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Author: Eugene M. Schwartz 
Eugene M. Schwartz (1927–1995) was one of the most influential copywriters of the 
20th century. He wrote direct-response advertising for many of America’s top mail-order 
companies and turned ordinary products into best sellers. Schwartz also wrote a series of 
self-publishing hits — How to Double Your Child’s Grades in School (1964), How to 
Double Your Power to Learn and, most famously, Breakthrough Advertising (1966). 
Rather than working only for a fee, Schwartz often traded his copywriting for access to 
mailing lists, allowing him to market his own books. A stroke in 1978 limited his right-hand 
use, but he continued to consult for Boardroom, Inc., helping shape the 
Bottom Line/Personal newsletter and influencing direct-response marketing for decades. 
His background as a voracious reader and art collector gave him a broader cultural 
perspective than most copywriters, and his teachings bridge the gap between 
psychology, market research and persuasive storytelling. 

About the Book 
Originally published in 1966, Breakthrough Advertising has become one of the most 
sought-after marketing books. In the preface to the 2004 re-issue Schwartz admits that 
he originally thought he had written a book about writing ads; in retrospect, he realised it 
was really about creating and channeling markets. The book shows how to identify a 
market, gauge its awareness and sophistication, and then develop advertising that directs 
existing desires toward a product. Schwartz emphasises that every product, market and 
advertisement is a unique problem — there are no shortcuts or universal formulas. 
Instead, he lays out a strategy that combines analysis, creativity and a deep 
understanding of human desires. 

From a Mind Treks perspective this book is valuable because it frames marketing not as 
manipulation but as service. Schwartz argues that copy cannot create desire; it can only 
channel the hopes, dreams and fears that already exist in people’s hearts. For ethically 
minded creators this means honouring the audience’s pre-existing aspirations and helping 
them find genuine solutions. We should not exploit their pain but rather illuminate a path to 
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a better life. Breakthrough Advertising is a manual on how to do that elegantly and 
effectively. 

Structure of the Book 
The book is divided into two major parts: 

1. Part 1 – The Basic Strategy of Persuasion focuses on understanding your market. 
It explains mass desire, market awareness, market sophistication, how to 
strengthen headlines and the art of creative planning. 

2. Part 2 – The Seven Basic Techniques of Breakthrough Advertising details the 
psychological mechanisms and writing techniques that transform body copy into a 
persuasive narrative. Each technique builds on the last to intensify desire, create 
identification, build belief, remove objections, prove the mechanism, focus 
attention and borrow conviction. 
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Part 1 – The Basic Strategy of Persuasion 

Mass Desire: The Force That Makes Advertising Work 
Schwartz’s core thesis is that advertising succeeds only when it taps into mass desire. 
Copy cannot invent a desire; it merely channels the existing hopes, dreams, fears and 
wants of millions of people. Trying to fight or create mass desire is futile. Mass desires 
arise from two broad forces: 

• Permanent forces: instinctive desires, such as the desire to be attractive, virile, 
healthy or successful. These desires never vanish; the copywriter’s job is to 
differentiate their product and shift desire from one solution to another. 

• Forces of change: trends that create new wants, such as technological problems 
or style revolutions (e.g., the post-war demand for longer, more powerful cars). 
These create waves of demand that advertisers can ride. 

The chapter illustrates that mass desire must already exist — the role of the advertiser is 
to focus that desire onto their product. This Mind Treks-aligned insight reminds us to 
listen to our audience and serve their genuine needs rather than pushing products no one 
wants. 

Your Prospect’s State of Awareness 
Next, Schwartz examines how aware prospects are of their problem and of the solutions 
available. The headline’s job isn’t to sell but to stop the prospect and compel them to read 
the next sentence. The more aware the market, the less the headline needs to say. 
Schwartz identifies several states: 

• Most aware: The prospect knows the product and wants it. A simple, 
bargain-oriented headline suffices. 

• Knows the product but doesn’t yet want it: The headline must reinforce desire or 
sharpen the prospect’s image of the product. 

• Unaware of the product but aware of the need: Here the headline must dramatise 
the need and hint at a solution. 
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• Completely unaware: The headline must evoke a hidden dream, fear or 
resentment and gently lead to the need. 

This chapter teaches us to meet people where they are. In ethical marketing we must 
respect the prospect’s awareness level and avoid over-promising or under-informing. 

The Sophistication of Your Market 
Even if the desire is strong and the audience is aware, markets evolve. Schwartz 
describes five stages of market sophistication: 

1. First stage: When no similar product exists, the copywriter can make a simple, 
direct claim. “NOW! LOSE UGLY FAT!” worked because it addressed an untapped 
reducing market. 

2. Second stage: When competitors copy the claim, the copywriter must enlarge it — 
outbid the competition with bigger promises (e.g., 
“LOSE UP TO 47 POUNDS IN 4 WEEKS — OR RECEIVE $40 BACK!”). 

3. Third stage: Claims become unbelievable as everyone piles on. Prospects grow 
sceptical; the market needs a new angle. 

4. Fourth and fifth stages: Advertisers must shift focus to the mechanism or 
identity of the product and eventually reinvigorate the market through innovation. 

The lesson: as markets mature, we must evolve our messages, either by emphasising 
different benefits or by introducing new mechanisms. Mind Treks’ practice of continuous 
improvement and authenticity fits this adaptive mindset. 

38 Ways to Strengthen Your Headline 
Once you have the big idea, you need a powerful headline. Schwartz’s chapter on 
Verbalization lists 38 methods to make a headline more vivid. A few examples: 

• Measure the claim: give specifics such as “20,000 filter traps” or “I am 61 pounds 
lighter”. 

• Measure the speed: “Feel better fast” or “In two seconds, aspirin begins to 
dissolve”. 

• Compare: “Six times whiter washes!”. 
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• Use metaphor: “Melts away ugly fat!”. 

• Sensitize: make the reader see, feel or taste the claim (e.g., “The skin you love to 
touch!”). 

• Demonstrate: present a striking example like Rolls-Royce’s famous claim that at 
60 mph the loudest noise is the electric clock. 

• Ask questions or offer how-to information: “Who else wants a whiter wash?” or 
“How to win friends and influence people”. 

Schwartz stresses that these techniques should not be used mechanically; rather, they 
help the copywriter express the claim so it resonates with the audience. In the Mind Treks 
ethos, creative expression should enhance clarity rather than manipulate. 

Summary: The Art of Creative Planning 
Finally, Schwartz summarises the creative process. He warns against copying formulas or 
past ads; every market-product-timing combination is unique. While formulas can help 
verbalise a claim, true breakthrough ideas come from asking the right questions and 
deeply understanding the market. Motivation research can reveal hidden desires and 
splits within a market, but data alone is not a headline — it simply points toward the right 
direction. The copywriter’s job is to synthesise these insights into a compelling idea and 
then express it vividly. This aligns with Mind Treks’ view that ethical marketing requires 
curiosity, empathy and creativity, not rote tricks. 
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Part 2 – The Seven Techniques of Breakthrough 
Advertising 

The second half of the book shows how to build persuasive body copy. Schwartz 
introduces seven techniques that correspond to psychological mechanisms. Each 
technique addresses one aspect of altering the prospect’s mental world. 

Inside Your Prospect’s Mind 
Before describing the techniques, Schwartz reminds us that the headline’s job is to 
capture attention; the body copy does the selling. The copy must alter the prospect’s 
vision of reality so that your product becomes the natural fulfillment of their dominant 
desire. To do this, the copywriter manipulates three dimensions: 

1. Desires: physical, material or sensual wants that already exist; they cannot be 
created, only sharpened and channeled. 

2. Identifications: roles and self-images the prospect wants to play — such as being 
youthful, sophisticated or adventurous. A purchase serves a double duty when it 
satisfies both a physical need and a desired identity. 

3. Beliefs: the prospect’s opinions and prejudices; advertising cannot overturn them 
but must work within them. 

These dimensions become the raw material for the seven techniques. 

1 – Intensification 
The first technique is Intensification, which transforms vague desire into vivid, 
multi-sensory longing. Advertising is the “literature of desire” — it expands desire 
horizontally (among more people) and vertically (by sharpening it). To intensify desire, the 
copywriter paints concrete pictures of how life will look once the product is owned. The 
greater the number of legitimate satisfactions presented, the less important price 
becomes. Intensification requires creativity and empathy; each new angle or detail 
reinforces the main promise without boring the reader. 



 

9 

In Mind Treks terms, intensification is about illuminating possibilities. We share stories 
and scenarios that help the reader feel their future transformation, not to hype but to 
inspire. 

2 – Identification 
The second technique is Identification. Beyond satisfying a physical need, a product can 
express who the buyer wants to be. Schwartz notes that people increasingly buy roles 
rather than objects. Identification is the prospect’s desire to define themselves to the 
world and to participate in a prestigious group. The copywriter must build a “saleable 
personality” into the product: show how owning it affirms the prospect’s chosen role. For 
example, foods become “modern,” “non-fattening,” or “cosmopolitan”. In ethical 
marketing this means inviting people into a community that reflects their aspirations rather 
than creating exclusionary status games. 

3 – Gradualization 
Gradualization is the art of making your prospect believe your claims before you state 
them. Schwartz suggests that body copy should lead the reader step by step, building 
conviction by aligning with their existing beliefs and showing tangible proof. The copy 
should answer the reader’s objections and strengthen desire with belief that the product 
will do what is promised. Though the book devotes a full chapter to this technique, the 
core idea is that persuasive arguments must be paced; you do not confront scepticism 
head-on but gradually expand the prospect’s awareness and trust. 

In the Mind Treks context, gradualization is akin to trust-building. Rather than shouting 
claims, we educate, share stories, provide examples and allow the audience to come to 
their own conclusion. 

4 – Redefinition 
When a market is saturated with claims, sometimes the product must be redefined. This 
technique involves removing objections by changing the way the product is framed, 
simplifying its promise, escalating its meaning or adjusting price. Redefinition might turn a 
hair-growth tonic into a “scalp rejuvenator,” or a weight-loss pill into a “health booster.” 
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The copywriter reframes the product’s image to avoid head-to-head comparisons. 
Ethically used, redefinition helps people see familiar solutions in a new, relevant light. 

5 – Mechanization 
The fifth technique is Mechanization. Schwartz observed that, after the early stages of 
market sophistication, promises alone lose their power. The prospect begins to ask “how 
does it work?” Mechanization means giving a reason why — naming and describing the 
mechanism that makes the product effective. When you show how the filter traps smoke 
or how the ingredient dissolves fat, you provide verbal proof. For Mind Treks, this 
underscores our commitment to transparency; we explain the process so the audience 
can make informed decisions. 

6 – Concentration 
Concentration involves destroying alternative ways for your prospect to satisfy their 
desire. Once desire is intensified and belief is built, the copywriter focuses the prospect’s 
attention solely on their product. This may mean emphasising unique advantages, 
eliminating substitutes or showing why competing solutions are inferior. In ethical use, 
concentration helps readers see why a particular approach is most aligned with their 
needs, without denigrating competitors. 

7 – Camouflage 
The final technique, Camouflage, is about borrowing conviction. When direct claims 
have become unbelievable, you can embed your message within a story, news item or 
third-party endorsement. For example, an advert might start with an anecdote or quote 
from an expert before weaving in the product. Camouflage allows the claim to be 
smuggled into the reader’s mind without triggering scepticism. Used responsibly, this 
technique can add credibility and context, but it should never conceal the truth. 
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Final Touches 
After the seven techniques, Schwartz discusses finishing touches — verification, 
reinforcement, interweaving, sensitivity and momentum. These refine the copy, ensuring 
that it flows logically, engages the reader emotionally and provides proof through 
testimonials or demonstrations. The goal is to draw the reader deeper until the purchase 
becomes the natural outcome. 

Key Takeaways for Ethical Creators 
Breakthrough Advertising is more than a copywriting manual; it is a primer on market 
creation and human psychology. Its enduring insights include: 

• Serve existing desires: You cannot manufacture demand. Identify what people 
already want and show how your product fulfils it. 

• Meet people where they are: Tailor your message to their awareness level and 
market sophistication. 

• Paint vivid pictures: Intensify desire with specific, sensory imagery and multiple 
angles. 

• Build identity: Show how your product helps prospects express who they want to 
be. 

• Guide gently: Build belief through patient, logical progression rather than blunt 
claims. 

• Explain the mechanism: Give reasons why the product works. 

• Focus attention and credibility: Remove distractions and, when necessary, borrow 
authority or context to boost conviction. 

At Mind Treks we add an important layer: integrity. Schwartz’s techniques can be used 
manipulatively, but they can also be applied to empower. Our responsibility is to channel 
desire toward solutions that genuinely improve people’s lives, to create transparent 
narratives, and to treat the audience as partners rather than targets. 
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Why You Should Read the Full Book 
This summary captures the essence of Breakthrough Advertising, yet it merely scratches 
the surface. The book contains dozens of examples, sample ads, and nuanced 
explanations of each technique. Schwartz shares real copy snippets that illustrate how 
intensification or identification plays out in practice and includes detailed discussions on 
headline variations, logical argument structures and campaign planning. If you’re serious 
about ethical persuasion — whether you’re a writer, entrepreneur, artist or teacher — the 
full text will deepen your understanding and sharpen your intuition. We encourage you to 
purchase a legal copy from legitimate sources (the book is still available through 
Boardroom/Agora) or borrow it through a library. Reading the original will not only support 
the estate but also honour the depth of Schwartz’s thinking. 
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Conclusion 
Eugene Schwartz wrote Breakthrough Advertising for direct-response copywriters, but its 
insights reach far beyond advertising. It teaches us to see marketing as the art of 
connecting existing desires with genuine solutions, to respect the audience’s stage of 
awareness and sophistication, and to craft messages that educate, inspire and build trust. 
For the Mind Treks community, this book reinforces our belief that ethical persuasion is 
about listening, serving and guiding, not pushing or deceiving. By studying Schwartz’s 
frameworks and applying them with compassion and integrity, we can craft messages that 
cut through noise, create value and help people embark on their own mind-expanding 
journeys. 



Why This Summary Exists
Breakthrough Advertising is a powerful book. It is also dense, technical,
and frequently interpreted through a purely sales-driven lens.

We created this guide for readers who want the thinking, not the
theatrics — for people who care about persuasion done responsibly,
who build things that require trust, and who prefer structure over
slogans.

This summary is not a replacement for the original book. It’s a
companion.

What follows is a structured walkthrough of the full text. It explains both
parts clearly, breaks down each major chapter in plain language,
translates 1960s direct-response thinking into modern context,
separates timeless principles from outdated tactics, and reframes
persuasion through an ethical lens.

By the end, you’ll understand how markets are actually created, why
certain messages stop working over time, how identity, desire, and belief
interact — and why clarity almost always beats cleverness.

Who This Book Is For
Founders. Writers. Creators. Independent thinkers.
Anyone who needs to communicate ideas without resorting to tricks.
If you’ve ever felt uneasy about “sales psychology” but knew there must
be something deeper underneath it — this guide is for you.

Mind Treks is the anti-funnel learning brand.
We organize complex ideas into structured, free learning journeys.
No upsells. No hidden agenda. Just real knowledge, mapped clearly.
If this summary sharpens your thinking, read the original book in full. The
mountain is still there. This is just the trail map.

Built by learners. Not sellers.

www.mind-treks.com
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