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LEGAL NOTICE:

This book is © All Rights Reserved.

You may not sell this book, give it away, display it publically, nor may you distribute it in
any form whatsoever.

While reasonable attempts have been made to ensure the accuracy of the information
provided in this publication, the author does not assume any responsibility for errors,
omissions or contrary interpretation of this information and any damages or costs
incurred by that.

The author does not warrant or represent at any time that the contents within are
completely accurate due to the rapidly changing nature of the Internet.

This book is not intended for use as a source of legal, business, accounting or financial
advice. All readers are advised to seek services of competent professionals in legal,
business, accounting, and finance field.

While examples of past results may be used occasionally in this work, they are intended
to be for purposes of example only. No representation is made or implied that the reader
will do as well from using the techniques.

The author does not assume any responsibility or liability whatsoever for what you
choose to do with this information. Use your own judgment.

Any perceived slight of specific people or organizations, and any resemblance to
characters living, dead or otherwise, real or fictitious, is purely unintentional.

In practical advice books, like anything else in life, there are no guarantees of income
made. Readers are cautioned to reply on their own judgment about their individual
circumstances to act accordingly.

You are encouraged to print this book for easy reading.

Use this information at your own risk.

Page 2



Table of Contents

TaY {goYo 18 Lot 1 o) o WURUTR TR TR PP PRPRPRPRPRN 4

Evergreen Strategies You Can Take To The BanK.........cccuveeeriiiiiiieeiieiiiiieeeeeeceeeeees 7

Email Marketing Secret #1: Make Your Intentions Crystal Clear From The Start.... 9

Email Marketing Secret #2: Make Your Subscribers Feel Like You Actually Care.. 24

Email Marketing Secret #3: Be Yourself Even If Some People Don’t Like It .......... 41

Email Marketing Secrets #4: If You Really Want Someone To Give You Some...... 53

Email Marketing Secret #5 : Rejection and how to deal with it.........ccccoeeeveennnnn... 56
The Power Of Perception Is A Powerful Tool So Use It Wisely ........cccceeeeeeeeenennnns 58
(60] 0ol (U1 (o o[PS P PP 61

Page 3



Introduction

The money is in the list.
You’'ve probably heard that before right?
Well, that’s not exactly true. Not the whole truth anyway.

The biggest obstacle you face and have to overcome when you publish a
newsletter or put any free or paid information out there is the fact that people
have gotten used to getting junk (from your competitors) disguised as helpful free

or paid information.

Many writers put out sub-standard information simply because they’re writing
from a mentality of “I gotta get paid” and when you do that, you completely
forget about the people you’re writing to and start to concentrate on you and
what you want.

That’s a surefire recipe for disaster.

Whenever you write anything for your subscribers, website visitors and
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customers don't write with the sole intention of getting a check.

Getting checks is nice but your business lives or dies based on how many

people believe you genuinely want to help them achieve their goals.

Without an effort from you to show your readers that you value them enough to
part with real information and that you see them as more than just a dollar sign,
you’re going to be lumped in a group with all the rest of your competitors with a

big sign on your forehead marked “Will Do Anything For Commissions”.

Responsive readers are born from conscious efforts to build a solid relationship
with them. People connect with other people. Not mindless robots that only want

commission checks.

Now don’t get me wrong.

I’d love for you to buy the products | recommend, but I’'m not going to force that
on you. When | do enough of the right things in your eyes, | will have earned the
right to ask you for your money in the form of commission checks from other

products and services.

The big thing is that | have to earn that right by giving up good information that is
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of actual use to you. When you write anything you expect other people to read,

the same thing applies to you.

If you’re going to create information full of affiliate links then you’re completely

missing the point of what it takes to get people to value what you have to say.

I’ve done that in the past and it is nowhere near as effective as what I’'m about to
show you. If you want people to eagerly anticipate your next email with every
intention of jumping on any products or services you recommend, you should
follow the three rules I’'m about to lay down for you because that’s entirely

possible to accomplish.
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Evergreen Strategies You Can Take
To The Bank

Before | get into the heart of this report | want to make sure you completely

understand the direction I’'m taking.

| have nothing against giving you specific techniques and strategies because they
are important but they are never more important than the thought process that

went into creating them.

Throughout this report I've done my best to give you the overall thought process |
have when | sit down to write. By doing that, you will be able to learn how to

come up with your own specific ideas based on the concepts I'll show you.

Evergreen marketing refers to the fact that I’'m giving you proven concepts (that
never stop working) based on the nature of the people you sell to. People can
change a lot of things about themselves but their nature isn’t usually one of them.
People can go against their nature (for short periods of time) but rarely can they

change it.

In the future you should make a conscious effort to try and understand why
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something is done instead of just copying what you see someone else successfully
doing. There’s always something more beneath the surface that you can study

and learn from.
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Email Marketing Secret #1: Do Your

Best To Make Your Intentions Crystal
Clear From The Start

When people sign up to your newsletter, the first letter they get should be a
personal message from you to them telling them what they can expect as a
subscriber and why it’s a good idea to stay subscribed and read every single email

you send them.
Almost no one does this.

Your first message sets the tone for everything you do later. If you don’t set the
right tone up front, it’s going to take you a lot longer to “warm up” your readers

before they’ll buy something from you.

When you make your first few emails about them and their needs, they’ll start to
wonder if you have something for them to buy. That’s a good position to be in
because it puts your readers in a more receptive mood when you actually do

present them with a direct offer.
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Put your own agenda on hold for a minute.

Remember this... Perception is reality. In other words, whatever someone

believes to be the truth is the truth to him or her.

With that in mind, isn’t it in your best interest to “control” (as much as possible)
what your readers believe to be the truth? You can control (to a great extent)
how people perceive and react to you by carefully presenting yourself the way

you want them to see you.

If you want your readers to respond to you in a positive way, you have to give
them a solid reason to by giving them what they want before expecting to get
what you want. This will become a lot clearer as you read on. Remember, people

care about themselves first.

I’ll give you a non-Internet related example...

To a certain extent, many people will have an idea in their head of what I’'m
supposed to be like just by looking at me, but since | believe that the opinion |
have of myself is the only relevant one, people tend to see me as | purposely

present myself to them.
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To give you a real-life example idea of what | mean... one night (about 2:00 am) a
U.S. marketing friend of mine, let’s called him Tony, was on his way home from a
friend’s house and stopped to get some gas. Turns out, the gas station he went to

wasn’t accepting gas cards that night so he wanted to use the ATM inside.

Tony walked up to the window, introduced himself to the attendant on duty and
then asked the 5’ 5” or so guy behind the counter if he could come in and use the
ATM because his card wasn’t working (pointing out his car) and he needed some

cash to buy gas.

Side Note: Knowing that people care about themselves and what they need
before even thinking about you and what you need, | gave the guy what he

wanted before expecting what | wanted.

Tony wanted inside the store but the assistant wanted to know that anyone he let
in wouldn’t be a physical threat to him. So he purposely presented himself in a
way which allowed the assistant to see him as someone who not only would not

hurt him but as someone who he could trust enough to let his guard down with.

That was the person Tony purposely presented for him to see and he was
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completely congruent with that.

By congruent | simply mean that nothing about Tony’s behavior or the look in his
eyes betrayed the image he purposely put in front of the guy behind the counter.
Everything he said and did agreed with the idea he wanted the guy to have of

him.

If you don’t completely understand what | just said, keep reading it until you do.

Yes, it’s that important.

Tony already had enough money to get some gas (more than enough to get
home) but he saw this as an opportunity to see if he could get into the locked gas

station based on his attitude and his words.

If the guy didn’t let him in he just would have gone to another station so he

wouldn’t see that he already had some money.

Now think about this...

Tony asked a guy smaller than himself who was protected by a locked door and
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bulletproof glass if he would let him (a man he didn’t know) into the store around

2:00 in the morning.

Now, you would have completely understood if he didn’t open the door (would

you?) but he did and as Tony entered the attendant said two things...

1) “Well, I guess it’s ok because you don’t look like you’re going to rob me.” |
ask you, what did he have to base that on? Only on the way that Tony
carried and perceived himself. Tony knew he wasn’t a threat to him and
was able to project that by making his intentions clear to the attendant

before asking for what he wanted.

2) The second thing he said was to another guy behind Tony that tried to walk
into the store... “Get back or I'll call the cops. You can’t come in!” Again,
why would the attendant let Tony in but not the other guy behind him?
They were both to 6’tall + 200+Ib men trying to get into the store and Tony

got let in while the other guy had to leave under the threat of arrest.

Just to make my point; the gas station attendant had nothing to base his belief
that Tony wasn’t going to rob him on other than Tony’s belief that he wasn’t

going to rob him and Tony’s ability to get that across to him.
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What does any of that have to do with creating the type of relationship with your
readers that allows you to get them to buy basically anything you choose to

promote?

Think about it...

People have nothing to base their opinions of you on other than the
person/image you purposely or accidentally present for them to judge. As soon as
you do the same things most of your competitors do, you get labeled as like them

even if you’re not.

That’s why it’s so important to make your intentions crystal clear right from the
start. Do something that your competition hasn’t thought of doing because
they’re only thinking of themselves and what they want. Not what their readers

need from them first.

Believe it or not, people can pick up on your intentions.

If they can’t (because you haven’t made your intentions clearly known) they’ll just

guess at what your intentions are and for whatever reason, whenever someone

has to guess at what your intentions are, they will almost never think of anything
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positive.

Side Note: Did you notice how many times I've used the word because so far?
Some of that is natural conversation but a lot of it was purposely put there to
(shut your brain off) get you to automatically accept what | said before it. I'm

purposely leading the way and not giving your brain a chance to question me.

In other words, | was filling in the gaps between what | said and what | wanted
you to hear so that you wouldn’t consciously think about or guess about certain
things. | told you A is true because of B instead of just saying A is true. If | had just
said A is true then you would have tried to figure out on your own if it was but
when | say A is true because of whatever, people generally accept whatever

answer you give them even if it doesn’t really make sense.

Whenever you leave gaps in what you say, people will try to connect the dots on
their own. That’s what the brain does. It fills in the gaps between what you say
and what you don’t say with the most logical (and most often the worst)

explanation of what you mean.
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Your intentions (or at least what you can get others to believe your intentions are)
have the power to move them to do things for you they wouldn’t dream of doing

for anyone else.

To borrow from my earlier example, Tony made it clear to the attendant what his
intentions were while the other guy wanting to get into the store simply tried to

walk in behind him.

The other guy just wanted to get into the store and he wasn’t thinking about the
feeling of security the attendant needed. That led the attendant to automatically

assume that he was up to no good.

The only thing that separated Tony from the other guy was the fact that he
introduced himself, carefully stated his intentions and asked the attendant if he

would help Tony out and gave him a “because” reason.

That applies everywhere.

Are you just trying to quietly slip into people’s email inbox or are you introducing

yourself and clearly stating your intentions for being there so they can feel
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comfortable about letting you into their space?

Unfortunately, people have been conditioned not to expect much from free
information so clearly stating your intentions is an absolute must. If you don’t,
people will automatically assume that you only write to them so you can send

them advertising.

That may be true but you don’t want people to believe that.

Too many people are teaching you to build your list without teaching you what to

do with your list as you build it.

Just about everyone who joins your list will at least read the first message you
send to them and make up their minds about you based on that first email.
Knowing this, doesn’t it now seem obvious that your first email is the most
important and that you should do everything in your power to make sure people
have the right “picture” of you and your intentions in their heads so they don’t

draw their own conclusions about you?

Letting people draw their own conclusions is almost never good.

Don’t leave it up to your readers to figure out why you have a newsletter because
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they won’t come up with a good reason. Tell them why. Tell them why they
should want to be a subscriber/stay subscribed and why they should listen to

what you have to say.

Practice making that extra effort to positively influence the way you are “coming
across”. Practice is the only way you’re going to learn how to do this. You will
start to understand (just like | now do) that you can make people see you any

way you want them to.

How else could my marketing friend Tony be escorted inside of a closed gas
station by an attendant who told someone else directly behind him (who had a

similar build to Tony) to leave or the cops would be called out to arrest him?

The only major difference between Tony and the other guy who had to leave
under the threat of arrest was the way that he came across to the attendant. He

came across exactly like he purposely wanted to.
It was a calculated effort on his part to project himself as being someone who the
person on duty could feel comfortable about coming from behind bulletproof

glass and unlocking the door for.

If Tony could do that, what could you do if you made the effort to change how
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people perceive you?

And that isn’t the only time Tony’s been escorted inside of a locked gas station
late at night. he tried six more times (just to prove the first time wasn’t a fluke)
and got let in four times again where the attendant quickly locked the door
behind him. The other two guys just wouldn’t go for it but hey, you can’t get your

way with everyone!

There are three things you can do right now to change the way people see you.
How people see you mainly has to do with the type of person you purposely or

accidentally present for them to see.

With that in mind ...

1) Evaluate your current image. Are your readers doing what you want them
to do? Are they buying from you? Are they at least taking the time to look
at the products you recommend to them? If not, take an honest look at
yourself and ask yourself if you're presenting a person that is worth (or

appears to be worth) listening to and buying from.

If not, take steps to make yourself be or at least appear to be that type of person.

Use the next two steps I’'m giving you to portray the image of someone who your
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readers can see themselves looking to for answers, guidance and support on the
way to achieving their goals. All people really care about is their goals and anyone

who seems to want to help them reach those goals.

People will evaluate you based on how much they think you can help or hurt
them on the way to what they want. That’s why it’s so vitally important that you

give the best information you can.

2) Take a good look at your surroundings. Generally you want to do the
opposite of what the majority of other people do because being a part of
the “herd” will get you what the “herd” gets. A small share of whatever
they’re fighting over. You have to remove yourself from the group and do
what it takes to show your readers that you are different from the average
free information publishing, commission-hungry, only care about

themselves marketers out there.

Only people who do what others aren’t doing get noticed. Period. If you’re doing
the same thing everyone else is doing then why would potential buyers pay any
attention to you at all? You cannot have a “me too” business. Take some time to
figure out what others in your market (your competitors) are doing so you can see

how to consciously make yourself look better than they do.
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It’s as simple as that. What you want to do is put yourself in a position where your
readers see that you are making an effort to connect with them while the
majority of the other newsletters and email courses they’re subscribed to are full
of ads, recycled junk written by someone who’s desperate for a commission

check.

3) Figure out what your readers want and give it to them without thinking
so much about what’s in it for you. | know that doesn’t sound right but
what you have to understand is that people are loyal to other people who
are loyal to them. You can’t expect your readers to do something for you
when you aren’t willing to do something for them first so you have to be
willing to be the one to initiate the relationship. Extend your hand and

invite your readers to accept your invitation.

Your main job is to serve your readers. Not to get them to buy from you. They will
buy, but only when they feel like you’ve done a good enough job of catering to

their needs first.

Why Do You Publish A Newsletter Or Email Course?

Is it so that you can send out ads for whatever products you happen to be

promoting at the moment? That’s why many publishers send out free information
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and | can’t really fault them for that because that’s just what they were taught to

do.

You've been told that building a list with thousands of subscribers on it is the way
to make money online. While partly true, the other part of the equation has to do
with how many people on your list value your opinion enough to go out and buy

something you’re promoting.

So again, | ask you... “Why do you publish free information?”

Your first answer should be to SERVE the needs of the people who have taken the

time to join your list.

They didn’t have to join.

No one forced them to.

Only by taking an active interest in the needs of your readers will they in turn take
an active interest in your needs. Sounds simple but it’s easy to get blinded by the
dollar sign and forget that actual people are subscribed to your list. Not mindless

robots with money.
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When you can figure out what the needs of your readers are and strive to fill
those needs, you won’t have any problems making as much money as you want

with your list.
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Email Marketing Secret #2: Make

Your Subscribers Feel Like They Can
Talk To You And That You Actually
Care About What They Have To Say

One of the easiest to implement yet most overlooked ways to get people to warm
up to you and feel like you value them and want to help them is to ask them
simple questions. Everybody’s favorite subject is himself or herself so why not

show some interest?

Ask questions and do things that require some sort of interaction from your
readers. It doesn’t really matter what you ask. You can ask questions that are
completely unrelated to what your newsletter is about so long as you get people

to respond.

When you get them used to doing things you ask them to do, no matter what it
is, it’s easy for them to keep doing things you ask them to do like buy the

products you recommend.
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The more you can get your readers to communicate with you, the more they will

feel like they know and can trust you.

A relationship (as far as an online newsletter or email course goes) is nothing
more than two people (you and each individual subscriber) knowing what their

place is in relation to each other.

You are the provider of helpful information and someone who wants to help your

reader succeed at something. You must get that across.

Your reader is someone who will learn to trust your advice and listen to your
recommendations because you have built up a history of doing things that seem
to benefit them more than they seem to benefit you. That doesn’t necessarily

have to be true, as long as it seems like it’s the truth to your readers.

Remember, perception (or what people believe) is the only truth that really

matters as far as they’re concerned.

The Internet is a cold and distant place.

That’s actually to your advantage because if you can consistently get across to

your readers that you are a real person with real concerns (just like them) and
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you know what it’s like for them to be in the situation they’re in because you’ve

been there, you won’t have any trouble getting people to warm up to you.

People in general tend to like others who look out for them because people
(again, in general) think about themselves first. If it seems like another person is
looking out for them first then that person will automatically take a high position

in their eyes.

In other words, when you’re writing, not every link in it has to be an affiliate link

for a product you’ll get paid from.

Understand this...

Your readers are buying products and services all the time that aren’t putting
money in your pockets so it doesn’t hurt you at all to tell them about a product

or service that you won’t make money from.

This sets you up to make money when you do have something to recommend

that will put a commission check in your pockets.

To set yourself up to make money you have to give, give, give and then give some

more. Now it’s important to note that I’'m not saying that you have to give
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everything away.

Giving (as I’'m using the term) means to give of yourself. Share stories with your
readers, point them to helpful resources and let them know about things they

probably haven’t found on their own.

In other words, offer your guidance. That’s what they signed up to your mailing

list for. Not for a bunch of ads they can find on their own.

There's no point in building a list if your readers don't think you care about them.
You should. Otherwise you don't deserve to have them as subscribers. When you
give to your list, you always get back much more in return so you're actually being
selfish by being unselfish. Knowing that you will get back more than you give

ahead of time allows you to focus on giving.

There are some publishers | listen to above all others and when | took the time to

try and figure out why, it hit me. They all do one thing that now seems so obvious.

Something you may feel compelled NOT to do. They all give me valuable
information many times without promoting any products in some of the emails

they send me.
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They give me pages and pages of content | can actually do something with. When
they do have an affiliate link in an email | don't even care they'll be getting a
commission from my purchase because of all the great content surrounding that

affiliate link.

Am | saying give away your commissions?

No.

I'm simply trying to get the point across that you don't need to be an affiliate for
every product or website you happen to mention to your readers under the guise

of trying to help them.

It's really not necessary anyway.

I’m not saying that you shouldn’t promote products to your readers. You should.
Just don’t club them over the head with your offers before they’ve gotten a
chance to get a feel for you and if you’re someone who’s looking out for their

interests or just your own.

Some of the publishers | pay attention to are ones who from time to time will pass

on resources to me just because they think those resources would be of interest

Page

28



to me and my goals. When someone does something for you just because,
without appearing to gain anything financially from it, especially online, you take

notice.

Perception is about appearances. You have to present yourself as you would like
others to see you. If you want others to see you as someone who is giving and
truly interested in them and what they want to accomplish then you have to do

things that make you look that way.

When you pass on helpful information to your readers because you feel like that
information will help them without necessarily promoting a product it

accomplishes two things.

» Passing on resources to your subscribers without always worrying about
your commissions builds trust because they start to think that you want to
help them and not just get money from them. This makes them more

willing to give you money when you ask for it. That’s just the way it works.

» Prompting your subscribers to send you feedback on the resource(s) you
tell them about is what helps to make your list responsive to your future
offers. Get your readers used to interacting with you. Get them used to

doing what you ask. In order to do that, you have to keep asking them to do
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stuff.

When you find anything you think is useful and think your subscribers will find
useful as well, pass it on to them even if you don’t get a commission from a

product they buy.

You don't have to do that every single time you write something but do it and ask
them for their opinions on what you wrote. Writing to your readers without
caring about getting commissions for every single product you mention is a small

price to pay in the long run for the level of trust you inspire.

That trust (built on the fact that you have shown your readers they are more than
just a dollar sign) is what will set you apart from 99.9% of the other publishers out
there.

Let's be real. | publish to profit. Period.

If my subscribers don't buy from me | stop publishing because at that point it
becomes a burden on my time. | am in business to make money and so are you.

My readers understand that and so do yours.
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What does this mean to your bottom line?

» The more you give to your readers without asking for a lot in return the
more they'll feel like the NEED to give back to you. That’s the law of
reciprocation at work. Most of us were taught to give back what we get
from people. That being the case, be careful about what you give because
what you give is what you can expect to get back. That's a scary thought

huh? ;-)

» Like | said just a minute ago your subscribers understand that you are in
business to make money. If you don't make money, you go out of business.
The issue a lot of the time with publishers is that if you haven't been giving
your readers information they actually value, they won't care if you stay in
business or not which means they won't bother buying the products you

recommend.
| buy products from publishers who do their best to give me value because | want
them to stick around. The only way | know how to keep them around is to buy

from them.

Give your readers some credit. They know that to keep you in business they

have to buy what you recommend. The only real question is do you give them
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enough value in the form of quality information for them to care if you stay in

business or not?

The bottom line is you are a person and your subscribers are people. The Internet
for all its wonders lacks what many people crave the most, which is to connect
with another human being. The Internet is faceless and impersonal. Use that to

your advantage.

Be a real person to your readers. Whenever you create an information product
(an article or even just a simple report) do so with the intention of putting
together something that will actually help people do something specific. Help

people achieve a goal.

Don't worry so much about your commission checks. Those will be there if your

readers feel like you've earned them.

You earn them by not making them your focus. Focus on giving value to the
people who keep you in business. You can't afford to be one of the many

publishers who forget that.

People want to interact with other people online. Especially those who share

valuable information. Give your readers those two things (interaction and
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valuable information) and you'll quickly discover as | have that you magically have

more active readers instead of just subscribers.

Something that may help ...

Do what | do.

Write as much as you can without using any affiliate links at all. Focus on the
content without distracting yourself with how you will get paid from what you
write. After you have the content nailed down you can always go back and add an

affiliate link to a good product (you have used) that supports what you've written.
When you become known as someone who gives value, you will be perceived as
someone who also promotes valuable products. If people feel that the
information you give away is bad then they assume that anything you promote is
bad as well.

It's all about perception.

Remember that.

Project the image of yourself that you want your readers to see. Want them to
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see you as someone who cares about them? Then do the things you would do if
you did care about them like give them information you KNOW will help them

even if you don't get a check from it.

You should care about your readers but at the very least you should always try to
make it seem like you do. Now you may not like the fact that | say you should try
to make it seem like you care about your subscribers even if you don’t but you’re

missing the point entirely.

Our actions dictate who we are and who people see us to be.

If you do something long enough it will become a habit that’s a part of who you
are. Even if at first you have to try to make it seem like you care about your
readers more than you actually do, eventually you’ll notice that you’re not faking

anymore.

It can be hard to really care about someone who doesn’t do things for you (like
buy your products) but by focusing on your subscribers’ wants and needs they will

start to put money in your pockets and | guarantee you’'ll start to love them then.

And remember ... always do what you do for a specific reason.
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You're not giving to your subscribers just for the heck of it. This is your purposeful
attempt to show them that you value them and see them as more than just a

dollar sign.

Doing that allows you (over time) to convert more subscribers into customers
because they will WANT to buy from/through you to make sure that you stay in
business. If you don't provide your readers with valuable content, they won't care
if you stay in business or not so you can kiss your commission checks and main

income goodbye.

Give, give, give and then give some more.

Your readers should be so wrapped up in the idea that you are one of the few
people online who genuinely cares about them and their business that they will
jump at anything you say is worth their time and their money because they have

learned that you only tell them about things that you believe will benefit them.

When you can get your readers to believe that (through your past actions) you
have their best interests in mind whenever you tell them about a product or point

them to a resource, they will learn to listen to and trust what you say.

But Doesn’t Giving Your Readers Free Information Only Train Them To Expect
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More Free Information From You And Not Buy?

Not really. For two reasons...

1) Your readers know that if they want you to keep producing quality free
information for them that they have to buy your products or the products
you recommend. It doesn’t hurt when you remind them on occasion that
your time is valuable and that you’ll keep publishing only if it’s in your best

interest to do so. Kind of like what | did throughout this report.

| publish for profit. As soon as it’s no longer profitable for me to produce

information like this, I'll stop and you can be 100% sure that I’'m not kidding.

2) People online don’t know who you are. You have to demonstrate that you
have some knowledge about your supposed area of expertise before they
can believe that you know enough to give them recommendations on

products that will help them.
If you’re just the average publisher who pushes a bunch of recycled articles

surrounded by ads, how is that any different from what they do? If you can’t offer

them any more than they can offer themselves, you become unnecessary.
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The main thing people are looking for is guidance from others who seem to know
something more than they know. The only way people will see you as that person
is for you to show them. If you don’t know anything then go out and learn
something. Then show others what you’ve learned. That’s all any good teacher

does. They are constantly learning something new.

Really what it comes down to is you understanding what people think. People
expect you to go after their wallet without proving yourself first. People expect
your newsletter to be full of “junk” and ads. People expect you to look out for

your needs first.

Surprise them.

Almost Forgot This: When you start asking your subscribers for feedback you
need to keep in mind that most of them won’t respond, but some will. Maybe a
lot of them will. That’s a good sign, but it may not seem that way when you start

thinking about how you’re going to respond to everyone who emails you.

Here’s what to do in that situation...

Instead of doing what a lot of people do which is to answer emails for hours at a

time, set aside 10-15 minutes and go through all your email 2-4 times a day. It’s
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easier to knock all your email out in blocks than it is to try and handle it in bits and

pieces throughout the day.

Set up specific times for getting to your emails and for the most part, stick to that

schedule.

The most important part about asking your readers for questions is responding to
those questions within a reasonable amount of time. I've had problems with that
in the past and it was partly due to me not setting a schedule for checking my
email. When you have a schedule, it’s easier to have the right mindset to answer

the questions you get.

Am | saying that you can’t check your email sporadically during the day? No. Sure
you can; as long as you mainly stick to whatever schedule you’ve set for yourself.

Any extra time you spend going through your email is entirely up to you.

Important: You might think some of the questions you get from your readers are
of little value and you may even think some of them are a waste of your time to
answer. However, you should always try to keep in mind the fact that any

question someone asks is important to him or her so those questions must
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become important to you.

Think about it. Even though email is easy to send, it still requires some effort to
compose an email and send it out. When you send email to someone, you expect

a timely response because your question or concern is important to you.

Right?

Your readers are no different.

Here’s the bottom line...

How do you feel about people who do things for you? Aren’t you more willing to
do things for people who have already done things to benefit you? Of course you
are and if you honestly ask yourself why you’ll come to the conclusion that it’s
because you want those people or that person to continue to want to do things

for you in the future.

That’s how newsletter publishing works.
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It’s a measured give and take.

When you give you to subscribers they will give to you if only to keep you in the
mood to keep giving to them. If all you do is try to take from your subscribers
you’ll start breed resentment at your attempt to snatch their hard earned money

at every chance you get.

Your subscribers buying from you is a direct result of your efforts to make them
want to keep you in business so you can continue to do things that benefit them.
That’s basically it. People care about their needs above and beyond yours so take

care of theirs first.
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Email Marketing Secret #3: Be

Yourself Even If Some People Don’t
Like It

This rule requires you to be bold. It requires you to expect and accept the fact
that some people are going to flat out reject you. If you can’t deal with

rejection, learn to deal with it.

Trust is a result of people seeing you as a real person willing to share of yourself
and not just a automated cloned robot pushing out recycled articles and ads just

like everyone else seems to do.

Part of that has to do with the way you write to your readers. You have to write in
a way that it looks personal. Like an actual person sat down and took the time to
communicate with them. Every single one of your readers knows you have many
hundreds or thousands of subscribers but that doesn’t mean that you can’t write

like only one person is reading. In fact, that’s what you have to do.

One of the easiest ways I've found to learn how to do this is to look at your

database of subscribers and pick one to write your letter to. Just one. Then
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compose your emails in your email client that’s addressed to just that one

subscriber.

It’s a little intimidating, but you can also just imagine that you’re writing to one of
your bigger competitors which forces you to put some real effort into the

information you present. It kind of forces you to raise your game a bit.

No matter how many people you write to, only one person is reading your email

at a time so it’s important that it “sounds” like you’re writing to that one person.

Personal stories help as well because they help solidify that fact that you are a
real person. There’s too much use of the word “we” online. If you're the only
person running your business then who is “we”? Carefully remove the stick and

relax.

If it’s just you, say | or me when you write.

There’s nothing wrong with that because again, anything that allows people to
picture you having a one on one conversation with them goes a long way towards

helping you build a relationship with them.
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Now here’s the thing...

| have to clear this up because | know it’s something that may confuse you. When
| say write personal stories | don’t mean you have to talk about personal things.

It’s not necessary to do that. What | mean is talk about something that isn’t about
your online business or if it is about your business, do it with your own words and

personality.

I’ll give you an example...

I’m subscribed to a newsletter that has nothing to do with Internet Marketing or
marketing at all for that matter and one of the guys who writes it routinely starts
out by telling me something completely unrelated to the subject of his

newsletter.

| remember one issue he started off by saying...

Not too long ago, in a fit of exasperation over the lack of American

entertainment available here in Spain, I picked up the Miami Vice box set.

So next thing you know, I'm rolling through the clubs in Barcelona with my

boy (Name Omitted), and we're introducing ourselves as "Sonny" and "Tubbs."
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Nobody has any idea what the hell we're talking about, but as you're probably

aware by now, I like to amuse myself.

I've even started rolling up the sleeves on my blazer. Just kidding.

Has nothing to do with his newsletter but it’s funny and it makes me feel like |
know the guy a little because he does something like that in every issue. You
could tell people you like the color green and they feel like they know you better.
What you tell them doesn’t matter so much as the fact that you should tell them

something.

The more personal you can get your newsletter to look, the more your readers
will start to respond to you. You see, you’ve been told to build your list and send
out a newsletter and of course you should, but why should you? Do you know

why? Has anyone ever told you why?

The #1 goal is to build a relationship with like-minded people who seek
guidance on the way to their goals. Your job is to help them get to wherever they
want to go. All people care about is where they want to go and if you can help

them get there.
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Your job is not to send out a bunch of recycled articles and ads. People don’t want
that and the thing is, many of them won’t unsubscribe when you send them junk.

They will just stop listening to you.

So, even though you may appear to have thousands of subscribers, you actually
don’t because many of them have quit reading. You have to ask yourself, why
should anyone care about you or what you have to say or even relate to you and

your business?

Do you give them a reason to? If you don’t, start.

People don’t care about or relate robots.

They care about and relate to other real people.

| remember a few years ago a friend of mine wrote an email course and wanted
an outside opinion on the content, so he sent an email to top email marketer, and
that guy | mentioned earlier, Terry Dean. If you don’t know who Terry is he owned
BizPromo.com but made enough money to retire from Internet Marketing

altogether and turned his business over to one of his partners.
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Anyway, here’s what Terry told him ...

The only thing I didn't like in your series was the beginning
of each email. The way you did it tells right up front that it's

not a personal email...and that it's probably selling something.

I would keep your subject lines, but I would change the way you
start each letter. Instead of doing the "graphics" I would do

a first paragraph from you similar to what I now do in Web Gold.

The reason I switched was that the current format of Web Gold
(with around 3 or 4 paragraphs from me at the beginning of each issue)

doubled my response rates.

It was more personal, got to the point of building the relationship (the #1

goal) , and makes more money.

So I would definitely recommend you changing out the very beginning

to look more like personal emails from you. You can use the lines and stuff

after you do that.

This would apply to all the emails.
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By the way, I do think you did a good job on the emails...giving good

information and keeping them short.

Terry

You have to realize that, back in the day, Terry at one point was getting up to
1,000 orders or more every time he sent out an offer to his list. That’s not bad if
you ask me and that’s what allowed him to retire. The only two things he did in

his newsletters were ...

1) Make the first part of it personal. He didn’t usually write too much about
himself because he felt like that wasn’t the important part. What was
important was writing anything from him (in his own words) to me as a

subscriber so that | could feel like | was connecting with him on some level.

2) He would write his own articles. Mostly. From time to time he included
articles from other people but for the most part he mainly shared his own
experience. Couple that with the fact that you (over time) felt like you
knew the guy from the personal touch he added to the beginning of each
email and you could see why people ordered by the hundreds or thousands

whenever he promoted a product or service.
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Terry understands the art of perception. Whether | actually knew anything about
him or not is debatable but Terry made me feel like | did. That’s all that really
counts when you’re talking about building relationships online. When you can get
people to feel like they know you (or at least know more about you than the

average guy just sending them recycled articles and ads) you stand out.

Standing out online is a good thing. You need to rise above the crowd and show
people why they should be dealing with you over someone else. If you don’t, your
competitors will be on equal ground with you and you don’t want that. You want
a person to see you as having no competition because they feel like they know

you and that you are someone who wants to help them achieve their goals.

Terry wrote an article about this and I'll include it here because | think it’s
extremely important that you make the message he shares part of your whole

newsletter publishing philosophy.

The 'Secret' To A Successful Free Newsletter!

There are currently over 300,000 newsletters/ezines on the Internet. The

number is growing every single day.

Most of these newsletter publishers never earn any real money (over $1,000 a
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month) . They work their butts off week after week to produce good content and
then only receive a very minor income from selling ads or linking to

affiliate programs.

You may have found yourself in this very same position?

The first thing you need to understand is that a big newsletter is not the
goal you are reaching for. It is a means to the goal. Your business goal
probably isn't really to build a 100,000 person newsletter list. Your goal is
to make money online. Building the list is just the vehicle which will take

you there.

This isn't just semantics. Having the right focus and position for your
newsletter is all important online. If you don't understand why you are
running an newsletter, then I guarantee you won't get maximum value out of

it.

I have been teaching home businesses about the importance of email follow-up,
multi-responders, and newsletters for almost 3 years now... and I see many
people have fallen into some major misconceptions on this subject. Say this

out loud with me...

"The goal of my newsletter is to build relationships with prospects and turn
them into customers." You probably didn't get it the first time, so please

say the sentence out loud once again...

"The goal of my newsletter is to build relationships with prospects and turn

them into customers."

If you are building a large newsletter list just to sell advertising, then
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you are missing out on the primary income stream it can provide you with.
Your newsletter is the gateway into selling more of your products and

services.

If you are the member of an affiliate program, then your newsletter is the
gateway into selling more of their products and earning higher commissions.
It should become the source of multiple streams of income from selling both

your products and the products of those you affiliate with.

One of the biggest mistakes I see being made from newsletter owners is not

inserting your own personality into your newsletter.

Part of the advantage to having a small business is you are a real person

they can contact, agree with, disagree with, etc.

Don't just publish other people's articles and call that a newsletter. Sure,
you can use some articles from other people. Even all of your articles could
be from other people. What you need to do is add in a few paragraphs you

wrote yourself at the top. Do an editorial section just like in magazines.

Don't just run ad copy from an affiliate program.

Tell your readers how you feel about the product. What did you gain from it?
How did you learn from it? What don't you like about it? You may be so afraid
of making mistakes in this area that you don't do anything. So, make some

mistakes. We all do. It is part of being human.

What you say may offend some people and they may unsubscribe from your
newsletter. So what? They weren't planning on buying from you anyway! I'm not

telling you to purposely offend anyone...just letting you know it's going to
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happen. Use spell checkers and have someone edit your writing for you, but
guess what? There are still going to be mistakes people will let you know

about.

People always ask me how I have gotten my name published all over the web.

Here's the secret...

"Be a real person."

It's not what you were expecting, is it? It's not exciting or highly
technical. It's just the truth. People online are looking for people who are

real, who have opinions, and who make mistakes.

One of my most popular articles being published around the web mentions a cow
named "Oscar" who lives next door. Some people won't like you mentioning
daily life such as this. Let them unsubscribe. The ones who stay on your list

will buy more once they know you.

"Personality" is one of the most under used tools in the newsletter

publisher’s arsenal. Right alongside personality is good content.

You need to balance the one with the other. You won't be able to produce a

growing newsletter without good quality content.

If you don't feel you can write good content for your newsletter, then use
other people's articles. Just keep in mind your primary goal - "to build

relationships with prospects and turn them into customers."
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There’s a very important point to be stressed here.

Even though that article is freely available for anyone to see online, | can still use
it here without lowering the value of this manual because there’s enough of my
own original information around it. That article is only used to support my own

words and my own opinions.

You can use other people’s articles when you write but surround those articles
with enough of your own information to get people to feel like they are
connecting with you on some level. Most publishers don’t take the time to do

this, which is why you have to.
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Email Marketing Secrets #4: If You

Really Want Someone To Give You
Something They Have, You Have To
Appear Not To Really Want It.

A lot of the email | get is from people who are trying way too hard to sell me
something. In other words, they really want my money and it shows. | can almost
smell the desperation in their email and being desperate to get something from

people is a surefire way to make them not want to give it to you.

When you desperately want something another person can give you (no matter
what it is) you attach an extreme amount of value to that thing and it makes them
not want to let it go because whatever you’re asking for now has more value than
they thought.

People hold onto things of value.

I’ll give you an example.
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Have you ever offered someone something you personally didn’t see much value
in and they got a little too excited about it? Didn’t it make you reconsider giving it

away?

That’s because that thing you were just about to casually give away apparently

has more value than you thought.

As soon as people sense they have something you desperately want, they either
won’t give it to you or they’ll make you work too hard to get it. Just from my own
personal observations I've found that people like to hold onto things that other

people find valuable even if those things have no real value to them.

You have to detach yourself from the outcome of what you’re doing.

When you write to people, write because you want to and because you want to
help them. In other words, you should try to never tip your hand and show how
much you really want something they have if you expect any fair chance of

getting it.

Of course you want to present your product offers but when you present an offer

without putting all kinds of crazy expectations in your head about how much

money you’re going to make, you won’t come off like you desperately need
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people to buy from you.

People always want to feel like they’re doing something for their reasons and not

because you “forced” them into a decision.

Your main focus should be on writing something helpful even when you’re making
a product offer. Give people some information they can use even if they don’t buy

from you.

Think about that the next time you write. When you write with the idea in your
head that it doesn’t really matter if people order or not because you’re writing to
help them, the action you want them to take won’t have a feeling of desperation

(or added value) attached to it.

| guarantee that when you create a newsletter, special report, or anything else for
that matter with the mindset of helping people and not on selling a million copies
that people will in turn not only buy from you but praise your efforts and tell

other people about your work.

Page

55



Email Marketing Secret #5 : Rejection

and how to deal with It.

Nobody likes rejection or criticism.

It absolutely terrifies most people and that’s why many of them will never get
anywhere in business or in life. No matter what you do you run the risk of being

criticized or rejected by other people.

Every single time you create an article, newsletter, eCourse or report you put
yourself in a position for someone to criticize you. That one fact alone stops most
people in their tracks before they can even start because everybody (on some

level) wants to be accepted.

Not everyone is going to like what you put out there so you need to come to
terms with that right now and understand that you’re not alone. Even the gurus
get a little nervous when they release something to the masses. You just have to

be willing to push through that fear.

You'll soon start to realize (as | did) that the majority of people will appreciate

your efforts and look to encourage you on to bigger and better things. Forget the
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losers who have nothing better to do than to tear someone else down so they can

feel taller.

Success comes to those who plan for it and are bold enough to go after it no
matter who stands in their way. Plan for success then boldly move forward with

your plan no matter what.

I’m not the greatest writer in the world but at the same time, | don’t ask anyone

for permission to write and be successful at it.

Don’t ask for permission to succeed and don’t worry about how people will react
to your work. As long as you take the time to make sure you do your best, you

have reason to be proud of yourself.

Everyone had to start somewhere and the people who would criticize you the
harshest only want to keep you down so you don’t ever develop the skills needed
to compete with them. Ignore them and keep moving forward towards your

goals.

Never let anyone take your accomplishments (big or small) away from you. Just

keep moving forward.
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The Power Of Perception Is A Powerful Tool So Use It
Wisely

You’ve probably heard the saying... “You never get a second chance to make a

good first impression” and it’s very true.

The first contact you have with someone is sometimes your only chance to get
them to see you as you want to be seen so it’s critically important that you put

some thought into that first contact.

What people believe is true is the truth as far as they’re concerned. That being
the case, your job is to influence (right from the start) what people think the

truth is.

Some of the people I've shared this view with say it’s unethical to try and make
people believe something that isn’t necessarily true and | agree because that’s

not what I’'m asking you to do.

I’m asking you to actually have honest intentions with people and take measured

steps to make them see those intentions where they would normally assume
something bad. Never let people assume something about you. Let them know

what you want them to know upfront so it’s easier for them to let their guard
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down around you.

Just think about it.

How many promotional emails have you gotten this week about some new
product? How many of those publishers routinely send you helpful information

without trying to make a sales pitch?

Not many.

Whenever you see who some emails are from you automatically know it’s a sales
pitch and your guard goes up. You aren’t likely to buy from that person when this

happens.

That’s why | stress the need to send your readers more than a flood of affiliate
links. That’s a big key to getting more people to buy from you right there. If you
write a report about doing something specific and get people excited about it,

they’ll want to buy a product that helps them do what you just got them excited

about doing.

Anything you can do to distance yourself from competitors like that can only help

you make more money. Your readers expect you to be like everyone else. Don’t
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be.

You have no excuse for continuing to do what you’ve always done and getting
yourself lumped into a pile with the rest of your competitors. You know better.
You know what steps to take. All that’s left is for you to make a decision right now

to take action on them.
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Conclusion

Writing in a way that gets people to buy from you boils down to one thing really.
Write in a way that makes it seem like you care. If you really do care that’s even
better but at the very least you should always make a conscious effort to make it

look like you do.

If not, you’ll get lumped into the same pile most of your competitors get tossed in

and that’s not where you want to be.

Is it dishonest to make it seem like you care?
No.

Here’s why...

The person you are right now is a sum total of every action and decision you’ve
made up to this point of your life and since you can’t travel back in time, you can’t

change who you are.

But, through your future decisions and actions you can change who you will be.

By consistently taking the action of writing to people in a way that makes it seem
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like you care, you are changing yourself into a person that actually does care

about helping your readers.

When people read what you write, they should easily come to the conclusion that
the only reason you wrote to them was because you wanted to help them do
something they couldn’t do before or to share something about your personal

experiences so they can learn without having to make their own mistakes.

Remember, people connect with others who seem to offer them the best chance
to achieve their goals or at least other people who seem to want to help them

reach their goals the most.

And the thing is, you never really have to write about anything that spectacular.
Sharing what has worked for you, your opinions, your ideas or anything you
believe would benefit someone reading your material is infinitely better than

mindless hype you can’t back up.

The goal of any information you put out there to get people’s attention isn’t to try

and sell them something.

The #1 goal of anything you write and send out to other people is to give them

the impression that you are someone who is worth buying from by either truly
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caring whether or not your information helps them or at the very least putting

forth the effort to make it seem that way.

Again, whether you care about other people, want to help them out, value their
time, or not, when you write to others it has to seem like you care, want to help
them out and value their time. You can’t assume people will automatically know

what kind of person you are and that you’re in business to help them.

Consciously do things to make them see the kind of person they would want to

do business with.

People draw conclusions because the mind is always trying to fill in the gaps
between what is explicitly known and what can only be guessed at. If you're trying
hard to help people with your free information, they assume (their mind guesses)
that you try just as hard or harder with the products and services you sell or

recommend to them.

Remember: People care about themselves first, then anyone else who seems to
care about them too. So when you do things for the people who are giving you

their time, (reading what you write) they learn to value what you say and do
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things to benefit you so that you feel like continuing to do things for them. It’s not

about you at all.

What usually gets you in trouble is the fact that you’re thinking about yourself
and what you’re trying to accomplish. That keeps you from seeing the fact that if
you want other people to give you what you want, you have to give them what

they want first.

The One Question You Need To Ask Yourself

I’'ve given you a lot of insight into my thought process when | approach a writing
project but none of what | shared with you will help you at all if you can’t honestly

answer this question...

Are you willing to put what you want to the side and focus on giving others
what they want without thinking so much about how much you’re going to get

paid from your efforts?

That’s a tricky question because even if you answer yes, that’s not enough. Saying

what you’re willing to do and being willing to do what you say are two completely
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different things.

Your major competitors are seen as people who have products that are superior
to just about anything you produce. Why? Because nearly all of them understand

everything I've told you up to this point.

Respect the time other people are willing to share with you by giving them the
best information you possibly can. Forget about competition and that if you give
away or sell some of your best information that it’s going to hurt you and your

business.

That’s crazy because most of the people you share your information with won’t
do a damn thing with it. Out of every 100 people you could probably expect 5
people or less to go through all of it and put together a plan they will actually

execute.

But here’s the thing.

For every 100 people who buy your products only a small percentage of them will

do enough to compete with you on any level whatsoever. So about 95 people out

of the 100 who gave you their money won’t do anything at all to put a dent in
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your business.

People get addicted to stuff that makes them feel good. When you produce
quality information that’s geared towards actually helping people, many of
them will get a wishful thinking high. What | mean by that is they’ll sit there
with your materials and daydream about your information helping them to do

something but they won’t actually put any of your information to good use.

Just having a great product in their possession is enough for them.

These types of people like to create ideal outcomes in their heads and scare
themselves out of taking action because if they took action, they would be

accountable/responsible for their own future.

I’m not sure where it comes from but people love to blame others for their past,
current and future states. People don’t take responsibility for their actions
anymore. At least, they don’t want to. As long as that mindset exists, you can
produce highly valuable products and sell them to a lot of people knowing that

you are not creating a large number of competitors.

With that being said, there’s no reason for you to hold back the quality of

anything you produce. Most people will say a lot of things but they aren’t willing
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to do a lot of the things they say. They talk about taking action on good

information but they won't.

So sell thousands of high quality products and count your money. Holding back on
the quality of your information ultimately limits the number of repeat customers
you’ll have and takes money out of your pockets so don’t hold back. Give people
the mental high they want and deposit the money you get into your bank

account.

You're not responsible for anyone else’s success. If they don’t want to do what it
takes to be successful, that’s completely on them, but do give them quality

products that work if they work them.
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