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would like to wish

you a happy and
heal’chy 2013!

!' E
°

d o
<J (]
d °
d °
°

a °
» 0

‘ 0

°

q ol I\
°

0

0

d °
0

°

0

0

0

°

|
D14
SN le

|
Q |4

d
D 14
| |
3 14
I

@ |G
|
I
d
d
I
|
d
d
d

)
=
J

)

)

— TOTREImg Prece] 1o ed

——————————— 3 tThings you must do when
crafting a “great” offer

—— e Tt ————— You've heard it said again and again, “Every successful marketing piece must

e CIIIoIo o m omoia o acm s ommmannn  INClUde an offer!” Any old offer won't do, though. If you want to get a great

S 00(0 1/ SI MUl S (16 e [©5PONSE, YOU'll have to include a great offer. Here are three tips to help you do
OUnNas IKE just that:

_ SOIMCITNrc A WOTK o .
——————— | . B& specific. You don't want your offer to be confusing or ambiguous. Make
1O YOUT DUSITIESS, CISK YOUT o | q q
EEEEEsTETEEEeeeeTEnenmmmmrmmn  sUre the prospect knows exactly what they're geftting if they respond.

_TTIATKESTING COTSUITO
RO S O Im O A R e AR o 2. Offer something valuable. It doesn’t have fo be monetary (though everyone

RO mIOmANe Comimslololo s k€S O few bucks off), but it has to be something that will provide value fo the
prospect. A free report or a useful gift can go a long way towards raising your
response rates.

3. Include an expiration date. Sefting a deadline for responding creates a sense
of urgency in the prospect and helps to fight off the natural human tendency to

procrastinate.
arketing e simple. . )



