
Over the course of this newsletter you’ve 
read how much we advocate a personal 
look to many of your marketing pieces. 
Why? Because when something looks 
more personal, it rises above the clutter 
and stands out from all the other ‘me too’ 
marketing pieces.

So this month we’d like to introduce to 
you the ‘handwritten letter’ (or fax). Now 
to many people this approach flies in 
the face of everything they ever thought 
about sales and marketing, and is often 
frowned upon when we talk about it, 
yet it is one of the easiest and simplest 
strategies we know to generate an instant 
and sizeable response.

Now we appreciate that you may 
operate…

Using This Frowned Upon Strategy Can Get Your 
Phone Ringing Off the Hook All Day Long 

Creating a handwritten letter (or fax) to grab your prospect’s attention
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Using a handwritten letter or fax is a 
quick, easy and low-cost way to increase 

your enquiries!
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…a business to consumer 
company rather than a business 
to business one. However, 
even business to consumer 
organisations can utilise this 
approach. Remember, there’s 
nothing stopping you mailing or 
faxing your message to businesses 
– everyone working in a business 
is a consumer – so you can still 
reach people at work with your 
letter or fax (and any other 
marketing piece). Let’s first look at 
the general guidelines for creating 
a handwritten letter/fax…
Flexibility:
You have the option of creating 
a 100% handwritten letter/
fax or part handwriting, part 
typewritten. If you’ve already 
mailed something to your 
prospects, then showing this 
along with your handwritten 
note is often an excellent way to 
reinforce the offer.
Both approaches work well, you 
just need to test to see what 
works best for you.
Creating Immediacy Is Key:
The handwritten letter/fax lends 
itself to you creating immediacy 
in the sales process. For example, 
use your handwritten letter/fax to 
reinforce that an offer is about to 
expire (only 2 days left, etc.). Or 
that you have decided to write a 
quick note to get the message out 
quickly.
Because either all of your letter/
fax or some of your letter/fax 
is handwritten, this creates the 
sense that you want to make sure 
they don’t miss out. It’s a very 
powerful approach.
Don’t Worry About How It 
Looks:

One word of caution; Don’t 
let ‘image’ get in your way. A 
handwritten approach makes 
your letter/fax (and all other 
Marketing Pieces) stand out and 
makes it look like you’ve just 
written it. Remember, all that 
matters, as stated in our ‘Business 
Growth Law #5: Never Focus on 
the Brand’, your only goal is the 
‘SELL SOMETHING NOW’.
If you’re concerned about what 
people will think about you 
sending a handwritten letter/fax 
– then this is probably something 
you would shy away from. 
However, we can’t stress enough 
how powerful this technique is for 
generating enquiries.
Like many of the strategies we 
recommend to you, a handwritten 
letter/fax is very different to 
anything you would have thought 
of using – but give it a try – you’ll 
surprise yourself.
Make it Legible – But Not 
Perfect:
Of course your handwriting needs 
to be readable, but don’t concern 
yourself about making it look 
perfect or polished. It’s okay to 
write on a slant. It’s okay to make 
the odd mistake! Remember, 
you’re creating the impression 
that you’ve just put pen to paper 
– it doesn’t want to be a work of 
art!
Key Steps to Creating a 
Handwritten Fax:
Okay so let’s look at the steps 
you need to follow to create an 
enquiry generating letter/fax…
STEP 1: Set Your Objective:
Just like with every other 
marketing piece you produce, 
your starting point is to decide 

what you want the letter/fax to 
achieve. Is it to get people to 
come into your store? Is it to get 
people to request a meeting, 
quote or estimate? Is it to get 
people to book for an event 
you’re running? Whatever it is, 
make sure you have this written in 
front of you. 
STEP 2: Biggest Bang First:
Notice how the example 
handwritten letter on the next 
page leads with the biggest 
benefit first: “Ten minutes of your 
time will enable you to eliminate 
fibre cracking on all future jobs!” 
Notice the emphasis on words 
“eliminate fibre cracking”.
STEP 3: What’s Urgent?
Next you have to establish the 
reason for the urgency. Notice in 
the first example the urgency is 
based around a salesman being 
‘in your area on Tuesday’.
STEP 4: Why Should they 
Respond?
Next tell them why they should 
respond. Again you should load 
your letter/fax with more benefits.
STEP 5: Finish With a Call to 
Action:
As with all your marketing pieces 
you need to finish with a call to 
action. Notice in the example how 
Gina puts the reader’s mind at 
rest by saying ‘Bruce is an easy-
going guy – no hard sell and no 
time wasting’. This is excellent.
STEP 6: Scan and Send:
Now all you need to do is scan 
what you’ve written and paste 
it onto your letterhead. This is 
now ready to be mailed or faxed 
to your target market. Enjoy the 
results!

Using This Frowned Upon Strategy Can Get Your 
Phone Ringing Off the Hook All Day Long 
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...Get Your Phone Ringing Off the Hook

A good example of a 100% handwritten letter
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...Get Your Phone Ringing Off the Hook

A good example of a successful part handwritten  letter
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Good Examples of Cross-sell
Here are a couple of good examples 
of cross-sell…

Example 1: The Sunglass Hut Cross-sell

Buy any designer pair of sunglasses from the Sunglass Hut and, when you go to pay, the shop assistant 
will draw your attention to four ‘plastic balls’ on the front of the counter (with a price of £10 clearly 
shown). Each one containing a different coloured cleaning cloth for the sunglasses. Their cross-sell 
script goes something like this…
“Thank you, Mr Jones. Because you are ordering today, would you like to choose any one of the 
cleaning cloths in front of you and I’ll add just £4.99 to your order?”
Note the following…
• The assistant have been well trained and uses the name of the customer by looking at the card 

passed to them
• This is a simple one-sentence up-sell
• The cross-sell in this example is probably adding close to £4.50 in pure profit to the sale!

Increase the Profit on Every Sale by Using Cross-Sell
Last month we discussed the merits of using 
up-sell at the time when a sale is made. This 
month we thought we’d focus our attention on 
cross-sell.
Like up-selling, cross-selling is one of the easiest 
tactics to apply to any business.
Once again it’s a simple, highly effective way 
to increase the average order value and to 
increase the profit on the sale.
Let’s use the McDonald’s example again to 
demonstrate how the cross-sell works…
You go into McDonald’s and ask for any of their 
main dishes, such as a Big Mac, or Chicken 
Sandwich – the reply from the person serving 
you will be…
‘Would you like fries with that?’ 
Basically, they are using a well-
rehearsed ‘Cross-sell Statement’ 
that makes it easy for the buyer to 
say ‘yes’.

So to define cross-sell more accurately…
A cross-sell is when you sell a complementary 
product or service to the product or service 
initially being bought.
Ideally, be sure your cross-sell adds 
related value to your customer’s 
purchase and you can’t go too 
far wrong.

Using cross-sell increases 
the profit on every sale.



Example 2: Kitchen Devil’s Knife 
Set
One of the things we’re going to 
ask you to do from now on in the 
development of your business is 
to spend 30 minutes or so each 
day watching shopping channels 
like QVC and The Shopping 
Channel.
These programmes have some of 
the best marketing strategies on 
show as they run infomercials one 
after another. 
Be careful, though – make sure 
your wife or husband or partner 
doesn’t start watching as well – or 
they’ll be dragged in like the rest 
of them!
For example, the well-known 
infomercial selling the Kitchen 
Devil’s Knife Set.
Selling for about £300 is very 
powerful. They have the chef 
literally throwing food in the air 
which then lands on the knife 
to be split perfectly in two. 
When you order, this is what the 
telesales girl says…
“Mrs Jones, because you’re 
ordering today we have a special 
offer on the Kitchen Devil’s 
Presentation Mount. Made of 
beautiful solid wood, it will show 
off your knife set on any work 
surface in your kitchen. Can I add 
just £9.99 to your order?”
It’s hard to turn that down, having 
just spent £300 on the knife set! 
Most people want to parade 
their new knives and what better 
way than to have the perfect 
showpiece for them!
Three short sentences for an 

increase in profit of about 
£9.50, which a product that 
unquestionably complements the 
original purchase.
Example 3: Tailors
A store selling men’s tailored 
shirts can offer matching 
cuff links, ties and 
collar-stiffeners.

Example 4: Lawn Care
Offer a pruning service, grass 
removal, weed removal from 
borders, etc., or how about a 
discount on leaves and snow 
removal in the winter if they agree 
to a contract for the season’s lawn 
care?

Example 5: Amazon.com
Amazon were pioneers in the 
online cross-sell.
Whenever you choose a product 

to buy, they back this up with 
other recommendations. 
For example, ‘buyers of this book 
also bought these books’. ‘perfect 
partner’ (see example on next 
page):
There are a few other strategies 
that you can use in your business 
that have such an immediate and 
big impact when applied.
Once you’ve created your up-sell 
it should be used indefinitely (but 
of course test other ones against 
it to see what works best).
However, if you’re in need of a 
quick influx of extra sales and 
profits then simply adding an up-
sell to your products and services 
will give you exactly what you 
need – for absolutely no extra 
cost.
That’s why we said earlier every 
business should use up-sell!
Example 6: Any Other Product or 
Service Sold By The Business 
The beauty of cross-sell is it gives 
you the opportunity to sell other 
complementary products or 
services the business is selling.
But there will be many more 
products and services you can 
include once you start thinking 
about it.
The important point to take from 
this is to look for the opportunities 
in the business to present related 
products or services. Then, offer 
these additions at a discount as a 
cross-sell.
In many cases, you’ll find that 
some customers will want these 
products or services, but didn’t 
think about
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Increase the Profit on every sale by using cross-sell



Buying them – either because 
they didn’t think about needing 
that product or service at that 
time or didn’t relate that need to 
their current need.
Either way, you helped them 
and both of you received extra 
benefit.
Be aware of opportunities in 
the business to sell additional 
products or services to customers 

– at the time of their initial 
purchase (and of course after 
this – but more on that in later 
issues). 
It really is very easy to use cross-
sell (and of course up-sell) at the 
point of purchase.
So if you’re not taking advantage 
of these potent and easy-to-apply 
strategies, we guarantee you’re 
missing out on potentially huge 

volumes of sales and profits from 
your clients or customers.
Remember, it takes just a few 
minutes to put in place many 
cross-sells and up-sells for all your 
front-end products or services.
So taking advantage of this 
opportunity will increase the 
sales and profits of the business 
within a very short space of time.
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Step-by-Step Analysis of a Profit-Boosting                
Marketing Piece

Here’s another analysis of a winning marketing piece and an explanation as to why it worked.

This will help you understand 
how the marketing assets worked 
with this particular marketing 
piece and show you how to do 
the same. This month we’ve 
chosen a successful ‘buyer’s 
remorse letter’.
When a customer buys from you, 
what happens next? In other 
words, what do you do to cement 
the sale and encourage the 
customer to promptly buy from 
you again? Most businesses do 
nothing. Some may write a thank 
you letter. And even fewer sent 
a ‘Buyer’s Remorse Letter’. By 
sending a buyer’s remorse letter…

• You dramatically reduce and even eliminate 
customers cancelling orders.

• You make the customer more receptive to the 
next offer.

• You will develop a closer relationship with the 
customer.

• You can solicit referrals.
• You get the chance to immediately up-sell to 

the customer some more expensive product 
or service that the business makes available 
exclusively to them at a preferential price, or 
terms, etc. – if they buy it within, let’s say, 30 
days of the original purchase.

• You can explain the use of the product or 
service so it will be used more often and re-
ordered more frequently.

Industry: Furniture
The Results: This letter is sent to every new 
customer. The specific letter helped to increase 
customer referrals by a factor of 8 (800% 
increase)

Why It Worked So Well:
1. Just good old-fashioned courtesy. For some 

reason thanking customers has gone out of 
fashion these days – so thanking a customer 
for their business really sets you apart from 
the competition. 

2. Communication of the customer offer – 10% 
off for life!

3. The referral system.
4. The reward for recommending other people 

as part of the referral system. 
5. Communication of the products and services 

offered. Don’t take for granted that the 
customer knows what you offer – they 
rarely do. Including a list of services in the 
buyer’s remorse letter is a proven method for 
increasing sales.

6. The P.S. reiterates the referral system.
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Marketing Piece
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If You’re Selling Your Business Online You’re Selling 
The Wrong Thing…

For many of you that struggle 
to generate leads and clients/
customers online, this article is for 
you.
Hopefully by the time you’ve 
finished reading the next couple of 
pages, you’ll have a mindset shift 
that will help you make more money 
using the internet than you’ve ever 
done before.
One of the biggest misconceptions 
small-business owners have about 
marketing their business online 
today, is that they think they need 
to get their business in front of their 
prospect as quickly as possible or 
they’re going to miss out!
You may well fall into this category.
For example, you most probably 
think the best way to get people 
to favour you and your business is 
to extol your own virtues via your 
website. For instance, you most 
probably feel…
• You need to tell people how 

good you are at what you do.
• You need to tell people who you 

are.
• You need to show people how 

many years you have been in 
business.

• You need to tell people what you 
do.

But all of this self-focused 
information is the quickest way to 

destroy your chances of generating 
leads online. And here’s why… that’s 
not what people are looking for!
So What Do Your Prospects Want?
So, what do your prospects want if 
they don’t want to know about your 
business and what you do?
The answer comes back to 
understanding how people think and 
behave when they use the internet 
and when they’re first looking for 
your services or products.
More often than not the mindset 
that people are in when using the 
internet is the same as when they 
are walking around the shops – 
they’re looking for information that 
will help them favour one supplier 
over another. I call this the ‘browser 
mindset’.
And if you want lead to generate 
leads online you have to match your 
marketing to meet the emotional 
desires that your prospects have at 
this stage of the buying cycle.
You see, people don’t like being sold 
to at the early stage of the sales 
funnel (when they’ve just met you) 
– instead they like it when you’re 
giving them things that can help 
them with their ‘browsing’ task. 
The Right Way To Think To Get 
More People To Want What You’ve 
Got…
So, pretend you’re the helpful shop 
assistant that’s going to spill the 
beans on everything in the shop 
including the good, the bad and the 
ugly.
But before we get to use this way of 
thinking to generate leads, you must 
be able to offer something that your 
prospects can download instantly.
The internet is a “get it now” 
environment so you have to take 

this into account when you are 
offering things to your prospects.
Now, let’s take an example of how 
you can use information that helps 
your prospect with their buying 
decision and in turn helps you to 
generate leads online.
A Proven Way To Generate Leads 
Online…
One proven way to help prospects 
with their browsing task is to offer a 
FREE BUYER’S GUIDE. But this isn’t 
just an ordinary guide. This guide 
has one purpose – to position you 
and your business as the premier 
provider in your sector.
Now, don’t let the title ‘Buyer’s 
Guide’ throw you. A buyer’s guide 
is anything that helps your prospect 
with their buying decision. Usually 
it contains information that helps 
prospects…
• Avoid mistakes
• Find out things people in the 

know never tell you
• Know what things are important 

and why
• Know what they should include 

and what things are less 
important when buying

For example, it could be anything 
from a free report that offers 
information about what scams to 
avoid when choosing a plumber to 
the best and latest new gadgets that 
your shop has to offer.
Anything that helps make that 
decision easier, safer and better is 
something they will be more than 
willing to share their name and 
e-mail for, which in turn creates a 
lead.
So, let’s take one example of a 
buyer’s guide that I’m sure many of 
you will be able to take and use in 

By Grant Eagle - Europe’s leading internet 
marketing expert for non internet businesses



The buyer’s guide in this example 
can be used to help prospects 
choose the right service provider or 
product supplier for their business.

Step 1 – The Title
Now, the first thing you need to 
consider is the headline for your 
buyer’s guide.

If you choose the wrong headline 
then this strategy could end up 
falling on its face.

So here are a couple of headline 
formats that work really well…

“How To [Find The Right XYZ 
Supplier/Widget] That Will [Give You 
What You Want Most]”

“How To Avoid The [X Mistakes] That 
[Stop You Getting The Most Out Of 
Your Supplier/Widget]”

Step 2 – Your Content Ideas
Okay, now that you’ve decided on a 
headline, you need to think about 
content for your guide.

And to do that, we need to think 
about what the main headers for the 
guide are going to be.

Step 3 – Write Down The Problems 
Of Your Market
So, when it comes to the content 
of your guide what you want to do 
is firstly think of all of the problems 
your market has when they use and 
experience your product or service. 
Think of all the mistakes that people 
can make. Think of all the things the 
more unscrupulous people in your 
market do that they never come 
clean about and that your prospect 
needs to avoid.

Then all you need to do is bullet out 
the solutions to the problems you’ve 
highlighted.

Next, you want to write out how 

you would deal with each one of 
these problems. The only difference 
is you don’t say this is how you 
do it. Instead, because you’re the 
author of the report, it’s implied that 
this is how you would do it. This is 
much more subtle and much more 
powerful. 

Then, at the end of a section, it’s 
more than fine to put in signposts 
that lead the prospect to contact 
you. All you need to do is just say “If 
you’d like more help with this then 
please go to the last page of this 
guide.”

Step 4 – Write Down The ‘Must 
Haves’ That Need To Be On Your 
Prospect’s Shopping List
The next stage in creating your 
guide is to think of the things that a 
provider must offer if they are to be 
a good choice for your prospect.

Again, all you need to do here is 
list out what you consider to be 
‘must haves’ and that of course you 
provide as standard. 

It may be free telephone support. 
It may be 24-hour call-out service. 
It doesn’t matter what it is because 
what you’re doing here is picking 
out your key points of difference 
and writing them up as things your 
prospect should expect as standard.

Step 5 – Make A List Of All Of 
Your Prospect’s Objections And 
Common Questions…
And lastly, I want you to come up 
with every objection and question 
someone shopping for your service 
or product would have.

Now this may overlap with the 
other two pieces of content but 
don’t worry. Just bullet point out 
the questions and then come up 
with killer answers using your own 

experience.

Step 6 – Lead Your Prospect By The 
Hand To Where You Want To Take 
Them Next
Now the last but most important 
thing you need to do is lead your 
prospect to where you want to take 
them next, i.e. the next stage of your 
sales funnel.

You do this at the end of the guide 
and use strategically positioned 
signposts that point to this call to 
action. 

This might be an offer to buy any 
of the widgets from your guide at 
a special price but only for owners 
of the ‘guide’. In this case the guide 
would use a voucher code that the 
prospect can use in your shopping 
cart online.

If you’re selling a service then this 
may be a free consultation. But 
instead of calling it this, package 
it so it’s more appealing and not 
comparable to everyone else who’s 
offering free consultations.

And remember, when you do this, 
bullet out what they’ll get in terms 
of the results of the meeting rather 
than what you’ll cover.

Now You’re Playing A Different 
Game…
Everything I’ve just covered will 
allow you to play a different game 
online when it comes to generating 
leads.

So now that you’ve got your buyer’s 
guide how do you get people to 
request it and become leads? Well, 
in my article next month I’ll cover 
exactly how to do that and I’ll also 
show you how having a website is 
the biggest kiss of death to online 
lead generation.

See you next month…. Grant
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“Last year our previous ad generated next to no 
extra business, (in fact we were thinking of taking 
our ad out completely) but the new ad generates 
at least half a dozen leads every week and we 
convert ¾ of them into clients. Each client is worth 
about £2,500, so that’s an extra £7-9,000 a week. 
That’s a massive return on investment!” 
– Adrian Ganderton, Partner – Bray & Bray 
Solicitors

“Our sales have more than quadrupled in 8 short 
months. Need I say anything else except thank 
you.” 
– Rosemary McIvor, Managing Director - O’Briens

“I am absolutely thrilled to inform you that 
Message Takers has gone from strength to 
strength since we introduced the system into our 
business. The number of clients using our service 
has risen by 61.2% in only five months. In the 
previous five months our growth rate was just 7%. 
This conclusively proves that without the system 
our company would not be where it is today!” 
– Sharon Morris, Managing Director - Message 
Takers

“I’ve used the principles in the system for over 12 
months now and the results have been amazing!” 
- Keith Skitt - Prontaprint

This Newsletter Demonstrates a Fraction of the Marketing & Business 
Growth Advice You Can Apply To Your Business…

There Are Over 1500 Pages of Practical, Proven 
and Low Cost Marketing & Business Growth 
Advice in the BUSINESS GROWTH SYSTEM
Make Sure You Use It and You Too Can Transform Your Business!

Whether you like it or not, to get results you have to put the effort in. However, we’ve made 
it as easy as it can be for you! Nevertheless you still have to take the time to apply the time-
tested and proven strategies.

You really do have an extremely successful ‘paint-by-numbers’ guide to growing your 
business. But you have to use it.

…and if you need some more convincing, here are some real results from business owners 

Even though all these people run different businesses – they all have one thing in 
common – they use and apply the strategies contained in the Business Growth System.

If you’re genuinely serious about growing your business, then the Business Growth 
System will give you the results you seek.

Better still, you’ll achieve success quickly and with little or no cost.

You’ve registered for the system – now is the time to use it!


