Sorry, can’t find a copy of the third ad (young married couple, both optometrists, starting a practice in either North or South
Carolina), but here is the concept ....
Williams Consulting Group was a consultation service specializing in optometry practices, coaching doctors in streamlining a
business, increasing market share, or preparing them to sell or be absorbed by another practice. For WCG to turn a profit,
they had to have a minimum of 12 doctors sign on each month to go through the year-long optimization program.
Each month, an ad was run in each of the three publications directed at eye care practices. The ad copy – all bullet points –
was written by one of three salesmen on staff, and ad layout was done by the publications, who provided that service for
free. In return for the long-term contract of ad purchases, WCG was given contact information for every subscriber to the
three magazines, and the WCG sales staff would then cold-call every optometrist in America each month to see if they were
interested in signing up for the service.
I told the founder of the company I had a better way of approaching the market, and could eliminate the need for all the cold
calls. Working with the salesmen, we chose three doctors who had experienced the best of what they enrolled in the
program for. Those doctors were all contacted and asked if they would be willing to answer calls directly from colleagues,
answering any questions they might have about the program. A stipend program was set up for all calls, making it worth the
time for the doctors as well as the company. I then hired photographers in the three locations, and had them photograph the
doctors with what was now most important to them (family, more patients, greater income). I wrote three ads, each
highlighting the doctors’ new outlook on their practice, and those rotated in those three publications. The ads listed the
practicing optometrist’s phone number first, and invited colleagues to give them a call and find out what they really thought
of the program.
I was given three months to see if this new approach would work. Within 30 days of the first ad appearing, the next two
months’ worth of classes, seminars and office visits were filled. Within 45 days they had to hire two more consultants to
increase the number of doctors they could counsel each month from 12 to 24. Within three months they were booked out 18
months, and two of the salesmen who had been making cold calls were let go.

