Copycat
Well, stories of my demise have been greatly exaggerated…
I’m back – and apologies for the lack of ‘Copycats’ in the last couple of months, I simply have
not had the time to write them…
I seem to have travelled the globe twice since the turn of the year. Shows in Moscow, Cape
Town, Dubai, Bucharest and Istanbul, plus other trade and in-house workshops and
seminars in the UK have kept me well under the cosh.
As well as clients, of course. As demanding as ever – but as you all know, I love ‘em all…☺
Oh yes, I nearly forgot. I have also set up agency affiliations with leading communication
groups in Russia and Romania, which is tremendously exciting.
More about Eastern Europe later…
So, it’s been all systems go. Stimulating, of course, but tiring too, if I’m honest…
What’s quite interesting about direct marketing worldwide is the hunger for knowledge in
the emerging countries and the respect that they have for the experience and knowledge of
old liggers like me…
It’s very, very nice. And especially rewarding if you’re passionate about this business…
It’s fantastic to go overseas, present at shows and get this kind of reaction. The interest, the
desire, the sheer will to learn is incredibly stimulating. Especially when compared to the
almost apathetic interest by most marketers in this country in getting better at what they do.
I know I’ve bored you all before with my incredulity at the lack of studying that goes on in
our business here in the U.K. This applies to both agencies and clients.
It’s just beyond my comprehension.

No one has a respect for our history in the communications business.
No one bothers to study, to learn from the masters. It appears, from talking to people, that
most out there don’t feel it’s appropriate to look back and see what gems are lurking there.
Someone said to me at Earls Court recently – “It’s a new world now. Those old examples are old
hat. Why bother looking at old techniques and examples? They have no place or value these days…”
As you might expect, I told him he was talking bollocks…
To blinkered idiots like him, I say one thing. “Times change, but people don’t…”
The reasons people buy and why they buy, the creative and copy triggers that generate
interest and response will never change. Yes, we have more channels to market than ever,
but it’s how you use those channels that’s important.
Every single day, I see an increasing number of examples of promotional communications
that will not work. Work that is being created by people who do not understand.
If they studied our business a bit more – something they don’t think would benefit them –
then they would understand…
…and, they would waste a lot less of their own, or their client’s money….
That’s the difference, you see. Those that study, those that continually try to improve, will
always stand a much better chance of producing work that delivers results in a very, very
tough marketplace.
This is why Eastern Europe is so interesting right now. I have to tell you, that in my opinion,
this area has the strongest DM heartbeat of any place on the globe.
The potential is mind-blowing. What’s more, key individuals in leading organisations over
there, want to learn. They want to know the secrets.
They yearn for the best techniques.
There are some very smart people over there.
Very smart indeed.
And, when you talk to them and show them examples of the work of the greats - Caples,
Hopkins and Ogilvy, plus current legends like Joe Sugarman, Murray Raphel, Herschell
Gordon Lewis and the irrepressible Drayton Bird, they want to know more.
I’ve probably been responsible for selling more books for those giants in the last few years
than anyone on this planet!
This is the way it should be. The only way anyone gets better at what they do in this crazy
business, is by studying and learning from people who are better than they are.

Incidentally, there’s an interesting footnote to all of this. In the last few years, it’s quite
noticeable, that at most industry events, the audience breakdown is 95% clients, 5% agencies.
I was intrigued by this at first…
Then, when discussing it with people much cleverer than me, the reason became clear. Most
agencies don’t turn up at Masterclasses and Workshops because they might be seen there by
their clients.
They don’t want to admit that they don’t know stuff…
Incredible, huh? However, given the culture, I suppose it’s not too surprising.
It completely explains the increasing level of crap we see though – and a lot of it emanates
from agencies with big names over the doors, too.
Basic errors abound. Every single minute of every single day.
Ads with headlines over the pictures instead of under: big blocks of copy reversed out,
white out of black, which has a hugely reduced comprehension level: ineffective headlines
with ‘clever’ phrases rather than ‘stoppers’: badly written copy that neither connects nor
influences: outer envelopes with strapline copy that gives the recipient no reason whatsoever
to open it…
…the list is endless…
And, it’s getting worse, I swear it is. The DM industry in the UK just feels to me as if it’s
disintegrating…and a lot of my pals and colleagues feel the same…
Here’s a good example of what I mean. Just look at this and weep…

The biggest direct seller of computers and peripherals, chose their agency using an ON-LINE
AUCTION.
Then they chose the CHEAPEST!
I give up. Lunatics and asylum come to mind.
I have to tell you, when I see stuff like this, I am really pleased that I am the age I am. I
would not like to be a youngster coming into this excuse of a communications industry right
now.
It’s bad and it’s getting worse…
By the way, I just received a mailing from Dell this morning. Well, not true, actually…
…I received THREE A4 packs. Exactly the same…
Looks like they’re getting what they paid for. Serves ‘em right…
But, there are other main causes for concern too. Take the IDMF at Earls Court, for
example…
It used to be the home of the biggest DM show in the world. Now, it’s just a pale shadow of
the great show it once was. Unbelievably, it now appears to be a poor relation to its new
bedfellow, Internet World.
It’s very, very sad. Being at the birth of that beautiful DM baby all those years ago, it is now
quite clear that the baby has not matured and developed as we would have hoped...
Not at all…
But, it’s not surprising when you think about it. In the last few years, this particular show
had started to decline very noticeably. For anyone wanting to find out what DM is all about,
the show is useless.
It is just crammed full of mailing houses, envelope suppliers, associations and list brokers.
Nowhere will the inquisitive visitor get the answer to “What is DM?”
Only in the Academy lectures, will you get the real ‘meat’ – the proven techniques and
disciplines that will help to eke out those vital little extra percentage points from campaigns.
I speak at the Academy every year.
This year I did two sessions – one in the DM Academy, the other in The Internet World
counterpart.
What was quite revealing and very apposite to what I’ve said earlier in this article, was some
of the comments from delegates in the latter who contacted me after the event. Many
expressed more than a little surprise that a lot of the techniques needed to write effective
email copy are the same for those used for direct mail.

To be honest, I was staggered that they should think anything else really, but they did.
They believed that because it’s a new route to market that the copy would need to be
different in some way. What an extraordinary thing to think…
But it’s just another example really, of how little knowledge there is out there, of what’s
important in this business…
Here’s another bit of nonsense to make you chuckle. Unless you’re the client, of course…

Whoever created this should be shot.
Whoever signed it off should be ashamed.
Do these misguided people really think that readers have got time to work this out? Do they
think that people will bother? I can tell you they won’t.
It’s simply a waste of money…
Anyway, on we go…
Just consider this. It’s a mailing selling insurance.
Yes, that’s a lizard down there…

Perhaps we’ll find out why in a minute…listen to this opening para…

“Some people think that lizards are a bad sign while others credit them with healing powers. Whatever
you believe, choosing the right insurance is not a matter of luck”
WHAT?
What language is that?
What are those two lines trying to say?
Who wrote this anyway - the window cleaner?
What about the damn lizard? Why is it there in the first place?
Someone please give me strength….
On the other hand, here’s how it should be done.

Here’s the letter…

This stunning example proves that sometimes a winning pack doesn’t have to be
all-singing and all-dancing.
It just has to push all the right buttons.

This did. In spades.
50% response rate. Yes, 50%. Unheard of these days. But this little gem achieved it.
What’s more pleasing to me, is that we created it…
So, on that happy note, I’ll take my leave…
I’ll be back next month and concentrating on envelopes, as this subject has been requested by
many of you over the last year or so.
See you all in June…
Don’t forget, all my other articles are available for enjoyment and FREE download at:
www.andyowen.co.uk/articles.html
Keep the faith…

About the Author
Andy Owen is Managing Director of Andy Owen & Associates, a leading International
direct marketing agency, specialising in all aspects of contemporary direct marketing. The
company has offices in UK, Middle East, Romania & Russia, with Associate Offices in
The USA.
The company's corporate website is www.andyowen.co.uk The specialist copy division
has its own site at www.copywritingthatsells.com
As well as his International speaking engagements, Andy runs in-house copywriting and
direct marketing sessions and workshops for companies and organisations all over the
world. If you feel your company could benefit from one of these, please contact Andy for
details.
To see Andy ‘live’ please visit www.andyowen.co.uk/speaker-presenter.html for future
events and gigs.
If you would like further information on any aspect of direct or strategic marketing, or
copywriting for direct response, please contact Andy direct at andyowen@aol.com
Andy’s DVD on Copywriting called “How To Write Copy That Really Sells.” is now available to
purchase online. To find out more and see excerpts from the DVD, visit
http://www.andyowen.co.uk/buy-online.html

