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INTRO

There are few, if any, “revolutionary” secrets left to be discovered in direct mail 
marketing. Even digital marketing is slowing down in terms of groundbreaking 
discoveries. 

Direct mail’s been used as an advertising channel for over a century, so there’s really 
not a whole lot of uncharted territory out there for it. 

Which is why I feel special about this particular document you’re reading; because 
what I’ve discovered is something, as far as I can tell, has never been discovered, 
shared, referenced, or published before. 

I even ran it across Denny Hatch, a living legend in direct mail and the creator of the 
infamous“Who’s Mailing What!” archive and newsletter. He knows more about what kind 
direct mail has been done in the last century than anyone on the planet -- and he was 
completely oblivious to this!

I wasn’t even ready to share my treasured secret publicly, assuming I would teach it 
during private workshops and coaching. Then I started thinking I better start sharing it 
more often before someone else starts taking the credit.

I’d like to consider it one of my greatest contributions to my most favorite and 
rewarding marketing medium and I’m finally ready to share it with you.

You, the marketing enthusiast, get to learn something that is one of the most brilliant, 
simple, and deceptively clever) secrets in marketing existence. 

This technique is highly interesting, because it’s so darn simple yet is so darn 
powerful. In fact, If I simply told you how it’s done, you’d probably just say “oh that’s 
pretty neat”, but you wouldn’t truly grasp it. 

Until at some point, you start thinking about it and it hits you like a ten ton boulder 
and you start saying HOLY SMOKES my brain is on fire. 

Across the next dozen or so pages, I’d like to have the honor of tearing out our skull, 
ripping out your gray matter, setting it ablaze, and leave you walking in a zombie-like 
trance for a few days. 

If that’s OK with you, let’s get this party started. 
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IMPORTANT: YOU MUST  
UNDERSTAND THIS FIRST!

There’s a few key things to understand in order to appreciate how powerful the secret is. 

Without understanding these first, you won’t be able to put any of it into action, nor will 
you truly understand its capability. 

I only ask one thing, please read the pages order and don’t skip or jump around yet. 

It’s a short guide anyways, I’ve trimmed off all the fat, so please exercise restraint and 
read through the pages in succession until the secret is revealed. 

Key Point #1: 
Low Ticket/High Volume Vs. High Ticket/Low Volume 

You can broadly categorize local biz into two categories, Low Ticket/High Volume sales 
and High Ticket/Low Volume sales. There are some exceptions but the vast majority will fall 
into one of those two categories.

I’ll be saying “High ticket” or “Low ticket” going forward because I’m pretty sure you get 
the point. 

High ticket businesses are ones where transactions are not your regular impulse 
purchases or normal shopping routine, and they’re not usually made very often. Maybe 
once every few years. 

Think home improvements, insurance, legal services, plastic surgery, etc. Most of them 
tend to be service related, but some are retail such as furniture stores, car dealers, etc. 

They’re also what marketers tend to drift towards because the higher the ticket, the more 
marketing help is needed to generate business. 

It also means it’s a hell of a lot harder to produce results for these clients and often these 
guys know more about marketing than you, since their businesses usually depend on it to 
survive. Unlike low ticket businesses that can simply sit on a busy corner and have people 
coming in from that alone. 

Low ticket businesses thrive on the lifetime value of a customer through repeat 
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business than focusing on one-time purchases. 

These are places like boutiques, car washes, oil change stations, restaurants, bakeries, 
liquor stores, and florists, where people spend money often and don’t have to make life-
changing decisions to part money with. 

Low ticket mom ‘n pops present an interesting situation when it comes to marketing 
because they function almost in the polar opposite to high ticket prospects when it comes 
to marketing. 

Low ticketers are much more receptive to reducing marketing cost, which is counter-
intuitive for marketers who are to chasing after prospects wanting to spend more money. 

If you’ve been following me for a while, you’ll notice I tend to focus a lot on these low 
ticket mom ‘n pops. Some of you may think I’m crazy but I think that’s actually where most 
of the reward is, unlike the traditional route of targeting high ticket businesses. 

(of course I target high ticket ones as well, but I truly love working with small fries).

If you look at my systems like 9x12, M3, and Rocketeer Group Deals, you’ll see that 
instead of trying to sell $5,000 marketing systems to high ticket clients, I prefer selling $500 
systems that still make you the same kind of profits and scaling from there. 

If you summarized my business model, it’s about reducing my client’s marketing costs 
while keeping them as effective or better as they were previously. Then growing their 
business as desired and growing both our profits in tandem. 

It’s totally different than the typical “target big money prospects and charge everything 
you can and just keep charging what “you’re worth” because that’s all that matters”...  type 
crap. 

Key Point #2:  
Low Ticket/High Volume Will Generate  

the Highest & Easiest Response

Low ticket businesses generate more response by nature than high ticket businesses, 
and I’m referring purely to quantity of response, not ROI, just regarding straight-up 
response quantity. 

Put up a sign on the road for 50% off pizza and put another one next to it for 50% off 
kitchen cabinets and see which one gets more response. 



5

 Low ticket businesses simply don’t require a massive amount of effort to generate 
response. It’s just another reason I love working with them and why I put so much effort into 
building systems that allow us to help these over-looked guys out. 

And if you think that low ticket means low profit, you’ve got some learning to do. 

Low ticket almost always means high frequency ... which means a new customer 
could mean many thousands of dollars in future revenue. It’s just spread out rather than 
generated all at once. 

 Key Point #3:  
Capturing Customer’s Info 

Is a Huge Advantage

Most high-ticket businesses have one very unique built-in advantage … they get to 
capture their customer’s information. 

When you buy things like cars, home improvements, swimming pool, or use services 
like a lawyer, insurance, accountant, carpet cleaning, chiropractic, or dentist … they get the 
luxury of capturing your name and address (and maybe even your email). 

They know just who you are, when you bought, how often you do business with them, 
and all sorts of powerful information that the low ticket guys never get. 

Having customer’s addresses and info added to their database is a goldmine, as they 
can market to customers directly and as frequent as they want, generating sales from their 
‘house list’ routinely if they’re smart. 90% of the battle is getting the list, and they have it by 
nature. 

As a marketer, you should know that having a list of buyers is one of the most effective, 
powerful, and important items to have for nearly any business, and no business should be 
without. 

But the vast majority of local businesses aren’t high ticket ones. They’re low ticket, high 
frequency,  which don’t get the luxury of capturing customer’s info. 

Even the most well-ran and popular restaurant in town will be packed day in and day out 
with ‘unidentified’ customers.  

Which brings me to the next key point…
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Key Point #4: 
Most Business Are Clueless To  

Who Their Clients Are or How To Reach Them

The vast majority of local businesses consist of retail-based, food-based or various low 
ticket services, which mean they typically don’t have a clue who their customers are, how 
they got there, or who’s coming back often.

The owner will at some point become fairly frazzled at solving this, and may try to 
implement things that help them build lists but it almost always fizzles out as it involves so 
much work and effort. 

So they continue to just spend money on marketing and don’t really have a clue as to 
what it’s doing or not. 

Key Point #5:  
The Best Marketing Framework

In a broad sense, the most effective overall marketing ‘framework’ to keep in mind for 
your clients is one that has them:

1. Spending larger amounts of money acquiring new customers

2. Spending smaller amounts of money to keep them coming back

(Which is something you can say word-for-word to your clients/prospects). 

With that basic framework, you can work miracles for your clients. 

A solid marketing strategy should always have those two systems in place, yet very few 
will; thus a very exposed Achilles heel (and a very lucrative opportunity for you).  

An Example of Your Typical Marketing Insanity

Let’s assume our subject is a well-established restaurant in town, who spends a 
reasonable $6,500 per month on marketing.

They’re doing frequent TV & Radio ads, have a couple billboards, and once in a while do 
some newspaper & coupon mag advertising.

Sales are consistent, so they’re content. As long as they keep the advertising going, 
business stays steady and that’s all they care about. “If it ain’t broke, don’t fix it”. 
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The problem is they’re spending the same amount of money to acquire a new customer 
as a regular one. And as far as problems go, it’s actually a pretty big one. 

…one that’s much bigger than they realize. Even marketers don’t understand this 
concept too often, and it becomes the blind leading the blind!

You see, new customers cost a hell of a lot more than repeat ones. If you put a price tag 
on them, you might see something like $50 to get a new customer to come in and $5 to get 
an existing one in ... but instead they usually end up not paying enough for new customers 
and overpaying for repeat ones ... which is like spending $8 to get back $5.  

As you make them aware and turn them around, it’s pretty hilarious to see them look 
back and realize just how bone-headed they were. 

But how do you, the marketer, help them?

 There’s one crucial asset required … they need to know who their customers are and a 
way to directly market to them. 

That means having a list. 

If you’ve been in marketing any amount of time, you know there’s lots of ways to help a 
business build a customer list, such as Email Newsletters, and SMS alerts, and even using 
facebook audiences and mobile apps. 

You also know how difficult they are to sell. 

 Most of these services are WAY beyond your local mom ‘n pop owner’s brainpower… 
and you’ll drive yourself crazy trying to sell them that kind of stuff.

 Just watch them look at you like Marvin the Martian as you try to explain any of it.

Also, as fantastic as most digital “list marketing” systems are, they all require the 
customer to willingly opt-in, as well as conveniently let them opt out whenever they please. 

And much of it requires their employees to convince patrons to sign up for whatever 
newsletter or list you’re implementing. Go and try getting their employees to solicit sign-ups 
and see how that goes. 

Most of them are one DNA strand away from a dodo bird.
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A Radically Improved Marketing System

If you can figure out a way to make that simple adjustment to your clients marketing to 
be spending more money on acquiring new customers and less money retaining existing 
ones, you’ll see radical results right away will look like you’re the second coming of christ. 

Just look at the immense potential with a well-functioning email marketing system where 
new customers are acquired via expensive channels like TV/Radio/Billboards/Newsprint/
Direct Mail, and then funneled into an ultra-cheap back-end system like email:

Say a restaurant gets their customers to sign up for their email offers list which 
automatically sends coupons to them … now these customers are reached for virtually no 
cost at all and can be influenced to come in whenever you want, rather than hoping they’ll 
catch a commercial on TV when they’re hungry and thinking about what to do for dinner. 

When Valentine’s or Mother’s day comes around, offers can be blasted out for pennies to 
win their business. Even specially discounted coupons for slow days and times can be fired 
off to spur business with the click of a button. 

Now that you understand everything up to this point, we’re almost there. 

In only about three pages you’ll know the big secret. 

But first... 
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THE SEEMINGLY IMPOSSIBLE  
PROBLEM 

Assuming you’ve read this guide page by page so far, you understand the power of being 
able to get customers on a list where they can be marketed to -- especially for businesses 
that survive on repeat customers. 

Think about all the types of local businesses that have customers coming in left and right 
but have no idea who they are, where they’re coming from, or any way to market directly to 
them:

Owner’s of these stores are 99% clueless about who’s buying from them. 

Corporate chain competition aren’t though, they’ve got their customers opting into well-
designed retention funnels, with loyalty cards, email offers, mailings, gifts, rewards, and all 
sorts of perks to keep people coming in as often as possible. 

• Restaurants

• Cafes

• Bakeries

• Coffeeshops

• Bar & Pubs

• Wine Bars

• Sushi Bars

• Lounges

• Frozen Yogurt

• Ice cream Parlour

• Chocolatiers

• Pizzeria’s

• Sporting Goods 

• Hardware

• Boutiques

• Gifts & Novelty

• Religious Bookstores

• Bookstores

• Events/Attractions

• Women’s Clothing

• Men’s Clothing

• Pet & Fish Stores

• Vape/Tobacco

• Candle Shops

• Carpet & Flooring

• Cigar Shops

• Home & Garden

• Greenhouses

• Game Stores

• Toy & Hobby

• Vitamin

• Health Food

• Pharmacies

• Shoe Stores

• Hair Salons

• Nail Salons

• Florists

• Wine & Liquor Stores

• Halloween 

• Party Supply

• Automotive

• Tattoo

• Car washes

• Hookah Lounges

• Bowling Alley’s

• Skating Rinks

• Board/Bike/Ski

• Amusement Parks

• Movie Theatres

• Play Theatres

• Arcades

• Kids Fun Places

• Frozen Yogurt

• Fish & Tackle

• Cupcakeries

• Grocery Stores

• Tanning Salons
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 But corporate chain’s aren’t your clients … we’re talking about mom ‘n pop’s here. 

So take one more look at that crazy list above and think of all those customers coming in 
with no way to market to them. 

Think of how easy it is to bring in business for any of those above, using simple coupons, 
and how insane it is that the owners have virtually no way to capture their info unless some 
overly complex and difficult-to-sell techno-digital-system is put in place. 

It presents this ‘impossible’ to solve problem … 

HOW DO YOU CAPTURE CUSTOMER’S CONTACT INFO AND BE 
ABLE TO MARKET TO THEM DIRECTLY WITHOUT OPTING IN? 

I’ve solved this seemingly impossible problem. 

And now you’re ready to finally discover the deceptively simple solution. 
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BACKTRACKING FOURBERIE

Fourberie, as defined by vocabulary.com means: 

Shrewdness as demonstrated by being skilled in deception

And “Backtracking Fourberie” is truly the best name for this little bastard of a technique.

Some of you may have noticed I already explained it briefly in one of my ‘quickstart’ 
guides, but I never really publicized it. 

However, even if you read it,  you probably skipped past it as just a ‘neat idea because 
you didn’t understand it’s power, which is why I made this guide and forced you to read the 
whole thing. 

I can’t take all the credit though, I co-discovered it along with a client of mine, Greg, in 
2011. 

Here’s the story, as well as the grand reveal:

My newfound wine and liquor store client is a fairly aggressive marketer, especially 
considering he’s competing against a larger competitor nearby on a busier road that also 
advertises aggressively. 

 Previously, Greg had been doing 10,000 piece mailings to a “wine enthusiast” list, which 
was getting an astounding 10% redemption from 10% off coupons! 

You might think that sounds crazy but we’re talking about low-ticket high volume 
commodities here, not coupons for cosmetic surgery.  

Greg does billboards, newspaper ads, inserts, coupon mag ads, radio, and most 
anything he can get his name and offer displayed on. The problem wasn’t really about 
getting more people but was more about how to reduce marketing costs without losing 
business.  

9x12 and Saturation mailing had been an absolute godsend to him, because we were 
able to reaching the same people for a tenth of the cost. 

But even after that, there’s still that Achilles heel ... where he was paying the same 
amount of money to bring new people in as he was existing customers. 
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This comes back to that basic framework I mentioned a few pages back ... where in the 
Low Ticket/High Volume arena, it’s critical to be able to reach existing customers cheaply 
so you can put more money into acquiring new ones and growing the business for the 
same cost. 

Greg tried SMS and Email marketing but it fizzled because people had to manually opt-
in and those systems had to be maintained, babysat, and required the use of dodo bird 
employees to make happen. 

Here he’s got thousands of people redeeming coupons but he has NO clue who they 
are, how to reach them directly, or where they’re coming from. 

Until One Day, 
We Invented One Of The Most Brilliant Direct Mail Secrets In 

Existence, and Thus ‘Backtracking Fourberie’ was born. 

What’s really amazing is how unbelievably simple this secret is.  

All we did to completely change 
marketing history was to move the 
coupon to the LOWER LEFT corner of 
the postcard.  

(See to the left)

Now why is simply moving a coupon 
to the lower left corner so revolutionary 
you might ask? 

Hint: It has nothing to do with 
psychological persuasion or any Jedi 
kind of mind trick. 

The magic is what happens underneath -- on the opposite side of the coupon. 

In order for this magical phenomenon to work, you have to use a saturation or targeted 
mailing, NOT eddm (it costs the same still), because it can display one crucial piece of 
information ...  the customer’s name and address. 

On the opposite side of the postcard (the addressed side), the name and address of 
the recipient is always printed on the lower right corner. Making it the content opposite the 
lower left corner on it’s other side. It’ll all make sense here:



13

Backtracking Revealed

With the customer clipping out the coupon and inadvertently carrying their name and 
address, the coupons can simply be collected entered into a spreadsheet or database. 

Instant mailing list of buyers! Not only buyers though,  but buyers who have been proven 
to respond to offers. 

How magnificent is that? 

You can even upload the list of address to Google maps and create simple heat maps/
pin displays showing where people are coming from. To put this all in perspective... 

Andrew Claxton 
323 Jonesboro Rd 
Marshall, MS 45653

BACK OF COUPON

Andrew Claxton 
323 Jonesboro Rd 
Marshall, MS 45653

Postage
Goes
Here

FRONT OF COUPON
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Immense Power

The power in having instant mailing lists built full of proven coupon responders without 
any opt-in or opt-out option, is immensely powerful. I can’t stress it enough. 

Remember, the vast majority of local businesses are low ticket/high-frequency retailers, 
services, and food-selling establishments which survive solely on repeat business unlike 
their high ticket counterparts.

These businesses would simply not survive if people didn’t keep coming back, and their 
success depends heavily on how often they do. 

Imagine just 20% of their customers coming in 10% more often; it translates to huge 
amounts of revenue compounded even more over time. 

In fact any increase in frequency over time creates exponential growth. This is the stuff 
normally only figured out by corporate chain behemoths. 

All it takes is a line to communicate with customers directly 

It costs less than 6 bucks to send someone a postcard every single month for an entire 
year.

Imagine your favorite restaurant, carwash, grocery store, liquor store, bakery, or café 
sending a coupon every month. Tell me who doesn’t want coupons regularly sent for their 
favorite frequently-visited establishments? 

Unlike high ticket businesses, you almost can’t send enough offers to the customers. 

No one’s going to say “stop sending me these coupons for my favorite steak and lobster 
dinner ... they’re just looking too delicious in my mailbox and I’d rather pay full price!” 
Remember, this is going exclusively to people who’ve already responded previously. 

This is stuff they love and buy regularly. 

And It Doesn’t Stop There

From there, you can further enhance communication and lower costs by building digital 
retention systems using email, SMS, Facebook custom audiences, etc. You know, the stuff 
that’s basically impossible to sell in the beginning. 
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By further reducing the cost to communicate with customers, the marketing budget 
becomes lean, rather than bloated, and what used to be hocked away aimlessly can now 
be put towards new customer acquisition without overpaying or not paying enough. 

New Blood

To find new blood, you can use targeted mailings with ultra-enticing offers that are 
geared to simply get new bodies into their doors and onto their list. 

A targeted list can easily be scrubbed against the existing customer list so the pieces are 
only going to people who have not responded previously, to avoid overpaying for repeat 
business. 

Mailings and other marketing channels can be shifted into new locations and 
neighborhoods where your client wants to pull new people from… which will be affordable 
now since they’re not spending all their marketing money trying to get old customers 
coming back. 

9x12, Solo Mailing & Backtracking Triple Knockout

If you really want to see sparks fly, you can flip a mom ‘n pop’s world upside down using 
a combination of 9x12, Solo Mailing, and Backtracking.

Take for example a local restaurant spending $4,000 month on whatever shotgun 
marketing they do, where they spend it blindly and have no clue who’s responding.

You can give them a package like this: 

• $550 to saturate10,000 local residence & businesses via 9x12

• $2,500 to blast out 5,500 solo saturation cards (with backtracking) to hand-picked 
neighborhoods

• $300 to fire off  a couple hundred ‘welcome to the neighborhood’ special offer 
coupons (with backtracking) to new-movers 

• $500 to put 10% off  coupons right in the mailboxes and hands of  their 
backtracked list customers (growing by hundreds every month)

 
Now for the same amount as they were spending before, they’re getting hundreds of 
responses per month that they can track with a clear knowledge of who the people are, 
who’s new and who’s returning.

Instead of just maintaining business, the business grows.  And the best part? ... 
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Those figures above will net you roughly $1,000 in recurring monthly profit without any 
tech headaches to deal with. Just button clicking. 

 Digital retention (Email, FB, SMS) gives you another stockpile of marketing jetfuel for 
when they’re ready. 

The possibilities are endless and I hope you’re excited to be a part of the first people 
exposed to this beautiful discovery. 

I hope you’ll make some money as I have, and find it an invaluable tool in your 
consulting relationships, profit sharing agreements, or however you find yourself helping 
local businesses market wisely. 

Now take a breather, look back, and blow your mind again about how moving a coupon 
to the lower left corner can produce such earth-shattering results. 

 - Jake (bob ross). 


