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Monthly Copywriting Genius #50 
 

Discover Why the Desire To Know More Is 

the Hidden Secret Behind Great Results 

 

How This Copy Genius Makes Asking Questions  

His Driving Force When Writing Sales Letters 

 

Dear MCG Reader, 

 

Over time every copywriter develops a few secrets of his own. When you tally up 

what those secrets earn, it often ranges in the millions of dollars.  

 

Today I’m going to let you in on one of those million-dollar secrets. It comes to us 

from a copywriter who sees himself as an entrepreneur first and a copywriter 

second. Regardless of the order, this copywriter has built a multi-million-dollar 

business teaching people how to get healthy. 

 

He wasn’t just the genius behind the business, he was his own copywriter. When 

he couldn’t afford to hire a copywriter, he wrote his own ads. 

 

Of course, now his skills are so well honed, that people seek him out to write copy 

for their products. He commands a minimum of $20,000 a package. And when 

he does sit down to write a promotion for someone else, he uses the same copy 

secrets he built his business on.   

 

In just a minute, I’ll share one of those secrets with you. But for now, let me 

introduce you to this month’s copywriting genius, Matthew Furey. 
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How a Book on Self-Publishing Became the 
Backbone of His Multi-million Dollar Business 

 

If you’ve been to an AWAI copywriting boot camp, you’ve probably seen 

Matthew. He’s been a speaker several times.  But if you didn’t hear him speak, 

you’d still recognize who it is I’m talking about. 

 

Matthew Furey is the healthiest looking guy you’ll ever see. He makes the new 

muscle-bound James Bond, played by British actor Daniel Craig, look like he 

needs a good workout. 

 

You see, Matthew is a personal trainer who runs his own fitness business. 

Matthew sells fitness books and products to his client base. He writes his own 

sales copy. And it works. He’s built a multi-million dollar business. 

 

Like many entrepreneurs, Matthew’s business wasn’t a runaway success from the 

get-go. As Matthew confessed when asked how long he’s been writing copy, 

“badly — since 1987. My first decent ads were written in 1996 – after I bought the 

Nicholas course.” 

 

Matt is referring to Ted Nicholas, one of the long-time great copywriters, who 

offers books and seminars on starting your own business.   

 

Matthew tells us, “I had to ‘bootstrap’ it in the beginning. I had no money to run 

more than one ad at a time, so I started slowly and built the business 

methodically. In terms of hitting a homeruns – you know, ads that brought in six 

figures for a single product – that began in 2000. Then the same ad, when put 

before more and more prospects, turned into a multi-million dollar enterprise.” 
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Naturally, as Matthew’s business grew, others took notice and wanted him to 

write sales copy for their products. One such person was a friend of Matthew’s. 

He charged his friend only about $500 to write the letter… but it produced tens of 

thousands of dollars for his friend. 

 

Then a client approached Matthew to write sales copy for him. Matthew quoted 

the client $7,500, but in the end, the client gladly paid him more than twice that 

amount.   

 

As Matthew explains, “After I wrote the sales letter and sent it to him, he told me 

the ad was worth $20,000 and that he’d be sending me the rest. As of that 

moment I have never charged less than $20,000 for anything I’ve written for a 

client. And it’s usually a lot more than that.” 

 

Why His Copy Works So Well 
 

Though Matthew occasionally does write copy for other people, he spends most 

of his time writing sales letters for his own business. 

 

Whether it’s an ad for a client or his own product, Matthew always uses the same 

approach.  

 

He spends a lot of time thinking about what it will take to sell the product. Then, 

most of the time, he writes the headline and subheads – and maybe the first 

paragraph. Then he lets the copy sit while his subconscious mind delivers the rest 

to him. 

 

This process might take a day or three days. Once the idea comes to him, 

Matthew spends the rest of the time writing the ad from start to finish. 
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But there’s an added step Matthew uses, and it’s probably why his copy works so 

well. To get that idea, he asks a lot of questions. Questions about the target 

audience’s prior buying behavior. Questions about the product and how to 

position it to the marketplace. Questions that help him zero in on what makes the 

product unique. Questions that highlight the story behind the product. 

 

In fact, Matthew will tell you his style of writing is characterized by two traits: (1) 

a clear, simple language anyone can understand, and (2) a compelling and 

irresistible story. 

 

Matthew adds, “There is no magic wand in this business. Sometimes the reason 

for an ad’s success is beyond human comprehension. Same goes for a failure. 

Learn what you can from each success and failure and make note of the things 

that tend to work over and over again. Repeat what works. Eliminate what 

doesn’t work.” 

 

About Matthew’s Current Control 
 

Matthew shared with us his current control for his “Matt Furey Inner Circle,” a 

product where those who enroll receive every book, report and product Matthew 

publishes – along with access to Matthew and his other fitness experts – at one 

price. 

 

Matthew sent the letter out via e-mail to his clients. It’s brought in a lot of money 

for him. And get this:  He wrote the email a few hours before he spoke at a Dan 

Kennedy seminar in Atlanta last November. 

 

Matthew actually wrote the copy to put on his blog – as an example to use during 

his speech at the seminar. As he says “I was in a peak state when I wrote it and 

was very pleased to see the email pulling in new continuity customers like mad.” 
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Matthew came up with a great line in the letter, one that you should take a look at 

in the sample. It’s a question he asks the reader: “What are you prepared to do 

from your side of the fence?” 

 

This gets the reader in the mind-set of having to do something or suffer the 

consequences. It sort of works like reverse psychology. Instead of telling the 

reader to do something it makes them feel guilty for not taking action. And since 

copywriting is all about emotion, this one gets right to it. 

 

When I asked Matthew how he came up with that line, he explained, “I took it 

from the movie ‘The Untouchables.’ It was about the life of Al Capone. Sean 

Connery and Kevin Costner are the two characters in the police force out to bust 

Capone. In a scene in a church, Connery is in the pew. Costner tells him he wants 

his help to bring down Capone. Connery tells him he must be prepared to go ‘all 

the way.’ Then he asks him, more than once, ‘What are you prepared to do?’ So 

this question puts the reader into the mindset of being the ‘doer’ or suffering 

regret.” 

 

There are several more great lines like that in Matt’s “Inner Circle” email. That’s 

one reason we featured it in this month’s issue of MCG. But we also selected it 

because the copy works. 

 

So please take the time to read the sales letter and look over Matthew’s answers 

to our questions. You’ll gain a lot from each. And don’t forget to read this month’s 

“$20K Secret” report as well. You’ll find it available for download on the Analysis 

page. 

 

Until next month, 

 

 

 

Sandy Franks 
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Editor, Monthly Copywriting Genius 

 

P.S.  When I asked Matthew what words of advice he’d like to pass on to those 

just getting started in copywriting, he answered:  “NEVER GIVE UP. This was the 

entire commencement speech given by Sir Winston Churchill. I think it says all 

you need to know. “ 
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How a Book on Self-publishing Turned  
This Entrepreneur  

Into a Successful Copywriter  
 

MCG: What was your job prior to becoming a copywriter? 

Matt: I worked as a personal fitness trainer in California and I opened the first 

commercial fitness studio in the area for this business.  

MCG: Did you know what copywriting or direct response/mail was before you became a 

copywriter?  

Matt: No clue whatsoever.  

MCG: How did you become a copywriter?  

Matt: In 1995 I bought a Ted Nicholas course on writing a book and becoming a 

millionaire from it. I responded to an ad of his in a political newspaper. I got the 

course to learn how to write and self-publish my first book.  

 What I got was a seminar that taught me far more – i.e.: selling what you write by 

placing ads in magazines and newspapers. This course simultaneously turned me 

into a published author and copywriter.  

MCG: Were you self-trained or did someone help you? In other words, did you have a 

mentor? 

Matt: I am self-trained. I think everyone is, whether a mentor is involved or not. You, as 

a copywriter, have to listen to your mentors – and to what you read or listen to – 

and form your own conclusions no matter what. The key to being successful 

always lies within.  
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 I have been mentored by Dan Kennedy, as far as business structure and overall 

marketing, but not as a copywriter. I have also attended a few seminars on writing 

copy and have read some books on it. I think this is important to further your 

understanding, but somewhere along the line, things must open internally to be 

effective.  

MCG: How long have you been writing copy? 

Matt: Badly – since 1987. Ads I wrote for my fitness business, well, you can’t exactly 

call it copywriting – but you’d be surprised how many advertising people think an 

ad with practically zero copy is “copy.”  

 My first decent ads were written in 1996 – after I bought the Nicholas course.  

MCG: What was the first project you worked on as a copywriter? 

Matt: The great majority of my projects have been for my own products and services. I 

have written copy for a few people in my “MasterMind” group – but they have to 

twist my arm to get me to do it.  

 

Building a Multi-million Dollar Business 
One Ad at a Time 

MCG: What was the first success you had as a copywriter? 

Matt: Right out of the gate in 1996, I ran ads in magazines that made a profit. Nothing 

huge, financially, as I had to “bootstrap” in the beginning. I had no money to run 

more than one ad at a time, so I started slowly and built the business 

methodically. I definitely wasn’t losing money.  
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 In terms of hitting homeruns – ads that brought in six figures for a single product 

– those began in 2000. Then, the same ad, when put before more and more 

prospects, turned into a multi-million dollar enterprise.  

MCG: Is there one project that stands out as your favorite? 

Matt: One of my favorite successes was the ad I did for the Chinese Long-Life System a 

couple years ago. It made me half a million inside of a month.  

MCG: How do you drum up clients? 

Matt: I don’t really pursue them. They come looking for me – but mostly because 

they’re students of mine whom I coach.  

MCG: What do you like most about copywriting? 

Matt: Coming up with the headline and the story that will drive people into the copy and 

keep them reading till the very end.  

MCG: What one thing did you learn (or take away) from a package you wrote that didn’t 

work as well as you had expected or hoped? 

Matt: There is no magic wand in this business. Sometimes the reason for an ad’s 

success is beyond human comprehension.  

 Same goes for a failure. Learn what you can from each success and failure and 

make note of the things that tend to work for you over and over again. Repeat 

what works. Eliminate what doesn’t work.  

MCG: Was there a moment in your career where you knew you had made (or could 

make good money) writing copy? 

Matt: Yes. It was the first client I wrote an ad for. He was a friend. I had never written 

anything for anyone other than myself. I charged him $500 to write his sales 
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letter. He was stunned when he received it, and it began making him tens of 

thousands of dollars online.  

 Then I had another client ask me to write his copy. I quoted him $7,500. He sent 

me a check without blinking an eye. After I wrote his sales letter and sent it to 

him he told me the ad was worth $20,000 and that he’d be sending me the rest. As 

of that moment I have never charged less than 20K for anything I’ve written for a 

client, and it’s usually a lot more than that.  

It All Starts With a Story… 
MCG: What’s the first thing you do when you get an assignment? 

Matt: It depends upon the client and the product. If it’s a fitness product, all I’d do is 

talk to the client to get his “story.” From there I would figure out how to position 

him.  

 If I had a client in a category I’ve never written about, I would conduct an 

interview, look at old ads, and spend a lot of time thinking about what it would 

take to sell the product.  

 Then, much of the time, I write the headline and subheads – maybe the first 

paragraph – and then I let the copy sit while my subconscious mind delivers the 

rest to me. This may take a day or three days. Once everything comes to me, I 

begin to write the ad. Sometimes I write from start to finish. Sometimes I write in 

pieces. Every project varies a bit.  

MCG: What do you need the client to supply you with? 

Matt: Who he or she is, followed by accomplishments, the story, the thing making him 

unique, etc. 
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MCG: Has a client every supplied you with too much information… enough that it 

bogged the project down or was too overwhelming? 

Matt: I’ve never had that happen to me. (Fingers crossed.) 

MCG: How do you get to know the target audience? 

Matt: With questions about their previous buying behaviors.  

MCG: How do you come up with the theme or idea for the promotion? 

Matt: I usually get it simply by listening to the client. Everyone has unique story that 

will pull in the audience. For example, I’m doing an ad for an ophthalmologist. 

He lost his home, a mansion, during Hurricane Katrina – as well as one of his 

offices.  

 Yet, in spite of the devastation in his area – as well as his personal losses – he has 

continued to run a multi-million dollar practice. So what’s the lead about? How to 

make your practice hurricane proof. How nothing that happens, how no natural 

disaster or economic recession or even a terrorist attack can harm your business if 

you know what this doctor knows.  

Start With a Working Headline… 
MCG: Do you develop the headline first, or do you start with the body copy? 

Matt: I’ve never tried to write copy without what I call a “working” headline. By this I 

mean a headline that gets the flow started.  

 It doesn’t matter whether I decide to change it later on or not – I need something 

to jump-start my mind.  

MCG: After you finish a draft, do you let it rest for a day or so and then re-read and 

make edits? 
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Matt: Yes. But, usually, the edits are not that big. Once I have a draft done, I am usually 

90% home free. 

MCG: Do you ever show your copy to another copywriter for comments and 

suggestions? 

Matt: Yes. I often send the headline, subhead and first paragraph to a few people and 

get their opinion. If I hooked them with this – I finish the ad. Then I usually read 

it out loud to one or two key people. When I read it out loud I find the 

“bottlenecks.” You know, the words or phrases that jam the copy and make things 

harder to understand.  

MCG: Do you specialize in writing for certain products? If so, which ones? 

Matt: Yes. I’d say, based on my successes, fitness, health and self-improvement. Also, 

sales letters for seminars are a specialty.  

MCG: How would you characterize your style of writing? 

Matt: Two things:  Clear, simple language that anyone can understand. And a 

compelling, irresistible story.  

MCG: Do you make suggestions on what things the client could test on your package, 

such as alternative headline, lead or offer? 

Matt: Sometimes. It depends on the situation. 

MCG: How involved are you in the design?   

Matt I’m not involved much in the design. I refer my clients to my graphic and web 

developers and they know what to do.  

MCG: How long did it take you to complete this project? 
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Matt: The emails were written in about 10 minutes. The pages they’re driven to were 

done in a couple of hours.  

MCG: If you could divide your work up in parts, how much time do you devote to 

research, to writing and/or to editing? 

Matt: Depends on project. It really varies quite a bit.  

MCG: How do you figure out all the benefits a product offers? Do you list them out, do 

you talk with the client, do you use the product yourself? 

Matt: All of the above.  

MCG: Do you think there is a difference between online prospects and direct mail 

prospects? 

Matt: Yes. Offline prospects oftentimes go to the web to check you out and see if you’re 

for real. Online prospects don’t go offline to check you out.  

Special Tips and Techniques  
for Boosting Response 

MCG: Do you have any special tips or techniques for boosting response? 

Matt: Yes. Continually ask questions about the results you want. Questions posed to 

your subconscious mind tend to bring extraordinary answers.  

MCG: Is there a special thing you do to come up with headlines for your projects? 

Matt: Not really. They usually come to me as soon as I begin asking the questions that 

jog my mind to think.  

MCG: Is there ONE thing that every package you write always has? 

Matt: A close. You gotta ask for the money and do so with a big smile.  

MCG: How do you build credibility for the product? 

Matt: The story will usually contain most of it.  
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MCG: How do you stay in touch with the marketplace? 

Matt: I listen to what is going on in the world. I read a lot of newsletters and I am a 

HUGE consumer of info-products. So I see a lot of what is going on.  

 

About Your Current Control 
MCG: How did you come up with the bullet copy in the first few pages of the “Come Fly 

With Me” email? 

Matt: It was totally stream-of-consciousness. I wrote the email a few hours before I 

spoke at a Dan Kennedy seminar in Atlanta last November, and I wanted to put it 

on my blog to show as an example during my speech. I was in a peak state when I 

wrote it and was very pleased to see the email pulling in new continuity customers 

like mad. 

MCG: Were you concerned that using “Come Fly With Me” as a headline might appear 

cliché? 

Matt: No. I don’t think it’s cliché. I think of it as a great metaphor that anyone who 

wants a great coach can relate to.  

MCG: Whose idea was it to use the cartoon of you flying? 

Matt: Mine. It fit the headline. 

MCG: In the lead, you talk about two groups:  “reasonably fit and wants more” and 

“totally out of shape.” When it comes to fitness, is that the general way people see 

themselves, or is that a specific character trait of your audience? 
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Matt: I think so, yes. But MOST think of themselves as totally out of shape or too fat. I 

believe over 90% of population believes a few extra pounds off would be a good 

idea. 

MCG: What is the secret you mention in the “lift letter” email? 

Matt: Ah, you’re good. But that is not something I reveal without payment for the 

product.  

MCG: Well, you can’t blame me for trying… How did you come up with the line “what 

are you prepared to do from your side of the fence?” 

Matt: Great question. I took it from the movie, “The Untouchables.” The movie was 

about the life of Al Capone. Sean Connery and Kevin Costner were the two 

characters in the police force out to bust Capone. In a scene in a church, Connery 

is in the pew. Costner tells him he wants his help to bring down Capone. Connery 

tells him he must be prepared to go “all the way.” Then he asks him, more than 

once, “What are you prepared to do?”  

 I never forgot the line and use it when talking to people about goals, ambitions 

and desires they want to reach but may not be committed to mentally. Without a 

strong desire, nothing will get accomplished. So this question puts the reader into 

the mindset of being the “doer” or suffering regret.  

MCG: Your tone seems aggressive, no holds-barred.  Is that your natural style or 

something you developed over time? 

Matt: Both. But when I write for others – or when I write copy for products other than 

fitness and fighting – I take a totally different approach.  
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MCG: The package you give them comes with a lot of material.  Have you tested up to 

that point (found that offering more worked better) or threw in everything you 

could to make a value-driven offer? 

Matt: I’ve tested the offer with different – or few premiums – as well as at different 

price points. Initially it was $19.95 a month to be a member. I raised it five bucks, 

and then another five with no drop off in response. The annual offer used to be 

about 50 dollars less. I am going to add another premium or two into the mix very 

soon and see if that bumps response more. I’m thinking it will, especially because 

the premium I will offer is something that cannot be purchased separately.  

MCG: How many people did you e-mail the promotion to? 

Matt: 85,000 

MCG:  What kind of response rate did you receive? 

Matt: I sent this email as well as very slight variations over a seven-day period. The 

variations only had to do with time or product scarcity. At the time I sent this 

promotion I was thinking that I may have MAX'ed out on Matt Furey Inner Circle 

memberships that were sold to my list.  

 Why? Because the product was not new. I had the monthly program since 

February of 2004 and had done promotions for it quite regularly. But this 

promotion really surprised me because it showed that whenever you think 

everyone who could respond with a "yes" has already done so - you can still be 

pleasantly surprised.  

 It brought in 596 new members at $29.95 a month and 173 members at $249 for 

an annual subscription. Altogether this represented $43,077.00 in annual 
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memberships and $18,170.00 in monthly memberships. Now, this may not seem 

very impressive, until you do the continuity math. Over 12 months, if everyone 

who enrolled "sticks" - the monthly income alone represents $218,040.00 in new 

business. Naturally, the stick rate will not be 100%. Let's just say it was only 

75%. That would be $13,552.00 in added revenue per month or another 

$162,630.00 per year.  

 Plus, I can assure you that the stick rate for annual memberships is very high. 

They're more committed.  

 So we're looking at 200K per year, at least, in added income. When you add this 

to what I already have in the oven for this same continuity program, you can easy 

see how this contributes to an ever-increasing amount of income - on autopilot.  

 

A Few Fun Questions… 
MCG: If you could choose another career besides copywriting, what would that be and 

why? 

Matt: Copywriting isn’t really a career for me – at least as far as I think about it. It is 

simply something I do to meet my goals as an entrepreneur.  

MCG: What advice would you give up-and-coming copywriters to help them learn this 

trade? 

Matt: Never give up. Never give up. NEVER GIVE UP. This was the entire 

commencement speech given by Sir Winston Churchill. I think it says all you 

need to know.  



Monthly Copywriting Genius #50 
 

Copy Comments 
 

1. Secret of the Velvet Chord: Appeal to the reader’s insecurity… “not 

everyone can get this…” or make them feel as if they’ll become part of an 

exclusive group that would normally be out of their reach. 

2. Secret of Secrets: Let your prospect in on a secret. 

3. Secret of the Golden Thread: Stimulate the reader’s needs and desires 

throughout the package. 

4. Secret of the 4 P’s: Promise (should be complex); Picture (turn the 

promise into a picture); Prove the promise can come true; Push the buyer 

into buying. This section is focusing on the PROMISE… What the reader 

will gain from using this product or service. 

5. Secret of Reason for Urgency: Give the reader a reason to act now. 

6. Secret of Secrets: Let your prospect in on a secret. 

7. Secret of the 4 P’s: Promise (should be complex). This section is focusing 

on the PROMISE… What the reader will gain from using this product or 

service. 

8. Secret of Reason for Urgency: Give the reader a reason to act now 

9. Secret of Audacity: Make an audacious claim or promise, but don’t explain 

it right away. 

10. Secret of the 4 P’s: Picture (turn the promise into a picture). 



11. Secret of the Velvet Chord: Appeal to the reader’s insecurity… “not 

everyone can get this…” or make them feel as if they’ll become part of an 

exclusive group that would normally be out of their reach. 

12. Secret of Fascination Teasers: A way to create extraordinary curiosity in 

your reader by offering a tip, insight, question or statement that forces the 

reader to read on for further explanation. 

13. Secret of Exclusivity: A way to position the product or service where only a 

select group are allowed to participate or receive it. This fits the prospect’s 

desire to be part of something unique  

14. Secret of Value Proposition: Make an almost unbelievable offer… one that 

the reader absolutely cannot say, “No,” to. The deal is so good, it rings of 

value, either because the price of the product is deeply discounted, the 

premiums given are in-depth and invaluable or the guarantee removes any 

risk. 

15. Secret of the False Close: The point in the promotion where the reader 

feels as if all of the details of the offer have been stated, but you surprise 

them by offering one other premium, benefit or discount to further 

“sweeten” the deal. 

 
Design Comments 

 
1. Notice the use of bold, large typeface on the headline, with bold typeface 

on the sub-head. This makes it stand out to the reader. It almost forces 

them to read the copy. 

 

2. The large and colorful graphic right at top of letter compliments the 

headline. Even if the reader ignored the headline, they’d still be drawn into 

the copy by the graphic. 

 



3. The fascination teasers are set off by indents and bullets to draw the 

reader into the copy. Also notice how many are done with bold typeface.  

 

4. Each page of the copy has a sub-head on it. This is used to pull the reader 

into the copy, but it also acts to push the reader through each section of 

the copy. 

 

5. The products are shown as a way to enhance the value of the offer. Each 

report has a strong cover which makes the reader feel he’s getting his 

money’s worth. 

 

6. The offer is restated in a sidebar graphic. The reader knows in one glance 

what this will cost… what he gets for his money. 
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