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RAYy EDWARDS

. THE TALE OF
TWO COPYWRITERS

On a sunny day one late afternoon two copywriters graduated from
the same copywriting school. These two copywriters were roughly
the same age, with roughly the same writing ability. They had both been
trained by the same copywriting instructors in the art and science of

writing to sell and persuade. Both were filled with dreams of becoming

rich by writing ads to sell products and services.

Recently, these men ran into one another at the same direct marketing
conference, 10 years after their graduation. They were both still very
much alike. Both were happily married. Both had young children. And
both, as it turned out, had written copy for some of the biggest direct
mail publishing houses in the world.

But there was one difference...

One of these copywriters was on staff at a publishing house, making a
comfortable $100,000 per year salary. The other was not an employee,
but rather had started his own business, and used his copywriting skills to

create copy that was raking in over $1 million dollars a year in net profits.
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WHAT MADE

- THE DIFFERENCE?

If you're like me, when you hear a story like that, you wonder: what
made the difference between those two men? We all know stories like
this, and we all have evidence demonstrating it isn't always raw talent
or intelligence or even perseverance or dedication. It isn’t that one

person has “a burning desire” and the other doesn’t.

The difference lies in this: what each person knows, and how that person
makes use of their knowledge. The difference is in continuously

growing and using their knowledge.

And that is why I'm writing to you today, to let you know about how
you can grow your knowledge and learn from what is arguably the

most successful sales letter you've never heard of...
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AND IT'S NOT THE

SALES LETTER!

RAYy EDWARDS

THE WALL STREET JOURNAL

You may have already figured out that I didn’t really come up with the

Martin Conroy. Here is a copy of that letter.

preceding copy you just read — you probably in fact recognize it as an
“adaptation” of the famous Wall Street Journal Sales Letter written by

THE WALL STREET JOURNAL.

The daily diary of the American Dream.
22 Cortlandt Street/New York, New York 10007

Dear Reader:

On 2 beautiful late spring afteenoon, twenty-five years ago, two young men
graduated from the same college. They were very much alike, these two young
men. Both had been better than average students, both were personable and
both—as young college graduates are—were filled with ambitious dreams for
the furure.

Recently, these men retumed to their college for their 25th reunion.

They were still very much alike. Both were happily married. Both had threc
children. And both, it turned out, had gone to work for the same Midwestemn
manufacturing company afeer graduation, and were stll there.

But there was a difference. One of the men was manager of a smal| department
of that company. The other was its president.

What Made The Difference

Have you ever wondered, as T have, what makes this kind of difference in
people’s lives? [t isn't always 2 native intelligence or talent or dedication. Itisa't
that one person wants success and the other doeso’t.

The difference lies in what cach person knows and how he or she makes usc of
that knowledge.

And that is why [ am writing to you and to people like you about The Wall
Steeet Journal. For that is the whole purpose of The Journal: To give its readers
knowledge—knowledge that they can use in business.

A Publication Unlike Any Oth

You see, The Wall Street Journal is a unique publication. 1t's the countrys only
national business daily. Each business day, 1t is put together by the world's largest
staff of business-news expens.

Each business day, The Journal’s pages include a broad range of information of
interest and significance to business-minded people, no matter where it comes

from. Not just stocks and finance, but anything and everything in the whole,
fast-moving world of business... The Wall Street Journal gives you all the

business news you peed—-when youneed it.
Knowledge s Power
Right now, [ am reading page one of The Journal. It combines all the important
news of the day with in-depth feature reporting. Every phase of business news is
covered, from asticles on inflation, wholesale prices, car prices, tax incentives for
industries to major developments in Washington, and clsewhere.

{oveg please)

More Free Training: rayedwards.com/pmasterclass

Page 5



https://rayedwards.mykajabi.com/p/masterclass

RAY EDWARDS

You may even be thinking, “Ray, this is not ‘the most successful sales
letter I've never heard of’, because... well... I have heard of it. A lot.”

Now, if the Wall Street Journal Sales Letter were actually the letter I was
referring to in this ebook’s title, you would be correct.

And there is after page inside The Joumal, filled with fascinating

and significant tion that's uscful to you, A daily column oa personal
moncy management you become 3 smarter saver, better investor, wiser
spender. There are y columns on small business, ma real estate,

tech , MCg) devel ts. If have never read The Strect
kmﬂdm':?wqum Wm useful it can be to you.
Much of the information that appeans in The Journal appears nowhere elsc.
The Journal is printed in numerous plants across the United Statex, so that
you ger it carly each business day.
REAT T
- n%m,cfomr A.m_&lm

PRICE! Put our statements to the proof by subscribing for the next 13 wecks for
just $28. This is the shortest subscription term we offer—and 2 perfect way
to get acquaineed with The | al. Or you may prefer to take advantage of
a longer term subscription for greater savings: an annual subseription atr $107
saves you $20 off The Journal's cover price. Our best buy-two years for
$185-gaves you a full $691

Simply fill out the enclosed order card and mail it in the -paid
envd:?g provided. And here’s The Joumnal's guarantee: Should Ei Journal
NOL Meastire up Lo Your expectations, you may cancel this trial amangement
at any point and receive a refund for the undelivered portion of your
subscription.

If you feel as we do that this is a fair and reasonable ition, then you
will want to find out without delay if The Wall Strect Joumnal <an do for you
whatilhdoingﬁxmilﬁomqu.m.&gpluummrhcmkudadcrum
now, and we will start serving you immediately.

About those two college chassmates 1 mention at the beginning of this letter:
They were graduated from her and together got started in the
busincss world. So what made their Lives in business different?

Knowledge. Uscful knowledge. And its application.
An Investment In Success
f cannot promise that success will be instantly yours if you start reading
The Wall Streer loum But I can guarantee that will find The Journal
always i ing, always reliable, and always L
Sincerely yours,

-

Peter R. Kann
Executive Vice President/
PRE:vb Asociate Publisher
Eruca.

P.S. It's important to note that The Journal's subscription price may be rax
deductible.

e s & Campen o AT Sgghin fewd
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- HERE'S WHAT YOU
~ MAY NOT KNOW

Just as I didn'’t really come up with today’s article “from scratch”,
Martin Conroy did not cook up the Wall Street Journal ad out of
thin air, either.

In fact, he “swiped” the Big Idea for the Wall Street Journal ad (which by

some accounts has made the Journal over $2 billion in sales) from

another ad, this one by the legendary copywriter Bruce Barton.
In 1919, Barton wrote an ad for The Alexander Hamilton Institute.

The headline for the ad was “The Story of Two Men Who Fought the
Civil War”, and the copy began like this:

“From a certain little town in Massachusetts two men went to the Civil
War. Each of them had enjoyed the same educational advantage, and so

far as anyone could judge, their prospects for success were equally good.

One man accumulated a fortune. The other spent his last years almost

entirely dependent upon his children for support.”
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Obviously, Conroy’s ad was based on Barton’s.

Here is a full copy of Barton’s ad.

SR UrCEy 404N

The Story of two men who fought
in the Civil War

ROM a certain little town in

Massachusetts two men went

to the Civil War. Each of them
had enjoyed the same edueational ad-
vantages, and so far as anyone could
judge, their prospects for success were
equally good.

One man aceumulated a forlune.
The other spent his last years almost
entirely dependent upon his children
for support.

He “had hard luck,” the town ex-
plained. He “never seemed to catch
hold after the war.”

But the other man did not “lose his
grip.” He scemed to experience no diffi-
culty in “catching hold"” after the war,

The difference in the two men was
not a difference of eapacity but a dif-
ference in decision, Ome man saw the
after-the-war tide of expansion, trained
himself for executive opportunity, wml
so swam with the tide. The other man
merely drifted.  The history of these
two men will be repeated in hundreds
of thousands of lives in the next few
months.

After every war come the
great successes—and
great failures

S your future worth hall an hour's
serious thought? If it is, then take
down a history of the United States.
You will discover this unmistakable
truth:

Opportunity does not flow in a
steady stream, like a river—it comes
and goes in great tides.

There was a high tide after the Civil
War; and then came the panic of 1873,

There was a high tide after the Span-
ish War; and then came the panic of
1907,

‘There is a high tide now; and those
who seize it need not fear what may
happen when the tide recedes. The
wisest men in this country are putling
themselves now beyond the reach of
fear—into the executive positions that
are indispensable.

Weak men go down in crit-
ical years—strong men
grow stronger

F You gre in your twenties, or your
thirties, or your early forties, there
prohably never will be another such
critical year for you as this year, 1919,
Looking back on it, ten years henee,
you will say: “That was the lumning
point.”

Thouvsands of the wise and thought-
ful men of this country have antici-
pated the coming of this period and
prepared for it.

They have trained themselves for the
positions which business eannot dowith-
out, thru the Alexander Hamilton In-
stitute Modern Business Course and
Service.

The Institute is the American insti-
tution which has proved its power to
lift men into the higher executive
positions.

These men have already
decided to go forward

MONG the 75,000 men enrolled in
the Institute's Course, 18,534 are
presidents of corporations; 2,826 are
vice-presidents; 572 are secretaries;

2,652  treasurers; 11,260 managers;
2,626 sale i 2,876
ants.

Men like these, have proved the In-
stitute’s power; E. R. Behrend, Presi-
dent of the Hammermill Paper Co.;
N. A, Hawkins, Manager of Sales, Ford
Motor Co.; Wilkam D'Arcy, President
of the Associated Adverlising Clubs of
the World; Melville W. Mix, President
of the Dodge Manufacturing Co., and
scores of others.

Men, who have trained themselves
to seize opportunity, will make these
after-war years count tremendously.

You, too, ean make them count for
you.

Send for this book. There is
a vision in it for you of
your future

meck the meeds of thoughtful men, the
Alexander Hamilton Institate has published
5 112-page book * Forging Akead in Busi-
mean,” It is free; the coupon :ﬁl Liring it to yoo.

Fend far your copy of = Forging Abead in B
inees" now, while your mind is on it. You could
rot seine Lhe chamer that came after'65 oros, But
it will be your fault if ten years from now you
say: 1 could have on to suress with
785,000 others, and 1 :5 nol even investigate™

¥Rl In the coupon and mail.

ALEXANDER HAMILTOX INSTITUTE
18 Astor Place New York City

Send me * Forging \head in Pusiness ™
FREE
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You may now be assuming that “The Story of Two Men Who Fought the Civil

War” is the letter I was referring to in today’s title. But that is incorrect, also.
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. THE MOST FAMOUS
- SALES LETTER
. YOU'VE NEVER HEARD OF

Just as my opening paragraphs were inspired by Conroy, and Conroy
was inspired by Barton, Barton lifted the story for his own ad from one
written a year earlier, in 1918. The 1918 ad began like this:

“The story of two clerks in New York City who started together a few
years ago,side by side, each earning $12 a week.”

This 1918 ad was written to sell a memory course, the Roth Memory
Course. I'm sure you noticed “the story of two clerks.”

The clerk “with the memory” became the head of a giant publishing
company. The other guy became “a petty bill collector.”
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$12 a week

arning

The story of two clerks in New York City who started to-

This ad was written by the Ruthrauff & Ryan ad agency, and
of His Remarkable Memory
gether a few years ago, side by side, each e

it’s unclear which of their staff copywriters wrote the ad.

Earns $30,000 a. Year Because
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Because it was original inspiration for what became the $2 billion dollar
Wall Street Journal Sales Letter, “The Story of Two Clerks in New York

City” may in fact be the most successful sales letter you
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OR...ISIT?

Because long before any of those ads, there was this story...

This is the tale of two brothers, both born to wealth, privilege, and
power, over 4,000 years ago. Both were sons of the ruler of the
known world. Both were princes of a vast empire. They received the

same education and upbringing. They were very much alike.

But a few decades later, one was the King, and the other was hiding in

the hills far away, living as a humble shepherd.

But that’s not the end of the story — the shepherd eventually came
storming back to the land of his youth, conquered his brother and his
brother’s empire, and left that empire a smoking ruin. What made the

difference between these two brothers?

You may already recognize this story from the Biblical story of the
Exodus. One brother was Ramses, the Pharaoh of Egypt. The other
was named Moses, and he was the humble shepherd who heard the
voice of God, and came back to Egypt to free the Hebrews from
slavery in Egypt.

This may be part of the most successful sales letter in history. I'll leave

that for you to ponder on your own.

By the way, this ebook was inspired by this excellent blog post by

Lawrence Bernstein. Here’s the point of this whole ebook...
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https://rayedwards.mykajabi.com/p/masterclass
http://www.infomarketingblog.com/tale-of-two-copywriters/

RAYy EDWARDS

. T0 PERSUADE POWERFULLY,
~ TELL A STORY THAT RESONATES

Storytelling is the most powerful form of persuasion known to humans.
To write the most successful and effective copy of which you are capable,
you must learn to tell great stories that resonate with the deepest fears
and desires of your reader.

Now get to work on your story!

It may not make you $2 billion. But then again...
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