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do a double, triple, or 
even a quadruple-take 
to produce dramatic, 
eye catching effects

Combining multiple viewpoints 

in a single image goes back 

beyond the birth of cubism. Just 

as experimental movements 

in art caught the imagination 

of their audiences, you can use 

this kind of image treatment to 

attract a lot of attention, and 

perhaps provoke some thought.

See how you can recreate 

similar effects with Photoshop, 

inside.

Continued…

2008 Print Shop of the Year
Some good news with us is we received the CPrint®, Certified Printers 

International 2008 Print Shop of the Year award . The award was presented 
by Tom Crouser at the CPrint® World Conference June 20th in Marietta 

Georgia. We are absolutely thrilled to have received one of our industry's 
highest honors by such a distinguished group of industry peers.

all right, Mr. deMille,
I'm ready for my close up. 

Gloria Swanson as Norma Desmond, Sunset Boulevard

Think Global, Print Local.
We know you could choose a printer half way 

round the world, but we believe the quality 

of our work, the friendliness and efficiency of 

our service, and our dependability, will make 

you happy to look a little closer to home.

Bring your next printing project to us, and 

sign off with confidence!

bart nay printing
1270 Conrad Sauer, Suite 101 
Houston, Texas 77043

713-468-8602
www.bartnayprinting.com
printit@bartnayprinting.com
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Be more direct and improve 
your phone sales results
To successfully sell over the phone you 
must make a real connection with and 
qualify each person you speak to very 
quickly. Many sales people are so busy 
trying to stay on the line that they fail to 
do either. You can do both with a direct, 
honest approach that lets you politely 
avoid a brush off so that you can commu-
nicate your value proposition effectively.

When you hear an automatic “Not 
interested,” try this approach: “I don’t 
blame you [name], you don’t know me 
and you haven’t discovered how my 
company can help you yet, but many of 
my new customers tell me that my call 
turned out to be well worth their time.” 
[Now explain your strongest benefit, or 
ask a qualifying question.]

If you reach an assistant who will just 
take a message, try asking if they work 
closely with your prospect. If so, say: “I 
don’t want to take up your time by calling 
over and over to reach [prospect], so let 
me tell you how I can help him/her. If 
you think it is something s/he would be 
interested in we can set up 5 minutes of 
phone time.” [Now ask your qualifying 
questions.]

If you reach a prospect who seems 
to be putting you off after previously 
encouraging you, try this: “I’m glad I 
reached you, [name]. Now let me ask you, 
and please level with me, is this simply 
not something you are interested in right 
now, or would you sincerely like to set 
up another time to go over the details?” 
[Now wait for the response.]

If you find that your offering is not 
valuable to the person you have called 
then there is no point trying to make a 
sale. Say thank you and move on. Other-
wise, you are well positioned to develop 
the relationship and make the sale.

A check list for more effective 
direct marketing copy

Begin by duplicating your origi-
nal image onto separate layers, 
each at a different size. For the 
cover composition the main im-
age was duplicated and resized 
three times. 

Make the grid visible with 
Show> Grid, so you can use it 
as a guide to create a square 
with the marquee tool, and 
for alignment as you duplicate 
each new square on to its own 
layer. Group all the layers 
together so you can 
easily rotate and resize 
them as a unit.

With the original image visible 
underneath you can select 
clusters of squares and move 
these into separate groups. 
Move squares from one group 
to another and toggle visibility 
to check how they correspond 
with the underlying images. 

A: The different shades of gray 
show the groupings used to 
create the cover image. 

Duplicate each group of squares 
and flatten the copy. 

Now you can use the magic 
wand tool to quickly select all 
the squares in each flattened 
group. 

Copy each resized image layer, 
select one of the groups of 
squares, and use Edit> Paste 
Into to mask the image.

B & C show two of the 
separated groups of 
squares, each with 

one of the resized images 
pasted into it.

D shows all three grouped, 
masked layers together. Mak-
ing the bottom layer visible 
completes the image shown on 

the front page.

A B C D

 

You set high standards  
for yourself and your  
team. When it comes to 
communicating in print,  
we share your dedication. 
We aim to exceed your  
expectations with every  
job we print.

Bart Nay Printing 
713-468-8602

Whether you write your own 
or hire a pro, make sure your 
copy is crafted to generate 
maximum results.
Effective direct marketing copy begins 
and ends with your target audience 
in mind – first in making sure the 
product is suited to their needs, then 
in engaging their interest, and finally 
in motivating them to action.

When you are developing your 
creative, the strongest approach is to 
focus on copy first. Use design to make 
the copy clear, to add visual proof and 
to support the emotional triggers in 
the copy. As you evaluate your direct 
marketing copy, use these checkpoints 
to be sure you get the results you are 
looking for.

1  Does the copy focus on 
compelling benefits?

n Has the writer made the product or 
service clear to the reader? 

n Has every relevant selling point 
been used?

n Are features of the product translat-
ed to benefits that differentiate it from 
competitive alternatives? 

n Does the copy focus on strong, spe-
cific benefits that are highly valuable to 
the target audience?

2 Does the copy speak  
directly to the audience?

n Has the writer addressed the spe-
cific concerns, fears, needs and desires 
of the target audience?

n Does the copy use language and 
terminology easily understood by, and 
typically used by, the target group?

n Does the copy sound like one indi-
vidual talking to another, rather than a 

corporation writing to many?

n Is the copy descriptive, creating im-
ages in readers’ minds that help move 
them toward a purchase?

3 Is the copy well organized 
and composed?

n Does the copy follow a logical 
progression from catching attention to 
calling for action?

n Are there alternative paths through 
the copy for both careful readers and 
quick scanners?

n Is the copy concise, using the mini-
mum number of words to get the point 
across? Does it get to the point quickly?

n Is the copy enthusiastic, motivating 
and credible?

n Does the copy address all obvious 
questions and objections a prospect 
would want answered before buying?

4 Is the offer immediately 
understandable?

n Is it immediately obvious what is 
being offered for sale?

n Does the copy support the offer 
with relevance, specificity, logical proof 
and emotional motivation?

n Is the offer clearly stated, simple 
and highly valuable to the audience?

5    Is the required action 
clear and easy? 

n Is it clear what step the buyer 
should take next?

n Is it obvious how the buyer can pay?

n Does the copy tell the buyer what 
will happen after they take the request-
ed action?

n Are alternative actions reduced to 
an absolute minimum, to avoid rea-
sons for procrastination?
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