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FIVE FOUNDATIONS 
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Writing  
 
By Scot Simmons, Founder/CEO, The Simmons Group 
 
Words are important. The words we choose reflect the way we 
think. They say what we feel. They allow us to appreciate the 
perceptual nuances and subtleties and differences in every human 
experience. They are instrumental in distinguishing our thoughts and 
feelings and meaning from the thoughts and feelings and meaning of 
every other individual out there.  
 
And that’s important…especially when you’re talking about sales or 
financial plans or flight paths or marriage proposals or teenage 
curfews or money-back guarantees. In short, words are of primary 
importance no matter who or what you’re talking about or to or for. 
(Please forgive the prepositional liberties taken in this last sentence. 
I’m making a point.) 
 
Given the importance of words, it amazes me how little we 
care about them and how abused they are by the average 
person. The average number of errors in the average email is 
appalling. As is the sometimes ridiculous number of typos and 
confusing constructions in your average promotional mailer…and I’m 
not talking about the difference between except and accept, or then 
and than, or effect and affect – although there is certainly room for 
improvement there. 
 
I’m referring to “If you tired of the same financial service lines, we 
can help.” 
 



Yes, that really happened. It was part of a promotional hand-out 
distributed to potential customers. So was this next example: 
 
“For total body wellness you need to first eliminate the following from 
your diet: 1) refined sugars and 2) white flower.” 
 
One word: Proofread. 
 
Read it aloud. Read it from back to front. Get another pair 
of eyes to read it…and then get another pair to read it again. 
This process takes maybe five minutes. Wouldn’t it be worth it to 
prevent the loss of hundreds, thousands, millions of dollars? 
 
Exaggeration you say? Perhaps. But if a multi-billion dollar company 
sends out a sales pitch and anywhere from one to twenty words are 
misspelled or used incorrectly…couldn’t that signal the potential loss 
of a million dollars in potential revenue?  
 
But that’s an extreme example, you say. OK. Whatever your business, 
whatever you sell, whomever you sell it to…what if you lose one 
customer because that potential customer thinks you’re an idiot based 
on your misuse of the English language? Would it be worth it to you 
to not be thought an idiot by one customer whose business could have 
financed your vacation this year? 
 
People form opinions of you based on how you express yourself. 
Words are deeds. Take that too the bank.  
 
(See what I mean?) 
 
 
 

 
     --  
 
 
 
 
 
 



 
 
 
What do I do? I deal in image, friend.  I help people tell their story, 
build their brand, sell their services, grow their business. I help them 
connect their image to their potential customer for the purpose of 
prospering. It revolves around some very simple specifics. Really. I 
essentially use a five-part formula to approach the writing of any 
promotional piece – ad, brochure, sell sheet, postcard, email blast. 
Let me show you. 

 
 

•  •  •  •  • 
 
 
 
 
 
 
 
 
 
 



CHAPTER ONE  
How Do I Start? Where Do I Start?  
                                       What Do I Start With?  
 
So…you want to write a promotional piece for your business.  
 
First priority:  
 
The HOOK  
 
Begin at the beginning. What service/quality/product aspect sets you 
apart from all the others in your particular field, business discipline 
or niche market? A list of “hits” might include:  
 
 
 
-- EXPERIENCE/LONGEVITY 
           
 “Experience You Can Trust, A Name That Endures” 
 
-- QUICK DELIVERY 
 
   “Lightning Fast, To-Your-Door Delivery  -- Anywhere in the U.S. 
     and Canada” 
 
-- EXPERTISE 
 
“Every Widget the Work of Expert Widget-Manufacturing 
   Professionals” 
 
-- TRUSTWORTHINESS 
 
“Quality and Craftsmanship You Can Trust” 
 
-- SECURITY 
 
“The Comfort of Knowing You’re Buying The Best” 
 



-- SAFETY 
 

“Peace of Mind Is Yours At Last” 
 
-- THE NATURE OF YOUR OFFER  
 
 “Buy One, Get One Free…and Become Eligible for Our FREE, All 
Expenses Paid Trip to Spain – the Widget Capital of the World!” 
 
-- UNIQUENESS  
 
 “The ONLY Widget with The Certified EPA Seal of Excellence…” 
 
-- AFFORDABILITY 
 
“In these tough economic times, our widgets deliver the ultimate in 
ease of use and budget-wise affordability” 
 
This is the driving force behind your promotion/ad/brochure. 
Brainstorm at least 10 or 15 headlines that speak to this aspect. Some 
will be lousy, some corny, some OK, some potentially brilliant. At the 
end of the brainstorm session, you’ll at least have a clearer idea of 
what you want to communicate.  
 
Important Note: Going from a solid direction to a compelling 
headline can prove maddening, messy and/or uplifting. It is the most 
vital step in the process.  
 
 
  •  •  •  •  •   

 
 
 
 



CHAPTER TWO   

What Now, Sensei? 
 
Once your hook – your headline -- is established, everything that 
comes afterward should reinforce that headline…a cut-and-dried 
checks and balances system that works to keep you on track 
throughout the promotion. 
 
You’re first going to want to connect your name to that #1 Value 
Statement.  
 
The WHO  
 
Show them your name – World Wide Widgets – big and bold. Then 
talk to your headline. For example: If your headline reads “ The 
Security Blanky For Grown-Ups,” tell them about the company that 
has made security its middle name since 1864. “Generating a sense of 
security for generations”….”and there’s nobody better at it than….” – 
you get the picture.  
 
Avoid overkill. Keep it to two or three sentences. DO NOT launch 
into a four paragraph account of the history of the company. Nobody 
cares. They want to know what you can do for them today. And that’s 
next. 
 
 

•  •  •  •  • 
 

 
 
 
 



CHAPTER THREE  

Got a Name and a Lead –  
                      What More Do I Need? 
 
OK. You’ve got a headline (THE HOOK). You’ve established your 
name to pay off the headline (THE WHO). Now you need… 
 
The CORE 
 
Think bullet points (3-5) – each one calling out a specific benefit or 
advantage. Notice I did not say features. Features mean nothing 
unless tied to a benefit.  
 
Consider the difference between  “Wonderful Widget-Washing 
Nodules” vs. “Widget Washing Nodules for cleaner, faster, sludge-free 
performance.” The second option provides message traction – feature 
and benefit. And truthfully, most of the time you don’t need the 
feature if the benefit is clear. One more thing…whenever possible, 
lead with a verb.  
 
• Cleans faster 
• Creates a sludge-free protective shield 
• Keeps working long after others quit. 
 
Recap: Three solid benefits. Three solid verbs -- action words – to 
create a sense of positive movement and progression. 
 
 

•  •  •  •  • 

 
 
 



CHAPTER FOUR 
Say It Again, Sam… 

But With A Difference. 
 
We’ve got a hook, a who, and a core…the basics. Now we move on to:  
 
The CAP 
 
This is a tricky one. You want it to re-establish the headline without 
repeating the headline. Sometimes one of your other brainstormed 
headline options will do the trick (with minor modifications, of 
course). It’ll take some noodling, but all the pieces are already in front 
of you at this point. 
 
EXAMPLE: If, as postulated in Part One, your headline is “A Security 
Blanky for Grown-ups,” a workable cap variation might be “ World 
Wide Widgets: Security Never Felt So Good.”  
 
or “Because Security is Everything.” 
 
or “When Security Means the World to You.” 
 
All I did was take the key benefit in the headline and rework it into 
another headline that played off the text and bullets in between The 
Hook and The Cap. 
 
If your company already has a tag line (that farewell thought or 
assertion that traditionally closes your letters or sales collateral), this 
could be the perfect place for it… 
 
“World Wide Widgets: We Give You The World.” 
 
“Federal Express: When It Absolutely, Positively Has to  
                             Get There Overnight.” 
 
“The Simmons Group: Communication That Connects.” 
 

•  •  •  •  • 



CHAPTER FIVE 
 “FREE” Is Always Good 
 
The CALL 
 
 
What do you want your reader to do once the message is firmly 
implanted? How to get from believing that your widgets are the best 
in town to actually buying some? 
 
We’re talking here about the “Call-to-Action”…or CTA.  
 
 
ORDER TODAY AND YOUR FIRST FIFTY WIDGETS ARE  
               ABSOLUTELY FREE 
 
 CALL NOW FOR YOUR FREE BROCHURE AND A CHANCE TO 
WIN A THREE DAY LUXURY VACATION IN GUAM!  
 
 
CALL OUR SPECIAL TOLL-FREE NUMBER TODAY. YOU’LL BE 
GLAD YOU DID! 
 
 
FREE is always good. Everybody loves it. If you can do it, do it. 
Then give them a phone number, an email address, a website – large 
and clear – and leave it at that. 
 
 

•  •  •  •  • 
 

 
 
 
 
 
 



ALMOST FINAL NOTE 
(actually a shameless, self-serving plug) 
 
Once you’ve taken the time to get these five 
foundations down on paper or on disc or simply in 
your mind-sight, you can create a clean, compelling 
promotional piece that truly tells your story, sells your 
service, grows your business.  
 
Simple, right? Maybe not so simple. But that’s what 
you have me for.  
 
If you can supply info and input within the five areas I 
have outlined…I can turn that five-point outline into 
an ad that sings, a flyer that actually flies, a brochure 
that blows ‘em away.   
 
Call now for a FREE consultation! 
 
[SIGNATURE] 
 
 
 
 
 
 
 
 
 
 
 

 



A FINAL NOTE 
(Really.) 
 
People need writers. Really. All kinds of people…smart people, not-
so-smart people, “arty” people, artistically challenged people, Type A 
people and Type BCDEF people, emotional basket cases and e-
conscious business professionals need writers. 
 
A good writer can make sense out of nonsense – organizing, 
nuancing, building upon, and bettering even the most imaginative 
person’s raw outpouring of metaphoric magic. No matter how good 
the unpolished data or 1st draft or fresh look is, a good writer can, 
more often than not, make it better…more concise, more evocative, 
more structured, more empowering, or just plain more. 
 
A good writer can do all this more quickly, more efficiently, more 
cost-effectively, too. That’s because writing is what a writer does and 
has been doing and will continue to do. Just like any doctor, lawyer, 
musician, CEO, plumber, etc.  
 
And like that plumber you call after you’ve tried to fix the pipe (and 
ended up taking out a chunk of plaster and a ceiling fixture in your 
bathroom), a writer can do the job faster, better, and with much less 
wasted effort and frustration -- simply because he or she has the right 
tools.  Or should I say “The Write Tools.” 
 
Content is what this new web-driven world is all about. And content is 
all about writing -- writing with purpose; writing with flair and 
imagination; writing that connects the seller with the buyer, the 
maker with the user, the wannabe to the make-it-happen guy. 
 
Think about the many uses you have right now for a master of the 
written word, a professional who can communicate your message, 
make your point, sell your product, tell your story. Then call a writer 
and tell them you need them. 
 

•  •  •  •  • 


	Simmonscover copy
	five FOUNDATIONS E-BOOK

