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When I did an Internet search for the phrase, “most important word in 
marketing,” I got more than 23-million hits. 
 
I like to think the most important in sales and marketing is YOU, but the 
results prove otherwise. The word FREE came up quite a bit, mostly associated 
with product offers across the Internet. 
 
FREE is a powerful word designed to motivate an action step. And, it usually 
words. After all, who doesn’t like something free? In the back of my mind, I 
often wonder whether the abuse and overuse of the word has softened its 
impact. 
 
The word FREE is usually coupled with BONUS –as in FREE BONUS! This 
particular term drives me crazy. The word FREE means without charge. The 
word BONUS means an unexpected extra—or handout. I’ve always considered 
the term redundant, but it got me curious as to its origin. 
 
I learned the term FREE BONUS was among several best-known catch 
phrases developed by Ed Valenti and Barry Becher mid-1970s when they 
created the infomercial—the long-form TV commercial format that went from 
two-minutes to entire networks devoted to hawking products 24/7. 
 
 
 



Among the best known of Valenti’s products was (and still is) the Ginsu Knife. 
The most profitable was Armourcote Cookware, with sales exceeding $80 
million. You’re probably familiar with other catch-phrases the two men 
developed: 
 

• But wait! There’s more! 
• Now How Much would you pay? 
• You get it all for the incredible low price of only $19.99 
• But this is a limited time offer, so call now 
• Call now and we’ll also include . . .   

  
The two men were masters of the call-to-action, and the use of toll free 
numbers, and credit cards—all of which are now standard components of any 
successful direct response campaign. Today, the infomercial business 
represents a staggering $300 BILLION 
 
Infomercials can be works of art when it comes to written language, dramatic 
product displays and compelling testimonials. 
 
When you have some time to kill, look at the innovations credited to Valenti 
and Becher for changing how products are marketed and sold today. You’ll see 
the same elements that sold Ginsu knives in many of today’s marketing offers. 
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