
Gary Halbert’s and 
Jay Abraham’s Print 
Lead Gen Advertising



     During the 1980s, Gary Halbert and Jay Abraham 
(independent of each other) ran these lead generation print ads 
over and over again in the Los Angles Times. Gary would also 
occasionally run ads in The Wall Street Journal but it was 
largely these ads in The Times, while he was based in L.A., that 
were the source of his prospecting for consulting clients.

     Obviously, much has changed in the last 25 years in the 
world of lead generation through print. It’s not so much the 
advent of the Internet as a response medium, but the cost of 
running such ads in large market newspapers that is often 
prohibitive. Unless you have tested something in smaller market 
newspapers, or got a great remnant space buy, publications such 
as The Times would not be most consultant’s first pick for doing 
lead gen.

     However, there are countless smaller market newspapers 
where this can work, and despite the obsession with tablets, 
there is still vibrant readership of paid print publications.

     From millions spent of print ad insertions for clients around 
the globe, here’s the short list for this type of lead gen.

1) Paid publications only. Free publications are worthless.
2) The first section is almost always the most responsive. The 

business section may also be viable, depending on the 
publication and day of the week. Testing is required.



3) If you’re going to go for a fractional ad, go for the half page 
vertical, so your ad is above the fold.

4) The publication can always control ad placement and almost 
always has remnant space, no matter what the sales reps say.

     The “Century Plaza” ad on the next page 
may be one of the most successful lead gen 
ads for business consulting and copywriting 
of all time and it’s amazing that consultants 
and copywriters are oblivious of it today. 

     Gary packed a large seminar room in the 
Century Plaza with small business owners in 
1987 at $375 a head. He recorded the 
seminar and later sold the recordings of the 
event. But even if he just broke even on the 
front end, Gary’s real goal was too get 
plenty of copy and marketing consulting 
gigs. As those who’ve observed Gary over 
the years have related, when attendees threw 
themselves at him during breaks and after 
the event, he told them he was far too busy 
to take them on and had a waiting list of 
months before he could even talk to them. 
The ones who were determined to get him 
wrote him large checks on the spot. 





   “The Amazing Cash Flow 
Secret of a Desperate Nerd 
From Ohio” also had many 
insertions.

   Gary was a master at 
writing titles for special 
reports that grabbed his 
prospectsʼ attention and 
solved their urgent 
problems... or at least got 
them in heat to find out 
more.

   This full page ad sold a 
bundle of his reports at 
$39.95. Much of the 
material came from, or was 
later used in, his newsletter.

   Selling information on the front end in the local market is 
still a fantastic way to get gigs, while a consultant builds 
his reputation at the same time.





   Jay Abrahamʼs: “The 
Amazing Cash-Flow 
Secret of a Marketing 
Genius Who Is Afraid to 
Fly”

   Jay ran this ad more 
times than you can count 
in the early 1980s before 
the apex of his popularity 
and influence in the late
1980s-early 1990s.

   Besides the irresistible 
curiosity and reason why 
triggered by the 
headline, the ad does a 

great job of qualifying the right prospects and would be an 
interesting ad to model.

   In the broad daylight of 2013, itʼs difficult to make 
contingency marketing deals work as they do on paper. In 
my view, Garyʼs model, where the clients pay in full, and 
feel lucky for the privilege of doing so, is the way to go.
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How To Hire a 
“$2,000-An-

Hour” Marketing 
Genius To 

Consult With 
You for $39 Flat!

   This ad saw 
many insertions.

You can see 
how Jayʼs prospecting model in print changed from the 
early to the late 1980s.

   Instead of the open invitation for a prospect to pick up 
the phone and call, here Jay is fronting with information 
related to the prospectʼs industry. Though itʼs not as 
streamlined as Garyʼs model, it sets up a hurdle that 
avoids aimless inquiries and the mention of Jayʼs hourly 
fee in the headline is a brilliant touch.

   See how Jay powerfully builds reputation in this small 
fractional ad. Itʼs not necessary to have all the press that 
Jay had to achieve this. The New York Times article cited 
in this ad is dry as toast, yet the citation conveys an aura.
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Tiny Lead Gen

   Tiny fractional ads like 
this are often forgotten 
about as a way of 
generating leads

   Gary ran this ad dozens of times in the L.A. Times. 

   This wouldnʼt be the first line of attack for most since it 
involves taking a lot of inbound calls, and largely 
precludes the kind of take-away selling thatʼs necessary 
for the consultant to keep control, as well as spark the 
appropriate level of desire to “get the consultant at all 
costs.”
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Lead Gen with the “Maximum 
Money Info Package”

   This is the fractional ad for 
Garyʼs $295 Maximum 
Money Info Package.

   Gary has demonstrated 
time and again the value of 
selling information on the 
front-end as a segue into a 
copywriting/consulting gig.
This achieves three 
objectives.

1) It establishes the 
reputation of the consultant/
copywriter. Reputation is 
what the client is buying, not 
work product.

2) The price point is an 
important hurdle to clear and 
demonstrates that the 
prospect is serious, as 

opposed to a tire kicker

3) It builds a bond of trust with the prospect .



On the following pages are not just the lead-gen piece but 
the direct mail letter that Gary sent out to respondents.
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This document is not a source of business, legal, tax or accounting advice and in the
event that you require such counseling you should immediately contact your
professional service provider regarding the same, such as your attorney, CPA or
certified financial advisor. The materials presented in this document are for general
informational purposes only and are not intended to replace the professional advice of a
licensed service provider. All copyrights and trademarks belong to their respective
owners.

BREAKTHROUGH BUSINESS TECHNOLOGIES, INC. DOES NOT WARRANT OR
MAKE ANY REPRESENTATION REGARDING USE, OR THE RESULT OF USE, OF
THE CONTENT IN TERMS OF ACCURACY, RELIABILITY, OR OTHERWISE. THE
CONTENT MAY INCLUDE TECHNICAL INACCURACIES OR TYPOGRAPHICAL
ERRORS, AND COMPANY MAY MAKE CHANGES OR IMPROVEMENTS AT ANY
TIME. YOU, AND NOT BREAKTHROUGH BUSINESS TECHNOLOGIES, INC.,
ASSUME THE ENTIRE COST OF ALL NECESSARY SERVICING, REPAIR OR
CORRECTION IN THE EVENT OF ANY LOSS OR DAMAGE ARISING FROM THE
USE OF THIS DOCUMENT OR ITS CONTENT. BREAKTHROUGH BUSINESS
TECHNOLOGIES, INC. MAKES NO WARRANTIES THAT YOUR USE OF THE
CONTENT WILL NOT INFRINGE THE RIGHTS OF OTHERS AND ASSUMES NO
LIABILITY OR RESPONSIBILITY FOR ERRORS OR OMISSIONS IN SUCH
CONTENT.

MATERIAL CONNECTION DISCLOSURE: You should assume that the
publisher has an affiliate relationship and/or another material connection to the
providers of goods and services mentioned in this document and may be
compensated when you purchase from a provider. You should always perform due
diligence before buying anything.




