his prices had to be at rock-bottom. No competitor could 
underbid him and survive. The next year, his sales saw a sensational 
increase.


In a crowded market, generic claims are easily ignored.


For decades, shaving soaps advertised "abundant lather" and "acts 
quickly." Every brand claimed the exact same thing.


Then a newcomer entered this highly competitive market. He did not rely 
on generic claims. He published specific facts: "Multiplies itself in lather 
250 times." "Softens the beard in one minute." "Maintains its creamy 
fullness for ten minutes on the face." "The final result of testing 130 
separate formulas."


It was one of the quickest and greatest successes in the history of the 
industry.


Similarly, back when every brewer screamed "pure beer" in giant type, one 
brand took a different approach.


They did not simply claim purity. Instead, they illustrated their process. 
They showed the glass-walled rooms where beer cooled in filtered air. 
They described the wood-pulp filters that cleared every drop, the 4,000-
foot-deep well used for pure water, and the 1,018 experiments required to 
isolate their signature yeast cell.


These were standard steps in quality brewing, but they were the first to tell 
the public why their beer was pure. While others shouted a generic word, 
this brand gave specific evidence and built a massive empire.


If a claim is worth making, make it in the most impressive way possible. 
Loose talk is expensive. When you speak to millions, every word must 
carry weight.


Richard Winser ©  2026



Page 24

Key Takeaways


• Superlatives destroy trust: Generic claims like "the best" alert the 
reader's defense mechanisms. They suggest you lack real evidence 
to support your claims.


• Specific claims are accepted as facts: Precise numbers and 
verifiable statistics are taken at face value because they imply actual 
testing and measurement.


• Explain the "why" of your process: Don't just claim your product is 
high-quality. Describe the specific steps, tests, or ingredients that 
make it so.
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Chapter 8 — Tell Your Full Story 
Whatever hook you use to grab attention, your advertisement must tell a 
reasonably complete story.


Some marketers try to be brief by presenting only one claim at a time. 
They might run a series of short ads, hoping the reader connects them 
over time. This is a massive mistake. People do not track serial 
campaigns.


When you successfully capture a person's attention, that is your single 
window of opportunity. Use it to deliver your entire case. Present every 
strong argument you have. A point that leaves one prospect indifferent 
might be the exact fact that convinces another. If you omit it, you lose that 
percentage of your audience forever.


People rarely read multiple ads for the same product. Once they skim an 
ad and decide against it, they will actively skip your future messages.


This is why top-performing ads often seem repetitive to the people who 
write them. A complete, winning story remains the same because it works. 
You are not writing for existing customers who already know your value; 
you are writing exclusively to convert the prospect who has never bought 
from you before.


If a prospect is reading your copy, they are already interested. Do not let 
them walk away half-convinced because you wanted to save space.


This brings us back to the question of length. While a simple product like 
chewing gum might require only a single sentence, high-stakes decisions 
require depth.


Consider a buyer shopping for a premium electric vehicle. They are 
making a major, long-term investment. They do not want brief generalities 
or artistic slogans. They want details: battery range, safety ratings, 
autopilot capabilities, charging speeds, and warranty details. If you hide 
those facts to keep your page clean, they will buy from the competitor who 
respects their desire for information.
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The same rule applies when trying to break a consumer’s habit. If a woman 
has used the same brand of soap or toothpaste for a decade, a short 
slogan will never convince her to switch. Changing a habit is hard. If you 
try to do it face-to-face, you quickly realize that brief, superficial claims fail 
every time.


The market has voted through traced returns: every top-performing, high-
converting direct ad tells a complete story. Give your prospects the facts 
they need to make a decision, and never let creative vanity get in the way 
of a sale.


Key Takeaways


• Avoid serial campaigns: Never assume a reader will see multiple 
ads. Deliver your entire persuasive argument in a single, self-
contained message.


• Write for the unconverted: Do not tailor your message to existing 
customers. Focus entirely on the skeptical prospect who has never 
tried your product.


• Match copy depth to purchase friction: Simple products can use 
short copy, but high-ticket or habit-changing decisions require deep, 
fact-filled explanations.


• The more you tell, the more you sell: Interested buyers crave 
information. If they are willing to read, give them every reason to buy.
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Chapter 9 — Art in Advertising 
Visuals in advertising are incredibly expensive. This is true not just 
because of the cost of production, but because of the valuable screen 
space and user attention they consume. When you devote half a campaign 
to an image, you stake half your budget on its selling power.


Never use visuals merely to look pretty, fill space, or entertain. Advertising 
is not a performance; it is a serious business focused on money-spending.


Use images only to filter for buyers. Only use a graphic when it forms a 
more powerful, persuasive selling argument than the same amount of 
space filled with clear text.


Direct-response brands have images down to a science. Some use large 
photos, some use small ones, and some use none at all. Notice that none 
of them waste money on abstract or decorative artwork. Every visual 
decision is backed by measured results.


In certain industries, visuals are the primary selling engine.


Consider premium fashion brands. The most effective ads do not just 
show a jacket or a pair of shoes. They show the target buyer in an envied, 
high-status environment. The image subtly promises that the product is a 
ticket to that lifestyle.


The same rule applies to online career accelerators. Their tracked ads 
show professionals confidently taking the next step in their careers. 
Beauty products show glowing, healthy skin, often alongside the 
admiration of others. These images show the ultimate benefit of the 
product in action.


Avoid eccentric or bizarre graphics. Never treat your business lightly. A 
seller who acts like a clown might gain attention, but they will never gain 
trust. There are two areas where people do not appreciate jokes: their 
money and their family.
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An eccentric image also distracts from your main message. Your headline 
is what captures the buyer's self-interest. If your graphic overshadows the 
offer, you lose the prospect. Be normal, clean, and professional.


Does color pay? Not as a rule, unless it serves a specific, realistic purpose.


For high-quality foods, lifestyle product finishes, or home decor, color 
brings the product to life. It places the item on actual display. But when 
color is used merely to look flashier or stand out, it rarely justifies the 
added cost.


Apply the universal rule to every visual element: do nothing to merely 
interest, amuse, or attract. Do only that which wins the skeptical prospect 
in the most efficient way possible.


Key Takeaways


• Visuals must sell, not decorate: Only use an image if it drives the 
sales argument more powerfully than the equivalent amount of text.


• Filter for your prospects: Design your visuals to capture the 
attention of the individual who is ready to buy, not a massive crowd 
of non-buyers.


• Avoid eccentricity: Eccentric, artsy, or comedic graphics distract 
from the offer and damage the trust needed to secure a sale.


• Use color for realism, not novelty: Color is highly profitable when it 
showcases the actual appeal of a product (like food or design 
details), but wasteful when used just to look flashy.
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Chapter 10 — Things Too Costly 
Many marketing disasters stem from a simple error: attempting to do 
something that costs more than any possible return.


The first major mistake is trying to change human habits. Changing a 
consumer's behavior is a massive, uphill battle. If you must educate your 
audience on why they need to care about a new habit, your selling cost 
will be enormous.


Instead, look for existing trends and cater to them. It is infinitely cheaper to 
offer a better solution to a desire people already feel than to try to create a 
new desire from scratch.


The second major mistake is attempting to sell preventatives.


Human beings are naturally short-sighted. They will pay almost any price 
for a cure, but they will spend next to nothing on prevention.


A product that cures a visible skin irritation can build a massive business 
overnight. A product that prevents future wrinkles is a brutally hard sell, 
requiring years of education and heavy budgets. Unless you have massive 
resources, steer clear of preventatives. Sell the cure.


The third mistake is ignoring the math of purchase frequency.


Some products are bought only once in a lifetime—like a home metal 
detector or a specific wedding service. Others are bought once a year. If 
you sell a low-frequency item, your margins must be incredibly high, or 
your customer acquisition cost must be exceptionally low. You cannot 
afford to pay a high price to acquire a customer who will never buy from 
you again.


The most profitable businesses rely on repeat purchases. They can afford 
to lose money on the initial sale because they know the customer's lifetime 
value will make them highly profitable in the long run.


Always calculate the cost of a customer against their actual lifetime value. 
If the math doesn't work, no amount of creative genius will save you.
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Key Takeaways


• Cater to existing habits: Do not try to create new human habits or 
desires. Align your product with behaviors and cravings that already 
exist.


• Sell cures, not preventatives: People buy solutions to active 
problems, not insurance against future ones.


• Do the math on purchase frequency: If your product is a one-time 
purchase, you must have high margins. If you have repeat buyers, 
you can safely invest more in customer acquisition.
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Chapter 11 — Information 
An advertisement cannot succeed in a vacuum. To write a message that 
actually converts, you must first gather complete, exhaustive information 
about your product, your market, and your customer.


Too many marketers try to wing it. They rely on superficial impressions, 
lazy clichés, or creative guesswork. But a painstaking professional will 
spend weeks researching a single problem before typing a single line of 
copy.


You must investigate your product from every possible angle. Study the 
manufacturing process, talk to the engineers, and read the customer 
support tickets.


Most importantly, interview actual buyers. Your goal is to uncover the 
exact vocabulary they use, the real problems they face, and the specific 
objections that hold them back from buying.


You must also understand the math of your market.


• What is the total addressable market?

• What percentage of the population are actual prospects?

• How much does the average consumer spend in this category 

annually?


If your product only appeals to one person in a thousand, your targeting, 
headline, and offer must be designed as a highly narrow filter. If it appeals 
to the masses, your strategy must shift accordingly.


Research also means conducting a brutal competitor audit. Look at their 
active ads, their landing pages, and their customer reviews. Identify what 
they claim, what they promise, and—more importantly—where they are 
failing to serve the market. You cannot position your product as a superior 
choice until you know exactly what choices your prospects already have.


When you see a simple, high-converting ad, do not be fooled by its brevity. 
Behind that clean headline and those brief paragraphs often lie reams of 
data, volumes of research, and weeks of analysis.
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The marketer did not guess. They simply extracted the single most 
powerful, verified fact from a mountain of evidence and presented it 
clearly.


Never write from a place of ignorance. True marketing genius is nothing 
more than raw information thoroughly digested.


Key Takeaways


• Do your homework first: Never rely on creative inspiration where 
hard research is required. Invest the time to understand the product 
and the user before writing.


• Identify your target percentage: Know exactly how large your target 
audience is so you can calibrate your headlines and filters correctly.


• Audit the competition: Study your rivals to find their weaknesses 
and locate the gaps your product can uniquely fill.


• Brevity requires depth: The simplest, most effective ads are not 
written off the cuff. They are the result of distilling vast amounts of 
information into a single, undeniable truth.


Richard Winser ©  2026



Page 33

Chapter 12 — Strategy 
A successful marketing campaign is never an accident; it is the result of a 
deliberate, calculated strategy. Before you write a headline or design a 
graphic, you must define the precise path you want your prospect to take.


Most failures in advertising stem from a lack of foresight. Marketers start 
by "creating content" or "testing ads" without understanding the 
overarching sales funnel. They focus on the tactics rather than the goal.


You must view every advertisement as a single step in a larger, systematic 
process. Your strategy is the blueprint for how you move a stranger from 
total indifference to a completed transaction.


First, you must understand your entry point. How are you capturing 
attention? Are you offering a low-friction "lead magnet," such as a guide or 
a trial? Are you driving traffic to a direct landing page for a high-ticket 
item?


Each of these choices dictates the rest of your campaign. If your entry 
point is too aggressive, your bounce rate will soar. If it is too passive, you 
will never build enough intent to close a sale. You must test the strength of 
your initial offer before you pour money into scaling the campaign.


Second, you must map the friction points. Every time you ask a user to 
take an action—click a button, enter an email, or pull out a credit card—
you create friction.


A sound strategy anticipates these moments of hesitation. If a prospect 
reaches your pricing page and leaves, that is a data point. Does your email 
sequence address that specific objection? If not, you have a leak in your 
funnel.


You are building a sequence of trust. You must provide enough 
information, at the right time, to carry the prospect across the bridge from 
skepticism to commitment.


Third, you must define your "back-end" strategy. How does a single 
purchase turn into a lifetime customer?
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Many businesses treat the first sale as the finish line. This is a fatal 
mistake. The most profitable companies treat the first sale as the 
beginning of the relationship. Your strategy must account for how you 
nurture that customer, upsell them, and turn them into a repeat buyer. If 
you ignore the back end, your cost per acquisition will eventually outweigh 
your margins.


Never chase trends. Do not launch a campaign just because a competitor 
is doing it or because a new platform is popular.


Base your strategy on your specific customer profile and your product’s 
unique value. If you know your audience, you know where they hang out, 
what language they use, and what problems they are trying to solve. Your 
strategy should simply be the most efficient way to solve those problems 
for them.


When you act with a clear, documented strategy, you stop guessing. You 
can look at a failed test and know exactly which part of the funnel broke. 
You can look at a successful campaign and know exactly how to scale it.


Marketing is not magic; it is architecture. Build your funnel with purpose, 
test every component, and let the data tell you when to adjust.


Key Takeaways


• Think in funnels, not ads: Every advertisement is just one step in a 
larger sequence. Design the full journey before you write a single 
word.


• Identify friction points: Anticipate where your prospects will hesitate 
and build specific content to address those objections.


• The first sale is just the beginning: Focus your strategy on lifetime 
customer value. Do not burn your margin on a one-time transaction.


• Architecture, not magic: Base your strategy on data and logical 
steps. If a campaign fails, look for the leak in your funnel architecture.
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Chapter 13 — Use of Samples 
The product itself must always be its own best salesperson.


No words can ever match the persuasive power of actual utility. But 
remember: it is never just the raw product that sells. It is the product 
combined with the mental expectation and the specific atmosphere you 
build around it.


Before a prospect tries your product, they must be primed to notice its 
superior qualities. If you do not build this mental framework first, your 
product will be judged with a cold, indifferent eye.


Because of this, product sampling and free trials are among the most 
effective tools in modern marketing. Though upfront production or 
onboarding costs can be high, sampling is almost always the cheapest 
way to acquire a lifetime customer—if it is done correctly.


The ultimate mistake of sampling is indiscriminate distribution.


Never force your product on someone who has not asked for it. When you 
spam free accounts, blast unsolicited trials to cold email lists, or hand out 
free products to random crowds on the street, you actively damage your 
brand.


People do not value what they get without effort. When a product is 
cheapened by lazy, mass distribution, the recipient assumes it has no real 
value. They will ignore it, throw it away, or use it without ever connecting it 
to a brand they would actually pay for.


Instead, give your trials and samples only to those who exhibit genuine 
interest.


Make them raise their hand. Force them to read your story, understand 
your claims, and make a conscious effort to request the experience.


First, create an atmosphere of respect, curiosity, and high expectation. 
Explain exactly what your product will do, how it solves their pain, and why 
it is superior.
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Only when the prospect is in the correct frame of mind should you deliver 
the trial. When they finally experience the product, they will actively look 
for the specific benefits you promised. Your sample then serves as the 
final, undeniable proof of your claims.


In modern marketing, a "free trial" or a "mini-sample" acts as a powerful 
psychological tool.


When you offer a free sample, you are essentially telling the buyer: "I have 
told you my story. Now, I will give you this token of value so you can prove 
it to yourself at my expense."


This shows absolute confidence in your product. It shifts the entire burden 
of proof off the buyer's wallet and onto your own performance.


But never enter a highly competitive market where sampling is the industry 
standard unless you have the margin to offer a superior trial of your own. If 
your competitors are letting prospects experience their value firsthand and 
you are demanding a blind credit card swipe up front, you will be crushed.


Build a frictionless path for interested prospects to experience your value, 
prime them with your story beforehand, and let the product close the deal.


Key Takeaways


• The product is the ultimate closer: Use trials to let the product 
speak for itself, but always wrap the product in a powerful mental 
expectation first.


• Never sample indiscriminately: Forcing a free trial or product on 
someone who didn't ask for it cheapens its perceived value.


• Make them raise their hand: Only give samples or trials to 
prospects who have read your story and made a conscious effort to 
request them.


• Confidence builds trust: A risk-free sample is the ultimate proof of 
confidence. If you cannot afford to let people try your product, do not 
compete with those who can. 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Chapter 14 — Getting Distribution 
Most advertisers are confronted with the massive hurdle of securing 
distribution. National marketing is unthinkable without it. Your campaign 
cannot be profitable if nine out of ten interested prospects fail to find your 
product when they look for it.


The traditional blunder is attempting to "push" your way in. Covering the 
country with an expensive sales force to beg distributors, retail buyers, or 
platform gatekeepers to stock an unproven product is a slow, capital-
intensive road to ruin.


Instead, you must let consumer demand "pull" your product into the 
market. Do not beg the distributor; make the customer demand the 
product from them.


In physical retail, this is achieved through localized "pull" campaigns.

Instead of pitching a major retail chain cold, focus your efforts on a single 
region. Run hyper-targeted social media ads offering a 100% instant 
rebate—reimbursing the customer automatically via a receipt-scan app 
when they buy your product at their local store.


This is the modern equivalent of the classic retailer coupon. The buyer 
walks into their local store, seeks out your product, and buys it.


The retailer’s automated inventory system registers a sudden spike in 
sales velocity. Because retailers hate empty shelves and love moving 
inventory, their corporate office will automatically issue a wholesale 
reorder. You did not have to pitch the buyer; the sales data did the selling 
for you.


We see the exact same principle play out across digital marketplaces, 
such as the iOS App Store, Shopify App Store, Chrome Web Store, or 
Amazon.


Too many digital founders launch a product and passively hope the 
platform's algorithm will magically grant them visibility. This is a fatal 
mistake. Platforms only distribute products that already prove they can 
sell.
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To win distribution on these marketplaces, you must drive your own warm 
traffic—such as your email list, targeted ads, or micro-influencers—directly 
to your listing during the launch window.


When the platform’s algorithm detects a sudden spike in conversion 
velocity, it automatically pushes your listing to the top of the search 
categories and featured lists. You used your own traffic to force the 
platform to give you permanent, organic distribution.


Never launch a campaign hoping that distribution will take care of itself. 
Secure your channels by generating undeniable localized demand, and let 
the market force the distributors to come to you.


Key Takeaways


• Pull, do not push: Never waste your budget begging gatekeepers to 
carry your product. Build localized consumer demand first, and let 
that demand force the channels to open.


• Buy your initial shelf velocity: Use geo-targeted ads and seamless 
rebate platforms to drive physical store purchases. Retailers will 
automatically reorder whatever is flying off their shelves.


• Feed the digital algorithm: When launching on digital marketplaces, 
do not rely on organic discovery. Drive your own initial traffic to 
trigger the platform's algorithms, forcing them to grant you category 
visibility.
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Chapter 15 — Test Campaigns 
Almost all the great marketing successes of our time began as small, quiet 
test campaigns.


The operator who launches a nationwide campaign on a massive scale 
without first validating their concept is not an entrepreneur; they are a 
gambler. They are staking their business on a guess. In modern marketing, 
where tracking is instantaneous, there is absolutely no excuse for taking 
such reckless risks.


A test campaign is simply a miniature model of your larger business. You 
build a complete, self-contained funnel on a micro-budget.


Historically, this meant running physical newspaper ads and tracking mail-
in coupons in three or four isolated test cities. If the sales in those cities 
paid for the advertising and left a profit, the marketer expanded to a dozen 
cities, and eventually across the entire country.


Today, we run the same play digitally.


Instead of buying national television slots or committing to a major 
influencer contract, you run geo-targeted social media ads to a small, 
specific cohort. Or, you build a simple, high-converting landing page to 
validate a new product concept through pre-orders before writing a single 
line of code or manufacturing a single item.


If your unit economics do not work on a $1,000 budget, they will not work 
on a $1,000,000 budget. Scaling a broken funnel does not fix the leak; it 
only multiplies the loss.


If a test campaign fails, the loss is negligible and easily absorbed. You can 
immediately iterate on your messaging, adjust your offer, or abandon the 
product altogether. But if the test succeeds, you have verified, repeatable 
data that gives you the confidence to scale.


Test campaigns also serve as the ultimate solvent for corporate egos.
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Within any company, there are endless debates about which headline, 
design, or pricing model will perform best. The creative team wants one 
thing, the executive team wants another, and the copywriter wants a third.


A test campaign renders these opinions completely irrelevant. You do not 
argue; you test. You run a controlled split-test (A/B test) where each 
variation is shown to an identical audience. The market votes with its 
credit cards, and the data decides the winner.


Never let executive pride or creative stubbornness dictate your strategy. 
Build a small, disciplined test, let the consumer speak, and follow the 
numbers wherever they lead.

 
Key Takeaways


• Validate before you scale: Always treat a new product or campaign 
as unproven until it passes a small-scale test.


• Test the full unit economics: A test campaign must prove that you 
can acquire a customer profitably, not just generate cheap clicks or 
likes.


• Let the market settle debates: Replace internal opinions with live 
split-testing. Let actual consumer behavior determine your 
messaging and design.


• Keep failures cheap: If a test fails, treat it as valuable data. Pivot or 
kill the project before you have wasted your primary budget.
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Chapter 16 — Leaning on Dealers 
Many brands make the fatal mistake of relying on their distribution 
channels to do their marketing. They secure a spot on a major retail shelf, 
a prominent SaaS marketplace, or a massive affiliate network, and 
passively expect the sales to roll in.


They assume the dealer or the platform will push their product. This almost 
never happens.


Retailers, distributors, and marketplace algorithms are entirely neutral. 
They are not your dedicated sales team. They are simply order-takers and 
fulfillment centers for existing consumer demand.


A physical retailer makes their margin by moving inventory quickly, not by 
educating the public on an unknown brand. If a customer walks in asking 
for your competitor's product, the retailer will happily hand it to them. They 
will not spend ten minutes fighting the customer to pitch your new, 
unproven alternative.


The same rule governs the digital landscape. Relying on an affiliate 
network, influencer brokers, or third-party marketplaces to build your 
brand from scratch is a massive vulnerability. These partners only promote 
what already converts. They will abandon your product the moment a 
competitor offers a slightly better conversion rate or a higher commission.


You must never delegate your demand generation.


Your advertising must do the complete job of selling. When a prospect 
clicks a marketplace link or walks down a retail aisle, they should already 
be convinced. The platform or the dealer is just there to process the 
transaction as frictionlessly as possible.


Do not spend your budget trying to incentivize dealers to push a slow-
moving product. It is a waste of capital. Instead, spend that exact same 
budget on direct-to-consumer advertising. Drive the consumer into the 
store or onto the platform, actively demanding your specific brand.
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If you build a strong, independent brand with undeniable consumer pull, 
distributors will fight each other for the right to carry your product. If you 
rely on the distributor to build your brand, you will be replaced without a 
second thought.


Key Takeaways


• Platforms are neutral: Retailers and digital marketplaces are order-
takers, not brand-builders. They supply whatever the consumer 
already wants.


• Never delegate demand generation: Your own advertising must 
create the desire. The distributor’s only job is frictionless fulfillment.


• Affiliates follow conversions: Third-party sellers and affiliates will 
not educate your market; they only push products that are already 
proven to sell easily.


• Build independent pull: When you control the consumer demand, 
you hold all the leverage. If you drive the traffic, the distributors will 
come to you.
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Chapter 17 — Individuality 
A person or brand who wishes to make a lasting impression must stand 
out from the crowd. In a saturated marketplace, being invisible is the 
ultimate failure.


To gain a slice of the market, you must create a distinct individuality. You 
must carve out an identity that is uniquely yours, so that when consumers 
think of your category, they associate it with a specific personality.


The most effective way to establish this individuality is to humanize your 
business.


Whenever possible, introduce a real personality into your campaigns. Give 

your brand a face, a voice, and a human story.


People do not build emotional connections with faceless corporations or 
abstract logos; they connect with other people. We see this principle 
driving the most successful brands of our era.


Consider the rise of founder-led growth. When an entrepreneur shares 
their personal journey, builds in public, or signs their name to customer 
communications, they create a highly defensible competitive advantage. A 
competitor can easily copy your software features, mirror your pricing, or 
source the exact same materials. But they can never replicate your unique 
human story or the trust you have built with your audience.


However, there is a vital distinction between a pleasing individuality and 
mere eccentricity.


Many marketers confuse being unique with being bizarre, controversial, or 
shocking. They use strange graphics, offensive hooks, or erratic social 
media stunts just to get noticed.


While this might capture brief attention, it rarely builds a sustainable 
business. Attention without respect is worthless. If your brand acts like a 
clown to get eyes on a screen, consumers will treat you like a joke when it 
comes time to buy.
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Your uniqueness must always enhance your value, not distract from it. It 
must project authority, sincerity, and alignment with your customer's 
identity.


Determine what your brand stands for, establish a consistent, authentic 
voice, and hold fast to it.


Whether your tone is obsessively detailed, warm and reassuring, or 
punchy and direct, let it run consistently through every ad, email, and 
landing page. When you project a clear, unwavering individuality, you 
naturally attract the specific audience that resonates with your values. You 
stop competing on price, and start winning on connection.


Key Takeaways


• Humanize your brand: Replace cold, corporate jargon with a 
distinct human voice. Whenever possible, leverage founder-led 
growth and personal stories to build trust.


• Uniqueness is not eccentricity: Never resort to bizarre, shocking, or 
clownish tactics just to get attention. Attention must always be 
paired with respect.


• Uncopyable assets: Competitors can clone your product and match 
your prices, but they can never steal a unique, authentic brand 
personality.


• Maintain absolute consistency: Choose an authentic tone that fits 
your market and maintain it across every customer touchpoint. A 
fragmented identity breeds distrust.
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Chapter 18 — Negative Advertising 
Attacking a rival is never good advertising. Highlighting a competitor’s 
flaws, running smear campaigns, or constantly pointing out what they do 
wrong is a weak strategy.


When you attack a competitor, your selfish motives are completely 
transparent. To the consumer, it looks defensive, petty, and unprofessional. 
If you want your brand to be respected, always show up as the industry 
leader—not the playground bully.


Beyond competitor attacks, this principle applies to your entire creative 
execution. Always show the bright, positive, and attractive side of life—not 
the dark, painful, or morbid side.


Many marketers make the mistake of relying on shock value or extreme 
pain-point selling. They splash hideous images of a problem across a 
landing page, or write long, depressing stories about failure to scare the 
reader into buying.


While fear-mongering might capture brief attention, it rarely builds a brand 
that people love.


Consider the difference in beauty and personal care.


If you are advertising a modern teeth-whitening system, do not show 
yellow, decaying, or crooked teeth. Nobody wants to look at a photo of 
dental decay while scrolling through their feed; it triggers disgust, and that 
disgust becomes associated with your logo. Instead, show brilliant, 
confident, pearly white smiles.


Show people what they wish to become, not a depressing reminder of 
what they are trying to avoid.


We see this same rule play out in software and productivity tools.


Instead of showing a stressed-out, exhausted worker crying over a broken 
spreadsheet, show a calm, highly organized professional effortlessly 
closing out their day early. Picture the ideal "after" state.
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Your product should be positioned as a bridge to a better life, not just an 
emergency exit from a horror show.


People are naturally driven by status, pride, and aspiration. They do not 
buy products to be reminded of their vulnerabilities; they buy them to step 
into a higher, more confident version of themselves.


Always lead with the transformation. Focus on the cure, paint the picture 
of success, and let the positive outcomes do the selling.


Key Takeaways


• Never attack your rivals: Smearing competitors looks defensive and 
cheap. Win on your own merits, not by dragging others down.


• Show the destination, not the swamp: Focus your visuals and copy 
on the aspirational "after" state. Avoid using morbid, ugly, or 
disgusting imagery to scare people.


• Lead with transformation: People buy to improve their status and 
feel good about themselves. Frame your product as a vehicle for 
success, beauty, or peace of mind.


• Avoid negative association: When you fill your ads with stress and 
decay, consumers subconsciously associate those negative 
emotions with your brand. Keep your messaging hopeful and 
solution-oriented.
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Chapter 19 — Letter Writing (Email and 
Outbound) 
Email marketing and outbound messaging are simply another phase of 
direct advertising. Every campaign must rely on them to turn attention into 
transactions, yet they are treated with shocking carelessness.


Every modern professional's inbox is a crowded, relentless stream. Every 
single day, they receive dozens of cold emails, automated pitches, and 
newsletters. Most are deleted within two seconds, and many are flagged 
as spam without ever being opened.


But occasionally, a message stops them. They read it, act on it, or save it 
for future reference.


Analyze those surviving emails. Why did you open them? Why did you 
save them?


The messages that survive do not rely on desperate, flashing subject lines 
or vague, clickbait hooks. They win because they offer immediate, high-
value information or address a specific, active need.


Consider a B2B SaaS example.


If you send a generic "just checking in" email to a busy CTO, it goes 
straight to the digital wastebasket. But if you present a highly specific, 
brief analysis of a bottleneck in their current infrastructure, they will pay 
attention. They might not buy today, but they will star the email, bookmark 
your link, or file it under "DevOps Vendors."


The moment that bottleneck becomes critical, your email is the first one 
they search for.


Most outbound messaging fails because the sender is thinking only of 
their own quotas, not the recipient's self-interest. They write essays about 
their product's features instead of delivering concise, undeniable utility.


To succeed, you must bring direct-response discipline to your inboxes. 
This means continuous, scientific testing.
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Never blast an email sequence to 100,000 subscribers based on executive 
guesswork. Instead, treat your list with the respect a direct-response 
marketer treats their capital.


Run small, controlled tests first. Send three different subject lines and 
copy variations to distinct cohorts of 1,000 subscribers each. Track the 
open rates, reply rates, and conversion metrics to the penny.


The market will quickly tell you which message works. Only when you 
have a proven, profitable winner should you scale it to the rest of your list.


This scientific testing is especially critical for follow-up sequences.


When a prospect signs up for a trial or requests a guide, they are a "half-
made convert." They are interested, but they are not yet sold.


If your automated follow-up emails are cold, generic, or overly aggressive, 
you will instantly freeze that warm interest. But if your follow-ups are 
warm, helpful, and packed with step-by-step guidance, they will naturally 
carry the buyer across the finish line.


Test every single step of your lead-nurturing flow. A bad follow-up 
sequence forfeits the entire value of your original advertising campaign, 
while a highly optimized sequence will double or triple your return on 
investment.


Key Takeaways


• Win the inbox battle with utility: Most emails are deleted instantly 
because they scream for attention. The emails that get read are those 
that deliver immediate, specific value.


• Write for future intent: Even if a prospect isn't ready to buy today, a 
highly specific, informative email will be saved and searched for 
when the need arises.


• Test small before you blast: Never send unproven copy to a 
massive list. Run micro-tests on small cohorts to find the winning 
variation, then scale.
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• Nurture your half-made converts: The work doesn't end with a 
sign-up. Optimize and test your follow-up sequence to ensure you 
are converting warm interest into paid customers.
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Chapter 20 — A Name That Helps 
Your product’s name is the most frequently displayed piece of copy you 
own. It sits at the top of your landing page, dominates your packaging, 
and anchors every single advertisement.


Because it occupies such high-value real estate, a name must justify its 
space. It should actively aid your selling argument. Some of the most 
successful names in modern business are almost complete 
advertisements in themselves.


Consider names like Salesforce, Grammarly, ClickUp, Dollar Shave Club, 
Headspace, or MasterClass.


These names do not require a consumer to stop and wonder what is being 
sold. They signal their primary utility, target audience, or core benefit 
instantly.


Many founders make the mistake of choosing abstract, coined names—
like Kodak, Xerox, Slack, or Lululemon—in the early stages of their 
business.


While these names are highly protectable from a trademark standpoint, 
they are completely empty vessels at launch. They carry no organic 
meaning.


To make an abstract name mean anything to the general public, you must 
spend millions of dollars and years of marketing effort to educate the 
consumer. If you have a massive venture capital budget and a ten-year 
runway, you can safely build an abstract brand. But for bootstrapped 
startups, direct-response campaigns, or businesses that need to turn a 
profit today, an empty name is an expensive liability.


You want a name that starts earning its keep on day one.


However, there is a dangerous trap on the opposite end of the naming 
spectrum: the threat of perpetual substitution.
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If you name your company something entirely generic or descriptive—like 
"Memory Foam Mattress," "AI Writing Assistant," or "Toasted Corn 
Flakes"—you make it incredibly easy for competitors to steal your 
customers.


You spend your hard-earned budget educating the market on the benefits 
of your product category, only for copycats to launch identical services 
using the exact same generic terms. Because your name cannot be 
trademarked or defended, you end up funding your competitors' growth.


The ultimate solution is the hybrid approach.


Aim for a name that is coined and highly protectable, yet strongly 
suggestive of its category or core benefit. Names like Shopify (suggests a 
shop), Fitbit (suggests fitness and data), or Pinterest (suggests pinning 
interests) hit this perfect sweet spot.


They are legally defensible, unique enough to dominate search engine 
results, yet intuitive enough to convey immediate value without requiring a 
massive educational campaign.


Before you commit your capital to a brand name, ensure it works for you, 
not against you. A name should be a powerful wind at your sales team's 
back, not an expensive riddle your marketing has to constantly solve.


Key Takeaways


• Make your name do the heavy lifting: Your name is your most 
repeated piece of copy. Choose one that signals your core benefit or 
category instantly.


• Avoid empty vessels on a budget: Coined, abstract names require 
enormous budgets and years of education to establish a meaning. If 
you need immediate sales, choose utility over novelty.


• Defend against substitution: Never name your product something 
so generic that competitors can copy it and ride your coattails.
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• Target the hybrid sweet spot: Build a highly brandable, legally 
defensible trademark that still clearly suggests what your product 
actually does.
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Chapter 21 — Good Business 
A rapid stream once ran by the author’s boyhood home, turning a primitive 
wooden wheel to power a small mill. Under that basic method, nearly all of 
the water's potential energy was wasted. Years later, engineers built a 
modern turbine system, capturing the entire force of the current and 
converting it into massive electrical power.


In marketing, many operators still run their campaigns on the "wooden 
wheel" plan. They spend immense sums on unmeasured, broad-sweeping 
campaigns—hoping that sheer volume will make up for a lack of precision. 
They let ninety percent of their capital and consumer attention drift 
uselessly downstream.


Scientific marketing is the turbine. By applying the laws of tracking, 
testing, specific claims, and user psychology, we harness the full potential 
of our budgets. We stop guessing and start engineering.


Beyond the mathematics of ROI, scientific marketing elevates the entire 
nature of business.


Some people still view marketing with suspicion, associating it with 
manipulation, deceptive "dark patterns," or high-pressure tactics. But true, 
scientific marketing is the exact opposite of deception.


When you track your results to the penny, you quickly learn that 
dishonesty is the most expensive mistake you can make. A business built 
on exaggeration, fake reviews, or low-quality products will see its 
customer acquisition costs skyrocket while its lifetime value plummets. 
The data forces you to be honest.


True "good business" means aligning your product’s performance with the 
buyer's self-interest. It means treating the consumer with absolute respect 
and presenting your facts with clean, undeniable clarity.


Modern marketing is not about tricking someone into buying something 
they do not need. It is the noble art of connecting the right solution to the 
right person at the exact moment they need it most. It is an act of service 
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that raises the global standard of living by making life-changing 
innovations accessible to the masses.


Do not view this discipline as a playground for creative vanities or an arena 
for clever tricks. Treat it as a proud, systematic science.


When you build your funnels on the bedrock of human psychology and 
proven feedback loops, you remove the gamble. You build a business that 
is stable, predictable, and profoundly dignified. The laws are there, waiting 
to be used. Build your foundation upon them, let the data guide your path, 
and success will follow.


Key Takeaways


• Upgrade to the turbine: Stop wasting your budget on broad, 
untracked campaigns. Use data-driven pipelines to capture and 
convert every drop of consumer attention.


• Integrity is highly profitable: Deception destroys lifetime customer 
value. In a transparent digital world, absolute honesty is the safest 
and most profitable business strategy.


• Marketing is a service: Frame your campaigns as a bridge that 
connects a valuable solution to an active human need.


• Build on permanent laws: Human nature does not change, and the 
scientific laws of persuasion remain constant. Build your career and 
your business on these enduring principles.
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Bonus Chapters 22-31 
Editor's note: 

 
Lest anyone think I uncovered secret, unpublished chapters…


This section is a bit of a speculative leap. It all started when I asked 
the question:


"What if we used the massive power of Artificial Intelligence to 
predict, infer, and extrapolate chapters of Scientific Advertising that 
Hopkins could have written?" 

Here are the results, ten additional chapters designed to fit naturally 
after the original 21 chapters of Scientific Advertising. They extend 
Hopkins’ existing narrative: advertising as salesmanship, tested 
knowledge, economy of effort, psychology, specificity, distribution, 
and measured business judgment. 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Chapter 22 — The First Purchase 
Many advertisers count a first sale as though the work were done. In many 
lines it is only begun. A first purchase may mean curiosity, convenience, a 
passing inducement, or the influence of a sample. It does not always mean 
conversion.


The wise advertiser studies what happens after the first trial. Does the 
buyer return? Does he buy at regular intervals? Does he tell others? Does 
he increase his use? These questions are often more important than the 
first cost of getting him.


A campaign may appear profitable when judged by initial orders, yet prove 
wasteful when judged by lasting customers. Another may seem costly at 
the beginning, yet become highly profitable because users remain loyal for 
years.


The value of a customer is not what he pays today. It is what he is likely to 
pay, with profit, over the period in which he continues to buy. Advertising 
should therefore be judged not merely by cost per order, but by cost per 
retained customer.


A sale is evidence. Repeated purchase is proof.
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Chapter 23 — The Forgotten Buyer 
Many campaigns fail because they stop speaking after the first 
transaction. They spend heavily to win a customer, then act as though that 
customer no longer matters.


This is poor business. A man who has bought once is usually easier to sell 
than a stranger. He knows the product. He has overcome suspicion. He 
has already accepted the maker’s promise, at least once. If the promise 
was fulfilled, he is partly won.


Yet many advertisers spend all their effort on the unknown crowd and 
none on those already favorable. They seek new prospects at high cost 
while neglecting customers who might buy again, buy more, or buy related 
goods.


This does not mean that advertising should be wasted on praising a 
product to people who already use it. That is mere vanity. It means the 
seller should continue the service begun in the first sale. He should teach 
fuller use, suggest timely reorders, remove friction, and make the next 
purchase natural.


The cheapest customer is often the one already earned.
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Chapter 24 — Proof Before Promise 
Promises are common. Proof is rare. For that reason proof has exceptional 
power.


Every seller claims quality, value, service, or superiority. Such claims have 
become the ordinary language of trade. They arouse little belief because 
they cost nothing to make. But a demonstration, a comparison, a trial, a 
guarantee, a figure, a named authority, or a visible result changes the 
matter entirely.


The stronger the promise, the more proof it requires. A small claim may 
pass with a small demonstration. A large claim demands evidence in 
proportion. To say that a product is better is easy. To show why it is better, 
by what test, in what respect, and with what result, is salesmanship.


Many advertisers reverse the proper order. They begin with assertion and 
hope belief will follow. The better method is to build belief first. Show the 
reason. Show the process. Show the comparison. Let the reader reach the 
conclusion almost before it is stated.


The best promise is one the prospect feels he has proved for himself.
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Chapter 25 — The Cost Of Confusion 
Confusion is one of the costliest factors in advertising, though it rarely 
appears on a ledger.


A prospect may be interested, yet fail to act because the next step is 
unclear. He may want the sample, but not know where to get it. He may 
intend to order, but hesitate over size, terms, delivery, or guarantee. He 
may believe the claim, yet remain uncertain about whether the product 
suits him.


Every uncertainty is a tax on results. Some people will overcome it. Most 
will not. People are busy, cautious, and easily delayed. They do not study 
an advertisement as a lawyer studies a contract. They glance, judge, and 
move on.


Therefore the advertiser must make action plain. Tell the reader exactly 
what to do, what will happen next, what it will cost, what risk is removed, 
and why action should be taken now. Do not make him infer. Do not make 
him search. Do not make him decide among needless alternatives.


A confused prospect is not a half-sold prospect. He is usually a lost one.
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Chapter 26 — The Right Objection 
Every product meets resistance. The mistake is in answering objections 
which buyers do not have, while ignoring the one objection that prevents 
action.


A maker may think the chief objection is price. The buyer may think it is 
risk. The maker may argue quality, while the buyer doubts convenience. 
The advertiser may spend half his space proving a point which no 
prospect questioned.


This is why opinions are unsafe. Men inside a business know too much of 
their own concerns and too little of the buyer’s hesitation. They have lived 
with the product until its merits seem obvious. The prospect has not.


The right objection must be discovered. It is found by selling in person, by 
studying inquiries, by reading complaints, by testing appeals, and by 
watching where buyers stop. When that objection is known, advertising 
becomes more direct and more economical.


Often one sentence removes the barrier. A guarantee may answer risk. A 
demonstration may answer disbelief. A comparison may answer price. A 
simple explanation may answer confusion.


The obstacle that matters is not the one the seller fears. It is the one that 
stops the buyer.
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Chapter 27 — Frequency And Weariness 
Advertisers often grow tired of their own message long before the public 
has noticed it. This leads to needless change.


The maker, the agency, and the sales force see every advertisement. They 
discuss it, revise it, compare it, and become weary of it. But the average 
prospect may see it once, or not at all. If he does see it, he may give it only 
a moment. To change a proved appeal because insiders are bored is to 
mistake the advertiser’s experience for the buyer’s.


Repetition has value when the message is right. It increases familiarity. It 
gives the prospect another chance to act. It reaches those who missed the 
first insertion. It strengthens an association already begun.


But repetition cannot save weakness. A poor appeal repeated is merely 
waste repeated. The question is not whether to repeat or change. The 
question is whether the message has proved itself.


If an advertisement pays, let it continue until figures show decline. If it fails, 
change it quickly. Weariness in the office is not evidence. Returns are 
evidence.
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Chapter 28 — Borrowed Trust 
No advertiser begins with full belief. Trust must either be earned directly or 
borrowed from something already trusted.


A new product is a stranger. People are cautious with strangers, especially 
when money, health, appearance, comfort, or business results are 
involved. The wise advertiser therefore seeks associations which reduce 
suspicion.


Trust may be borrowed from a dealer, an expert, a known user, a familiar 
process, a public test, a respected institution, or the buyer’s own 
experience through trial. A guarantee borrows trust from the seller’s 
willingness to assume risk. A sample borrows trust from the product itself. 


A testimonial borrows trust from another customer, if that customer is 
believable and relevant.


But borrowed trust must be used honestly. Empty endorsements, vague 
approvals, and manufactured praise do little good and may do harm. 


People are quick to detect insincerity when trust is being sold too cheaply.

The best borrowed trust gives the prospect a reason to lower his guard. It 
does not ask him to believe blindly. It shows him why belief is safe.
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Chapter 29 — The Value Of Timing 
Some advertising fails not because the appeal is wrong, but because the 
time is wrong.


People buy when a want becomes active. A man may ignore an insurance 
advertisement for years, then read every word after the birth of a child. A 
woman may pass over furniture offers until she moves. A merchant may 
disregard a new accounting system until his old one causes loss.


Good advertising often depends on meeting the prospect at the moment 
of need. Where that moment can be predicted, the advertiser has a great 
advantage. Seasons, life events, business cycles, renewals, wear-out 
periods, and buying intervals should all be studied.


Many products have natural moments. The advertiser who knows them 
can speak with unusual force. He can anticipate the buyer’s problem 
before a rival appears. He can make the offer seem timely rather than 
intrusive.


This is another reason records are valuable. They show when people 
inquire, when they buy, when they repeat, and when they lapse. From 
those facts come profitable timing.


The right appeal is stronger when delivered at the right hour.
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Chapter 30 — The Danger Of Applause 
Advertising which pleases the crowd may fail the advertiser. Applause is 
not a sale.


Cleverness, humor, beauty, novelty, and entertainment often win 
admiration. People mention the advertisement. They praise the writer. They 
remember the joke. But none of these things proves that the 
advertisement has sold goods.


The purpose of advertising is not to make people think well of the 
advertisement. It is to make them think well enough of the product to act. 
When attention goes to the performance instead of the proposition, the 
advertiser has paid for a distraction.


This does not mean advertising should be dull. A good advertisement may 
be interesting, graceful, even memorable. But every quality must serve the 
sale. The headline must attract the right people. The illustration must 
strengthen the claim. The copy must create belief. The offer must lead to 
action.


The safest test is simple: would the same device help a salesman sitting 
before the prospect? If not, it probably belongs to entertainment, not 
selling.


The marketplace pays for customers, not compliments.
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Chapter 31 — The Compound Record 
The greatest advantage in scientific advertising is not a single test. It is the 
record built from many tests.


One experiment may answer one question. A hundred experiments begin 
to form judgment. A thousand give an organization an asset that 
competitors cannot quickly copy. They reveal which claims attract, which 
offers convert, which customers repeat, which prices limit demand, and 
which methods waste money.


This record should never be left to memory. Men come and go. Opinions 
change. Enthusiasms rise and fade. But recorded results remain. They 
prevent old mistakes from being reborn as new ideas. They allow each 
campaign to begin where the last one ended.


Every advertisement should teach something. Every inquiry should add 
knowledge. Every sale, repeat, complaint, refund, and lapse should help 
define the truth. In time, advertising becomes less a series of ventures and 
more a body of accumulated business knowledge.


That is the final promise of scientific advertising. It does not make every 
campaign succeed. It makes every honest test contribute to future 
success.


The advertiser who keeps the best record eventually owns the safest 
judgment.
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Appendix: AI Defends its Pseudepigrapha 

“Any work that aspires, however humbly, to the condition of art 
should carry its justification in every line.” 

-Joseph Conrad


I asked AI for the rationale behind these bonus chapters. I’ll leave it up to 
the reader to decide if it did a good job extending the work while 
maintaining respect for the existing text. 


AI: Hopkins’ book ends with “Good Business,” which argues that 
advertising power is often wasted because it is not measured, tested, or 
forced to justify itself. He says scientific advertising exists to replace 
guesswork with known returns, and that every method should be judged 
by cost and result.


So these ten additions should extend that final business logic into areas 
Hopkins implied but did not fully isolate into chapters.


Overall Justification 

The original book already rests on several recurring principles:

Advertising is salesmanship. It exists to sell, not entertain, impress, or 
create vague goodwill. Hopkins says advertising should be treated like a 
salesman and forced to justify itself by cost and result.


Results must be traced. Hopkins repeatedly argues that advertising 
becomes safe only when returns are measured, compared, and recorded. 


He emphasizes keyed advertising, coupons, cost per reply, cost per 

customer, and cost per dollar of sale.


The buyer’s viewpoint governs everything. Hopkins says advertisers must 
think of the individual prospect, not the crowd, and must study what 
buyers want rather than what sellers wish to say.
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Advertising should remove waste. He condemns untested display, 
cleverness, vague claims, dealer concessions, and prideful advertising 
because they spend money without proving sales value.


The ten proposed chapters all grow from those principles. They do not 
introduce a new philosophy. They make explicit what is already latent in 
Hopkins.


Chapter 22 — The First Purchase 

Hopkins often measures cost per customer, but he does not fully separate 
first purchase from lasting customer value.


He does say final conclusions should be based on “cost per customer or 
cost per dollar of sale,” not merely replies. He also notes that people who 
buy through conviction are more likely to become permanent customers, 
while casual buyers often do not stick.


So this chapter simply sharpens a distinction Hopkins already makes: a 
reply is not a customer, and a first buyer is not always a converted user. It 
belongs near the end because it is a more advanced measurement issue. 


First Hopkins teaches how to get sales. Then we ask whether those sales 
endure.


Chapter 23 — The Forgotten Buyer 

Hopkins warns against wasting advertising on existing users because ads 
should primarily address unconverted prospects. That means this chapter 
cannot become a generic “customer retention” chapter. It must stay 
Hopkinsian: not brand warmth, not loyalty fluff, not community-building.


Its justification comes from Chapter 19, where Hopkins discusses follow-
up letters to inquirers and says letters to half-made converts are 
tremendously important. He argues that a follow-up should complete the 
impression already created, not start a new argument on a guess.
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So the chapter is framed as continued salesmanship after interest or 
purchase, not “relationship marketing.” It extends his logic of follow-up, 
samples, and inquiries into post-purchase selling.


Chapter 24 — Proof Before Promise 

This is one of the most Hopkinsian additions.


Hopkins’ chapter on specificity says general claims count for little, while 
definite statements carry weight because they suggest actual knowledge, 
tests, and truth. His chapters on samples, guarantees, and offers all return 
to the same idea: do not merely claim; let the buyer prove.


This chapter gives a broader name to a principle scattered across the 
original book. “Proof Before Promise” fits the Hopkins worldview because 
he consistently distrusts assertion and prefers demonstrations, figures, 
samples, comparisons, and guarantees.


It also follows naturally from “Being Specific,” “Psychology,” “Use of 
Samples,” and “Test Campaigns.”


Chapter 25 — The Cost Of Confusion 

Hopkins does not title a chapter this way, but the principle appears 
everywhere.


He argues that people are hurried, selective, and unwilling to study 
business talk unless the ad makes the value clear. He says the headline 
must select the right reader, the ad must tell the full story, and the offer 
must get immediate action before delay causes forgetting. In Chapter 19, 
he specifically says people postpone, and postponed action is often 
forgotten.


So “The Cost of Confusion” is justified as a synthesis chapter. It gathers 
Hopkins’ scattered warnings about unclear headlines, incomplete copy, 
weak offers, delayed action, and friction.
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Chapter 26 — The Right Objection 

This chapter is justified by Hopkins’ repeated insistence that advertisers 
must study buyers, not themselves.


He says manufacturers often know the manufacturing and dealer side, but 
that knowledge leads them astray because their interests are not the 
customer’s interests. He also gives many examples where one appeal 
outpulls another because buyers cared about a different point than 
advertisers assumed.


This chapter isolates the idea that the best copy answers the objection 
actually stopping the buyer. That is completely consistent with Hopkins. It 
is also useful because the original book talks much about claims and 
appeals, but less directly about objections as a category.


Chapter 27 — Frequency And Weariness 

This chapter is justified by Hopkins’ discussion of repeated ads and 
unchanging mail order ads.


He notes that some mail order ads run year after year without diminishing 
returns, because advertisers do not expect the same person to reread 
them; they expect new readers. He also gives the Mead Cycle example, 
where the advertiser had tested for years and would not change a word 
because the ad had proved itself.


This chapter protects against a very real advertising mistake: insiders get 
tired of a message before the market does. Hopkins would likely approve 
of that warning, provided the chapter says repetition is justified only by 
returns.


Chapter 28 — Borrowed Trust 

Hopkins repeatedly uses mechanisms of borrowed trust: dealer warrants, 
signed guarantees, samples, approval offers, named personalities, 
authorities, and personal endorsements. In “Psychology,” he explains that 
a dealer’s signed warrant worked better than a distant guarantee because 
the buyer trusted a nearby person more than an unknown company.
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In “Individuality,” he also explains the value of signed ads and personality 
because a man speaking personally can inspire more confidence than a 
faceless corporation.


So this chapter is justified as a unifying principle: trust can be transferred 
from a credible source to an unfamiliar offer.


Chapter 29 — The Value Of Timing 

Hopkins discusses timing in pieces: immediate action, expiration dates, 
prompt follow-up, samples while interest is fresh, and aligning offers with 
existing desires rather than trying to create habits from scratch. In Chapter 
19, he stresses that action should be immediate because people delay 
and forget. In “Things Too Costly,” he argues that advertisers should watch 
developing trends and satisfy desires at the right time rather than pay to 
create them for the whole market.


So this chapter is a development of Hopkins’ thinking on readiness. The 
buyer must not only be the right person; they must be reached at the right 
moment.


Chapter 30 — The Danger Of Applause 

This chapter is almost already in the book.


Hopkins repeatedly attacks cleverness, entertainment, literary display, 
eccentric pictures, and advertising written to please the advertiser. He 
says ads are not written to entertain, and that ad-writers often forget they 
are salesmen and try to be performers.


A separate chapter called “The Danger Of Applause” is justified because 
this is one of Hopkins’ central enemies: advertising that wins admiration 
but not sales. It would make a strong late-book reinforcement after the 
reader has seen all the ways measurement defeats vanity.


Chapter 31 — The Compound Record 

Richard Winser ©  2026



Page 71

Hopkins begins the book by saying advertising laws were established 
because agencies and advertisers tested thousands of plans, watched 
results, recorded them, and preserved the lessons. He says individuals 
come and go, but their records and ideas remain as part of the 
organization’s equipment.


That is exactly the idea of “The Compound Record.” It closes the 
expanded book by returning to the beginning: scientific advertising is not 
merely testing one ad. It is building an accumulating body of business 
knowledge.


This chapter also fits the final movement of the original book. “Good 
Business” argues that advertising will increasingly be judged by known 
returns. “The Compound Record” explains what the mature form of that 
discipline becomes: an institutional memory of tested selling knowledge.
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