
The Power of 

Pre-Emptive Damage 

Control



When writing sales copy we all tend to focus on the 
stuff we do well…. 

And that’s a wise approach as you’re 
crafting your offer and your pitch. 

But let me tell 
you about a 
powerful detour 
you should 
consider taking 
along the way 
to that final 
payoff and call 
to action. 

It involves NOT telling the prospect 
just how great you are.  In fact, quite 
the opposite.  What I’m recommending 
is for you to lay bare the greatest 
shortcoming you have. 

I call it “Pre-Emptive Damage Control.”  

The term “Damage Control” comes from 
the traditions of the Navy and 
Merchant Marine – where you apply 
emergency action to control situations 
that could cause the ship to sink due to 
attack or accident. 

In essence: 
write your copy 
to make a 
calculated, 
“pre-emptive 
strike” against 
the damage 
done when a 
prospect 
latches on to 
an apparent 
shortcoming in 
either your 
credibility or 
something in 
your offer… 

But WHO 
are you? 

Which could lead them to turn down your offer.



In copywriting lingo, it’s often referred to as the: 

“DAMAGING
ADMISSION” 

and in my experience, it’s a really smart 
tool to use in your sales materials –
letters, websites, brochures free 
reports, and even telephone scripts.

Here’s why this 
works…

Your prospects are smart and they know what they 
want. 

And it’s very likely that in some real way what you 
offer is NOT going to measure up to their 
expectations. 

You can try to hide this or paper it over with fast-
talking-slick-talk… but that’s a loser strategy that 
negatively affects your credibility and positioning 
as an EXPERT making recommendations with 
THEIR best interests at heart.

Therefore, it’s MUCH better to 
just acknowledge it and get it out in 
the open. 

You reveal what 
you’d consider an 
actual weakness of 
your offer.  

So here’s 
what you do 
instead -

BUT… you 
don’t leave 
it at that… 



Figure out and craft a pro-active response to this 
potential objection before the prospect decides to 
totally tune you out. For example -

Back when I was doing magic 
shows, in my phone script and 
web copy I’d make it VERY 
clear that as a magician…

I don’t pull a rabbit from 
a hat or have an “artistic 
act with floating things 
synchronized to music.” 

So, if you’re looking for 
that kind of magic act -

I AM NOT 
YOUR GUY!

I was being upfront about what 
could be considered a “weakness” in 
my act – I’m not a traditional 
“magician” with top hat, cane, and 
bunny. Not my schtick.  

(Nothing against that sort of thing, 
it’s just not me and never will be.)

Instead, I let them know my focus, 
my “superpower” as it were… is that 
you WILL have a party packed 
with howling, happy, laughing kids!  

That is what I guarantee to deliver.

So… my 
“damaging 
admission” 
leads right 
into what is 
essentially my
Unique Selling 
Proposition.

Might this turn off 
some prospects? 
Maybe.  But you can’t 
book every gig. I’m not 
right for everyone,  
everywhere. 

And that’s fine.



Then - think about how you might turn something that’s 
a drawback into…

The perfect lead-in to your STRONGEST POSIIVE.

It’s a preemptive assault on possible objections – which 
can lead to stronger copy and  more sales.

So look carefully at your sales 
copy and offer.  Ask yourself:

“Where is it weak?”

This did, 
however, 
produce great 
results for me 
again and again 
as I was 
absolutely 
hitting on the 
highest level of 
needs for the  
folks who called 
for that kind of 
show.

Write Faster. 
Write Better. 
Right Now.

Jack Turk
“World’s Fastest Copywriter”


