


After completing the probing:

Mr. Jones, I’d like to thank you for taking the time to share so much 
information about your business with me. You really do some great things here 
at Frank ‘n Stein. Let me make sure I have everything down right. You told me 
that the main reason people come to you is because you have great food and 
the area’s best selection of beers, right?

In fact you said that you have over 70 different beers.  I have a couple of 
friends who are beer lovers, I’m sure they will want to check you out when they 
hear about your shop.

You also said it is important that you tell people about the quality of your food, 
the all beef hot dogs, the Angus burgers etc.

I agreed with you that you should promote your carryout service. People are 
really busy today and a lot of my advertisers have had great success pushing 
take-out orders.

I have to tell you, I really like the way you’ve named your specials, they’re 
really clever and you offer some great deals. 

Here is what I came up with to tell people about all the great things you offer…



You’ll notice I made your logo very prominent; this ties the ad to your sign 
out front and gives you instant recognition. Of course I’m no artist, but I 
wanted you to have an idea of how your ad would look. Did I miss anything?

Oh I’m sorry, your address is important. I was so wrapped up in describing 
your food I almost forgot. Is there anything else I missed?

Great, I think we could fi t this all in a half page ad and I still have time to get 
it into the next issue.

Sure we could do a smaller ad if you’d like. We’ll have to take some of the 
information about your business out…here take another look, what’s not 
important for potential customers to know about your business? 

I think that’s a good decision, this is all good information; I’ll have an artists 
proof tomorrow.

You’ll notice when recapping the information for the ad I use words that 
reinforce the reason for advertising (The main reason people come, important 
to tell people) I also tell the customer how much I like the ad (clever specials), 
this will help the customer “fall in love” with the ad. I also worked in a 
success story when discussing the take-out specials to help the prospect 
visualize his future success with the ad. Referring to the layout as “your ad” 
also helps the customer take ownership of it.

I usually make a glaring omission in the ad sketch. This usually results in the 
customer telling me about the correction. By doing this they become involved 
in the process of building the ad, which also helps them take ownership. 

By justifying and explaining the reasoning behind the ad layout it becomes 
very diffi cult for the customer to cut the ad back. If you sell space, the client 
will only see the lower cost when they cut back. If they are looking at the 
information, the ad copy, they are cutting back on the reasons people may 
come to them. Remember each line of a good ad represents a sector of the 
advertisers market. Perhaps I don’t eat hot-dogs, so if we take out the line 
about “Black Angus Burgers” the ad loses all appeal to me. I’ve actually had 
situations where clients have wanted to put in additional copy and asked for a 
bigger ad.

I’ve used variations of this close for over twenty years. I believe it works 
better today than ever before because people are becoming more and more 
visually oriented. The “Copy-sheet Close” is a powerful technique for gaining 
advertisers commitment. It also has the collateral benefi t of developing 
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strong ads that clearly communicate the customer’s message. The salesperson 
benefi ts by having the ad layout done when they return to the offi ce to turn in 
their paperwork.

Like many things in life, the “Copy-sheet Close” is much harder to describe 
than to perform. Rehearse it a few times with your co-workers and practice 
this sort of sketching with some of your existing ads. With just a little practice 
you’ll quickly become a master at “drawing sales to a close.”    

This article was written by Jim Busch of the Pittsburgh Pennysaver. 


