Copycat
Andy is Back
Hello everyone…
It’s nice to be back after a very interesting Summer. Well, it has been for me, anyway…
There is so much to share and enjoy in the coming months, but first, we must start where we
left off…
…the competition…
You may recall it. For those who don’t and any newcomers to the list, this is how I signed off
for the Summer…
** Scientific Advertising** A FREE COPY FOR YOU
Want to receive a FREE copy of this classic book? Well now you can…
I invite all readers to send me examples of good, bad, memorable or laughable letter copy or ads they
have seen or received. I will review them all and the best three will be shared with everyone in this
article in the coming months
.
The senders of the best three will be sent a copy of the classic Scientific Advertising by Claude
Hopkins, from me, absolutely FREE.
I have to thank everyone that participated. There were some wonderful entries. All
wonderfully bad ones. Not one entry was received of a good example.
What does that say about current communication?
There were some amazing things sent in. All of them confirming what we already know of
course  thelunatics are not only running the asylum, they are wasting a lot of valuable
marketing budget as well…

Here are the three winners in reverse order:
In 3rd place…
The Low Cost Digital Poppit

This one I also shared with a group of lovely people at a recent presentation I made to the
DMA’s Door Drop Conference in London.
This is a door drop leaflet that is doing the rounds currently.
It is promoting a ‘digital hearing correction device’ for Pensioners.
I’m sure the product is wonderful and it helps loads of people with hearing difficulties. But
can anyone explain to me the relevance of the creative treatment on the front.
Remember what is being sold here…
So, what has a very old picture of The Tiller Girls lining up on the deck of the Titanic for a
100 metre dash got to do with it?
In addition, the main picture of Nat King Cole on the fourth tee has me even more confused.
I’m sure they sell bucket loads of the product. But just think how many more they would sell
if they employed someone who knew what contemporary communication was all about…

In 2nd place…
Hilton Dubai Jumeirah

This is a little gem.
The quality of promotional material in the Middle East isn’t the best in the world, I have to
say.
But, now and again, you do see some well thought out campaigns that are delivered well.
This is certainly not one of them…
In Dubai right now, there are  at my last count  32 fivestar hotels.
On average, each property boasts a minimum of 68 restaurants. Some have a lot more…
This means that just in the 5 star market alone, there are between 200300 restaurants vying
for customers, every day.
Promotions abound. All offerbased as you would expect.
So, law of averages apply and occasionally someone loses it big time and heads for the funny
farm…
This is one such example.

The person who sent me this, rang me about it first. But she was laughing so much she
couldn’t talk. Honestly, I kid you not.
Here’s why….
This promotion, for the Pachanga outlet, is encouraging people to ditch the younger
generation and dine with an older partner. The hotel, staggeringly, is offering a discount
relevant to the average age at the table.
“…round up your oldest friends this summer. It’s a case of the older the better”
Ladies, this summer is the time to dine with the older man. Gentlemen, young trophy dining
companions will cost you dear…”
Mind you, you have to bring proof of your age with you…!
Can you imagine the scenario…”…well I tell you I am 86.”
“But you don’t look it sir”
“I don’t care whether I look it or not, I can tell you I was born in 1918. I was amongst the first wave
ashore on Sword Beach in Normandy in 1944.”
“I’m sorry sir, there’s nothing I can do. In the absence of your birth certificate I am going to have to
class you as 65. These are my boss’s instructions…”
If it wasn’t so comical it would be funny…
Remember, someone thought this up. Then an F & B Manager signed it off. Then they spent
money trying to promote it.
Scary stuff indeed. There’s no hope is there…absolutely no hope…
But even that load of nonsense doesn’t compare with this absolute beauty.
The winner…
Renard Hospitality Egypt

Regular readers of this column know my views about aliens. I am convinced that a number
were left behind by the mother ship all those years ago.
Some of them write copy. I have shared some classic examples with you before:
Coming from the planet Zog, I suppose it is not surprising that they can get a little confused
from time to time. But this takes confusion to another level.
What the hell is he talking about?
What is an “annual consequential? “
What an astonishing letter.
So, there you have it. A little bit of fun to kick off the new copywriting season.
Thank you for all your entries. I will be sharing some more of them with you over the
coming months, I’m sure.
Congratulations to Samantha Gayfer in Dubai for the winning entry…and Rozelle Fernandez
and James Handley who proudly join her on the podium.
The wonderfully inspirational Scientific Advertising will be winging its way to you all, as
promised.
Enjoy the work of a master…

Next month, I will be looking at Direct Response Advertising and how to write and create
ads that pull…

Keep the faith…

See you next month.
If anyone would like complete copies of any letters reviewed here, please contact Andy
direct at andyowen@aol.com or copydeskUK@aol.com
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