
The writers behind over $10,000,000 worth of advertising and sales promotions for supermarkets 

and restaurants show how specialized sales writing can dramatically increase your bottom line. 

. 

Bulletin Board Branding 

 

unny is in. Commercials. Everywhere. Despite the father 

of modern advertising, Claude Hopkins, barking at us 

from the great beyond, “People don’t buy from clowns!” 

There are plenty of jokesters to choose from in the advertising 

world. 
 

So funny I forgot to sell  
  

 One set of ongoing TV and radio commercials, 

brought to you by the largest brewing company in the United 

States, salutes “Real Men of Genius.” The 30-second spots 

lampoon everyday goofy guys, like Mr. Unathletic Athletic 

Supporter and Mr. Foam Finger Guy.  

 They’re funny. But do you know which brand of beer 

these commercials support?  

 Even if you guessed correctly (Bud Light),  

I doubt Anheuser-Busch’s net sales have gone up one tick as a 

result of these commercials. 

 Instead of selling, many  companies—like the one 

mentioned above—are spending their advertising dollars to 

get laughs. 

 They do get laughs. But no sales. And certainly no 

brand loyalty. 

 They’re selling humor, not their product. 
 

Sell your product not your humor 
 

 John Caples, one of America’s most famous copy-

writers, said: “Of the millions of people in the United States, 

less than half have a sense of humor … when you write  

humorous copy, you limit your audience to perhaps one-third 

or sometimes one-tenth.” 

 In most cases, you have between 8-60 seconds to sell 

your audience on your product or service, solicit donations to 

your cause, or present your point of view on a particular issue.  

 Then you’re gone until your next ad.  

 In between time, thousands of other advertisers are 

talking to your customers as well. Who’s getting through? 

 When you write to sell first, entertain second, you run 

circles around your competition in your response rates and net 

sales. 

F Sell your product not your advertising 
  

 Another costly mistake companies make is present-

ing the ad itself as star of the show. Save your money. 

 What’s pleasing to the eye, such as expensive com-

puter-generated effects and elaborate graphic design, does a 

poor job of opening up people’s hearts or wallets.   

 You don’t want to leave your  audience thinking, 

“That was a good commercial.” 

 There is no correlation between people liking  

 a commercial and buying the product or service  

 being advertised. 

 The goal is not to give your audience advertising 

they like, it’s to convince them you have the food, dining, or 

shopping experience they need. 

Stick to writing that sells 
 

 Translating humor to the page or screen is not for 

amateurs. You need to be not just a funny writer but a funny 

salesperson.  

 When tempted to waste your advertising dollars on 

commercials that make people laugh instead of buy, heed 

this warning from Caples: “Very, very few writers can write 

funny commercials which are funny.”  

 Or reflect on this encouraging anecdote from legen-

dary ad wizard David Ogilvy: “Humorous copy should be 

avoided by 99 copywriters out of 100.” 
  

 A clear presentation of the benefits your 
 audience will receive from choosing your 
 unique  culinary options and shopping/dining 
 experience equals sales . 
  

A message to the one-percenters 
 

 If you’re still interested in becoming one of the rare 

birds who can make humor sell—study the marketplace, 

research the presentation and progression of successful  

humor in advertising, compare the use of long vs. short copy 

in humor writing, and dissect the most effective slice-of-life  

commercials. 
 

Or call us. 
 

616.745.9358 

matt@moonlit 

1How to Write 
food advertisements 

that sell 

 

Straightforward sells:  
 

like in this four-page newspaper 

insert for a large grocery chain, 

introducing a new deli concept 

that has since become a staple in 

all of its 160+ supercenters. 

 

Exception to every rule:  

a rare instance where a dose 

of humor served an increase 

in restaurant customers. 
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