[bookmark: _GoBack][image: ]
MODUL PERKULIAHAN ELEARNING
MATA KULIAH - MCJ 301 - PENULISAN ADVERTORIAL

PERTEMUAN 2 – ELEARNING

PENULISAN HEADLINE

Dosen
H. Andri Budiwidodo, S.Si., M.I.Kom.
(ID 7715)

Sumber penulisan modul:
Bly, Robert W.  2014.  The Copywriter’s Handbook: A Step-by-step Guide To Writing Copy That Sells.  Halaman 24-31.

INTRODUCTION
When you read a magazine or a newspaper, you ignore most of the ads and read only a few. Yet, many of the ads you skip are selling products that may be of interest to you.  The reason you don’t read more ads is simple: There are just too many advertisements competing for your attention. And you don’t have the time—or the inclination—to read them all.
This is why you, as a copywriter, must work hard to get attention for your ad or commercial. Wherever you turn—the Web, magazines, television, or the mail basket of a busy executive—there are just too many things competing for your reader’s attention.
For example, a single issue of Cosmopolitan magazine contained 275 advertisements. And one issue of the New York Times ran 280 display ads and 4,680 classified ads. Each year, American companies spend more than $20 billion to advertise in popular magazines, newspapers, and trade publications.
Even worse, your ad competes with the articles published in these newspapers and magazines, as well as with all other reading material that crosses the reader’s desk or is piled in her mail basket.  Let’s say you’re writing an ad to sell laboratory equipment to scientists. Your ad will compete with the dozens of other ads in the scientific journal in which it is published. And the scientist probably receives a dozen or more such journals every month. Each is filled with articles and papers he should read to keep up to date in his field. But John Naisbitt, author of Megatrends, estimates that 6,000 to 7,000 scientific articles are written daily; the total amount of technical information in the world doubles every five and a half years.
This increased amount of information makes it difficult for any single piece of information to be noticed. According to Dr. Leo Bogart of the Newspaper Advertising Bureau, consumers are exposed to more than twice as many ads today as fifteen years ago, but pay attention to only 20 percent more.
Obviously, those ads that don’t do something special to grab the reader’s attention are not noticed and not read. Bob Donath, former editor of Business Marketing, says the successful ad is one that is able to “pop through the clutter.”
Direct-mail advertisers know that a sales letter has only five seconds in which to gain the reader’s attention. If the reader finds nothing of interest after five seconds of scanning the letter, she will toss the letter in the trash. Similarly, an ad or commercial has only a few seconds to capture the prospect’s interest before the prospect turns the page or goes to the refrigerator.
In advertising, getting attention is the job of the headline. “If you can come up with a good headline, you are almost sure to have a good ad,” writes John Caples in his book How to Make Your Advertising Make Money. “But even the greatest writer can’t save an ad with a poor headline.”

HOW HEADLINES GET ATTENTION
In all forms of advertising, the “first impression”—the first thing the reader sees, reads, or hears—can mean the difference between success and failure. If the first impression is boring or irrelevant, the ad will not attract your prospect. If it offers news or helpful information or promises a reward for reading the ad, the first impression will win the reader’s attention. And this is the first step in persuading the reader to buy your product.

What, specifically, is this “first impression”?
· In a print advertisement, it is the headline and the visual. In a brochure, it’s the cover.
· In a radio or TV commercial, it’s the first few seconds of the commercial.
· In a direct-mail package, it’s the copy on the outer envelope or the first few sentences in the letter.
· In a press release, it’s the lead paragraph.
· In a sales brochure or catalog, it’s the front cover.
· In a sales presentation, it’s the first few slides or flip charts.
· On a Web site, it’s the first screen of the home page.
· In an e-mail marketing message, it’s the From line and the Subject line.

No matter how persuasive your body copy or how great your product, your ad cannot sell if it does not attract your customer’s attention. Most advertising experts agree that an attention-getting headline is the key ingredient in a successful advertisement.
Here’s what David Ogilvy, author of Confessions of an Advertising Man, says about headlines: The headline is the most important element in most advertisements. It is the telegram which decides whether the reader will read the copy.  On average, five times as many people read the headline as read the body copy. When you have written your headline, you have spent eighty cents out of your dollar.
If you haven’t done some selling in your headline, you have wasted 80 percent of your client’s money.  Ogilvy says that putting a new headline on an existing ad has increased the selling power of the ad tenfold. What is it that makes one headline a failure and the other a success?
Many copywriters fall into the trap of believing that clever wordplay, puns, and “cute” copy make for a good headline. But think a minute. When you make a purchase, do you want to be amused by the salesclerk? Or do you want to know that you’re getting quality merchandise at a reasonable price?
The answer is clear. When you shop, you want products that satisfy your needs—and your budget. Good copywriters recognize this fact, and put sales appeal—not cute, irrelevant gimmicks and wordplay—in their headlines. They know that when readers browse ad headlines, they want to know: “What’s in it for me?”
The effective headline tells the reader: “Hey, stop a minute! This is something that you’ll want!” As mail-order copywriter John Caples explains,“The best headlines appeal to people’s self-interest, or give news.”

Let’s look at a few examples:
· A classic appeal to self-interest is the headline “How to Win Friends and Influence People,” from an ad for the Dale Carnegie book of the same name. The headline promises that you will make friends and be able to persuade others if you read the ad and order the book. The benefit is almost irresistible. Who but a hermit doesn’t want more friends?
· An ad for Kraft Foods appeals to the homemaker with the headline, “How to Eat Well for Nickels and Dimes.” If you are interested in good nutrition for your family but must watch your budget carefully, this ad speaks directly to your needs.
· The headline for a Hellmann’s Real Mayonnaise ad hooks us with the question, “Know the Secret to Moister, Richer Cake?” We are promised a reward—the secret to moist cake—in return for reading the copy.

Each of these headlines offers a benefit to the consumer, a reward for reading the copy. And each promises to give you specific, helpful information in return for the time you invest in reading the ad and the money you spend to buy the product.

THE FOUR FUNCTIONS OF THE HEADLINE
Headlines do more than get attention. The Dale Carnegie headline, for example, lures you into the body copy of the ad by promising useful information. The Hellmann’s ad also gets you interested in reading more. And it selects a specific type of reader—those people who are interested in baking cakes.

Your headline can perform four different tasks:
1) Get attention.
2) Select the audience.
3) Deliver a complete message.
4) Draw the reader into the body copy.

Let’s take a look at how headlines perform each of these jobs.
1) Getting Attention
We’ve already seen how headlines get attention by appealing to the reader’s self-interest. Here are a few more examples of this type of headline:
“Give Your Kids a Fighting Chance” 		Crest
“Why Swelter Through Another Hot Summer?” 	GE air conditioners
“For Deep-Clean, Oil-Free Skin, Noxzema Has the Solution”
Noxzema moisturizer

Another effective attention-getting gambit is to give the reader news.  Headlines that give news often use words such as new, discover, introducing, announcing, now, it’s here, at last, and just arrived.

“New Sensational Video Can Give You Thin Thighs Starting Now!”
Exercise videotape
“Discover Our New Rich-Roasted Taste” 	Brim decaffeinated coffee

“Introducing New Come ’N Get It. Bursting With New Exciting 4-Flavor Taste.”
Come ’N Get It dog food

If you can legitimately use the word free in your headline, do so. Free is the most powerful word in the copywriter’s vocabulary. Everybody wants to get something for free.
A TV Guide insert for Silhouette Romance novels offers “free love” in its headline, “Take 4 Silhouette Romance Novels FREE (A $9.80 Value) . And Experience the Love You’ve Always Dreamed Of.” In addition, the word FREE is used twenty-three times in the body copy and on the reply card.
Other powerful attention-getting words include how to, why, sale, quick, easy, bargain, last chance, guarantee, results, proven, and save. Do not avoid these words because other copywriters use them with such frequency. Other copywriters use these words because they work. You should, too. Grade your performance as a copywriter on sales generated by your copy, not on originality.
Headlines that offer the reader useful information are also attention-getters. The information promised in the headline can be given in the copy or in a free booklet the reader can send for. Some examples:

“Free New Report on 67 Emerging Growth Stocks” 	Merrill Lynch
“Three Easy Steps to Fine Wood Finishing” 
Minwax Wood Finish
“How to Bake Beans” 				Van Camp’s

Many advertisers try to get attention with headlines and gimmicks that don’t promise the reader a benefit or are not related to the product in any way. One industrial manufacturer features a photo of a scantily clad woman in his ads, with an offer to send a reprint of the photo to readers who clip the coupon and write in for a brochure on the manufacturer’s equipment.  Does this type of gambit get attention? Yes, but not attention that leads to a sale or to real interest in the product. Attention-getting for attentiongetting’s sake attracts a lot of curious bystanders but precious few serious customers.
When you write a headline, get attention by picking out an important customer benefit and presenting it in a clear, bold, dramatic fashion. Avoid headlines and concepts that are cute, clever, and titillating but irrelevant. They may generate some hoopla, but they do not sell.

2. Selecting the Audience
If you are selling life insurance to people over 65, there is no point in writing an ad that generates inquiries from young people. In the same way, an ad for a $65,000 sports car should say, “This is for rich folks only!” You don’t want to waste time answering inquiries from people who cannot afford the product.  The headline can select the right audience for your ad and screen out those readers who are not potential customers. A good headline for the life insurance ad might read, “To Men and Women Over 65 Who Need Affordable Life Insurance Coverage.” One possible headline for the sports car ad is, “If You Have to Ask How Many Miles to the Gallon It Gets, You Can’t Afford to Buy One.”
Here are a few more headlines that do a good job of selecting the right audience for the product:
“We’re Looking for People to Write Children’s Books”
The Institute of Children’s Literature

“A Message to All Charter Security Life Policyholders of Single Premium Deferred Annuities”
Charter Security life insurance

“Is Your Electric Bill Too High?” 		Utility ad

3. Delivering a Complete Message
According to David Ogilvy, four out of five readers will read the headline and skip the rest of the ad. If this is the case, it pays to make a complete statement in your headline.  That way, the ad can do some selling to those 80 percent of readers who read headlines only. Here are a few headlines that deliver complete messages:
“Caught Soon Enough, Early Tooth Decay Can Actually Be Repaired by Colgate!”
Colgate toothpaste

“Gas Energy Inc. Cuts Cooling and Heating Costs Up to 50%”
Hitachi chiller-heaters

“You Can Make Big Money in Real Estate Right Now”	Century 21

Ogilvy recommends that you include the selling promise and the brand name in the headline. Many effective headlines don’t include the product name. But put it in if you suspect most of your prospects won’t bother to read the copy underneath.

4. Drawing the Reader into the Body Copy
Certain product categories—liquor, soft drinks, and fashion, for example—can be sold with an attractive photo, a powerful headline, and a minimum of words.  But many products—automobiles, computers, books, records, home study programs, life insurance, and investments—require that the reader be given a lot of information. That information appears in the body copy, and for the ad to be effective, the headline must compel the reader to read this copy.
To draw the reader into the body copy, you must arouse his or her curiosity. You can do this with humor, or intrigue, or mystery. You can ask a question or make a provocative statement. You can promise a reward, news, or useful information.
A sales letter offering motivational pamphlets was mailed to business managers. The headline of the letter was, “What Do Japanese Managers Have That American Managers Sometimes Lack?” Naturally, American managers wanted to read on and find out about the techniques the Japanese use to manage effectively.
A headline for an ad offering a facial lotion reads: “The $5 Alternative to Costly Plastic Surgery.” The reader is lured into the ad to satisfy her curiosity about what this inexpensive alternative might be. The headline would not have been as successful if it said, “$5 Bottle of Lotion Is an Inexpensive Alternative to Costly Plastic Surgery.”
PFS Software begins its ad with the headline, “If You’re Confused About Buying a Personal Computer, Here’s Some Help.” If you are confused about computers, you will want to read the ad to get the advice offered in the headline.

EIGHT BASIC HEADLINE TYPES
It’s only natural for a creative person to avoid formulas, to strive for originality and new, fresh approaches. To the creative writer, many of the headlines in this chapter might seem to follow rigid formulas: “How to . . ,” “Three Easy Ways . . . ,” “Introducing the New . . .” And to an extent, copywriters do follow certain rules, because these rules have been proven effective in thousands of letters, brochures, ads, and commercials.
Remember, as a copywriter, you are not a creative artist; you are a salesperson. Your job is not to create literature; your job is to persuade people to buy the product. As the late John Francis Tighe, a top direct-mail copywriter, pointed out, “We are not in the business of being original.  We are in the business of reusing things that work.”
Of course, John doesn’t mean copywriters spend their time deliberately copying the work of other writers. The challenge is to take what works and apply it to your product in a way that is compelling, memorable, and persuasive. Certainly, the best copywriters succeed by breaking the rules.
But you have to know the rules before you can break them effectively. Here, then, are eight time-tested headline categories that have helped sell billions of dollars’ worth of products and services. Study them, use them well, and then go on to create your own breakthroughs in headline writing.

1. Direct Headlines
Direct headlines state the selling proposition directly, with no wordplay, hidden meanings, or puns. “Pure Silk Blouses—30 Percent Off” is a headline that’s about as direct as you can get. Most retailers use newspaper ads with direct headlines to announce sales and bring customers into their stores.

2. Indirect Headlines
The indirect headline makes its point in a roundabout way. It arouses curiosity, and the questions it raises are answered in the body copy.
The headline for an ad for an industrial mixing device reads, “Ten Million to One, We Can Mix It.” At first, this sounds like a wager; the company is betting ten million to one that its mixer can handle your mixing applications. But when you read the copy, you discover that the real significance of “ten million to one” is the mixer’s ability to mix two fluids where one fluid is as much as ten million times thicker than the other. The headline has a double meaning, and you have to read the copy to get the real message.

3. News Headlines
If you have news about your product, announce it in the headline. This news can be the introduction of a new product, an improvement of an existing product (“new, improved Bounty”), or a new application for an old product. Some examples of headlines that contain news:

“Introducing the New Citation II” 	Chevrolet
“Finally, a Caribbean Cruise as Good as Its Brochure”
	Norwegian Cruise Line
“The Greatest Market Discovery Ever Made”
	Commodities trading newsletter

The Norwegian Cruise Line headline, in addition to containing news, has added appeal because it empathizes with the reader’s situation. We’ve all been disappointed by fancy travel brochures that promise better than they deliver. Norwegian gains credibility in our eyes by calling attention to this well-known fact.

4. How-to Headlines
The words how to are pure magic in advertising headlines, magazine articles, and book titles. There are more than 7,000 books in print with how to in their titles. Many advertising writers claim if you begin with how to, you can’t write a bad headline. They may be right.
How-to headlines offer the promise of solid information, sound advice, and solutions to problems: “How to Turn a Simple Party Into a Royal Ball.”
“How to Write Better and Faster.” “How to Stop Smoking in 30 Days . . . Or Your Money Back.”
Whenever I’m stuck for a headline, I type “How to” on the page, and what follows those words is always a decent, hardworking headline: good enough to use until something better comes along.

5. Question Headlines
To be effective, the question headline must ask a question that the reader can empathize with or would like to see answered. Some examples:
“What in the World Is Wrong With Me?” 		Prevention magazine
“When an Employee Gets Sick, How Long Does It Take Your Company to Recover?” 						Pilot Life Insurance
“Is Your Pump Costing You More to Operate Than It Should?”
Gorman-Rupp pumps
“Do You Close the Bathroom Door Even When You’re the Only One Home?”
Psychology Today
“Have You Any of These Decorating Problems?” 	Bigelow carpets
“What Do Japanese Managers Have That American Managers Sometimes Lack?”
Bits & Pieces

Question headlines should always focus on the reader’s self-interest, curiosity, and needs, and not on the advertiser’s. A typical self-serving question headline used by many companies reads something like, “Do You Know What the XYZ Company Is Up to These Days?” The reader’s response is “Who cares?” and a turn of the page.

6. Command Headlines
Command headlines generate sales by telling your prospects what to do. Here are a few command headlines:
“Try Burning This Coupon”				Harshaw Chemical
“Put a Tiger in Your Tank” 				Esso
“Aim High. Reach for New Horizons.” 		U.S. Air Force

Note that the first word in the command headline is a strong verb demanding action on the part of the reader.

7. Reason-Why Headlines
One easy and effective way of writing body copy is to list the sales features of your product in simple 1-2-3 fashion. If you write your ad this way, you can use a reason-why headline to introduce the list.
Examples of reason-why headlines include “Seven Reasons Why You Should Join the American Institute of Aeronautics and Astronautics” and “120 to 4,000 Reasons Why You Should Buy Your Fur During the Next Four Days.”  Reason-why headlines need not contain the phrase “reason why.” Other introductory phrases such as “6 ways,” “7 steps,” and “here’s how” can do just as well.

8. Testimonial Headlines
In a testimonial advertisement, your customers do your selling for you. An example of a testimonial is the Publishers Clearinghouse commercial in which past winners tell us how they won big prize money in the sweepstakes. Testimonials work because they offer proof that a business satisfies its customers. In print ad testimonials, the copy is written as if spoken by the customer, who is usually pictured in the ad. Quotation marks around the headline and the body copy signal the reader that the ad is a testimonial.
When writing testimonial copy, use the customer’s own words as much as possible. Don’t polish his statements; a natural, conversational tone adds believability to the testimonial.

THE 4 U’S FORMULA FOR WRITING EFFECTIVE HEADLINES
When prospects see your ad, they make a quick decision, usually in a couple of seconds, to read it or turn the page, based largely on the subject line. But given the flood of commercial messages today, how can you convince a busy prospect—in just a few words—that your ad is worthy of attention?
The “4 U’s” copywriting formula—which stands for urgent, unique, ultra-specific, and useful—can help. Developed by Michael Masterson for writing more powerful headlines, the 4 U’s formula states that strong headlines are:
1. Urgent. Urgency gives the reader a reason to act now instead of later. You can create a sense of urgency in your headline by incorporating a time element. For instance, “Make $100,000 working from home this year” has a greater sense of urgency than “Make $100,000 working from home.” A sense of urgency can also be created with a time-limited special offer, such as a discount or premium if you order by a certain date.
2. Unique. The powerful headline either says something new, or if it says something the reader has heard before, says it in a new and fresh way.  For example, “Why Japanese women have beautiful skin” was the headline in an e mail promoting a Japanese bath kit. This is different than the typical “Save 10% on Japanese Bath Kits.”
3. Ultra-specific. Boardroom, a newsletter publisher, is the absolute master of ultra-specific bullets, known as “fascinations,” that tease the reader into reading further and ordering the product. Examples: “What never to eat on an airplane,” “Bills it’s okay to pay late,” and “Best time to file for a tax refund.”
4. Useful. The strong subject line appeals to the reader’s self-interest by offering a benefit. In the headline, “An Invitation to Ski & Save,” the benefit is saving money.  When you have written your headline, ask yourself how strong it is in each of the 4 U’s. Use a scale of 1 to 4 (1 = weak, 4 = strong) to rank it in each category.

Rarely will a headline rate a 3 or 4 on all four U’s. But if your headline doesn’t rate a 3 or 4 on at least three of the U’s, it’s probably not as strong as it could be—and can benefit from some rewriting.
A common mistake is to defend a weak headline by pointing to a good response. A better way to think is as follows: If the ad generated a profitable response despite a weak headline, imagine how much more money you could have made by applying the 4 U’s.
A marketer wrote to tell me he had sent out a successful e-mail marketing campaign with the subject line “Free Special Report.” How does this stack up against the 4 U’s?
• Urgent. There is no urgency or sense of timeliness. On a scale of 1 to 4, with 4 being the highest rating, “Free Special Report” is a 1.
• Unique. Not every marketer offers a free special report, but a lot of them do. So “Free Special Report” rates only a 2 in terms of uniqueness.
• Ultra-specific. Could the marketer have been less specific than “Free Special Report”? Yes, he could have just said “Free Bonus Gift.” So we rate “Free Special Report” a 2 instead of a 1.
• Useful. I suppose the reader is smart enough to figure the report contains some helpful information. On the other hand, the usefulness is in the specific information contained in the paper, which isn’t even hinted at in the headline. And does the recipient, who already has too much to read, really need yet another “free special report”? I rate it a 2. Specifying the topic would help, e.g., “Free special report reveals how to cut training costs up to 90% with e-learning.”
You can also apply the formula to other copy, both online and offline, including e-mail subject lines, direct mail envelope teasers, letter leads, Web page headlines, subheads, and bullets.
Rate the headline you’ve written in all 4 U’s. Then rewrite it so you can upgrade your rating on at least two and preferably three or four of the categories by at least 1 point. This simple exercise can increase readership and response rates substantially with very little effort.

A FINAL WORD ON HEADLINES
The headline is the part of the ad that gets attention. And getting attention is the first step in persuading your reader to buy your product.  Showmanship, clever phrases, and ballyhoo do not, by themselves, make for a good headline.  Creating headlines that are wonderfully clever is worthwhile only if the cleverness enhances the selling message and makes it more memorable. Unfortunately, many copywriters engage in creativity for creativity’s sake, and the result is cleverness that obscures the selling message.
If you have to choose between being clever and obscure or simple and straightforward, I advise you to be simple and straightforward. You won’t win any advertising awards. But at least you’ll sell some merchandise.  Jim Alexander, president of Alexander Marketing Services, also believes that headlines should sell.

Here are a few of Jim’s thoughts on the subject:
We believe in dramatizing a product’s selling message with flair and excitement. Those are important ingredients of good salesmanship in print. But simple statements and plain-Jane graphics often make powerful ads.  For example, the headline “Handling Sulfuric Acid” might sound dull or uncreative to you. To a chemical engineer who’s forever battling costly corrosion, that simple headline implies volumes. And makes him want to read every word of the problem-solving copy that follows.
So before we let our clients pronounce an ad dull, we first ask them, “Dull to whom?” Dull to you, the advertiser? Or dull to the reader, our potential customer? It’s easy to forget that the real purpose of an ad is to communicate ideas and information about a product. Too many ads are approved because of their entertainment value. That’s a waste of money.
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