
The #1 Marketing Mistake That ​
Killed My Profit ​
Stop Wasting Money on Marketing 

 

I used to pour money into marketing—without realizing I was killing my own 
profit. 

The worst part? I thought I was doing everything right. 

It looked great. ​
It felt professional. ​
I was even proud of it. 

Over twenty years ago, my brother and I spent months preparing a product 
launch. We designed a beautiful piece of jewelry with a powerful story. We 
filmed a cinematic trailer, perfected the packaging, and built a stunning 
website. 

Everything looked ready for success. I even checked how much traffic our 
webpage could handle because I was afraid it might crash. 

The good news: it didn’t crash. ​
The bad news: we sold three pieces. 

Total failure. 

That’s when I learned the hard truth: There’s a big difference between 
people knowing about you—and people buying from you. 
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Brand Marketing vs. Direct Response Marketing 

Brand Marketing 

Goal: Build awareness, recognition, and perception of a brand over time. ​
Focus: Long-term image and market positioning. ​
Common Channels: TV, radio, billboards, social media content, 
sponsorships, PR. ​
Measurement: Vague—based on impressions, reach, brand recall, and 
sentiment. 

​
✅ Benefits of Brand Marketing: 

​ •​ Builds trust and familiarity over time.​
​ •​ Creates emotional connections with the audience.​ ​
​ •​ Helps increase perceived value and loyalty.​
​ •​ Supports higher pricing by reinforcing brand status.​ ​
​ •​ Useful for large companies with deep pockets and​ ​ ​
​ ​ mass-market appeal. 

⠀❌ Weakness: 

​ •​ Slow to produce measurable sales results.​
​ •​ Hard to track ROI.​
​ •​ Can be a total money pit for small businesses if done​​ ​
​ ​ wrong. 
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Direct Response Marketing 

Goal: Get an immediate, measurable action—click, call, buy, register. ​
Focus: Sales, leads, and conversions now. ​
Common Channels: Facebook ads, Google Ads, email marketing, sales 
funnels, direct mail, landing pages. ​
Measurement: Laser-focused—cost per lead, cost per acquisition, return on 
ad spend (ROAS), etc. 

✅ Benefits of Direct Response Marketing: 

​ •​ Generates fast, trackable results. 
​ •​ Every dollar spent is accountable—you know what’s​ ​ ​
​ ​ working. 
​ •​ Ideal for small to mid-sized businesses needing leads ​​ ​
​ ​ and sales ASAP. 
​ •​ Easy to scale once you find a winning campaign. 
​ •​ Built-in feedback loop (test, tweak, improve). 

⠀❌ Weakness: 

​ •​ Can feel overly “salesy” if done poorly. 
​ •​ Doesn’t build long-term brand equity on its own. 

•​ Requires a clear, compelling offer—no offer = no response.​
 

Bottom Line: 
 
Brand marketing is about perception. Direct response is about performance. 

If you’re not a Fortune 500 company with a billion-dollar ad budget, you 
must master Direct Response first. Once your sales machine is humming, 
brand can follow—but not the other way around.
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11 Commandments of Direct Response Advertising ​
 

1. Always Make an Offer. 

Never just “get your name out there.” Every ad must give people something 
to buy or act on—right now.​
 

2. Talk to One Person. 

Your message should feel like a 1-on-1 conversation, not a corporate 
announcement to a crowd.​
 

3. Track Everything. 

If you can’t measure it, you can’t improve it. Use unique links, codes, or 
phone numbers to know what’s working.​
 

4. Be Clear About What to Do Next. 

Don’t assume people will figure it out. Tell them exactly what to do—click, 
call, sign up, or buy.​
 

5. Focus on What They Care About. 

Nobody cares about your story or your logo. Speak to their pain points, 
dreams, and what they want most.​
​
​
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6. Be Specific, Not Cute. 

Clever doesn’t convert. Clear, direct, and benefit-driven messaging wins every 
time.​
 

7. Back Up What You Say. 

Use testimonials, data, or case studies to prove your claims. People believe 
what you show, not what you say. 

​
8. Create a Reason to Act Now. 

Add urgency (a deadline) or scarcity (limited spots) to push action instead of 
procrastination. 

​
9. Test Different Versions. 

Headlines, offers, formats—run small tests and keep improving. Never assume 
your first idea is the best.​
 

10. Nail the Headline or Fail the Ad. 

If the headline doesn’t grab attention, nothing else matters. It must stop the 
scroll, spark interest, and scream relevance in seconds. 

​ •​ “If your headline doesn’t stop them, the rest of your ​​ ​
​ ​ ad might as well not exist.” 

​ •​ 80% of the value of your ad is in the headline. 
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11. Ad Copy Beats Design—Every Time. 

Pretty ads don’t sell—persuasive words do, because your ad copy is your 
salesperson in print (or pixels), and design should only support, never 
overshadow, the message. 

​ •​ Copywriting tips: 

​ ​ -> Write like you talk.​ ​
​ ​ ​ -> Short sentences. ​
​ ​ ​ -> Power words.​
​ ​ ​ -> A 12 year old should understand everything.​
​ ​ ​ -> Address objections. ​
​ ​ ​ -> Add testimonials. Show social credibility. 

“People don’t read ads. They read what interests them. And sometimes 
it’s an ad.”  

—Howard Luke Gossage  

 

The 3 Crucial Questions You MUST Ask Before You Run 
Any Ad ​
 

1. Who is this for? 

•​ Be brutally specific. Not “women 25–45.” No. Say:​ ​ ​
​ “Mothers of toddlers frustrated with sleep​ ​ ​ ​
​ schedules.”​
•​ “Everyone” is not a target. “Someone” is. 
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•​ Segment better: Direct response is not mass​ ​ ​ ​
​ marketing. You’re fishing with a spear, not a net. 

2. What do I want them to do? 

​ •​ One clear action: Call, click, order, register.​ ​ ​ ​
​ •​ “Branding” is not an action. It’s an excuse for lazy ​ ​
​ ​ advertising. 

3. Why should they do it now? 

•​ What’s the reason to act today? Scarcity, deadline,​ ​ ​
​ bonus? 

If you can’t answer these three questions, you have no business running 
that ad.​
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Ad Writing Application Template​
(To be completed BEFORE writing any ad)​
 

1. Who is your target audience? 

Be specific. Define by problem, pain, or passion—not demographics. 

Example: "Busy working moms who are tired of cooking every night." 

Your Answer:  

 

 

 

 

 

2. What single action do you want them to take? 

Example: "Click to claim a free trial." 

Your Answer: ​
​
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3. Why should they do it right now? 

What’s urgent? Scarcity? Deadline? Bonus? 

Example: "Limited to first 25 people this week only." 

Your Answer:​
​

 

 

 

 

 

 

4. What is your Unique Selling Proposition (USP)? 

What makes you the only logical choice? 

Example: "Only fitness studio offering childcare during workouts." 

Your Answer:  
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5. What headline will stop them in their tracks? 

Use curiosity, self-interest, or a bold benefit. 

Example: "Tired of Cooking Every Night? Get 5 Dinners Delivered 
Weekly—for Less Than Takeout." 

Your Answer: ​
 

 

 

 

 

 

 

6. What is the core promise or benefit? 

Example: "Save 5 hours a week and enjoy stress-free dinners your kids will 
actually eat." 

Your Answer: 
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7. What proof or credibility can you include? 

Example: "Over 2,000 happy families served. 4.9 stars on Google." 

Your Answer: ​
​

 

 

 

 

 

 

8. What offer are you making? 

Include the offer, guarantee, or risk reversal. 

Example: "Try us risk-free for 7 days or get your money back." 

Your Answer:​
​
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9. What’s the CTA (Call to Action)? 

Example: "Click here to schedule your free consultation." 

Your Answer: ​
 

 

 

 

 

 

Bringing It All Together: Plug-In Ad Template 

Now take everything you just wrote and plug it into this ad shell: 

Ad Copy Template: 

[Headline] Are you a [Target Audience] who's struggling with [Pain]? You're 
not alone—and you're not out of options. 

Introducing [Your USP or Product Name]: [Main Promise or Benefit]. 

Here’s why people like you love it: ​
​
✅ [Proof/Credibility #1] ​
✅ [Proof/Credibility #2] 

And the best part? [Offer with Risk Reversal]. 
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But hurry—[Urgency or Scarcity]. 

👉 [CTA]​
 

Example Filled In: 

Hate Cooking? Get 5 Dinners Delivered—Hot, Fresh, and Family-Approved.  

Are you a busy mom who's tired of the nightly dinner battle? You're not 
alone—and you're not out of options. 

Introducing DinnerEase: Save 5 hours a week and end the dinner-time stress 
with hot, ready-to-eat meals your kids will actually eat. 

Here’s why families love it: ​
​
✅ Over 1,500 families served ​
✅ 4.9-star average review on Google 

Try your first week FREE. No contracts. Cancel anytime. 

But hurry—offer ends Friday or when we hit 25 new orders. 

👉 Click here to claim your free meal week. 

​
​
​
​
​
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Write Your Complete Ad 
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