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Ready? FIRE! Aim.

In his book The Ultimate Marketing Plan, copywriter and marketing consultant Dan Kennedy said:

“Personally, I detest planning. I’ve got the classic entrepreneurial nature—‘Ready? FIRE! Aim.’ Plan? Geez. Let’s just go sell something.”

I can certainly relate. That entrepreneurial spirit has always been in my blood, too.

Sure, I had the standard lemonade stand when I was a young child. But I later opened a stamp and coin “shop” in my basement at the ripe old age of 11…complete with “billboard” signs across my neighborhood. Once I cleared my “inventory,” it was onto the next project.

For Halloween, I’d stage my own haunted house. For a dime (later a quarter), kids could wander through my labyrinth of terror, complete with props and “actors” in costumes.

Sometimes when I was bored I’d do things like set up an obstacle course and dare the neighborhood kids to try to get through it. They’d win a prize if they could do it, but it would cost them some spare change up front. In retrospect I was pretty lucky no one got hurt.

When I saw the older kids selling candy for their school or some other event, I came up with the bright idea to buy a bunch of candy at the store for cheap and sell it at a higher cost, earning a profit. That might have worked, except I ended up eating most of my “profits.”

I even learned how to borrow money at zero percent interest. My father still tells the story of when he gave my brother and I each a dollar for the penny candy store. After we emerged from the store, my father asked me how much money I had left.

“None,” I replied.

He then asked my brother Jim how much he had left?

“A quarter.”

“So you spent seventy-five cents?” my father asked him.

“No, I spent a quarter and loaned fifty cents to John.”

I guess I liked my candy back then!

As a young teenager I sold shoes door-to-door for Mason Shoes. I published my own neighborhood newsletter around the same time. I eventually saved up enough money to buy a paper route (I don’t know if it’s the same today, but back then if you wanted to be a paperboy, you had to buy an existing route from someone who was selling theirs).

Since then I’ve sold toys, cars, siding and windows, advertising, electronics, software, hardware, books, info-products, the list goes on.

I’ve held all kinds of jobs, from telemarketing to sales to marketing to IT. And through it all, I’ve always come back to being an entrepreneur.

I’ve owned several businesses, from part-time “on the side” companies (while holding a “steady” job) to full-time “slit my wrists and pour out the blood” businesses.

To me, there’s always been a certain allure to being in charge of your own destiny, even if it means temporarily being a slave to your business.

I suppose I’ve always been drawn to the “elusive” lifestyle of having more time with my family. More time to spend on leisure activities. More time to do what I want to do, and not what some boss tells me I have to do.

I say “elusive” lifestyle, because until recently, the freedom to have more leisure time always seemed just out of reach. But once I learned the strategies and systems used by some of the top marketing insiders, I finally started getting to where I wanted to be.

I should point out that I didn’t study and learn from MBAs and college professors preaching theory. I learned from people who’ve used these strategies to make themselves a very comfortable lifestyle. In short, I learned from doers.

And by modeling and adapting the most successful systems they’ve used, I’ve been able to build my own. But I didn’t stop there.

Before we go any further, however, let me take a moment to talk about what I’m going to reveal here.

The core content of this book is about your list. It could be a physical mailing list or an email list. I’m going to talk about some ways to build your list, and ultimately I’m going to discuss specific emails you should DEFINITELY include in your autoresponder email lists.

But before I get to all of that, I’m going to start with the bigger picture: the system you use and how the marketing funnel will benefit you once you set it all up. This is important, because many of the concepts I’ll cover will have their roots in the marketing funnel concept, which I’ll get into.

After that, I’m going to show you actual emails I’m using in my autoresponder (AR) sequence for my latest product, the Copywriters Toolkit, and more importantly WHY I’ve included them (and best of all, how you can tweak them and use the same formats to gain all the benefits I do).

So, that being said, let’s dive into the core concepts.
Why A Marketing System?

Remember in the movie Field of Dreams when Kevin Costner heard the voice whispering to him in his Iowa cornfield, “If you build it, he will come?” He built the baseball diamond against all odds, his farm teetering on foreclosure. And in the end the people all came, driven by some desire even they weren’t aware of.

Such events make for great fictional stories, but let’s face it: when you build your business, people won’t flock to it automatically by some unseen force. You have to let them know what you can do for them. In short, you have to advertise.

You need a way to bring in new customers and sell to existing ones. You’d like to have some method to reactivate former customers. You want to try different tactics and strategies and see which ones are the most profitable for you.

There’s certainly no shortage of marketing advice out there—some of it good, some of it bad, some that works for some businesses, but not others. In many cases the only way to know for sure is to try them out yourself.

Sure, you want to try the things that have the greatest likelihood of success. Perhaps you attend seminars, try the next new marketing fads, purchase products and services that promise you the world. You advertise in this publication or that newspaper. You try your hand at online marketing, email marketing. You look at successful sales letters and try to use the best elements for your own campaigns. You network with other professionals, hoping to glean some new ideas to try.

In short, you may be all over the map, trying new methods as well as time-tested ones. Keeping what works and discarding what doesn’t.

It’s a numbers game, really. Given enough time and money, you’ll eventually discover the things that work best for your business. The problem is you can really burn through a lot of that time and money before you get there.

Let me offer an example that marketing expert Jimmy D. Brown talks about.

Suppose you approach a car and start pushing it. It doesn’t seem to be moving, so you look to your right and see another car, a smaller one that looks like it weighs less and might be moved more easily.  So you abandon the first car and start pushing on the second. Meanwhile, another person comes by and starts pushing on the first car you left behind.

After several moments, you realize the second car isn’t going anywhere either, and you spot a third vehicle, this one a Jeep Wrangler (those lightweight frames must surely make the Jeep weigh less). So you leave the second car behind and start pushing the Jeep.

Meanwhile, the other fellow is still pushing on the first car. At first it’s not moving, just as when you tried to push it. But slowly and gradually, it begins to inch forward. Just a little bit at first. Then it moves a foot. The fellow keeps pushing, and the momentum builds up even further. Now it’s moving even faster, covering more distance.

You stop pushing the Jeep to look at the first car moving. Now you’re even more determined to get a car of your own moving forward, so you start on a fourth car.

But the first car is really picking up speed now.

You’re beginning to get frustrated, so you look for lighter cars to push. But you’re getting tired. Eventually you decide to call it quits.

When you turn to look at the first car, you notice both the guy and the car are nowhere in sight.

That analogy can be applied to your business as well.

When you spend all your time and money chasing the next greatest thing, you’re not able to stay focused on your business and your goals. Yes, some techniques may work for you. It’s just not an efficient use of your time and resources.

When you have a plan—a system—in place, you’re positioned to grow your business both over the short term and long. That fellow pushing the one car had a plan, simple as it was. And he stuck with it.

Now if he had a tow truck, he surely could’ve moved it much more quickly and with less effort on his part. But you have to start somewhere, and without that tow truck, you have to make the most out of the resources and ingenuity at your disposal.

And even if every method you tried turned out to be a success, you still need some kind of system to tie it all together. It doesn’t have to be complicated. In fact, some of the best systems are fairly straightforward. It just has to be consistent and proven.

	· A system will keep day-to-day tasks from falling through the cracks.


· Each new strategy that’s successfully tested can be placed in the system with the assurance that it will function with everything else already in place and increase the ROI (return on investment) of your system even further. That means when you start pushing on that second car, your system is still pushing on the first. This way you’ll eventually get both cars moving.


	· A system removes you from the time-consuming operations tasks and lets you focus on growing your business.


· A system lets your business run like clockwork, so you can spend more time with your family or doing the activities you enjoy.


	· Once optimized, your system can be applied to new/other business ventures, with the same expectation of success as your original “seed” system.


· Your system can be customized to the needs of your business. The best systems are flexible. They allow you to adapt any aspect of your marketing, and any changes in your marketplace or industry trends.


Let me tell you a story.

Several years ago, copywriting legends John Carlton and Gary Halbert were strategizing about their marketing in Gary’s office. During their brainstorming session, an employee burst in the room with news that the copier was broken, and there were urgent copies to be made and mailed. Then the computer was down and the phones had been cut off. The landlord was banging on the door for some reason.

So John started folding up his briefcase, thinking they weren’t going to get any work done that day.

Well, Gary stood up, pushed the employees out, closed the door, and said, “Let’s get back to work.”

That’s “Operation Moneysuck.”

As John puts it: “If you are the guy who brings in the money into your business, then that’s your most important job. That’s your second most important job, your third most important job, and on down the line.”

If you’re the one who brings in the money, then that’s what you need to be doing. Every hour you spend fixing the phones or the copier or dealing with operations issues is an hour that robs you twice: that hour is gone, and you’ve spent an hour less bringing in the dough.

A system removes you from the time-consuming operations tasks and lets you focus on growing your business.
Stop and think for a moment about how much your time is worth. You really do need to look at your income and break it down to an hourly rate.

Here’s what each hour is worth to you now:

	____________

Annual Income
	/   52 Weeks =
	____________  /

Weekly Income
	__________  =

Avg. Weekly

Hours Worked
	___________

Hourly Worth


Here is what you should be thinking about for Operation Moneysuck:

	____________

Desired

Annual Income
	/   52 Weeks =
	____________  /

Desired

Weekly Income
	__________  =

Desired Avg. Weekly

Hours Worked
	___________

Desired

Hourly Worth


…because you have to plan for your goals, not what you’re achieving now.

So any task that does not earn you your hourly rate (at a minimum) should be outsourced for cheaper. Ultimately that will eventually apply to any task that does not earn you your desired hourly rate.

By putting a system in place, you can focus on those activities that will earn you at least your desired hourly rate, while leaving other tasks to your employees or outsourced help.

Your Marketing Umbrella And How It Influences Everything

When I get on a plane, I’m glad that pilots use checklists. Even though they’re experienced, a checklist makes sure everything is covered and that nothing falls through the cracks. Checklists are proven to work.

Think of a system as a more robust and complete checklist. Whereas the pilot checklist deals with pre-flight testing, the entire system would be the mechanism in which the entire airline company adheres to from end to end.

As an aside, there are basically three ways to grow your business:

	1) You gain more customers.

2) You get your existing customers to spend more money with you.

3) You get your existing customers to purchase more frequently.


Note that reactivating old customers that no longer buy from you can be considered a new customer or existing customer, so they would fall into the three methods described above.

So the marketing system, in our case, deals with the end-to-end system of marketing, profit centers, and ROI. Everything that can possibly affect the three ways above to grow your business (and the reverse: keeping your business from shrinking) is part of the marketing system.

To illustrate what I mean, let’s do a quick simple exercise. For each role below, put a check next to it if you think marketing should influence that role.

	· The handling of inactive and dissatisfied customers


· Customer service


· Support


	· Human resources: the hiring, firing, and promotions of employees


· Issuing refunds


	· Product fulfillment


· The layout of your business: your store, waiting room, etc.


	· Appointments and follow-up


· Product packaging


Ok, you’ve probably guessed by now that marketing should influence ALL of those roles.

Customer service has a chance to ask for cross-sells, up-sells, and reduce refunds, among other things. The same goes for support. Despite what you may think, the handling of inactive and dissatisfied customers is not the sole responsibility of operations. They are, in fact, opportunities to make more sales and promote referrals. You need to keep your front line service folks plugged in with your marketing campaigns to take advantage of these opportunities.

For example, a department store ran a holiday promotion using full-page newspaper ads, which showcased their increased holiday inventory and price reductions. Their prospects were also offered the easy option to phone in their orders.

Well, when the phones started ringing, the telephone operators knew nothing about their special offer. As a result, customers were unhappy and sales were lost, all because one store manager forgot to tell the telephone operators about the promotion.

Fulfilling product orders sounds like a job for shipping. That may be, but by putting package inserts in with the shipment, you have additional opportunities to sell even more. Your customers just bought from you. They’re pleased with their purchase. They’ve done business with you and they feel good about it. Isn’t now a good time to ask for another sale?

How about your store layout? Your waiting room design? Instead of boring magazines and pictures from Sears on the walls, why not plaster your waiting room with photos of past customers and testimonials. The smart car salespeople use this tactic all the time. If you look at their offices, you’ll see countless photos of happy customers posing with their brand new cars. Talk about the power of their prospects mentally putting themselves in that picture!

Product packaging. I grew up less than a mile from Stew Leonard’s famous supermarket in Norwalk, Connecticut, and over the years I watched the store grow. Where traditional grocery stores would sell upwards of twenty or thirty thousand items, Stew Leonard’s focused on one of their specialty niches: freshness. They carried only two-thousand items.

Every day they brought in fresh fish, cleaned it up, nicely packaged it, and proudly displayed it in their freezer cases, labeled “FRESH FISH.”

Now Stew Leonard’s was a store that wisely listened to their customers, and when sales of the fish weren’t as high as they had hoped, they turned to their customers to find out why and what they wanted.

Well it turned out that it was a perception issue. Their customers told them they wished Stew Leonard’s carried real fresh fish, like the ones on slabs of ice at the farmers’ market. So the store started packaging the fish in two different ways: 1) the way they always had, and 2) unpackaged on a slab of ice in a small display unit with a sign reading “Fresh Fish Market.”

Their results? Sales of fresh fish more than doubled, proving that how they packaged their fish was at least as important as the other factors involved.

What about appointments and follow-up? Issuing refunds? These are all opportunities to sell even more. No opportunity should go untapped. And your marketing system should reflect that.

And if you think Human Resources should be left with all the hiring and firing decisions, think again. Even a dishwasher or busboy plays an integral role in the business of a restaurant. Whether or not they interact directly with customers is irrelevant. Your customers still see the results of their actions.

There’s an old story about a janitor who worked for NASA in the seventies. One day upper management was giving a tour to some government officials, who were evaluating the funding that NASA needed. They stopped and asked the janitor what he did for NASA.

“I helped put a man on the moon,” the janitor replied.

It’s that kind of mindset that you absolutely must instill in your employees if you want to make sure your business is positioned for growth. All roads must eventually lead back to marketing. Why? Because it’s the only way your business will grow. Your “marketing umbrella” needs to touch all aspects of your business.

More Than Just Advertising

Your marketing is more than just having great ads and sales copy. No matter how great your ads are, there are other factors that come into play to determine how successful your business will be. Your marketing system needs to cover all of them.

It’s been said that there are generally three things that determine how successful your marketing campaign will be. In order of importance, they are:

	1) Your market

2) Your offer

3) Your sales copy or ads


Notice that your ads are the least important of the three?

It makes sense when you think about it. You could have the greatest ad for an expensive set of golf clubs in the world. But if you show that ad to a group of literature buffs, it ain’t gonna cut the mustard.

If, however, you have a weak ad and you target a hot market who wants what you’re selling, you’ll do much better than a great ad targeting a weak market.

Likewise, your offer has to be good. I would say even great—a “no-brainer.” If your golf clubs ad is great and you target your ad to die-hard golfers who know, trust, and purchase your clubs, you’re not going to make many sales if they can get the same set of clubs at their local golf store for less. Unless there’s a compelling reason to buy them from you instead.

So even though you’ve got a good ad targeted to the right market, if your offer is weak it doesn’t matter that you hired the best copywriter in the world to write your ad: it’s still not gonna sell.

Only when all three work together—your market, your offer, and your copy—do you make the maximum sales possible.

I would even add two more success factors to the other three, the first being media costs.

You already know what your product costs you. And you know your gross profit margin, based on the cost in which you sell that product. For example, if you have a 75% margin on a $100 product, your product would cost you $25 to produce or obtain, and your gross profit will be $75 per item sold.

In addition to the cost of the product, you also have fixed costs, but these too are known in advance. So the unknown variable is really the cost of your media.

If you buy a full-page ad in a national magazine and it costs you $18,000, and you earn a gross profit of $15,000, you are short the $3,000 necessary to cover the cost of the ad and break even. So the ad is considered a failure as a result. But if you’re able to obtain that same full-page ad for $10,000, then you make a profit of $5,000, and the ad turns into a success.

In this example, the difference between success and failure is how cheaply you can buy your media.

Note that I’m assuming you’re running your best copy—your control ad. Improving the response rate of the ad can also make the difference between success and failure, but all things being equal, you can see the direct result of your media costs on your campaign.

Now perhaps your full-page ad in that particular magazine may not bring a positive ROI if you can’t get the space cheap enough, but it may in another magazine or another media.

For example, direct mail has no media costs—just printing, postage, and list rental, if applicable. The same can be said of catalogs. Those costs are fixed, especially if you are mailing to your own “house” list.

However…print display ads, TV, radio, and any other negotiable medium introduces variable costs that could impact the success or failure of your marketing campaign.

I’ll share with you some great ways to save quite a bit of money in media costs in a later section.

The other success factor I’d add to the “standard three” is timing. Timing is arguably part of the offer/market match, but results can swing in a huge arc between more successful and less successful, even though they may still be within the range to be considered an overall success. In fact, the best market/offer match-up is often “tuned” to the timing of the ad being run. That is, what will the market bear? Often it should be the other way around: the ad should be mailed/run/aired when the timing is at its most opportune moment to generate the highest profits and ROI.

The timing factor is especially evident when tying in promotions to certain current events in the news. Often the news hits with little warning, and you have to act fast to develop and deploy the promotion while the news is still fresh. Obviously events that stay in the news for longer periods give you more time to plan, but it’s still better to be first.

Even better is when you know news is coming, and you plan for all outcomes in advance. There’s a reason sportswear and other companies have promotions ready to go for both teams in the Superbowl or World Series. One of the two teams will win. How else could they start their campaigns the minute the official results are known? 

The same could be said for elections. How about the release of a movie or music CD? An upcoming holiday. A NASA mission. The passing of a new law. The Olympics. Any time you have an opportunity to use the news for your benefit, you should strongly consider it. This is especially important when you send a broadcast email to your list. Why should they open yours in a sea of others?

You should know that the 2 most important factors (in order of importance) that the people on your list consider when deciding whether to read your email are:

1. Who the email is from. Changing your “From” name often or from what they’re used to seeing can hurt your open rate.


2. Your subject. And if they DO open your email and feel “suckered” because your subject has nothing to do with the content, they will likely delete it instantly, taking no further action. More on that in a bit…

And those 2 factors will determine whether they:

1. Open your email


2. Delete your email without opening it


3. Not delete it, but save it for later

Obviously we want them to take the first action: to open your email immediately, where your copy takes over and convinces them to take the desired action.
But back to “entering the conversation already in their minds.” Whenever there is an event they are already talking about, you should use that to your advantage.  And if that event can result in different outcomes, planning for all possible outcomes is just one way you can be among the first.

And speaking of being the first, there’s another aspect of timing that we’re going to cover in the sections ahead. “Conventional” wisdom tells us that if there are a lot of products similar to yours being sold to your target market, there is usually a demand for your product as well.

Well there’s also an opportunity to dominate your niche market by introducing a product that is harmonious with their desires and needs, and where you are the first to market such a product to them. However, like any other marketing strategy, there is a risk-to-reward ratio involved. By being the first, you are taking more risk, but you will also reap more reward if successful. But the reverse is also true: you run a greater risk of losing more if it’s a failure.

The way we limit this risk is by testing, which allows us to determine whether to move forward, or “roll out,” with our promotion or cut our losses short. So as you can imagine, testing is performed on a much smaller scale on a sample representative of our larger market. We’ll cover testing in greater detail later on.

But…getting back to your market, your offer, and your copy. The three together will generally determine the success of your marketing campaigns. That’s why great ads alone won’t grow your business. You need to factor in the other things that will make or break your success. A good marketing system should incorporate all of this as well—consistently—from end-to-end.

One of the greatest systems ever developed in the fast food industry was Ray Kroc’s vision of consistency, based on a proven formula that was to be applied to all McDonald’s restaurants.

McDonald’s didn’t start out as an empire. It was Ray’s system, based on the fact that McDonald’s restaurants in California had the same menu prepared in the same way as the McDonald’s in New York, that enabled their tremendous growth.

Ray developed a system that he tested and tweaked, until it was a model of success: his “seed” system. Then he multiplied that system in a huge way, rolling it out on a grand scale and taking the rewards that came with it.

The beauty of this concept is anyone can do it, whether on a large or much smaller scale, and get the same results as the “seed” system.

I hope I’ve convinced you about the merits of putting a system in place for your marketing. More than likely you already have some kind of general system or plan working for you, even if it’s not complete or consistent. You may know what needs to be done, but maybe you’re not sure how to go about it. Or maybe you’re just shifting your focus week-to-week, month-to-month, chasing down the methods that you think will give you the greatest success at that time.

But opportunities are slipping through the crevices you’re not watching. That car you’re pushing just isn’t moving forward fast enough.

Let’s face it: you’ve been down that road before. Isn’t it time to focus your efforts on what’s really important to you and your business?

I’m here to help you do just that.

Why This System?

The short answer? Because it works. But to answer that question more fully, let me tell you how this system came to be.

I didn’t invent the core concepts. The system is based on proven marketing principles honed over the course of time by successful entrepreneurs…the doers, the testers, and the business builders. They are the ones who’ve built their businesses from scratch and lead the way to turn these businesses into multi-million dollar empires.

One of my first jobs out of college was working for the Hardware Division of Emhart Corporation. Some of the products Emhart manufactured and sold were electronic magnetic keycard locking systems for large hotels all over the world. I worked in the Marketing Department, and I got to see firsthand how they prepared their marketing campaigns, proofs and paste-ups for ads and printing, and brand building.

When I ventured out on my own to create an IT consulting business, I was a bit perplexed on how to go about my marketing, since I didn’t have the deep pockets of large corporations like Emhart. I started reading about successful entrepreneurs who built their businesses from the ground up, and I was especially interested in some of the creative ways they marketed in the early days on a shoestring budget.

In particular, I was fascinated by direct response marketing, especially in the mail order industry. Here were ads for products that you couldn’t pick-up, touch, or examine, yet people would send checks off to far away places, only to wait several weeks to receive the goods they ordered.

Now mail order certainly wasn’t new to me. I grew up reading Boy’s Life and other magazines that carried lots of direct mail ads, and companies like the Johnson Smith Company were a household name to me. Ben Settle and other notable copywriters at the time had a virtual monopoly on my eyeballs. And as I grew older, it was a major event when Drew Kaplan’s DAK catalog arrived in the mail.

So while mail order itself wasn’t new, I was looking at it from a different perspective. As I read more about mail order and direct response, I realized that seasoned direct marketers would make better mentors to me than big business marketing departments or ad agencies. The seasoned pros have been through the trenches. They’ve seen what worked extremely well and what didn’t work. They rolled out their successes and learned from their failures. They carefully measured their results to the penny. Anyone without this real-world experience can only guess at what’s going to work. And naturally I wanted my business to be successful. Guessing was simply not an option for me.

I didn’t realize it at the time, but by adapting the premise of a two-step ad (where someone gives you their name and address to request more information about your product—the first step—and you then follow-up by sending your marketing materials—the second step), I was well on my way to establishing my first lead generating system. At the time (nearly 20 years ago), this was a big breakthrough for me. But it was just the start.

A few years later, I started learning from a fellow by the name of Lawrence Tabak, who was a student of Gary Halbert at the time. In particular, I admired Lawrence’s “no nonsense” style and his ability to show in a straightforward manner how easy it was to sell a product via mail order in the most efficient and cost-effective way. I also began to learn how to write compelling direct response copy.

That year I launched my first mail order product, which was a “how to” book on quitting smoking naturally. It wasn’t a bad campaign for my first. I made a slight profit, but more importantly I learned a lot from actually doing it, rather than just studying it. I learned firsthand about list brokers and rented my first lists. I learned about testing and tracking my campaigns. And I learned about copywriting and creating info-products.

I’m also a little embarrassed to say that I used a two-step ad in some places where a one-step ad was really warranted, plus other mistakes, but that was part of the learning process.

I dabbled a little more in mail order, but eventually focused my efforts back on my IT consulting business (which really wasn’t even called “IT” back then). The business was doing quite well, and I was making a good living from it. I continued to study successful entrepreneurs and adapt their best strategies in my business. As a result, my business grew at a steady clip and continued to grow for many years.

Fast forward to the present. I continued to build and adapt my system over the years and used it successfully to land clients such as CIGNA, United Technologies Corp., Duracell, Sikorsky, Pratt & Whitney, and many smaller firms. I had a web design business for while, and eventually turned to marketing consulting. I discovered that many of my clients had no real marketing system in place and flew by the seat of their pants (you might be surprised at how many).

So a big part of the value I provided was helping them to put a solid marketing system in place that let them focus on the core aspects of their business. At the same time this system would help to reveal underexploited profit centers and encourage the growth of their business.

Best of all, it can easily do the same for you.

	· It’s based on other systems that have been proven to work for their respective businesses…systems that are quietly making their owners fortunes in profits and business growth.


· It’s been crafted to work for practically any business.


	· It’s adaptable. You’ll be able to insert your own steps, as well as the methods used by your coaches and mentors.


· It contains little known strategies and tactics used by the top moneymaking doers.


	· It’s designed so you can focus more on the methods that give you the best results.


· You can start getting results right away, while still employing strategies for long-term growth.


· You can start it on a shoestring budget or a larger investment (plus use the ‘ol time versus money tradeoff).


The system itself is fairly straightforward, but it’s how you get leads, how you follow-up, how you sell that’s really going to make the difference between barely making it work or a windfall of profits and growth. And I’ll take you step-by-step through this process.

Is this the “best” system or the only system you should use? That’s a highly personal choice, and a decision you’ll have to make. I wouldn’t think of it in those terms, but rather once you have a chance to put it to the test, ask yourself: “Is it working for me?” I would say keep an open mind to everything, but keep only those methods that you or someone trustworthy has personally tested and found to be successful. As President Reagan used to say, “Trust, but verify.”

Renowned dealmaker and business growth consultant Jay Abraham had a client in the construction business. This company would deliberately breakeven on the first job they performed for a new client. And they made sure the client knew that fact. It was their way of showing their quality and performance. As a result, 80 percent of those clients hired them again, adding $50 million a year to their bottom line.

Another of Jay’s clients brings in $6 million a year performing maintenance and repair work for air-conditioning and heating. Twice a year that company does a mailing to all their clients, and they also advertise a $19.95 tune-up and cleaning service. Although it actually costs them $30.00 to perform the service, they end up making money instead of losing it. That’s because about half the people they visit end up having an immediate problem that needs to be repaired—a problem they weren’t aware existed. And that problem adds a minimum $125.00 profitable service charge that they collect right there and then. So even though they lose about $10.00 on the initial service, they know before even heading out to perform the service calls that they’ll make a nice profit overall.

On top of that, 50 percent of their new clients having the service performed for the first time end up being regular customers, bringing in an additional $2.5 million a year.

Do you think there are opportunities to sell one of your entry products or services at a loss or breakeven to make even more on the back end?

Legendary copywriter John Caples once tested the following two headlines of an ad to see which one gave the greater response. Can you guess which one was the winner?

“What Would Become of Your Wife If Something Happened to You?”

“Get Rid of Money Worries for Good!”
You see, no matter how experienced a marketer you are, it’s nearly impossible to precisely guess what the market wants or will respond to without testing. John knew this, hence his test. By the way, the second headline out pulled the first, even though an advertising jury (think professional focus group) favored the first to win.

The famous New York merchant John Wanamaker once quipped, “I know 50 percent of all my advertising is being wasted, I just don’t know which half!” With testing and tracking, he would have known.

Do you want to know which of your ads are earning their keep and which ones you should ditch? Would you like to learn the right way to test?

Online marketers John Reese and Yanik Silver have both mastered building customer loyalty. In fact, if you’ve spent any time marketing online, you’re probably well aware of John’s record-breaking $1.08 million in sales within the first day when he sold his Traffic Secrets course in 2004.
Yanik has had equally great success with his courses, seminars, and other products. John and Yanik both use many secrets to maximize their profits, but I think one of the biggest reasons for their success has been the way they developed their customer loyalty and built social proof around their brand identities (i.e. themselves). And they have a solid system for duplicating that success in all of their endeavors.

Plus—and here’s a big one—neither of them restrict their marketing efforts to online only. That’s an important distinction between most Internet marketers and these pros. And one of the reasons they’re so successful.

Would you like to build that kind of customer loyalty and social proof? Do you think your business will benefit from both online and offline marketing…a form of hybrid marketing that contributes more as a whole than either one could alone?

Joe Sugarman may be famous for his BluBlocker sunglasses line, but long before he entered the retail market, Joe was a veteran of direct response and the mail order business, selling gadgets and high-tech products to the mainstream. Joe applied his tested direct marketing methods to the infomercial media, and he was also among the first to use toll-free numbers to take orders via credit cards. His competitors, of course, imitated his methods whenever they could because they worked. Given the opportunity, why do you think they copied Joe instead of some high-priced MBA consultant or ad agency?

These are all real examples of marketing veterans in the trenches making billions for themselves and their clients. Does this mean every attempt was a success for them? Did everything they touched turn to gold? Of course not. They all had their share of disappointing results and failures too. All the more reason for you and me to learn from them and ethically “steal” their ideas.

So with that said, let’s progress to the fundamental concepts of this marketing system: the 80/20 Rule and the marketing funnel.

The Marketing Funnel System: Overview


Pareto’s Principle: the 80/20 Rule
In 1895, Italian economist Vilfredo Pareto wrote about a mathematical formula he discovered modeling the distribution of wealth in his country and every other country he studied. Pareto observed that twenty percent of the population owned eighty percent of the land. Eventually others found similar distributions that applied to their own situations. Dr. Joseph Juran, a quality management expert working in the US in the 1930s and 40s recognized a universal principle he dubbed the "vital few and trivial many."

As a result, Juran's observation that 20 percent of something is responsible for 80 percent of the results became known as Pareto's Principle, or the 80/20 Rule.

The 80/20 Rule simply means that in any situation, a few (20 percent) are vital and many (80 percent) are trivial. Put another way, the 80/20 rule states that the relationship between input and output is rarely, if ever, balanced. In Pareto's case it meant 20 percent of the people owned 80 percent of the wealth. In Juran's case he discovered that 20 percent of manufacturing defects were causing 80 percent of all problems. You can apply the 80/20 Rule to almost anything.

In fact, 20 percent of your staff and colleagues probably give you 80 percent of all the support you need. Don’t take them for granted, because true advocates like them are rare. You probably read trade journals and books, and I’ll bet 20 percent of them supply 80 percent of your knowledge in those subjects.

And what about those jobs around the house that you’ve been meaning to get around to doing? The 80/20 Rule means that that if you have a list of ten items to do, two of those items will turn out to be worth as much or more than the other eight items put together.

The 80/20 Rule can be harnessed in many ways for your business. And when I say 80/20, that’s really an approximation. Sometimes it might be 70/30, sometimes 85/15, you get the idea. The crux of the concept is that a small amount of something is responsible for the vast majority of results.

Even how you spend your time is subject to the 80/20 Rule. Ever notice that 20 percent of your efforts is responsible for 80 percent of your success? And the reverse is also true: 80 percent of your efforts is only responsible for 20 percent of your success.

Look familiar?

You're in the 80 percent (the less desirable) segment of your efforts if…

	· You're working on tasks that aren’t in your area of expertise.


· You're spending time on tasks other people want you to do, but you get little or nothing in return.


	· You’re doing a lot of prep work that’s setting you up for the “real” work.


· Tasks are taking much longer than you thought they would.


	· You're frequently putting out fires and working on “urgent” tasks.


· You’re not happy, you’re complaining, or you don’t feel a sense of accomplishment upon completion of your tasks.


However, you're in the 20 percent (the more desirable) segment of your efforts if… 

	· You're outsourcing or hiring people to do the tasks outside your area of expertise or ones you prefer not to do.


· You're engaged in activities that help to advance your purpose and achieve your goals. 


	· You’re knocking out tasks quickly, especially the “core” work that needs to be done.


· You're doing things you enjoy and feel good about. 


	· You may be working on tasks you don't like, but you're doing them knowing they contribute to the bigger picture. 


· You’re happy, smiling, and you feel a deep sense of accomplishment upon completion of your tasks.


So how does the 80/20 Rule apply to the marketing funnel? And what is this funnel anyway?

First, the 80/20 Rule. You’re probably aware that 80 percent of your income is determined by 20 percent of your customers. If that’s not the case, then you are likely missing out on a lot of profitable opportunities. Let me explain.

If your customers contribute to your profits on a one-to-one ratio (1:1), then that means your business model is set up so that once a customer buys from you, you never sell to them again. One opportunity. One sale. End of the line. Time to move on to the next customer…

But if you continue to sell to them again and again, you’ll ultimately discover that there are certain customers who will buy more often and spend more money with you over the long haul than others. Some will still buy once, and you’ll never hear from them again. That’s fine. It’s going to happen no matter what system you have in place.

But your system will play a major role in determining what those top “20 percenters” will ultimately spend with you. And whether you have a top 20 percent to begin with.

These folks are your “A” clients, your “A” customers. They’re the ones you want to treat like royalty. Just like the 20 percent of your staff and colleagues who are true advocates for you, your “A” customers are true advocates for your company. And they show their loyalty by purchasing from you, and by referring your business to others.

Let me give you an example that illustrates just how powerful referrals can be.

I recently started a referral program for my copywriting business. In the first two weeks alone, I had over $23,000 in new business sent my way. All by referrals. And that doesn’t even count the joint venture partnerships in the works, where I expect the real business to come from.

So the system you want to employ should have a built-in bias towards encouraging your customers to:

	· Make bigger purchases with cross-sells and up-sells.


· Purchase more often.


	· Graduate towards making bigger ticket purchases, those that give you greater and greater profits.


· Become an advocate for your business and refer others to you.


The system should also provide a strong incentive, an “ethical bribe” if you will, for the people in your target market (i.e. your prospects) to raise their hands and become your leads. Willingly and voluntarily.

Welcome To The Marketing Funnel

You may recall from the Introduction that I once worked in the marketing department at Emhart Corporation and learned about brand building and marketing to the masses. Large corporations like Emhart often use what’s called the “open house,” or brand-building, model of advertising, which is expensive, time-consuming, and requires a lot of brand equity and trust over time before people make decisions to buy from them.

With the “marketing funnel” model, a person makes a small purchase (yes, supplying an email or physical mailing address is considered a payment of sorts), and over time you “funnel” your customers towards more and more high-end products and services, step by step, by selling them to the next level.

The two are entirely different business models, and they both work in their own ways. For most entrepreneurs, however, the brand-building model is too cost-prohibitive and time-consuming to use by itself, involving many resources that simply aren’t practical. That doesn’t mean you shouldn’t use it within your means. In fact, you’ll soon see how to incorporate both the open house and marketing funnel models in your system (for starters…we’re just getting warmed up!).

So by “funneling” (others call it “backending” or “up-selling”—Dan Kennedy calls it "gathering the herd") your prospects into paying customers, you’re setting the stage to provide tremendous value to them. So much value, in fact, that your customers begin to look forward to receiving content from you. And with that value comes the opportunity to take your customer to the next level, where you can sell higher-end goods to them.

And this isn’t a one-sided benefit. Both you and your customer benefit by this relationship. Your customer benefits when he gets even more value…something he really wants. You’re helping him in that regard. And of course you benefit as well by slowly graduating your customer to your “A” list, where you can provide even more value.

I once knew a salesman from a large workforce management company. This company sold expensive computer systems that helped call centers forecast their incoming call volume, determine how many customer service people they needed to handle those calls, and even generate the most efficient schedules for those reps in order to maintain a desired level of service.

This guy was an old pro when it came to managing his leads. When a potential client company would issue a request for proposal to him (basically an opportunity for his company to provide a quote based on the issuing company’s needs), he would keep track of all the people involved in the decision-making process, plus any supporting personnel. Basically anyone’s info he could get his hands on.

Now when he learned that a key person moved from one company to another (which was fairly common), and that new company was in the market for his product, he would personally contact his “lead” from the old company (now working for the new one) and continue his funneling efforts there, while still maintaining the funnel at the old company.

Now imagine he was doing this for all of his leads, wherever they ended up. He had funnels in place everywhere. Do you think he had skinny kids?

Personally I think every sale he made was well earned. Anyone who can keep track of all those funnels and people hopping companies deserves to earn a profit.

Figures 2-1 and 2-2 show the typical marketing funnel. Figure 2-1 shows an offline version of the funnel model, and figure 2-2 shows the online equivalent. Note that the only differences are at the top of the funnel, signifying the manner in which you obtain your leads. Online they visit your website before they supply their information and become a lead. In the offline world, they would receive your offer in some other manner.

A truer representation might represent your target market as suspects, who become prospects only after raising their hands (i.e. they become your prospects when they become your leads), but however you view them, the goal is to obtain leads, where you will then attempt to convert them into paying customers.

Notice how the width of the funnel gets smaller towards the bottom? The width represents the number of customers at that height, or stage, of the funnel. However, the smaller the width, the more money they are spending with you. In fact, the amount of money they spend with you can be thought of as being inversely proportionate to the width of the funnel (more or less). So the 20 percent responsible for 80 percent of your profits are at the bottom of the funnel. The other 80 percent that give you 20 percent of your profits are towards the top. This distribution is a general observation and not a mathematical absolute. As I mentioned earlier, it might be 70/30 or 90/10 or somewhere in between.

This is no accident. Your “A” customers, your biggest advocates, are in the smallest segment of your customer base…the bottom of the funnel (but the top in terms of the value you deliver to them).
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Figure 2-1

The Marketing Funnel (Offline)
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Figure 2-2

The Marketing Funnel (Online)
Let’s walk through each step of the funnel to gain a clearer understanding of how the funnel works.

1) Your prospect enters the funnel by responding to your incentive or “ethical bribe” to raise their hand and give you their contact information. He is now a lead on your mailing list.

2) You continue to provide value to him, but you want him to make the transition from a non-paying lead to a paying customer. As a result, you give him a front-end, or entry-level, offer on a product or service directly related to the value he received when opting to join your list. You may make the offer at a breakeven or even an initial loss, because you know you will more than make up for it on back-end sales.

3) If he doesn’t purchase your front-end product, you continue to sell him on the same offer or different front-end offers—ideally both, because he just may not be in the market for your initial offer at this time, but may be later.

4) When he purchases your front-end product, he is now a customer. You are now “warming him up” to doing further business with your company. Once he sees that you over deliver on your promise of value, he’ll feel more comfortable buying from you again.

5) You want to graduate him to the next price level, so you make him an offer on a higher-end product or service related to the entry-level one he already bought. If he doesn’t buy, you follow a similar approach as step 3 above. That is, you continue to make him offers, but this time on the mid-level product.

6) Once he purchases your mid-level product, you move onto the high-end product. He is now conditioned to buy from you with confidence and without worry, because he knows what an outstanding value you’ve been giving him. He’s seen the results of your products first hand, so his buyer’s resistance is reduced. He is now on his way to becoming one of your “A” clients, the 20 percent responsible for 80 percent of your profits.

7) You continue to sell him higher ticket items and provide even greater value to him.

The steps I have listed are a very simplified approach. You’ll soon see that there is much more to it if you truly want to be successful in the long run, but it’s not rocket science by a long shot.

For instance, each time he purchases from you, you’ll want to do up-sells and cross-sells. Up-sells are more expensive finishes, grades, styles, or a bigger version of the product (“Do you want to super-size that?”). Cross-sells are other items that go along with the product. Something complementary. A carrying case, extra paper, ink, blank media, whatever (“Do you want fries with that?”)

After he buys, you’ll want to ask him for referrals, a testimonial, and do everything in your power to make sure he is satisfied. You want him to be satisfied so he’ll buy again of course, but you want also want to reduce your refund rate and gain his endorsement. You want him to tell all of his friends and colleagues about his positive experience with your company.

You probably know when someone has a bad experience with a company they’re more likely to tell others about it than when they have a pleasant experience. You want to encourage them to tell all about their pleasant experience.

And then you’ll want to develop some kind of residual income, where they pay you so much a month or year forever until they cancel. Not everyone will do that, of course, but your “A” customers probably will. And you can create different residual levels, just like you have different product levels, all at different price points.

Before They Buy: Your Lead Generation System

There are primarily 2 methods we’re going to discuss today to get your prospects to sign up for your list.

1. You offer something of value that they will get when they opt-in to your list.


2. You give them valuable content up front, then let them know they can sign up to your list for even more. Also known as the “reverse” opt-in.

Ideally, you’d like to do both of them. Especially in markets like the crowded Internet Marketing (IM) niche, prospects have become increasingly skeptical and reluctant to provide their email address. The reverse opt-in is designed to put them at ease by showing them up front some of what they’ll be getting.

In both cases, you want them thinking, “Wow! If this is what he’s giving away, I’d like to see what he’s selling!”

Let’s take a look at some lead-generation devices from my latest product, the Copywriters Toolkit.

On the main sales page (http://www.copywriters-toolkit.com), you’ll notice I offer a “sneak preview” in my 3rd P.S., where they can get my Profit DNA book and some of the tools in the toolkit just by signing up for my list. 

I’ve also tested the following various squeeze pages (pages where the sole purpose is to “squeeze” your name and email address out of you). The first 2 are notification pages, designed to “sell the mystery” and get them on the early bird list. After each link below, I’ve also listed the conversion percentage (the percentage of people who signed up to be on the list).


· http://www.copywriters-toolkit.com/index-d.html (22.03%)


· http://www.copywriters-toolkit.com/index-r.html (24.82%)


· http://www.copywriters-toolkit.com/read.html (14.56%)

· http://www.copywriters-toolkit.com/dna.html (14.87%)


There were others, but these performed the best. As you can see, “selling the mystery” (the first 2 listed above) is an important concept that shouldn’t be overlooked, whether a pre-launch or not!

Now for my reverse opt-in. I created a book called “The Profit DNA: How To Unlock The Code To Maximum Profits Through Self-Evolving Websites.”

In it, I had strategic links to my salesletter and (at the time the book was released) my squeeze pages that I was testing.

You can download “The Profit DNA” for free and see what I did here:

http://www.copywriters-toolkit.com/profitdna.html
Notice on the download page I had links to both my salesletter and my blog. And then in the book, I did the same in multiple places where it made sense. Just be careful not to overdo this. You don’t want your book to be a pitch-fest. You want it to provide valuable content that people would actually pay for, and then add as almost an afterthought, “Oh, by the way, you can learn more about X here…”, 

This is not rocket science. Perhaps you already know many of these tactics, but let me ask you, how many of them are you using right now?
Don’t feel bad. It takes time to get them all into place. I’ve spent the better part of a year getting many of my puzzle pieces into place (in my defense, I’ve been very busy writing copy for my clients…they ALWAYS take precedence over my own projects).

The point is, though, I’m giving you this info as a way to shortcut your own efforts here, because it’s THAT important!

In a moment, I’m going to show you my autoresponder sequence for both pre and post sales. And I’m going to tell you my exact results and tell you why I did what I did, including some tests that I did and their results, plus some that are underway as you read this (don’t worry, I’ll let you know about the outcome on those too!)
I promised you the “meat” in this book, and aside from some of the introductory concepts I needed to review about the marketing funnel and a little bit about my background, we’re going to skip over the fluff from here on out.
I could talk about lead generation all day, as there are many ways to do it successfully. But I think I’ve covered the important concepts. If you have questions, feel free to email me at the special address I gave to you, if you’ve bought this book directly from me.
After They Buy: Your Opportunity For Bigger Profits And More!
After they’ve already purchased your front-end product, your work is not done. At least, not if you want more profits, testimonials, feedback, customer loyalty, referrals, and more.

Let’s begin with more profits.
You may recall the 3 ways to grow your business that I discussed earlier:

	1) You gain more customers.

2) You get your existing customers to spend more money with you.

3) You get your existing customers to purchase more frequently.


Immediately after the sale is one of the best ways to get them to do #2…spend more money with you.

Why? They’re already favorable to you and/or your company. They’ve got their credit card out. And they have money to spend. And most importantly, they are a proven buyer in your niche market. Now is the perfect time to sell them again.
I know it seems at odds with common sense. Most people don’t want to upset their new customers. They’re afraid they’ll want an immediate refund. They’re afraid of alienating them, pissing them off.

Look, nothing could be farther from the truth…UNLESS you give them an offer they’re not interested in.

An example I like to give is if they order a product from you that tells them how to grow bigger and more delicious peppers, then you try to sell them a product that tells them how to grow bigger watermelons, it may bomb. They’re interested in peppers, not watermelons.

Yes, some of them might be interested in general gardening, and growing fruits and vegetables, but you want to be a specific as possible. You want to target them and match your offer to their needs and wants and desires as closely as possible.

Maybe they’d be more interested in recipes that include their homegrown peppers. You’ll likely have to test and/or do some research to see what they want, but believe me, it’ll pay off handsomely in the end.

There’s another reason why including a follow-up offer in the welcome email is a good idea. It’s the one email you KNOW they will read!
Anticipating Their Needs And Reducing Support Tickets

Obviously your welcome email will contain a link to the download page or membership site, if applicable. You’ll also want to give them the support link. I also talked about including a relevant follow-up offer.

There’s something else it should contain, too. A list of frequently asked questions (FAQs) and their answers (or a link to one on your site).

Being new customers, they may have questions. This is where getting good feedback really helps, which I’ll talk about in a moment. You obviously want to anticipate their questions up front and answer them.

This works in your favor by reducing support tickets, but it also works in your customer’s favor, too. Do you think they’d rather have to log a ticket and wait for an answer, or would they rather have the answer at their fingertips?

I know which one I’d prefer, and it’s little things like that which make a difference in the relationship you build with them. Who knows! One of those customers may appreciate the ease of doing business with you and become one of your best “A” list customers!

The Importance Of Testimonials And Feedback
In addition to having your customers spend more money with you, you’ll undoubtedly want testimonials, case studies, and specific feedback.
The importance of testimonials and case studies are obvious. You can add them to your sales letter, emails, and other marketing materials to boost your credibility, which will ultimately lead to more sales.

But never underestimate the importance of feedback. And by feedback, I don’t just mean generalizations about how easy the ordering process was or their satisfaction. Those are important things, but what you’re really after is the golden nuggets, the types of products they’d be interested in, market testing and that sort of thing. In a moment, I’ll show you some example emails, including a template you can adapt for your own product or service that will tell you all of this and more…PLUS get your customers to give you the best kinds of testimonials and case studies.

And don’t forget to ask them about the ease of use of your product, the ordering process, product fulfillment, everything. For every one person who tells you about an issue or pet peeve, there are probably 10 or more that are thinking it, but don’t tell you. You have an opportunity to address each concern, or at a minimum explain it in your FAQ section, which you’ll send them in the welcome email.

Ask Them For Referrals And Make It Worth Their While

You’re probably familiar with “tell-a-friend” scripts. If not, these basically handle the mechanics of giving your customers and prospects an “ethical bribe” for referring other people to your website, where you have the chance to sell them or have them join your list.

I’ve tested them and have had some mixed results. They DO work, but unfortunately a lot of the emails those scripts generate get caught in the recipients’ spam filters.

You’ll have to make up your own mind by testing them yourself and seeing how they work. In some non-IM niches they do exceedingly well. But unfortunately they are looked at increasingly as spam these days.

The working concept of those scripts, however, are as true today as they ever were. The key is to reward the referrer AND the person he is referring.

Dan Kennedy talks about a brilliant and proven way to do this in one of his many marketing books. The technique involves sending your customers a letter with 2 gift certificates: one for them to use, and one for them to pass along to a friend (or even better, 2 for them to pass along to 2 of their friends).

It’s usually the case that when you give someone a gift certificate of a certain size (which is different for every product and industry…you’ll need to test to determine your own “sweet spot”), they’ll spend more than the amount of the gift.

There are all kinds of ways you can use this for holiday and other promotions, but the concept is the same: you reward your customers and the people they refer.

Leave this technique out of your autoresponder sequence, and you’re missing out on an unrealized profit center for you.

Exceed Their Expectations With Unannounced Bonuses

Everybody loves to receive a gift they didn’t anticipate. Unannounced bonuses after they’ve bought gives them even greater value and demonstrates your willingness to overdeliver on your promises.
It adds customer loyalty and reduces refund rates. And it increases the likelihood they’ll refer others to you, as well as recommend and endorse you.

The “bonuses” can even be in the form of additional content to help them with product consumption. For example, a video showing them how to do a certain task or get a desired result by using your product.

There’s not much else to be said on that topic except for a couple guidelines:

1. Make sure the bonus is relevant to the product they’ve purchased. Just like back-end sales, you don’t want to bombard them with stuff they don’t want or need, even if it is free. The best bonuses are ones that allow them to get even MORE value out of the product they purchased from you.


2. Your bonus should stand on its own as a product. It should contain real value, and be something you could sell outright. Giving them junk won’t fool them into thinking you’re giving them “something extra.” If anything, it’ll make them think twice about you and your product. In some cases, crap bonuses can actually reduce the perceived value in the product they paid for and increase refunds.


3. The timing of when you give extra bonuses should be tested or at least well-reasoned. For example, do you think it’s better to give them valuable bonuses they don’t expect before or after you ask them for a referral? (Answer: Both, but give your better bonus first!)

Email Templates – Pre-Sales
Below you’ll find some of the actual emails I send out when someone signs up for the pre-sales list for one of my products, the Copywriters Toolkit (http://www.copywriters-toolkit.com).

That is, at this point they are leads, and of course the primary purpose of the sequence is to turn them into customers.

So let’s start with the email I sent immediately upon their signup to this list. I use a double opt-in system, which means after they join the list, they are required to confirm their opt-in before they start receiving emails from me. There are a couple of rare exceptions when I use single opt-in lists (i.e. the emails start arriving immediately without confirmation required on their part), but otherwise I ALWAYS use double opt-in lists.

The only exception is when they are already on a prospect list and they are moved to a customer list. I don’t require them to confirm again for some products if they already did before for the prospect list.

You’ll also see I personalize my emails with their first name in most cases. My autoresponder will insert their first name wherever you see “[[firstname]]”.

Email #1 – Sent Instantly Upon Confirmation

Subject: [[firstname]], Here are your downloads

Body:

Hi, [[firstname]].

Thanks for registering! You can access your downloads here 

(please keep this link to yourself):

http://www.copywriters-toolkit.com/itrackdna

To refresh your memory, you signed up to get one of my 

secret weapons for gaining a competitive edge, when it 

comes to learning what your website visitors REALLY want.

(That kind of insider information can send your sales 

through the roof.)

How's that, you ask?

Well, you probably know that having an effective sales 

letter can make the difference between great sales and 

lukewarm, even downright lousy sales.

That's a given.

And so most people try to write a better sales letter to 

boost their conversions.

The problem is, how do you know which parts of a sales 

letter are doing well, and which parts need to be 

re-written?

Aside from testing every single part of your page, it 

often becomes a guessing game. Rewrite this section and 

hope for a boost in sales or opt-ins. Change that paragraph, 

and see what it does to your conversion.

Even us die-hard testers sometimes need a push in the right 

direction, so we know WHICH THINGS to actually test!

Perhaps you've heard of the social bookmarking aspect of 

Web 2.0. What you may not realize is, Web 2.0 goes way 

beyond that. It really includes such things as interactive 

devices on your website that your visitors can play with 

and, well, interact with!

See, there are a few simple tools that can really tell 

you a lot about your website visitors. And once you know 

a little more about what they want, it becomes much easier 

to change your sales letter so you can better target their 

desires.

It also becomes as easy as viewing your stats to know what 

kinds of things you should be testing...to be well on your 

way to doubling and tripling your sales.

Hence, one of my secret weapons. It'll allow you to measure 

just about anything. WITHOUT your web visitors having to 

click on anything.

For example, if you want to know how far down your visitors 

are scrolling, this tool will tell you. Without them having 

to refresh the page or anything.

If you want to know if a visitor types in some text or 

moves their mouse over an image, this tool will tell you 

that too.

In fact, with this tool you're really only limited by your 

imagination in how you set it up to work.

It's called the Interactive Tracker (iTrack), and now you 

can tell what kinds of things your visitors are interacting 

with on all of your web pages--all behind the scenes, 

completely invisible to them, without any page reload 

required.

That's some valuable covert intel!

PLUS, the tool also integrates seamlessly with just about 

any other element on your web page too. That allows you to 

track much more than how far down your visitors are 

scrolling. Now you can see what kinds of things your 

visitors are interacting with on your website.

In other words, you can combine the iTrack tool with other 

elements to easily create entirely new tools and 

measurements!

We're barely scratching the surface on what the Interactive 

Tracker tool can do for you.

You've already registered to get the tool. You can get it 

right now here:

http://www.copywriters-toolkit.com/itrackdna

You'll also get my controversial white paper, entitled 

"The Profit DNA: How To Unlock The Code To Maximum Profits 

Through Self-Evolving Websites".

In it, you'll discover...

* The one change you can make to your website right now 

that'll take you only minutes to do, but could increase 

your sales and conversions by 300% or more!

* The 3 factors affecting your website conversion...and 

their order of importance. (If you focus on the least 

important of the 3 without addressing the other 2, you are 

throwing money out the window!)

* Why conversion rate means nothing by itself, and what 

you should REALLY be focusing on. (Hint: Visitor value is 

only one of them)

* Why you should ditch the idea of an "advertising budget" 

and instead start thinking about how fast you can spend a 

million dollars. (I'm not kidding... you'll see why!)

* What the 2 main goals of testing really are... And how 

knowing them will let you skip over 99% of all bad advice 

you've probably received so far

* How your untapped marketing funnel is waiting on YOU to 

crank out more "A" level customers-the 20% that are 

responsible for 80% of your profits!

* How to set up your own self-evolving website on autopilot 

that automatically optimizes itself to the criteria YOU 

define (more sales, more opt-ins/leads, whatever your goal).

* And much MUCH more...

It's all waiting for you right now here:

http://www.copywriters-toolkit.com/itrackdna

Yours For Bigger profits,

John Ritskowitz

P.S. Why am I giving away these two fabulous resources?

Well, it's really quite simple. These tools are just the 

tip of the iceberg of a much greater toolkit I'd like to 

offer you.

I'm hoping when you see the quality of what I have to give 

you, you'll take a look at my Copywriter's Toolkit, which 

should really be called the Conversion Toolkit. You'll see 

why soon enough.

But for now, this is my gift to you. Perhaps you'll find 

some value in the bigger toolkit. Perhaps not. But either 

way, you can't lose here.

Get your downloads now at this secret location (please 

don't share the link with anyone!):

http://www.copywriters-toolkit.com/itrackdna
Ok, let’s look at this email a little more closely. You can see that I tell them right in the subject line that this emails contains their downloads. I also personalize the subject line. I don’t do this with every email, because I like to mix that up. Plus, with spam at an all-time high, sometimes having their name in the subject line flags it as potential spam. So I try to use that tactic sparingly, as you’ll see.
Incidentally, you’ll see more often than not that I only capitalize their first name and the first word in the subject line (except for acronyms and proper nouns, for example).

The reason I do this is because it looks more conversational. From one friend to another. If I were to compose you a personal email, I wouldn’t capitalize every word in the subject line. Most people wouldn’t. Wherever possible, you want this to look like an email from a friend, not a business.

Once they start reading, I remind them that they’ve requested this information, and I tell them immediately how to get it. In fact, I provide the link throughout the email because I want them to go there and get their stuff. If they ignore the link and don’t go there, it decreases the likelihood I’ll make a sale in the end. At least with this email.

You’ll notice something else I do with just about all of my emails. I usually provide a single call to action. That is, the entire email is designed to get them to take ONE action and one action only: go to my site, at the link I’ve provided.

You don’t want to confuse them by having conflicting or multiple calls to action. The only time you’ll ever see more than one link in an email of mine is when I’m giving them a welcome email or something similar. In that case I give them a link to the product they’ve ordered, perhaps the FAQ and support links as well, and a follow-up offer.

That’s because having a separate email for each of them would only confuse them further and make things more cumbersome for them. We want to balance “ease of use” for them with our desire to maximize profits and conversion.

Of course, after I give them the download link in the email above, I pre-sell them on the actual product. I’ll be sending them more emails in the days ahead, so I don’t need to cover every aspect or benefit of the product in this one email. In fact, as you’ll soon see, I break up the various benefits and topics into several emails, with each email devoting to a specific angle, theme, or hook. More on that ahead…
NOTE: I’m not going to get in the actual copywriting used in these emails TOO much, but I will talk about some important concepts and tell you where you can get more info in that area.
Email #2 – Sent After 1 Day
Subject: Your "Mother Lode" Copywriting Swipe File

Body:

[[firstname]],

What if you could legally steal sales letters that were

proven winners in the marketplace--sales letters that have

generated BILLIONS of dollars for their owners, written by 

nearly any world-class copywriter you can name--would if 

you could just help yourself to them and adapt them for 

your own business?

Copywriters and advertising people call that "swiping." 

That's when they take a tested, proven ad and legally 

"swipe" it for their own products and services.

Why? Because it eliminates the tiresome hours of drudgery 

and frustration in trying to create winning ads. And at the 

same time, it slashes the expense, wasted time, and 

uncertainty of trying to "randomly stumble" on success.

Imagine...no more staring at a blank page when you're 

trying to come up with your next million dollar sales 

letter. Not when you have this monstrous library of home 

runs to choose from.

The very best headlines, the best leads, the best wording 

of guarantees, killer themes, proven calls to action, 

everything. All for you to pick and choose from.

Listen, such vast libraries of ads do exist, and you CAN 

swipe and plunder them for all they're worth.

Of course I don't mean copying them word for word. Rather, 

I mean adapting them to your own product or service. And 

in the process copying the cadence, swiping the persuasion 

tactics, the layout, the methods used to get them to buy, 

and buy now.

Even if you have your own sources for these masterpieces, 

I happen to know there's a lot more out there. Places 

you've yet to discover, because they're invisible to the 

search engines. They're in special databases, membership 

sites, and other "hidden" places (some hidden in plain 

sight), waiting for you to scoop them up just for the 

asking.

These resources are so valuable, I've dedicated 3 videos, 

4 sections of my companion guide, and a mountain-load of 

bookmarks in pointing them out for you in my Copywriter's

Toolkit.

----------------------------------------------------------

You can find out more about the Copywriter's Toolkit here:

http://www.copywriters-toolkit.com
----------------------------------------------------------

I've done all the work for you. All you need to do is go 

there and get them.

There are some paid resources as well, which I'll certainly 

share with you. But getting the "Mother Lode" I've 

described above won't set you back a dime.

See, I've paid thousands of dollars building my swipe file, 

and I'll honestly tell you, it was worth every penny.

But I've also spent years digging through various files and 

research archives to find the gems. I admit it, I'm a swipe 

file junkie. And I'm not ashamed, because JUST ONE sales 

letter that I swiped and used has made me back much more 

than I paid for all my swipes combined. Just one.

Add together the profits I've made from ALL the ads I've 

swiped, and you'll see it was a no-brainer. A very high 

return on investment, indeed.

So who's in this "Mother Lode" anyway?

Gary Bencivenga, Joe Sugarman, Ted Nicholas, David Olgilvy, 

John Caples, Gene Schwartz, Ben Suarez, Jay Abraham, Joe 

Karbo, Max Sackheim, Victor Schwab, Claude Hopkins, Robert 

Collier, John Carlton, Gary Halbert (who, sadly, just 

passed away), and probably just about any legendary 

copywriter you can name.

And access to this massive collection is just but one 

small part of my Copywriter's Toolkit.

Let me tell you where you can start building your 

"swipe file" right now. Just head over to any of the 

following sites right now:

* http://www.hardtofindads.com

* http://scriptorium.lib.duke.edu/adaccess

* http://www.ohpdirect.com/product.php

That last one has golfing products with sales 

letters written by copywriting great John Carlton...

just click on the individual product links to view

each sales letter.

You can also find John's famous "One-Legged Golfer" ad here:

http://www.ohpdirect.com/pro.php?sku=772G

(The Copywriter's Toolkit also has 3 more John Carlton

sites, for self-defense, guitar, and bodybuilding

product sales letters)

Those are certainly some great places to start.

BUT...

Have you ever taken a boat ride on the ocean and looked out 

over the calm waters? Maybe occasionally you'll see a few 

fish below the surface. "Hard To Find Ads" and sites like 

them are like those small fish. Believe me, I'm a big fan, 

and certainly not knocking them. But there's a HUGE ocean 

underneath. That thing goes DEEP!

I'll show you how to go deep and get your hot little hands 

on the whales if you promise not to tell anyone. It's the 

"Mother Lode" of sales letters you can swipe and use for 

your own products and services, and it's out there right 

now.

In fact, I've seen these resources on sale elsewhere for 

hundreds of dollars by themselves. (I'm not kidding... 

one site even charges a cool grand!)

But I'm getting a little ahead of myself, aren't I?

Actually, you can check it all out for yourself at:

http://www.copywriters-toolkit.com
Tomorrow I'll give you some more resources. In fact, I'm 

going to show you some more interactive tools, much like 

the iTrack tool I sent you yesterday.

Until Then,

John Ritskowitz

P.S. These are secret sources of million dollar sales 

letters you can swipe and adapt for your own products 

and services. I'm talking both online and offline print 

ads written by practically any legendary copywriter you 

can name, that have produced millions -- even BILLIONS -- 

of dollars in sales for themselves and their clients.

And I guarantee some of these sources are places you've

never even heard of. You can't find them in the search

engines. And best of all, it won't cost you a single red

cent to add them to your swipe file!

Check them out now at http://www.copywriters-toolkit.com 
As you can see, I’m introducing a new hook to the product, once I haven’t discussed before (but I do address in the sales letter).

	TIP: As an aside, many of my best-producing AR sequences are made up of bits and pieces of the sales letter that I elaborate on in the individual emails. The reason is that many people are skimmers and may not catch it in the sales letter. This way, you present it to them in multiple formats, so you increase the likelihood that they’ll catch your core message. I also do this with audio and video, too.



I also give them lots of valuable content. This is one of those examples I talked about earlier where the tradeoff of providing “link leakage”, or potentially multiple calls to action can be worth it.
You see, the “real” call to action is at the end, to get them to my sales letter. But I’ve found that altering between pure content, soft sells, and an occasional hard sell is more effective than pitching them a hard sell every time one after another. That’s part of the reasoning behind this email.

I’m also educating them about what having a world-class swipe file can do to their conversions. Very important when it’s a major selling benefit of your product.

Email #3 – Sent On Day 2

Subject: "Dead" man wakes up under autopsy knife

Body:

Hi, [[firstname]].

I was SHOCKED when I read this story!

I said to myself, "A man presumed dead WAKES UP in the

middle of an autopsy? You can't be serious!?"

I couldn't avoid it. My curiosity got the best of me. I felt

an almost excruciating need to find out more. (And I'm sure,

that headline made your head turn, too!)

Well, there's an important reason I'm bringing this up.

As I promised you yesterday, I'm giving you another tool

right now you can use to boost your sales and conversions.

In fact, this one has the potential to rev up your sales the

MOST for just a few minutes of your time.

Pretty good trade-off, right?

So let me share with why the above story "grabbed me by the

eyeballs", and how you can do the same, too, with the help

of this special TOOL in a short video I've prepared for you.

You can view it right now here:

http://www.copywriters-toolkit.com/video/headlines/

Yours for bigger profits,

John Ritskowitz

P.S. Like the Interactive Tracker tool and Profit DNA book I

gave you a couple days ago, this tool is completely fr.ee.

The video explains it all. Check it out now at:

http://www.copywriters-toolkit.com/video/headlines/
This short but sweet email sends them to a video, with a free gift and a call to action. Currently I’m split testing 2 different videos: a longer one where I “shoot from the hip” off bullets I’ve written, and a new shorter scripted version my friend and fellow copywriter Vin Montello wrote for me.

Here are the 2 video versions, for your viewing pleasure:

Initial longer video: http://www.copywriters-toolkit.com/video/headlines/
Newer shorter video: http://www.copywriters-toolkit.com/video/headline/
Both send them to the free version of my Instant Headline Generator, one of the tools in my Copywriters Toolkit.
Interestingly enough, I bounced my original email off expert copywriter Michel Fortin, and he helped me to shape this newer version of the email, which definitely has a higher click-through rate (CTR).

Ah, the power of testing! Available to new folks and experts alike!

Email #4 – Sent On Day 4

Subject: Web 2.0 and the Copywriter's Toolkit

Body:

Web 2.0.

Perhaps you've heard about it, [[firstname]].

Wikipedia calls Web 2.0 a "second generation of Web-based 

services that emphasize online collaboration and sharing 

among users." However, for anyone selling a product or 

service, I think of Web 2.0 as a new type of interactivity, 

designed to get your visitors more involved in the buying 

process. And as a result more sales for you.

That is, much has been discussed online about the social 

bookmarking aspect of Web 2.0. I think of those methods as 

more of a traffic generating technique.

The kind of Web 2.0 I'm talking about is designed to boost 

your response and sales, help you to make more informed 

business decisions based on what your visitors actually 

want, and save you time and money.

[[firstname]], perhaps you've already downloaded my 

Interactive Tracker (iTrack) tool.

If not, you can still get it at:

http://www.copywriters-toolkit.com/itrackdna

This tool is a perfect example of learning first-hand what 

kinds of things your prospects are interested in, because 

it will tell you what they're doing on your website. If 

they ignore something, you'll find out. If there's a hot 

spot of activity in one section, you'll know that too.

Then, as famed copywriter Robert Collier put it, you can 

adapt your sales letter to "continue the conversation 

already going on in their minds," thus increasing the 

likelihood that they'll buy.

The iTrack tool works best when it's integrated with other 

interactive elements on your website, like my "Interactive 

Johnson Box."

Sixty years ago, direct mail copywriter Frank H. Johnson 

was experimenting with ways to increase the impact of his 

sales letters. Instead of presenting the offer towards the 

end of the sales copy, he decided to try highlighting the 

offer in a rectangular box centered at the top of the sales 

letter. The result was a tremendous boost in response, and 

the "Johnson Box" has been used ever since.

The "Interactive Johnson Box" is a Web 2.0 version of the 

device, with dynamic content the prospect can interact with.

And the iTrack tool will tell you what they're looking at, 

without any (normally) required page refreshes. (That's 

because it's an AJAX tool that works behind the scenes, 

invisible to your visitors).

And then we get into things like "tear sheets," a 

time-tested proven direct response tactic.

In direct mail, a tear sheet is an advertorial-type 

"article" that looks like someone tore it out of a 

magazine. Tear sheets are popular with direct mail as 

a great attention-getter and credibility-builder, and 

they're worth testing on your website as well.

I'll show you a tool that can generate them for you in 

minutes.

You can see an example of one here:

http://www.copywriters-toolkit.com/tear

How about another tool that rewrites your sales letter on 

the fly, based on choices your visitors make? It's the 

ultimate "message to market" match, because your visitors 

don't see it happen. As far as they know, they're seeing a 

sales page that matches their interests perfectly...

continuing the conversation in their minds.

That's the power of my Dynamic Sales Letter.

Do you see a theme here, [[firstname]]?

Ok, these are just a few tools and resources among the 

hundreds in my toolkit (with more being added all the time).

Keep an eye out for a message from me in a couple days, as

I'm going to talk about how you can spy on your competitors

and gain the results of their A/B testing without investing

a dime or doing any of the work.

Until then...

Best Regards,

John Ritskowitz

P.S. I really am just getting warmed up. If you want to

skip to the head of the class and get right to all the

meat, simply head over to:

http://www.copywriters-toolkit.com
Here I emphasize the Web 2.0 aspects of the toolkit, which are considerable, and a major selling point as well. There’s a reminder to grab the iTrack tool if they haven’t done so already, and a couple examples of other tools available in the toolkit before a final call to action back to…you guessed it! The sales letter!
Email #5 – Sent On Day 6

Subject: Case Study: The iTrack Tool

Body:

Hi, [[firstname]].

A few days ago I sent you a download link to my Interactive

Tracker tool and the Profit DNA book.

I hope you've had a chance to play around with the tool

and gather some good intel from your website.

If you missed that email, you can grab yours right now here:

http://www.copywriters-toolkit.com/itrackdna

Today I want to give you a couple real-world case studies

to illustrate the power of this tool.

It becomes immediately obvious that one of the best uses

for the tool is to see whether or not they're getting past

your headline. Since as many as 5 times as many people read

your headline as they do your body copy, testing different

headlines is a great way to gain an immediate boost in

response. If nobody's scrolling down your page at all,

that's a pretty good indicator that your headline needs

work.

But I recently found on a page of mine that only 6% of my

visitors were scrolling down past the end of my lead. I'm

always testing new headlines, so based on this new 

information, I decided to test some different leads as well.

The result? That figure more than doubled from 6% to 14.5%. 

And my conversions in turn went up by a modest 24%. I'm 

still testing different leads to try to improve that even 

further, but the initial results are promising. Without 

this tool, I would have eventually gotten around to testing 

different leads, but because I had this information, I knew 

immediately where to focus my efforts.

You may find a certain spot within your own salesletter 

where the majority of your visitors bail. Without the tool, 

it's very difficult to pinpoint that specific area needing 

work.

In another test, I used another tool of mine, my 

Interactive Johnson Box, to hold testimonials.

You may recall me telling you about this tool a couple

days ago.

Sixty years ago, direct mail copywriter Frank H. Johnson 

was experimenting with ways to increase the impact of his 

sales letters. Instead of presenting the offer towards the 

end of the sales copy, he decided to try highlighting the 

offer in a rectangular box centered at the top of the sales 

letter. The result was a tremendous boost in response, and 

the "Johnson Box" has been used ever since.

The "Interactive Johnson Box" is a Web 2.0 version of the 

device, with dynamic content the prospect can interact 

with. They can "page" through the content, rather than 

having all the content in one large box that takes up a 

large chunk of real estate on your web page.

So I put my strongest testimonial first, then they had to 

click the "more" link to page through all the various 

testimonials. The problem was, they weren't doing that. 

I tied the iTrack tool to the Interactive Johnson Box 

"more" link so I could see how many of my visitors were 

interacting with that particular box. It wasn't many.

Based on that new information, I changed it to a 

traditional sidebar with the testimonials flowing down 

the right-hand side of the page. The bottom line? 

Conversion increased by 17%!

I did have another Interactive Johnson Box on the page 

that showed different content from the product I was 

selling itself. I knew from my iTrack numbers that people 

WERE clicking on that one, so I left it alone.

Again, another example of a discovery I would have never 

stumbled upon if I didn't have to tool to assist me.

In a new test I'm in the process of setting up now, I want 

to see how many visitors start typing in their name or 

email address on an opt-in form, but don't click on the 

subscribe button (meaning they changed their mind for 

some reason). Without the iTrack tool, I'd never be able 

to discover this information.

If the tool has a shortcoming, I'd say it's the fact that 

you can sometimes get bogged down in all this testing, all 

these figures that really don't tell you anything useful, 

so be sure to pick and choose your targets to test wisely. 

Do some up-front planning and "play the visitor" coming to 

your website. Anticipate what they might or might not do, 

and look for ways to orchestrate these tests to confirm 

your suspicions.

The result could be a nice healthy boost in your bottom 

line!

Your for bigger profits,

John Ritskowitz

P.S. The Interactive Johnson Box is just one of the many

tools you'll find in the Copywriter's Toolkit. You can

see the rest here:

http://www.copywriters-toolkit.com
Ah, the case study! Very powerful whenever you can introduce real-world results. In this case I give them some examples of what I’ve actually done with the iTrack tool, the one I gave them for free when they signed up for my pre-sales list. I reminded them again how to get it if they didn’t already (important to do if you’re going to talk about the tool…they may have put off downloading it, but might now have a rekindled interest in doing so once they hear about your results).
I also repeated my copy about the Johnson Box and Frank Johnson’s discovery. Don’t be afraid to repeat and emphasize certain points if it helps advance the sale and is important if they miss it the first time around (it’s also mentioned in my sales letter).

Email #6 – Sent On Day 7
Subject: How to spy on your competitors and...

Body:

...Gain the results of their testing--without spending a

dime or doing any of the work!

Hi, [[firstname]].

Did you know that just by making a few simple changes to my

various websites, I've seen some tremendous gains in sales

and response? I'm talking about doubling and tripling my

sales conversions in some cases.

Best of all, these changes took only a few minutes of my

time to do, yet the rewards will continue to come for years.

So how did I know what these simple changes were, and how

can you do the same for your website?

It's quite easy, actually. You see, there are 3 things I

primarily do that tells me almost EXACTLY what to tweak:

1) I conduct simple tests on my website. That is, I send

some of my traffic to one version of a web page with

one headline, for example. And I send the rest to another

page with a different headline. And whichever headline

ends up making more sales becomes my new "control". It 

becomes part of my new best-performing sales letter.

For me, it doesn't matter how clever or "creative" an ad

is...what matters most is the bottom line. The results.

How much return on investment (ROI) does it give me.

See, I want the highest ROI, and I'm willing to do a few

easy tests to get there. Such tests are called A/B testing,

or split testing. But they're just the start.

That's because you can take testing to a very precise level,

using what's known as multivariate (MV) testing. MV testing

is where you test many things simultaneously, letting your 

website automatically "optimize itself", squeezing every 

last bit of sales, subscribers, or customer value possible.

It will quite literally "learn" and improve itself, based

on the criteria you specify (i.e. the most sales, the most

leads, etc.)

You probably discovered a lot of ideas about testing and

"self-evolving" websites from the report I gave you

several days ago, "The Profit DNA: How To Unlock The Code

To Maximum Profits Through Self-Evolving Websites".

If not, you can still get it at:

http://www.copywriters-toolkit.com/itrackdna

But that's just the beginning...

The Copywriter's Toolkit will show you the right way to

test, and it even includes some easy-to-use software you 

can use to automate the process.

But even with the right tools, it's not always practical

to test every little thing. Plus, once you test the

obvious things like your headline and price point, it's

not always clear what to test next, in order to get the

greatest potential gains.

That's where the second technique comes into play...

2) I go to places online where I can access REAL WORLD

testing results by other copywriters and marketers--so I

know what's working TODAY.

The "toolkit" shows you many places where you can get this

kind of insider information.

One of the best is Michel Fortin's Copywriter's Board:

http://www.copywritersboard.com

And then there's the 3rd way...one of my "secret weapons"

I share in the toolkit.

3) I "spy" on my competitors and top marketers, learning

what kinds of things they are testing, and more importantly,

watching the winners that emerge. So I can take them and

use them in my own campaigns.

Listen, it's not that difficult to do, but you need to know

a few "techie" tricks (don't worry, I explain it all in

plain English, so you don't need to be a computer geek to 

benefit from these profit-pulling methods).

See, long before I was a copywriter, I used to be an IT

guy (way before it was even called "IT"). And I'm uniquely

qualified to know how things like web servers, web browsers,

and the like function from end-to-end. And more importantly,

how YOU can take advantage of these technologies to get a

"behind the scenes" glimpse of some of the most successful

online marketing campaigns.

Think that'll spark some profitable ideas? You betcha!

And in the Copywriter's Toolkit, I don't just tell you

how to do all these things for yourself, I SHOW you via

screen snapshots and explanations in the companion guide.

Plus you'll see me do it all LIVE in the 12 videos, where

you can pause, rewind, and follow along with me.

Anyone can do this, when you see me pull up the actual web

pages and watch what I do.

Because in the Copywriter's Toolkit, you see EVERYTHING

I do. I don't hide anything. I show it all to you in

real-time.

Including EXACTLY...step-by-step...how I spy on my

competitors (or any top marketer I want to watch) -- and

get the benefits of their testing without having to do

any of the work myself (or spend any of the dough).

When you see it, you'll slap your forehead in disgust,

because it's so EASY (when you see these few basic tricks).

Start spying on YOUR competitors today here:

http://www.copywriters-toolkit.com

Warm Regards,

John Ritskowitz

http://www.copywriters-toolkit.com

P.S. You'd better believe some of YOUR competitors are

already doing this. Why give them the edge, when it's

so simple for you to get it instead?

Find out what they're doing (and what you can do) here:

http://www.copywriters-toolkit.com
Yet another aspect of the toolkit I want to emphasize. This one is more content-rich and is a good example of mixing and matching selling and content.
In fact, there is some subtle and not-so-subtle selling going on? Can you spot which is which?
The bottom line, though, is most of my sales are split between this email and email # 3 (the first video one…"Dead" man wakes up under autopsy knife).

Email #7 – Sent On Day 10

Subject: What is the Copywriting Matrix?

Body:

Hello, [[firstname]].

If you saw the movie "The Matrix", you probably remember the

famous quote by the character Morpheus: "Unfortunately, no

one can be told what the Matrix is. You have to see it for

yourself."

Well, it's a little like that with the Copywriter's Toolkit.

That's because there are so many tools, tips, and resources

in it, you have to see it for yourself to believe it.

Now earlier this year I sold a very limited number

of my Copywriter's Toolkit packages, because I wanted to 

see how it transformed people's businesses, and look for 

ways to improve it even further.

I want to share with you some of the emails and letters 

I've since gotten, as these aren't the usual suspects you 

find leaving testimonials everywhere. This first email was 

sent to me by Internet marketing superstar John Hostler, 

which I'm forwarding to you:

-=-=-=-=-=-=-=-=-=-=-=-=-=-=-

-----------------------------

John,

When I first saw your offer, it didn't take me but 30 

seconds to recognize the amazing value of your Copywriters 

Toolkit.

And of course, as usual, you didn't disappoint. In fact, 

you've so completely over delivered I have to wonder if 

you'll ever have enough material left over for any other 

course, ever;-)

The tools and resources in the member's area allow anyone 

to significantly increase their conversions.

And you've got it all there…Web 2.0, forms, scripts, and 

educational materials…enough to transform anyone's copy 

from drab to spectacular.

It doesn't matter if your customers are copywriters or 

marketers just looking to improve their own copy…you've 

got everyone covered.

I'm not one to dish out testimonials to just anyone, but 

if you wish to use this, please feel free. I was so 

impressed with the Copywriters Toolkit, I had to write 

you and let you know.

Cheers,

John Hostler

InternetRenegade.com

-=-=-=-=-=-=-=-=-=-=-=-=-=-=-

-----------------------------

You see, [[firstname]], I really think the Copywriter's 

Toolkit is going to make a lot of marketers and copywriters

very happy, because just one tip or tool from the kit can

end up making a huge difference in your bottom line.

And like that quote from "The Matrix", you really do have to 

see it for yourself.

But I don't want you to just take my word for it.

Here are some more emails and letters I received:

-=-=-=-=-=-=-=-=-=-=-=-=-=-=-

-----------------------------

I wanted to tell you that I LOVE the Copywriter's Toolkit. 

I use it on an almost daily basis - whether I'm cloaking 

links or tracking things or just reading up on some of the 

latest developments in the copywriting world, your site is 

always the first stop on my list.

In fact I just used it last night for my latest project, 

and the day before I used it for a client's project as well. 

Whether you're a copywriter already, or just looking to 

write copy for your own sites, the Copywriter's Toolkit is 

indispensable.

Cheryl Lester

Chilliwack, BC, Canada

cherilynlester.com

-----------------------------

J-Ritz, man, this is a tremendous 'jam-packed' program here. 

I devoured it for hours, and have gone back to your program 

over and over to add more tricks to my bag.

From one copywriter to another... awesome job indeed! Bravo! 

I highly recommend it to anyone who is a marketer. And, you 

can take that to the bank!

Eric Louviere

vipercopywriting.com

-----------------------------

John, this is the most comprehensive copywriting video set 

I have ever seen. Very easy to understand and the resources 

that you provide is HUGE! All the videos, audios, script and 

bonuses is just so complete!

And I am not sure if you are out of your mind but you seems 

to keep giving your customers new stuff at zero cost :) 

Thanks John for the great product!

Vince Tan

VinceTan.com

-----------------------------

It's astonishing how many resources you provide.

I've purchase many things and although I will continue to 

do so, most have left a lot to be desired. The products 

rarely match the hype.

Your product is an exceptional bargain. You obviously have 

your head screwed on right about copywriting and it shows 

in your site. Purchasing your toolkit gave me a big grin 

for I finally got a good, no great deal.

Thanks.

John Kane

Oak Creek, WI

-----------------------------

Being new to copywriting I found the information supplied 

in the tool kit is a must for anyone wishing to learn this 

essential skill.

John really has over delivered here and tried to give as 

much information as possible to help you one of the best 

products I have bought this year.

Robert Hellon

Traverse City, MI

best-internet-marketing-strategies.com

-----------------------------

The copywriters toolkit is something EVERY SINGLE copywriter 

should have in their 'copywriting arsenal', some of the 

tools in the kit are just amazing... this kit is great for 

any copywriter, it doesn't matter if you're old or new in 

this biz... all that matters is that YOU NEED TO GET THIS!!

Josiah Humphrey

Melbourne, Australia

copymycopy.com

-----------------------------

John, All I can say is awesome! I would have gotten emailed 

this sooner but....it's your fault for putting together such 

a cool resource.

I spent close to 2 weeks reading the Bencivenga Bullets 

alone and the swipe files. But my overall favorite has got 

to be the Johnson Box tactic which I will definitely 

implement on several of my websites.

Awesome man.

Gregory L. Lipscomb

TyPo Flipping Crash Course

TyPoFlipping.com

-----------------------------

One of the few real values I've found in tools for 

copywriters and direct marketers. You've over-delivered! 

I plan to put many of these tools to work for myself 

and my clients.

Karl Barndt

Kunkletown, PA

DirectResponsePro.com

-----------------------------

This is a great investment in your copywriting education - 

already - and I recommend serious marketers get in today, 

because John keeps adding valuable resources to it, so the 

toolkit grows as you use it to grow your business. Well 

worth your time and attention to squeeze every last dollar 

out of your sales pages.

Dan Klatt

Sedona, AZ

TheNewMasterKey.com

-----------------------------

The value of this product is simply outstanding. Rather 

than chaining you down to a standard style, John breaks 

the boundaries of conventional copywriting and shows you 

that Web 2.0 isn't just a catchphrase. It's the wave of 

the future, and John teaches you how to dominate it.

Omar Khafagy

kobracopy.com

-----------------------------

As a visual designer with no copywriting background, I've 

found the Copywriters Toolkit an invaluable resource. I'd 

have never found any of the tools on my own.

Steve Hudek

sjhudek.com

-----------------------------

The Copywriters Toolkit is a set of resources that I wish 

I'd had years ago, it'd have saved me a lot of time, money 

and effort.

If you are reading this and are serious about making your 

business a success then I can strongly recommend you get 

your hands on this Toolkit. It had helped me increase my 

conversion rates and boost my income. It's very high on my 

must have tool list.

Jason E. Johns

MusicForChange.com

-----------------------------

Hey John,

I just finished viewing all the videos - yes, I watched 

every one of them - and they're excellent.

They give the viewer a great entrée into the world of 

tactical online marketing - where they should go to do 

whatever needs to be done to create an impressive, 

quality presentation, and to ultimately sell effectively 

online.

I would assume experienced marketers would also benefit 

from some of the disclosed tips and tactics.

I merely skimmed the companion guide/novel - whew, that's 

a hefty tome, worth its weight in gold, no doubt - 

extremely impressive.

In short, the toolkit will be a valuable adjunct, and a 

must-have for any online marketer or copywriter.

--Barry

Barry A. Densa

Marketing & Sales Copywriter

WritingWithPersonality.com

-----------------------------

John,

This is excellent - I've literally just ordered and spent 

2 minutes scanning your download area - Great stuff.

The first 60 seconds on one of your videos was worth ten 

times the cost of entry for me - Very impressed and I'm 

really looking forward to going through everything here.

Simon Hodgkinson

simonhodgkinson.com

-----------------------------

-=-=-=-=-=-=-=-=-=-=-=-=-=-=-

[[firstname]], if you know any of these folks, ask them 

yourself what they think of the Copywriter's Toolkit. Ask 

them what they found most useful about it, and you're 

likely to get a different answer from each of them.

That's because the toolkit is packed full with the most 

incredible and diverse resources you'll find anywhere in 

the world today. And out of all of them, it only takes ONE 

to really make a difference in your marketing... and 

your success.

But in the end, all of these tools, videos, software, 

guides, and resources all have one thing in common: they're 

all designed to boost your profits and save you time and 

money.

For you that might be using my Dynamic Sales Letter tool to 

automatically rewrite your sales letter on the fly to better 

target your sales message to each individual prospect.

How about a resource hidden from the search engines that 

lets you search for and get print content (in easy digital 

format) going back more than 100 years?

Or maybe you want to know some quick 5-minute tweaks you 

can make to your landing pages to increase their 

conversions.

Perhaps you'll even make a few simple changes to your 

website so it learns and evolves by itself, according to 

the criteria you set (i.e. more sales, more opt-ins, 

whatever you want).

That way your website conversion rate climbs to the 

theoretical maximum all on its own... so you can focus on 

other projects without having to constantly watch, tweak, 

and babysit it.

Listen, I could go on and on for hours. Really what I'm 

doing is trying to paint you a picture of some of the 

highlights, the content in the toolkit that you can't find 

anywhere else at any price, because frankly no one else has 

taken the extraordinary amount of time to assemble such a 

resource.

Of course you'll also find stuff in there that you might be 

able to eventually find elsewhere: a headline generator, 

affiliate link cloaker, web audio tool, educational and 

"how to" resources, audio, video, the list goes on...

You really have to see it for yourself.

Warm Regards,

John Ritskowitz

P.S. See it for yourself right here right now:

http://www.copywriters-toolkit.com
The power of testimonials! If you don’t have a testimonial email in your sequence, what are you waiting for? “Nuff said!

Also: notice the emails are starting to spread out? Pretty soon we’re going to have to start selling related affiliate products if they don’t buy soon!

Email #8 – Sent On Day 12

Subject: [[firstname]], The dirty little copywriting secret...

Body:

[[firstname]],

There's a dirty little secret most direct response

copywriters don't want you to know, yet those that are

worth their salt will freely admit this fact when pressed.

And that secret is...

The list you present your offer to is FAR MORE critical

to your response rate than the copy used in the

salesletter itself.

That is, your target market is the most important component

of your campaign.

If I craft a killer offer that shows cosmetic dentists

how to get their clients to spend 2.5 times more money

with them...

...And then I foolishly mail that offer to a list of avid

stamp collectors, it doesn't matter how good my offer

and copy is. It's going to bomb. Guaranteed.

Ok, that's a rather extreme example, but it illustrates

perfectly that the quality of your prospects is much

more important than either the offer you give them or

the copy you use to present that offer.

In fact, in that example I'd rather mail weak copy to those

cosmetic dentists than red-hot copy to the stamp

collectors.

Of course great copy sent to the dentists will beat

lukewarm copy sent to the same list. So I'm certainly not

advocating giving up on crafting a compelling message to

your audience by any means.

Here's a true story that really nails the point home:

Not too long ago an associate of mine asked me to look at

his website's sales copy. He had been struggling with

tweaking and testing, and his latest salesletter to beat

his previous control only ended up bringing in an

additional 0.02% response.

With all the marketing he was doing, his site was barely

profitable. He even hired a decent copywriter to craft his

latest salesletter, the new control.

Well, I took a look at his site, and I gotta say the

salesletter didn't look bad at all to me. Great headline,

great lead, decent offer with plenty of quality bonuses.

Pushed the right hot buttons, used takeaway selling,

good call to action.

Overall a very good sales letter (to me, at least). So why

was it doing so poorly?

I asked him about his target market, and how he was getting

them to his site.

Uh oh.

It turned out he really wasn't going after the right market.

Listen, you can have legendary copywriter Gary Bencivenga

write your copy for a high 5 figure fee, plus a chunk of

royalty payments, but if your target audience is

chiropractors and you mail your letter to lawyers, it's

going to perform poorly, no matter how brilliant the copy.

So let's examine the three things, in order of importance,

that contribute toward response rate:

1) Your market

2) Your offer

3) Your copy

So if you mail your letter to the wrong list, it doesn't

matter how great your offer or your copy.

If you mail your letter to the right list, but the offer

is weak, your copy is only going to go so far.

But if your market and offer are both right, only then

should you look to your copy to boost response.

Cheers,

John Ritskowitz

P.S. The Copywriter's Toolkit has an entire video

(video #10) dedicated to compiled lists, response lists,

where to find them (including an innovative way to get

highly-targeted compiled lists for fr.ee), and how to

profit from them.

You can get all the details here:

http://www.copywriters-toolkit.com
More content and a new feature/benefit of the toolkit.

You can see where this is going. I’m not going to publish EVERY email in my sequence. That would be too long, and your eyes will probably start to glaze over! But I think you’re starting to see a general theme here.

Here’s a loose formula I use for pre-sales sequences, courtesy of my friend and copywriter Ryan Healy:

1. Thank you/welcome
2. Tip and promote offer in P.S.

3. Tip and promote offer in P.S.

4. Tip and promote offer in P.S.

5. Hard push to sign up, pure sales message

6. Tip and promote offer in P.S.

7. Tip and promote offer in P.S.

8. Tip and promote offer in P.S.

9. Testimonials, social proof, push to sign up

10. Tip and promote offer in P.S.

11. Tip and promote offer in P.S.

12. Tip and promote offer in P.S.

13. Last chance, another hard push

If you write the first 5, you'll be doing well. The key is momentum.

Now let’s dive into the post-sales sequence!

Email Templates – Post-Sales
Email #1 – Sent Immediately
Subject: [[firstname]], Welcome to the Copywriter's Toolkit!

Body:

Hi, [[firstname]].

I'd like to welcome you to the Copywriter's Toolkit and

thank you for your purchase.

The toolkit is growing in size constantly, and it's only

going to continue to grow as I add more tools and resources,

and when customers like you make suggestions as well.

You can access the toolkit at:

[Link Here…]

The email address you supplied (the address where you're

reading this email) is your access code to the toolkit.

So when prompted, simply type it in, and you'll be able

to enter.
You can find answers to many frequently asked questions

here:
[Link to FAQ Section here…]
If you have any problems whatsoever, you can reach me

at http://www.copywriters-toolkit.com/support

Again, many thanks for your purchase, and if you have

any questions or concerns, let me know!

Sincerely,

John Ritskowitz
P.S. And as a special "thank you", I'm going to let

you in on a little secret of mine...

Ever wonder where the big idea -- the central hook or

theme -- of a home run sales letter comes from?

You've probably heard it said dozens of times that your

headline is the most important part of your sales letter.

But without the right theme, your headline will never

fully deliver the right impact. That's because it's your

theme and lead that mainly determine your headline.

The theme really is one of the most important elements of

a successful sales letter. It's the foundation, the

framework, of your eventual success or failure. It's

the ONE part of your promotion that comes before anything

else.

So before you even get to your headline, before you get to

your lead or body, you must develop a killer theme. That

fact is, nearly every part of your promotion is an

extension of that central theme. Choose the wrong theme,

and no matter how red-hot your copy is, it's gonna bomb!

Unfortunately, you won't find out how to select the perfect

theme in many courses or seminars. That's the bad news.

The good news is, once you DO know the secrets, you'll be

well on your way to nailing the right theme that'll rake

in impressive numbers.

So where CAN you find this insider information? The same

place you'll find answers to writing rock solid control

sales letters that leave your customers lining up in droves

to trade their money for your products and services...

Over 843 Years Of Combined Direct Response Marketing

Experience Says Your Toughest, Most Vexing Marketing

Problems Are About To Be Solved, Right Here, Right NOW!

John Carlton, Dan Kennedy, Joe Sugarman, Clayton Makepeace,

Yanik Silver, Harlan Kilstein, Mark Joyner, John Forde,

David Deutsch, David Garfinkel, Joe Vitale, Peter Stone,

Michel Fortin, Timothy Warnock, Scott Haines, Bob Bly,

Daniel Levis.

If THESE "Top Money" Copywriters and Marketing Minds Can't

Give You Advice on How To Write Super Responsive Ads and

Sales Letters, It Might Be Time to Go Back to Your Day Job!

* Discover the web's most extensive searchable archive of

copywriting answers to your most pressing copywriting

questions ...

* Get a FREE mini critique of YOUR website from one of

today's hottest conversion experts ...

* Take advantage of $528 in amazing incentives, just for

taking a risk-free look!

Get advice from these world class pros right here,

right now:

http://www.copywriters-toolkit.com/masters
Straight and to the point, the welcome email is where you provide them with a link to access the product they’ve purchased. You can also include a link for support and for FAQ.
And as I mentioned earlier, the welcome email is the one email you’re sure they’re going to open. It’s the perfect one to include a bounceback offer at the end.

Note that this particular offer is very relevant to someone who’s just purchased my Copywriters Toolkit. It’s a blueprint to learning from the masters of copywriting. Can’t get much more relevant than that!

Email #2 – Sent After 2 Days

Subject: Copywriter's Toolkit - Follow-up

Body:

Hi, [[firstname]].

I just wanted to follow-up with you and make sure all

is well with your membership to the Copywriter's Toolkit.

You can find answers to many frequently asked questions

here:

[Link to FAQ Section here…]
And if you ever need to open a support ticket for any

reason, you can do so here:

http://www.copywriters-toolkit.com/support

Thanks again for your patronage, and if there's anything I

can ever do to help, please don't hesitate to ask!

Best Regards,

John Ritskowitz

P.S. Be sure to check out some of the tutorial videos in

the video section of the Copywriters Toolkit site. They'll

show you how to set up some of the various tools and get

them going ASAP for your own projects.

This one is very simple, but there are a few subtle things going on here.

For one, I want to keep in touch and let them know I’m here to support them. I do that by repeating the links to the FAQ and support sections.

In the P.S., I’m telling them that there are videos that help them get going. Those videos are designed to aid in product consumption. That kind of “hand holding” helps to increase customer satisfaction and reduce refunds.

I could have sent them links to the videos directly, but the site is laid out easily enough for them to navigate, and this way they know those videos will always be there waiting for them, whenever the need should arise.

This way they won’t lose the link to the videos by accidentally deleting or misplacing this email.

In fact, you’ll find that many of my back-end offers are on the site itself, in the form of teleseminar recordings with 95% pure content and a 5% soft pitch at the end. Not to mention PDFs and other selling tools.

Depending on the nature of your product, you may wish to test this approach, especially when you have a membership site. In that case, it would be a good idea to do back-end selling both in your emails AND the site itself.

Email #3 – Sent After 5 Days
Subject: [[firstname]], I need your help

Body:

Dear [[firstname]],

I hope you're finding the Copywriter's Toolkit to be useful

and extremely profitable for your business.

Now I need your help.

I'd like to get your feedback about the toolkit, whether

positive or negative. Your answers will help determine the

kind of content I'll be adding. And if I know what YOUR

needs are, I can give you more of what you actually want

and need, and skip the stuff you're not interested in.

Would you take a moment to give me your opinion of

the toolkit by answering a few simple questions?

Here's all you need to do:

Please take a quick minute or two of your time right now

to simply hit "reply" and fill in your answers to the

questions below.

Remember, I want to know what YOUR needs are so I can keep

adding what you want in the toolkit. After all, it does

neither of us any good if I add content that you're not

interested in.

Thanks so much!

Warmest regards,

John Ritskowitz

* * *

============================================

Copywriter's Toolkit Questionnaire

============================================ 

Simply reply to this email to answer this questionnaire or 

email it to me at: john@copywriters-toolkit.com

1. What copywriting and marketing topics are you most

interested in learning more about?

2. What are the biggest obstacles you face in your current 

business?

3. What ezines or web sites do you regularly visit or read?

4. Please provide any comments, success stories, or results 

you've obtained from using any of the tools, videos, and

resources in the Copywriter's Toolkit (or if you haven't

used any yet, how you plan to use them). Criticisms and 

suggestions are also welcome:

5. What was your overall impression of the toolkit. Was it

useful? Worth your time and money to purchase?

6. What is the one thing I can do to improve the toolkit

even further?

7. If you're pleased with the toolkit and would like to

give me a testimonial or case study, please include it here:

8. Which of the following possible new products/services

would interest you most? Please rank in order from 1 to 5 

(1 being most useful and 5 being least useful to you):

__ An 5 or 6 week email course on putting these tools to

   work for you, with assignments and personal consultation

   from myself and other copywriters/marketers.

__ Membership where you can ask top copywriters and 

   marketers any question you like every month. Plus

   interact with other success-minded individuals.

__ A "Salesletter in a Weekend" workshop, where we meet

   in person with a few other like-minded marketers, and

   together hammer out a profit-pulling salesletter for you

   in a single weekend that you can take with you and

   start using immediately.

__ 30 day, step-by-step blueprint to crafting red-hot sales

   letters for your business.

__ Monthly marketing analysis, case studies, and break down

   of successful marketing with the brains behind the 

   campaigns.

__ Conversations with millionaires. Interviews of exactly

   how real people are really accomplishing what they want

   in life. 

__ A forum or service where copywriters and marketers can

   exchange swipe files and success sale letter controls.

__ More videos that show you:____________________________

__ Other ________________________________________________

May I use your comments in our marketing? __ Yes  __ No

If you agree we will only use your name and the information

you provide below, and I will personally send you the exact

wording and recording to you first for your approval.

Full Name:

City:

State (or Province):

Country:

Website of yours you wish to promote:

(Must be your own-i.e. no affiliate sites)

Please email this back to: john@copywriters-toolkit.com

Thank you!

Whew! There’s a lot going on in this email, so let me break it all down.

You can tell by my survey that I’m looking for testimonials, and I word the questions in a way that are designed to flush out the kind of information I’m looking for. Real world results are always better than “the product is great” types of testimonials.

Of course, they’ve only been a customer for 5 days, so at this point I’m less likely to get case studies, and instead more likely to get first impressions. But I’ll follow-up with them at a later date to go for the case studies after they’ve had some time to consume the product more.

You can also see that I’m fishing for information on what kinds of products and services they’re likely to buy. This info is useful to me when I’m designing other back-end products (and even some additional front-end ones too).

I’m also asking for their opinion on what I can do to improve the product. This is important, because I really do want to overdeliver and give them the best value, always improving the toolkit. And it also demonstrates this fact to them, which is part of the relationship building process.

I ask for their permission to use their comments in my promotions. And I let them know that I will always submit any such comments I want to use for their approval first.

Finally, I give them a chance to promote one of their own sites, as long as it’s not an affiliate site of theirs. However. you’ll notice on the sales letter (http://www.copywriters-toolkit.com) that I don’t make any of the addresses linkable.

In fact, almost all of the testimonials in that sales letter were derived from this email. So you can see some of the variety you’re going to get back.
Email #4 – Sent After 9 Days
Subject: Copywriter's Toolkit - The "Mother Lode"

Body:

[[firstname]],

What if you could legally steal sales letters that were

proven winners in the marketplace--sales letters that have

generated BILLIONS of dollars for their owners, written by 

nearly any world-class copywriter you can name--what if 

you could just help yourself to them and adapt them for 

your own business?

Copywriters and advertising people call that "swiping." 

That's when they take a tested, proven ad and legally 

"swipe" it for their own products and services.

Why? Because it eliminates the tiresome hours of drudgery 

and frustration in trying to create winning ads. And at the 

same time, it slashes the expense, wasted time, and 

uncertainty of trying to "randomly stumble" on success.

Imagine...no more staring at a blank page when you're 

trying to come up with your next million dollar sales 

letter. Not when you have this monstrous library of home 

runs to choose from.

The very best headlines, the best leads, the best wording 

of guarantees, killer themes, proven calls to action, 

everything. All for you to pick and choose from.

Listen, such vast libraries of ads do exist, and you CAN 

swipe and plunder them for all they're worth.

Of course I don't mean copying them word for word. Rather, 

I mean adapting them to your own product or service. And 

in the process copying the cadence, swiping the persuasion 

tactics, the layout, the methods used to get them to buy, 

and buy now.

Even if you have your own sources for these masterpieces, 

I happen to know there's a lot more out there. Places 

you've yet to discover, because they're invisible to the 

search engines. They're in special databases, membership 

sites, and other "hidden" places (some hidden in plain 

sight), waiting for you to scoop them up just for the 

asking.

These resources are so valuable, I've dedicated 3 videos, 

4 sections of my companion guide, and a mountain-load of 

bookmarks in pointing them out for you.

I've done all the work for you. All you need to do is go 

there and get them.

There are some paid resources as well, which I've certainly 

shared with you in the toolkit. But getting the

"Mother Lode" I've described above won't set you back

a dime.

See, I've paid thousands of dollars building my swipe file, 

and I'll honestly tell you, it was worth every penny.

But I've also spent years digging through various files and 

research archives to find the gems. I admit it, I'm a swipe 

file junkie. And I'm not ashamed, because JUST ONE sales 

letter that I swiped and used has made me back much more 

than I paid for all my swipes combined. Just one.

Add together the profits I've made from ALL the ads I've 

swiped, and you'll see it was a no-brainer. A very high 

return on investment, indeed.

So who's in this "Mother Lode" anyway?

Gary Bencivenga, Joe Sugarman, Ted Nicholas, David Olgilvy, 

John Caples, Gene Schwartz, Ben Suarez, Jay Abraham, Joe 

Karbo, Max Sackheim, Victor Schwab, Claude Hopkins, Robert 

Collier, John Carlton, Gary Halbert (who, sadly, just 

passed away), and probably just about any legendary 

copywriter you can name.

And access to this massive collection is just but one 

small part of my Copywriter's Toolkit.

You'll find many places to find swipes sprinkled

throughout the Copywriters Toolkit. But the Mother Lode

is on video # 12.

So if you haven't watched video # 12 already, I highly

suggest you do so. You won't believe the mountain of

million dollar sales letters and ads available for you

to swipe and plunder!

DOn't forget, the email address you supplied (the

address where you're reading this email) is your

access code to the toolkit. So when prompted, simply

type it in, and you'll be able to enter here:

[Membership Site URL…]

Warm Regards,

John Ritskowitz

P.S. Want to know one swipe file gem that I grabbed

immediately when I saw it? It's terrific, and I've

referred to it many times when writing my own sales

letters.

This one comes directly from one of the highest paid

copywriters in the world today. It does cost a few bucks,

but it really is dirt cheap for what you get. Like I said,

I scooped it up the moment I laid eyes on it.

See what I mean for yourself at:

http://www.copywriters-toolkit.com/steal
This email accomplish a few things. First, it aids in product consumption once again. It tells them where they can get to the “Mother Lode” swipe file (on video # 12), and it reinforces the benefits of having that kind of information available at their fingertips.
It also presents a relevant back-end offer, one related to swipes.

It also helps to further develop your relationship with them. Trust is an ongoing process, and it never happens overnight. You need to stay in front of them and continuously provide value.

Email # 5 – Sent After 14 Days
Subject: Copywriters Toolkit Unannounced Bonuses

Body:

Hi, [[firstname]].

I hope you've had a chance to explore the Copywriters

Toolkit and try out some of the tools and resources in it.

I'm regularly adding new content to bring even more value

to the toolkit. In fact, there are some upgrades in the

works as I write this.

And the best part is you get that lifetime value of a

membership without ever having to pay any more fees.

That's right. Even if decide to turn the toolkit into a

monthly membership (something I am considering), you're

already locked in for life!

And there's something else I wanted to let you know about:

There are some unannounced bonuses in the toolkit that I

never even talked about in the sales letter.

Extra PDFs and podcasts, teleseminars and transcripts,

video, software tools, and more. Perhaps you've seen a

few of them.

The interview I did with world-class copywriter David

Garfinkel, along with the transcripts. The call I did

with Yanik Silver, Michel Fortin, David Garfinkel, and

JP Maroney. Plus the companion report and transcript.

And much more...

If you haven't had a chance to check them out, relax.

They're not going anywhere. But of course, the sooner

you grab them, the sooner they can make a substantial

positive impact on your bottom line.

And remember, if you ever have a question or problem

about the toolkit, feel free to drop me a note here:

http://www.copywriters-toolkit.com/support

Sincerely,

John "Ritz" Ritskowitz

P.S. That David Garfinkel call is great! In it, David talks

about the exact steps he takes when writing homeruns for

himself and his clients. Absolute gold! Enjoy!

Here’s where I get to the unannounced bonuses. I’m also encouraging product consumption yet again, and reinforcing that I’m there to support them. Building the relationship even more.

You’ll also notice that the Garfinkel call is the unannounced bonus you got with this package as well!

But basically that’s the formula.

Mix and match content and soft sells, with an occasional hard sell. Of course I also do periodic broadcasts following the same concepts.

Continue to stay in front of them and build value. Build the relationship.

There’s one more email I used to have in my sequence, but took out temporarily until I change a few things. It’s an email where I ask for referrals. In this case I used a tell-a-friend script, and the email is pretty similar to the one I used in the pre-launch notification sequence (in the next section, which you’ll see).

Pre-Launch Notification Sequence
There’s a powerful concept known as “selling the mystery” when you build a pre-launch “early bird” notification list. In fact, this particular sequence resulted in a 22.5% conversion rate to sales for this $97 product once the gates were open and they were able to purchase.

In fact, because it is so powerful, I still use it for some pay per click campaigns even though the product has officially just launched.
You’re familiar with a name-squeeze page where they have to submit their name and email address before they can even see the sales page?

Well this takes it a step further, in that they much supply their name and email address, then wait for the ENTIRE autoresponder sequence to arrive before they are shown the sales letter.

This approach pulls in highly qualified prospects and does a considerable job of pre-selling before the gates are thrown open.

It’s a very powerful technique that you may want to consider testing for your own product.

You’ll find many of these emails are similar to the ones I’ve shown you, a couple even match nearly word for word. Only the sales letter details are left out until the final “launch” email.

Also notice how each email has a specific call to action. I try to not confuse them by having multiple or conflicting calls to action in the same email. Sometimes it’s unavoidable when I’m trying to give them information that requires a link AND trying to sell them with another link, but in those cases, they’re clearly separated from one another.

You’ll also see how I sell some affiliate products up front instead of after the sale (because at that point they cannot buy my product…better to at least have a call to action of a related affiliate product!)

Anyway, onto the emails…

Email # 1 – Sent Immediately

Subject: Copywriter's Toolkit Notification

Body:

Hi, [[firstname]].

Thanks for signing up on my notification list. You'll now

be the first to know the details on this new secret

weapon as they become available.

You can also get some goodies and information at my blog:

http://www.JohnRitz.com

I'll be sending you information over the next couple weeks

leading up to the launch, but be sure to check the blog

regularly as well (because I'll be posting some videos and

special Web 2.0 and other tools designed to boost your

conversions and save you time and money).

Sincerely,

John Ritskowitz

http://www.copywriters-toolkit.com

P.S. And as a special "thank you", I'm going to let

you in on a little secret of mine...

Ever wonder where the big idea -- the central hook or

theme -- of a home run sales letter comes from?

You've probably heard it said dozens of times that your

headline is the most important part of your sales letter.

But without the right theme, your headline will never

fully deliver the right impact. That's because it's your

theme and lead that mainly determine your headline.

The theme really is one of the most important elements of

a successful sales letter. It's the foundation, the

framework, of your eventual success or failure. It's

the ONE part of your promotion that comes before anything

else.

So before you even get to your headline, before you get to

your lead or body, you must develop a killer theme. That

fact is, nearly every part of your promotion is an

extension of that central theme. Choose the wrong theme,

and no matter how red-hot your copy is, it's gonna bomb!

Unfortunately, you won't find out how to select the perfect

theme in many courses or seminars. That's the bad news.

The good news is, once you DO know the secrets, you'll be

well on your way to nailing the right theme that'll rake

in impressive numbers.

So where CAN you find this insider information? The same

place you'll find answers to writing rock solid control

sales letters that leave your customers lining up in droves

to trade their money for your products and services...

Over 843 Years Of Combined Direct Response Marketing

Experience Says Your Toughest, Most Vexing Marketing

Problems Are About To Be Solved, Right Here, Right NOW!

John Carlton, Dan Kennedy, Joe Sugarman, Clayton Makepeace,

Yanik Silver, Harlan Kilstein, Mark Joyner, John Forde,

David Deutsch, David Garfinkel, Joe Vitale, Peter Stone,

Michel Fortin, Timothy Warnock, Scott Haines, Bob Bly,

Daniel Levis.

If THESE "Top Money" Copywriters and Marketing Minds Can't

Give You Advice on How To Write Super Responsive Ads and

Sales Letters, It Might Be Time to Go Back to Your Day Job!

* Discover the web's most extensive searchable archive of

copywriting answers to your most pressing copywriting

questions ...

* Get a FREE mini critique of YOUR website from one of

today's hottest conversion experts ...

* Take advantage of $528 in amazing incentives, just for

taking a risk-free look!

Get advice from these world class pros right here,

right now:

http://www.copywriters-toolkit.com/masters
Email #2 – Sent After 2 Days

Subject: What is the Copywriter's Toolkit?

Body:

Hi, [[firstname]].

Two days ago, you signed up to be on my priority

notification list for the launch of the Copywriter's

Toolkit.

Perhaps you're wondering what it is and what's in it?

By the name of it, you probably figure it's a toolkit for

copywriters. And you would be partially correct.

You see, that name doesn't really capture the essence of

what the toolkit is or what it can do for you. That's why

I decided to send you this email, to tell you a little

more about it.

I was serious when I said I didn't want to post the details

on a public web page for all the world to see. If I did

that, there would certainly be knock-offs and poor

imitations appearing everywhere in no time. And I refuse

to let anyone else steal my thunder.

So I've decided to write to you personally and give you

all the details. That way it stays out of the search

engines, and out of the public spotlight.

So before I continue, I'm going to ask you to please not

share this email with anyone. If a friend of yours wants

to know the inside scoop, kindly send her to

http://www.copywriters-toolkit.com so she can get the 

details herself in private.

In fact, I'll even give you a bonus for referring your

friends. Simply go to the following web page and fill in

your friends' info:

http://www.copywriters-toolkit.com/tellfriends

...and you'll get one of my secret weapons for gaining a

competitive edge when it comes to learning what your

website visitors REALLY want. And that kind of insider

information can send your sales through the roof.

How's that, you ask?

Well, you probably know that having an effective sales

letter can make the difference between great sales and

lukewarm, even downright lousy sales.

That's a given.

And so most people try to write a better sales letter to

boost their conversions. (Bear with me, this is important!)

The problem is, how do you know which parts of a sales

letter are doing well, and which parts need to be

re-written?

Aside from testing every single part of your page, it often

becomes a guessing game. Rewrite this section and hope for

a boost in sales or opt ins. Change that paragraph, and see

what it does to your conversion.

Even us die-hard testers sometimes need a push in the right

direction, so we know WHICH THINGS to actually test!

Perhaps you've heard of the social bookmarking aspect of

Web 2.0. What you may not realize is, Web 2.0 goes way

beyond that. It really includes such things as interactive

devices on your website that your visitors can play with

and, well, interact with!

See, there are a few simple tools that can really tell you

a lot about your website visitors. And once you know a

little more about what they want, it becomes much easier to

change your sales letter so you can better target their

desires.

It also becomes as easy as viewing your stats to know what

kinds of things you should be testing...to be well on your

way to doubling and tripling your sales.

Hence, one of my secret weapons. It'll allow you to measure

just about anything. WITHOUT your web visitors having to

click on anything.

For example, if you want to know how far down your visitors

are scrolling, this tool will tell you. Without them

having to refresh the page or anything.

If you want to know if a visitor types in some text or

moves their mouse over an image, this tool will tell you

that too.

In fact, with this tool you're really only limited by your

imagination in how you set it up to work.

It's called the Interactive Tracker (iTrack), and now you

can tell what kinds of things your visitors are interacting

with on all of your web pages--all behind the scenes,

completely invisible to them, without any page reload

required.

That's some valuable covert intel!

So go ahead and grab yours right now at:

http://www.copywriters-toolkit.com/tellfriends

You might have guessed that Web 2.0 and other interactive

tools play an important part of the Copywriter's

Toolkit.

Yes, that's certainly a part of it.

In fact, if I had to summarize the toolkit and what it

contains, I'd probably list the following 4 pieces to the

puzzle:

1) Web 2.0 and other interactive tools you can add to your 

website to boost response and get your visitors more

involved in the buying process (meaning more sales for you).

2) 100+ years of proven direct response methods and

tactics -- used in some innovative new ways by a handful

of marketers on the cutting edge to jump start stagnant

sales and leave their competitors in the dust (and how you

can do the same).

3) Secret sources of million dollar sales letters you can

swipe and adapt for your own products and services. I'm

talking both online and offline print ads written by

practically any legendary copywriter you can name, that

have produced millions -- even BILLIONS -- of dollars in

sales for themselves and their clients.

I call it the "Mother Lode of Swipes."

And I guarantee some of these sources are places you've

never even heard of. You can't find them in the search

engines. And best of all, it won't cost you a single red

cent to add them to your swipe file!

4) And finally, what really sets my toolkit apart from

anything else available ANYWHERE, online or off...a series

of 12 videos revealing...

Ok, I'll get back to you on that one. Because if I reveal

it all right now, I'll be giving TOO much away. And I want

to save that for later. It's very special. And I've already

gone on long enough in this email.

Tomorrow I'm going to tell you more about my "Mother Lode

of Swipes." I'll give you the lowdown on everything else

in due time as well.

For now, though, I recommend you grab yourself a copy

of my iTrack tool (if you haven't already) and start playing

around with it, thinking about how you can use it in

your own campaigns.

http://www.copywriters-toolkit.com/tellfriends

That's where you can get it for now.

Until tomorrow,

John Ritskowitz

Email # 3 – Sent After 3 Days

Subject: Copywriter's Toolkit - The "Mother Lode"

Body:

[[firstname]],

What if you could legally steal sales letters that were

proven winners in the marketplace--sales letters that have

generated BILLIONS of dollars for their owners, written by 

nearly any world-class copywriter you can name--what if 

you could just help yourself to them and adapt them for 

your own business?

Copywriters and advertising people call that "swiping." 

That's when they take a tested, proven ad and legally 

"swipe" it for their own products and services.

Why? Because it eliminates the tiresome hours of drudgery 

and frustration in trying to create winning ads. And at the 

same time, it slashes the expense, wasted time, and 

uncertainty of trying to "randomly stumble" on success.

Imagine...no more staring at a blank page when you're 

trying to come up with your next million dollar sales 

letter. Not when you have this monstrous library of home 

runs to choose from.

The very best headlines, the best leads, the best wording 

of guarantees, killer themes, proven calls to action, 

everything. All for you to pick and choose from.

Listen, such vast libraries of ads do exist, and you CAN 

swipe and plunder them for all they're worth.

Of course I don't mean copying them word for word. Rather, 

I mean adapting them to your own product or service. And 

in the process copying the cadence, swiping the persuasion 

tactics, the layout, the methods used to get them to buy, 

and buy now.

Even if you have your own sources for these masterpieces, 

I happen to know there's a lot more out there. Places 

you've yet to discover, because they're invisible to the 

search engines. They're in special databases, membership 

sites, and other "hidden" places (some hidden in plain 

sight), waiting for you to scoop them up just for the 

asking.

These resources are so valuable, I've dedicated 3 videos, 

4 sections of my companion guide, and a mountain-load of 

bookmarks in pointing them out for you.

I've done all the work for you. All you need to do is go 

there and get them.

There are some paid resources as well, which I'll certainly 

share with you. But getting the "Mother Lode" I've 

described above won't set you back a dime.

See, I've paid thousands of dollars building my swipe file, 

and I'll honestly tell you, it was worth every penny.

But I've also spent years digging through various files and 

research archives to find the gems. I admit it, I'm a swipe 

file junkie. And I'm not ashamed, because JUST ONE sales 

letter that I swiped and used has made me back much more 

than I paid for all my swipes combined. Just one.

Add together the profits I've made from ALL the ads I've 

swiped, and you'll see it was a no-brainer. A very high 

return on investment, indeed.

So who's in this "Mother Lode" anyway?

Gary Bencivenga, Joe Sugarman, Ted Nicholas, David Olgilvy, 

John Caples, Gene Schwartz, Ben Suarez, Jay Abraham, Joe 

Karbo, Max Sackheim, Victor Schwab, Claude Hopkins, Robert 

Collier, John Carlton, Gary Halbert (who, sadly, just 

passed away), and probably just about any legendary 

copywriter you can name.

And access to this massive collection is just but one 

small part of my Copywriter's Toolkit.

I'll tell you about the rest of the toolkit in the days 

ahead...

Warm Regards,

John Ritskowitz

P.S. Want to know one swipe file gem that I just discovered 

several weeks ago (because it's relatively new)? This one 

comes directly from one of the highest paid copywriters in 

the world today. It does cost a few bucks, but it really is 

dirt cheap for what you get. I scooped it up the moment I 

laid eyes on it.

See what I mean for yourself at:

http://www.copywriters-toolkit.com/steal

Email # 4 – Sent After 6 Days

Subject: Web 2.0 and the Copywriter's Toolkit

Body:

Web 2.0.

I'm sure you've heard about it, [[firstname]].

Wikipedia calls Web 2.0 a "second generation of Web-based 

services that emphasize online collaboration and sharing 

among users." However, for anyone selling a product or 

service, I think of Web 2.0 as a new type of interactivity, 

designed to get your visitors more involved in the buying 

process. And as a result more sales for you.

That is, much has been discussed online about the social 

bookmarking aspect of Web 2.0. I think of those methods as 

more of a traffic generating technique.

The kind of Web 2.0 I'm talking about is designed to boost 

your response and sales, help you to make more informed 

business decisions based on what your visitors actually 

want, and save you time and money.

[[firstname]], perhaps you've already downloaded my 

Interactive Tracker (iTrack) tool.

(If not, you can still get it at:

http://www.copywriters-toolkit.com/tellfriends )

This tool is a perfect example of learning first-hand what 

kinds of things your prospects are interested in, because 

it will tell you what they're doing on your website. If 

they ignore something, you'll find out. If there's a hot 

spot of activity in one section, you'll know that too.

Then, as famed copywriter Robert Collier put it, you can 

adapt your sales letter to "continue the conversation 

already going on in their minds," thus increasing the 

likelihood that they'll buy.

The iTrack tool works best when it's integrated with other 

interactive elements on your website, like my "Interactive 

Johnson Box."

Sixty years ago, direct mail copywriter Frank H. Johnson 

was experimenting with ways to increase the impact of his 

sales letters. Instead of presenting the offer towards the 

end of the sales copy, he decided to try highlighting the 

offer in a rectangular box centered at the top of the sales 

letter. The result was a tremendous boost in response, and 

the "Johnson Box" has been used ever since.

The "Interactive Johnson Box" is a Web 2.0 version of the 

device, with dynamic content the prospect can interact with.

And the iTrack tool will tell you what they're looking at, 

without any (normally) required page refreshes. (That's 

because it's an AJAX tool that works behind the scenes, 

invisible to your visitors).

And then we get into things like "tear sheets," a 

time-tested proven direct response tactic.

In direct mail, a tear sheet is an advertorial-type 

"article" that looks like someone tore it out of a 

magazine. Tear sheets are popular with direct mail as 

a great attention-getter and credibility-builder, and 

they're worth testing on your website as well.

I'll show you a tool that can generate them for you in 

minutes.

You can see an example of one here:

http://www.copywriters-toolkit.com/tear

How about another tool that rewrites your sales letter on 

the fly, based on choices your visitors make? It's the 

ultimate "message to market" match, because your visitors 

don't see it happen. As far as they know, they're seeing a 

sales page that matches their interests perfectly...

continuing the conversation in their minds.

That's the power of my Dynamic Sales Letter.

Do you see a theme here, [[firstname]]?

Ok, these are just a few tools and resources among the 

hundreds in my toolkit (with more being added all the time).

Keep an eye out for a message from me in a few days, as I'm 

going to talk about how you can spy on your competitors and 

gain the results of their A/B testing without investing a 

dime or doing any of the work.

Until then...

Best Regards,

John Ritskowitz

Email # 5 – Sent After 10 Days
Subject: How to spy on your competitors and...

Body:

...Gain the results of their testing--without spending a

dime or doing any of the work!

Hi, [[firstname]].

Did you know that just by making a few simple changes to my

various websites, I've seen some tremendous gains in sales

and response? I'm talking about doubling and tripling my

sales conversions in some cases.

Best of all, these changes took only a few minutes of my

time to do, yet the rewards will continue to come for years.

So how did I know what these simple changes were, and how

can you do the same for your website?

It's quite easy, actually. You see, there are 3 things I

primarily do that tells me almost EXACTLY what to tweak:

1) I conduct simple tests on my website. That is, I send

some of my traffic to one version of a web page with

one headline, for example. And I send the rest to another

page with a different headline. And whichever headline

ends up making more sales becomes my new "control". It 

becomes part of my new best-performing sales letter.

For me, it doesn't matter how clever or "creative" an ad

is...what matters most is the bottom line. The results.

How much return on investment (ROI) does it give me.

See, I want the highest ROI, and I'm willing to do a few

easy tests to get there. Such tests are called A/B testing,

or split testing. But they're just the start.

That's because you can take testing to a very precise level,

using what's known as multivariate (MV) testing. MV testing

is where you test many things simultaneously, letting your 

website automatically "optimize itself", squeezing every 

last bit of sales, subscribers, or customer value possible.

It will quite literally "learn" and improve itself, based

on the criteria you specify (i.e. the most sales, the most

leads, etc.)

The Copywriter's Toolkit will show you the right way to

test, and it even includes some easy-to-use software you 

can use to automate the process.

But even with the right tools, it's not always practical

to test every little thing. Plus, once you test the

obvious things like your headline and price point, it's

not always clear what to test next, in order to get the

greatest potential gains.

That's where the second technique comes into play...

2) I go to places online where I can access REAL WORLD

testing results by other copywriters and marketers--so I

know what's working TODAY.

The "toolkit" shows you many places where you can get this

kind of insider information.

One of the best is Michel Fortin's Copywriter's Board:

http://www.copywritersboard.com

And then there's the 3rd way...one of my "secret weapons"

I share in the toolkit.

3) I "spy" on my competitors and top marketers, learning

what kinds of things they are testing, and more importantly,

watching the winners that emerge. So I can take them and

use them in my own campaigns.

Listen, it's not that difficult to do, but you need to know

a few "techie" tricks (don't worry, I explain it all in

plain English, so you don't need to be a computer geek to 

benefit from these profit-pulling methods).

See, long before I was a copywriter, I used to be an IT

guy (way before it was even called "IT"). And I'm uniquely

qualified to know how things like web servers, web browsers,

and the like function from end-to-end. And more importantly,

how YOU can take advantage of these technologies to get a

"behind the scenes" glimpse of some of the most successful

online marketing campaigns.

Think that'll spark some profitable ideas? You betcha!

And in the Copywriter's Toolkit, I don't just tell you

how to do all these things for yourself, I SHOW you via

screen snapshots and explanations in the companion guide.

Plus you'll see me do it all LIVE in the 12 videos, where

you can pause, rewind, and follow along with me.

Anyone can do this, when you see me pull up the actual web

pages and watch what I do.

Be sure to check my blog regularly, because I'm going to

post a video shortly that you'll want to see.

It's at http://www.JohnRitz.com

Warm Regards,

John Ritskowitz

http://www.JohnRitz.com
Email # 6 – Sent After 12 Days

Subject: FW: Copywriting

Body:

Hello again, [[firstname]].

If you saw the movie "The Matrix", you probably remember the

famous quote by the character Morpheus: "Unfortunately, no

one can be told what the Matrix is. You have to see it for

yourself."

Well, it's a little like that with the Copywriter's Toolkit.

Unfortunately, there are so many tools, tips, and resources

in it, you have to see it for yourself to believe it.

Now a few months ago I sold a very limited number

of my Copywriter's Toolkit packages, because I wanted to 

see how it transformed people's businesses, and look for 

ways to improve it even further.

I want to share with you some of the emails and letters 

I've since gotten, as these aren't the usual suspects you 

find leaving testimonials everywhere. This first email was 

sent to me by Internet marketing superstar John Hostler, 

which I'm forwarding to you:

-=-=-=-=-=-=-=-=-=-=-=-=-=-=-

-----------------------------

John,

When I first saw your offer, it didn't take me but 30 

seconds to recognize the amazing value of your Copywriters 

Toolkit.

And of course, as usual, you didn't disappoint. In fact, 

you've so completely over delivered I have to wonder if 

you'll ever have enough material left over for any other 

course, ever;-)

The tools and resources in the member's area allow anyone 

to significantly increase their conversions.

And you've got it all there…Web 2.0, forms, scripts, and 

educational materials…enough to transform anyone's copy 

from drab to spectacular.

It doesn't matter if your customers are copywriters or 

marketers just looking to improve their own copy…you've 

got everyone covered.

I'm not one to dish out testimonials to just anyone, but 

if you wish to use this, please feel free. I was so 

impressed with the Copywriters Toolkit, I had to write 

you and let you know.

Cheers,

John Hostler

InternetRenegade.com

-----------------------------

-=-=-=-=-=-=-=-=-=-=-=-=-=-=-

You see, [[firstname]], I really think the Copywriter's 

Toolkit is going to make a lot of marketers and copywriters

very happy, because just one tip or tool from the kit can

end up making a huge difference in your bottom line.

And like that quote from "The Matrix", you really do have to 

see it for yourself.

But I don't want you to just take my word for it.

Here are some more emails and letters I received:

-=-=-=-=-=-=-=-=-=-=-=-=-=-=-

-----------------------------

I wanted to tell you that I LOVE the Copywriter's Toolkit. 

I use it on an almost daily basis - whether I'm cloaking 

links or tracking things or just reading up on some of the 

latest developments in the copywriting world, your site is 

always the first stop on my list.

In fact I just used it last night for my latest project, 

and the day before I used it for a client's project as well. 

Whether you're a copywriter already, or just looking to 

write copy for your own sites, the Copywriter's Toolkit is 

indispensable.

Cheryl Lester

Chilliwack, BC, Canada

cherilynlester.com

-----------------------------

J-Ritz, man, this is a tremendous 'jam-packed' program here. 

I devoured it for hours, and have gone back to your program 

over and over to add more tricks to my bag.

From one copywriter to another... awesome job indeed! Bravo! 

I highly recommend it to anyone who is a marketer. And, you 

can take that to the bank!

Eric Louviere

vipercopywriting.com

-----------------------------

John, this is the most comprehensive copywriting video set 

I have ever seen. Very easy to understand and the resources 

that you provide is HUGE! All the videos, audios, script and 

bonuses is just so complete!

And I am not sure if you are out of your mind but you seems 

to keep giving your customers new stuff at zero cost :) 

Thanks John for the great product!

Vince Tan

VinceTan.com

-----------------------------

It's astonishing how many resources you provide.

I've purchase many things and although I will continue to 

do so, most have left a lot to be desired. The products 

rarely match the hype.

Your product is an exceptional bargain. You obviously have 

your head screwed on right about copywriting and it shows 

in your site. Purchasing your toolkit gave me a big grin 

for I finally got a good, no great deal.

Thanks.

John Kane

Oak Creek, WI

-----------------------------

Being new to copywriting I found the information supplied 

in the tool kit is a must for anyone wishing to learn this 

essential skill.

John really has over delivered here and tried to give as 

much information as possible to help you one of the best 

products I have bought this year.

Robert Hellon

Traverse City, MI

best-internet-marketing-strategies.com

-----------------------------

The copywriters toolkit is something EVERY SINGLE copywriter 

should have in their 'copywriting arsenal', some of the 

tools in the kit are just amazing... this kit is great for 

any copywriter, it doesn't matter if you're old or new in 

this biz... all that matters is that YOU NEED TO GET THIS!!

Josiah Humphrey

Melbourne, Australia

copymycopy.com

-----------------------------

John, All I can say is awesome! I would have gotten emailed 

this sooner but....it's your fault for putting together such 

a cool resource.

I spent close to 2 weeks reading the Bencivenga Bullets 

alone and the swipe files. But my overall favorite has got 

to be the Johnson Box tactic which I will definitely 

implement on several of my websites.

Awesome man.

Gregory L. Lipscomb

TyPo Flipping Crash Course

TyPoFlipping.com

-----------------------------

One of the few real values I've found in tools for 

copywriters and direct marketers. You've over-delivered! 

I plan to put many of these tools to work for myself 

and my clients.

Karl Barndt

Kunkletown, PA

DirectResponsePro.com

-----------------------------

This is a great investment in your copywriting education - 

already - and I recommend serious marketers get in today, 

because John keeps adding valuable resources to it, so the 

toolkit grows as you use it to grow your business. Well 

worth your time and attention to squeeze every last dollar 

out of your sales pages.

Dan Klatt

Sedona, AZ

TheNewMasterKey.com

-----------------------------

The value of this product is simply outstanding. Rather 

than chaining you down to a standard style, John breaks 

the boundaries of conventional copywriting and shows you 

that Web 2.0 isn't just a catchphrase. It's the wave of 

the future, and John teaches you how to dominate it.

Omar Khafagy

kobracopy.com

-----------------------------

As a visual designer with no copywriting background, I've 

found the Copywriters Toolkit an invaluable resource. I'd 

have never found any of the tools on my own.

Steve Hudek

sjhudek.com

-----------------------------

The Copywriters Toolkit is a set of resources that I wish 

I'd had years ago, it'd have saved me a lot of time, money 

and effort.

If you are reading this and are serious about making your 

business a success then I can strongly recommend you get 

your hands on this Toolkit. It had helped me increase my 

conversion rates and boost my income. It's very high on my 

must have tool list.

Jason E. Johns

MusicForChange.com

-----------------------------

Hey John,

I just finished viewing all the videos - yes, I watched 

every one of them - and they're excellent.

They give the viewer a great entrée into the world of 

tactical online marketing - where they should go to do 

whatever needs to be done to create an impressive, 

quality presentation, and to ultimately sell effectively 

online.

I would assume experienced marketers would also benefit 

from some of the disclosed tips and tactics.

I merely skimmed the companion guide/novel - whew, that's 

a hefty tome, worth its weight in gold, no doubt - 

extremely impressive.

In short, the toolkit will be a valuable adjunct, and a 

must-have for any online marketer or copywriter.

--Barry

Barry A. Densa

Marketing & Sales Copywriter

WritingWithPersonality.com

-----------------------------

John,

This is excellent - I've literally just ordered and spent 

2 minutes scanning your download area - Great stuff.

The first 60 seconds on one of your videos was worth ten 

times the cost of entry for me - Very impressed and I'm 

really looking forward to going through everything here.

Simon Hodgkinson

simonhodgkinson.com

-----------------------------

-=-=-=-=-=-=-=-=-=-=-=-=-=-=-

[[firstname]], if you know any of these folks, ask them 

yourself what they think of the Copywriter's Toolkit. Ask 

them what they found most useful about it, and you're 

likely to get a different answer from each of them.

That's because the toolkit is packed full with the most 

incredible and diverse resources you'll find anywhere in 

the world today. And out of all of them, it only takes ONE 

to really make a difference in your marketing... and 

your success.

But in the end, all of these tools, videos, software, 

guides, and resources all have one thing in common: they're 

all designed to boost your profits and save you time and 

money.

For you that might be using my Dynamic Sales Letter tool to 

automatically rewrite your sales letter on the fly to better 

target your sales message to each individual prospect.

How about a resource hidden from the search engines that 

lets you search for and get print content (in easy digital 

format) going back more than 100 years?

Or maybe you want to know some quick 5-minute tweaks you 

can make to your landing pages to increase their 

conversions.

Perhaps you'll even make a few simple changes to your 

website so it learns and evolves by itself, according to 

the criteria you set (i.e. more sales, more opt-ins, 

whatever you want).

That way your website conversion rate climbs to the 

theoretical maximum all on its own... so you can focus on 

other projects without having to constantly watch, tweak, 

and babysit it.

Listen, I could go on and on for hours. Really what I'm 

doing is trying to paint you a picture of some of the 

highlights, the content in the toolkit that you can't find 

anywhere else at any price, because frankly no one else has 

taken the extraordinary amount of time to assemble such a 

resource.

Of course you'll also find stuff in there that you might be 

able to eventually find elsewhere: a headline generator, 

affiliate link cloaker, web audio tool, educational and 

"how to" resources, audio, video, the list goes on...

You really have to see it for yourself.

Warm Regards,

John Ritskowitz

http://www.JohnRitz.com
Email # 7 – Sent After 15 Days
Subject: It's Finally Here...The Copywriters Toolkit Prelaunch

Body:

Hi, [[firstname]].

You signed up to be on my Copywriter's Toolkit notification

list.

Well, we're getting ready to finalize the prelaunch and

launch to the public.

What that means is I've been testing sales letters and video

and other promotions (and of course, interactive devices,

which has been phenomenal!)

The final salesletter has been converting at a whopping

22.5%! Imagine, almost 1 in 4 buys the toolkit!

This is indeed good news, but it didn't happen overnight

(and if you've been a subscriber for long, you know it's

taken me several months of testing and tweaking to get

that kind of conversion).

But in the end, what do you think? Was it worth it?

I'd say a resounding YES!

And so I think it's almost time. I've got one more

subscription page I'm testing that should wrap up early

next week. (It's converting at a very promising rate, too...

more details on that to follow).

I'm also getting ready to do a MAJOR update to the toolkit.

If you've already purchased it, you'll get all these

tools, resources, and goodies I'm adding automatically.

If not, this may be your last chance to get it at this

low price and be "grandfathered" into the new toolkit.

The Copywriter's Toolkit 2.0.

Last call... the train is loaded up and leaving the station.

The question is, will you be aboard?

Here's your final chance to get it before it goes on sale

publicly:

http://www.copywriters-toolkit.com/prelaunch

And if it's not for you, hey. No problem. You might be part

of that elite 22.5% (or perhaps you already have a

"A" level copywriter cranking out homeruns for you... in

that case, GREAT for you!)

But I figured I'd at least you you the option to look it

over for yourself.

Warm Regards,

John Ritskowitz

P.S. This thing is starting to heat up. Last week I got a

call out of the blue from a seminar promoter who wants me

to speak (new to me...I've only spoken at one seminar in

Philly). I asked them how they found out about me. Her

answer? The Copywriter's Toolkit!

Plus I had another subscriber email me yesterday and ask

me if I would mentor them. I haven't ruled that out, but

I've gotta figure out how I'm going to find the time!

Bottom line is I have TWO major upgrades planned for the

toolkit BEFORE the end of the year (and the second one

is a major rebranding/opening up, which means I'll be

testing new prices... we'll let the market decide!)

22.5%?? I think I priced this thing too LOW! Time to do some

testing...

Get it now here:

http://www.copywriters-toolkit.com/prelaunch
Instant Opt-In Surge: How To Get Qualified Leads Subscribing to Your List in Record Numbers
Introduction

There are as many ways to drive traffic to your website as there are trees in the forest. Now, qualified traffic, well that’s a different story. You don’t want to spend good money or time getting petrified wood collectors to your fly fishing site. You want diehard fly fishers to come, eager to read your content and subscribe to your list.

But even getting highly qualified visitors to your site doesn’t have to be time-consuming or cost a fortune. It all depends on how you leverage your resources. Your articles. Your blog posts. Your posts on discussion forums. Cheap or free ways to get offline traffic to your site, too.

In fact, in this very special report, I discuss some of my favorite ways to get interested visitors to my sites, where they opt in to my lists and subscribe to my ezines and mini-courses. I’ll also share some of my secrets to getting those visitors to opt in to your list once they arrive at your site.

Of course the ultimate goal is to make a profit. But before that happens, you need to develop a relationship with your prospects. You want to get to know them. And you want them to get to know you and what you have to offer.

This isn’t a report about the importance of building your list. I’m assuming you already know what a highly responsive list means to you and your business.

Rather, these methods are the ones that cost me the least and deliver the best results. I’ve built several lists from scratch using nearly all of these methods in some form or another. The ones I haven’t tried yet were passed along to me by friends and colleagues, who have used them to build their lists and churn some nice tidy profits.

The four primary methods I use and recommend are: writing and syndicating articles, leveraging discussion forum posts, joint ventures, and offline marketing. They have proven their worth to me many times over, and I highly recommend you at least try them.

In fact, no matter how many things you’ve tried in the past, ad no matter how successful you are today, I can’t see you walking away without getting at least one or two new gems to test from this concise, but meaty report.

So with that, let’s get started with one of the best ways to get responsive visitors to your website: writing and publishing articles.

Writing and Publishing Articles

It’s fairly well-know that one of the better ways for building a list or generating website traffic is by writing articles. But just as important as writing the articles is where they are distributed and used.  How they are promoted.  You're going to find that that's going to be the key to getting traffic to your site and building your list. Articles can be submitted to directories, posted on your blog, on your website, on forums, wherever you have an opportunity to reach people that may be interested in your niche.

So you want your articles to be as distributed as widely as possible all over the Internet and in the offline world wherever possible.  For example, here some sites where you can submit your articles, and where other newsletter authors and publishers will come to get content for other publications:

· http://www.articledashboard.com
· http://www.articlealley.com
· http://www.goarticles.com
· http://www.articlecity.com
· http://ezinearticles.com
· http://www.ideamarketers.com
By letting others publish your articles in their ezines, your website can gain even greater exposure. Nothing terribly new about that.

Where most people fail is how they attempt to get readers of their articles to take action. That is, getting them to both:

1) Visit your website

and…

2) Get them to opt in to your list

It takes some planning and work on your part to make this desired result happen.

· Writing your article takes time and effort.

· Getting someone to publish your article in their ezine takes more effort.

· Getting people to read your published article takes even more effort.

· It takes additional effort to get people to visit your website after reading the article.

· And finally, it takes effort on top of that to get your website visitors to opt in to your list.

Is it any wonder most people aren’t as successful as they could be? There are many places along the way for missed opportunities, where potential subscribers will slip through the cracks.

Not only that, but you’re competing with tons of other marketers who are trying to do the same thing. The odds are definitely stacked against you.

But in this report, I’ll show you some techniques to significantly improve your odds, techniques that 95 percent of all article authors aren’t using. Do you think this will give you an edge? It will…if you use these techniques and actually put them to the test.

First, let me talk about some of the basics of writing your article. If you go to article directories, you’ll find that too many of the articles you see there don’t even incorporate these basic response-boosting tactics.

The title of your article is key, so choose it wisely. Your article title is your headline for your article. And in a sales letter, the purpose of your headline is to get your letter read, right? Well, in this case, the purpose of your title is to get your article read. You’ll find that many of the same principles of writing headlines apply to choosing your title. You want people to stop what they’re doing and read your article right then and there.
That means titles that are benefit-driven will outperform those that aren’t. Your readers want to know what’s in it for them. So you need to craft your title accordingly. This is no time to be vague or clever.

And before you choose your title, you’ll need to know a bit about your target audience. Their wants, desires, needs. Their problems. What’s on their minds. In short, you need to fit the message of the article, and your title in particular, to what your target market wants. And by target market, I mean those who you ultimately want to come to your website and opt in to your list. So the more targeted the message, the better.

Your title should…

· Address something desirable

· Be as specific as possible

· Convey a sense of urgency

· Make a promise

· Be intriguing

The more of these points you include in your title, the better you can generally expect your readership to be.

Here are some examples:

The Top X Ways To ____________

The Top 5 Ways To Lose 5 Pounds in a Week

The Top 10 Ways To Knock 5 Strokes Off Your Next Round of Golf

How To __________ In ____________

How To Double Your Profits In 30 Days

How To Get Out of Debt In 3 Simple Steps

How To ____________…Even If ___________

How To Make the Lottery Pay Off…Even If You Never Invest a Dime

How To Turn Your Hobbies Into Cash…Even If You’ve Never Sold Anything

The Quick and Easy Formula for ______________

The Quick and Easy Formula for Finding That Special Someone

The Quick and Easy Formula for Selling Your Home

____ Little Known Tips for _______________
7 Little Known Tips for Training Your Labrador

3 Little Known Tips for Roughing It in the Wilderness

The _____ Hidden Costs of ___________

The 10 Hidden Costs of Buying Your New Home

The Sneaky Hidden Costs of Renting a Car on Your Next Vacation

___________: The Proven ______________
Direct Mail: The Proven Way to Reactivate Former Customers

A.I.D.A.: The Proven Formula For Sales Conversions


One final word about titles: Remember that when someone is browsing an article directory, they are seeing your article title alongside tons of others. It’s kind of like the Yellow Pages. The Yellow Pages are one of the most competitive places to advertise. Why? Because your prospects see your ads right alongside your competitors’. You definitely NEED to stand out from the clutter. Your title should be about your prospect’s needs, wants, and desires. It should be about the person reading the article, not the article itself.

This becomes even more critical when a publisher looking for content is browsing an article directory. After all, which do you think will bring you more exposure: a reader browsing articles or a publisher with a 100,000-person subscriber list who publishes your article?

Your first paragraph will keep them reading—or not. After your title, your opening paragraph guides them into the main body of your article, so you’ll want it to be interesting, and an extension of your title.

Some good ways to keep that interest going are to:

· Present a problem

· Set the stage with a story, anecdote, or quote

· Ask a question

· Reveal an interesting or startling fact

· Present an overview

· Paint an emotional picture

Use proven formulas. Just like a sales letter, proven formulas boost readership and response in articles too.

· Problem-Agitate-Solution – You present a problem, then agitate it further. Finally the solution is hinted at towards the end of the article (with an incentive for them to go to your website to get the full picture).


· Before and After – I was fat, now I’m thin. I was poor, now I’m rich. I was a hack, now I’m a scratch golfer.


· Useful, but Incomplete – Give just enough information to entice them, but leave them wanting more (which your website will provide).


· Frequently asked questions – Include some great ones, but leave some out to be placed on your website. Be sure to let them know in your resource box at the end of the article that there are more at your site.


· Share a specific set of points.

· 5 Steps to Making a Fortune on eBay

· How to Speed Up Your Metabolism in 3 Easy Steps

· 10 Ways to Write Better Ads

· 3 Keys to a Greener Lawn

· 7 Quick Tips for Self-Defense


Position yourself as the expert, but don’t be condescending. This is a given, but it’s worth mentioning. Yes, you want to be seen as an authority on the subject, but you don’t want to come across as arrogant or a “know-it-all.” Remember these are real people reading your article. If you offend them, you’ve lost them. Of course the same can be said for off-color or offensive remarks. When in doubt, leave it out.

Your resource box should present itself as the next logical step. The article should transition nicely right into the resource box. You want them to go to your website, so your resource box should hint at more information to be found on the topic.

Give them an “ethical bribe.” Your resource box should also give a no-brainer offer. An “ethical bribe” designed to entice them. Just like you need a premium to get them to opt in to your list, you also need a premium of sorts to get them to your website in the first place.

Leverage your article wherever possible. In short, you want that article reused as much as possible all over the Internet (and offline as well).

· Post it in the article directories.


· Post it on all relevant forums.


· Submit it to search engines.


· Post it on your blog.


· Post it on your website.


· Encourage others to publish it in their ezines.


· Include your article in viral ebooks to be passed around the web.


· Offer your article as a premium report for other people’s products. Expand on the article, if necessary, to make it a content-packed report.


· Offer it for others to use on their content sites (e.g. Adwords), membership sites, as part of a mini-course, anywhere your target market will be exposed to it.


· Offer it to your affiliates.


Give your best tip at the end of the article and your second best tip at the start – In a sales letter, we’d usually start off with our strongest benefit or point and work our way down to the lesser benefits from there. In an article, you often want that big bang at the end, just before they’re led to your resource box. Also your last tip can carry the greatest weight if you lead up to it, by making all other tips depending on the final one, and by foreshadowing the final tip to come.

Then your resource box should offer something related to your final point. All they have to do is head over to your website.

Design your resource box like you would a headline – Similar to the effort you must put into your article title and the headline on your squeeze page, your resource box needs to contain a sense of urgency. It must tap anticipation, desire, curiosity, and/or other emotional hot buttons. It must have a call to action. And like your title, where the goal is to have your article read, the goal with your resource box is to get them to go to your website. Now, not tomorrow or next week.

And much like there should be congruency between a Google Adwords ad and the landing page headline, so must your resource box and headline on your squeeze page match. Think about it. If your resource box looked like the following:

About the Author

Jane Doe is a certified massage therapist, author, speaker and consultant. Watch her conduct her stress reduction workshop each month on video. Jane is giving free access to this private site, but only while charter memberships last. Join today at http://JaneDoeMassage.com.

…your headline your squeeze page should tie into that offer. Maybe:

“Jump to the Head of the Line and Get FREE Access

To Jane Doe’s Private Membership Forum…Before

All Charter Memberships are Gone”
Or something like that. I just made that up, but you get the idea. Here’s another example of a resource box with a good call to action:

John Smith is the author of the free 36-page report, “How to Turn Your Hobby into Your Own Personal ATM Machine.” Head over to http://www.whatever.com for your free copy while supplies last.

Remember, everything in your article is designed to get them to go to your site. And everything at your site is designed to get them to subscribe to your list. So you really need two calls to action here—two incentives: one to get them to go to your website, and another one to get them to subscribe.

Let’s look at another great way to get qualified traffic to your squeeze page: posting to forums.
Posting to Forums

Posting to discussions is a very fast and powerful way you can start expanding your list of subscribers in as little as 5 minutes.

You can find forums about your niche very easily. Just Google the following:

+”your niche” +forum

or

+”your niche” +discussion board

Just be sure to check the posting guidelines for each forum before you post. The techniques I’m presenting here are generally acceptable on most forums, but you need to know what’s allowed and what’s not, especially when it comes to solicitations.

Here are some quick and easy ways to get pre-qualified traffic flowing your way:

Ask for suggestions or advice. Let’s say you’ve written an article on your site entitled “15 Ways to Put the Romance Back in a Relationship.” You could make a post asking folks to check out the article and see if you missed anything. Or you can ask for additional points to add to your article. Of course you’ll have your opt in box at the end of the article with a compelling offer.

Let’s say you’ve written an article on losing weight quickly. You could post a message like this: “If you had to lose 5 pounds in 2 weeks for a wedding, how would you do it?”

It’s a great way to get both input and exposure for your article. You may also get other publishers who are interesting in your content for their ezines, leveraging that content even more.

Ask for a critique. If you don’t mind getting honest feedback, many people will end up subscribing to your list. It’s a more indirect and acceptable way to ask people to check out your site without blatant advertising. Plus, the feedback they give you may help to make your squeeze page even more compelling. Ask them if it would persuade them to give it a try, assuming they were in your target market (of course you already know they are by the forum you selected). And if they say no, ask them why. You can get valuable information on what they want (and don’t want) this way.

There are two types of forums where you should ask for critiques: the niche forum itself and a marketing forum. You’ll likely get more sign-ups from the niche forum, and good advice to test out from the marketing forum (although you’ll get some opt ins there as well).

Ask your market what they want. It’s one of the best ways to develop products and services they’ll buy and give you ideas for articles, autoresponder content, your blog posts, whatever you need.

The way you would use this technique to get them to subscribe is to post something like, “what’s your biggest question about building a web page?” Or “what’s the single most important thing you’d like to know about brewing your own beer?”

Let them know you’ve already answered 7 questions (your 7 step mini-course loaded in your autoresponder), for example. Then they’ll be more likely to sign-up. Make sure you point out that you’ll add to your mini-course with the answers to the questions they’ve provided, and that they’ll get answers to the existing questions in your mini-course PLUS the new ones when they subscribe. Everybody wins!

Offer a checklist or video tutorial. If someone asks how to research a niche market, give them a checklist of steps they can take. Or make a Camtasia tutorial video showing them how. Now that you’ve got them to your site, you’ll want to “make them an offer they can’t refuse.”

Offer a list of resources. In addition to checklists, resource lists with website URLs make a great site for them to bookmark! Make sure you supply more than just links. Make it a huge info-page of information. A collection of resources, links to everything you have—articles, video, audio, your blog, other useful sites, tools, you name it.

This technique tends to work best when you set up a separate domain for the site. Make it a portal. You want people to come back again and again, so keep it fresh with content and up to date.

Solve a problem or give some help. If someone asks for help or asks a question, offer your experience and try to help them. But to maximize your odds of getting both the asker of the question and everyone else who reads the post to subscribe to your list, try to phrase your answer in one of the following two ways:

1) Give them tips, techniques, shortcuts, secrets, anything that offers both promise of exclusive information and fast results. A shortcut to success.


2) Whenever possible, supply them with specific results. Think about it. When you want to learn how to bowl a perfect game, you go to someone who has bowled a perfect game. When you want to know how to sing with a perfect pitch, you seek out someone who’s already mastered that skill. If you want to lose 10 pounds, it carries more weight (no pun intended) if they person guiding you has actually lost 10 pounds. Do you see where I’m going with this?

And by helping them, maybe—just maybe—they’ll click on he link in your signature to check out your website. If you direct them to a blog post or article you wrote to answer their question, they’ll be even more likely to investigate.

In fact, here’s a sneaky but completely ethical way to virtually guarantee you get an onslaught of new subscribers:

1) Find a hot topic. In most forums you should be able to determine how many times a forum had been read and/or how many posts it contains. You want to find one that’s on fire. If it involves a highly emotional or controversial subject, so much the better, as these tend to grow very quickly and get read often.


2) Write an article on your own site or blog about the subject being discussed. You know the topic is of interest to them or it wouldn’t be so hot. In short, you are entering the conversation already in their minds. Your article will be current to the discussion, relevant to what’s being discussed, and highly desired due to the hot nature of the topic. Your article should offer a solution if a problem is being discussed, a tutorial, a case study, a list of tips or shortcuts, whatever this audience is looking for (they’re telling you right there in their posts).


3) If the forum allows it (most do), give it a compelling subject line when you post. What I mean is don’t accept the default original subject already being passed from post to post within that thread. You want your subject to be intriguing and compelling, just like your headlines and article titles, but you may want to hint at being controversial as well. If it’s a hotly discussed topic, people will read your post if they think it’s “gonna be good.” Above all, don’t be boring.

Here are some quick examples on how you could begin your title with a “controversial edge:”


	· I don’t think so…

· I think you have it backwards…

· This is the best one I’ve seen…

· Umm…no…

· What I did was…

· That’s good, but this is easier…

· Wait a minute…

· Why do that, when…

· Actually…

· Let me see if I got this straight…

· You can’t go wrong with…

· What about….plus it’s free!



4) Share a part of your article, and direct them back to your article for the rest, where you’ll have an opt in box with a premium if they sign up. I suggest testing a mini-course or archive of articles relating to that topic if they subscribe. If you go this route, you’ll want to stop at a point in your article that leaves them hanging, wanting more.

Alternatively, you could post the entire article, with a link back to your site or blog with more content on that subject. If they read your posted article and were interested in the subject, it’s likely they’ll want to see what else you have.

Use an 800 Pound Gorilla and Search-Friendly Subjects. Here’s a tip I picked up on Michel Fortin’s old forum. By posting your articles or content on “heavyweight” sites, you’ll get higher rankings in organic search engine searches. It’s a no-brainer, but it’s often not understood or used as well as it should.

Give ‘em your best tip and leave them wanting more. Let’s say you’re browsing a blues guitar forum, and you see lot of discussion about learning to play guitar licks like Stevie Ray Vaughn. You put together a tutorial with tablature entitled, “9 Stevie Ray Riffs You Can Learn to Play in an Hour.” In your posted reply, you give them your best riff right there to show you’ve got the goods. Then send them to your tutorial for the other 8 riffs.

Or perhaps you’re looking through a smoking cessation forum. Obviously these folks want to know the best ways to quit smoking. So after you write an article about it, you come back and announce “here are the exact steps I took to quit smoking…and I’ve been smoke-free for a year now.” Remember, people would rather learn from someone who has already done it. If you can be that person, you’ll have a steady stream of prospects following you back to your site wanting more. It just doesn’t get any easier than this.

Include your list offer as a resource. When you find a hot discussion that lends itself well to a list of resources for that topic, by all means supply them with some. Just make sure YOU are included among those resources. For example, if you have a mini-course entitled, “7 Ways to Stop Insomnia,” you could write about “Top 10 Free Insomnia Resources.” And of course you list your mini-course as one of the free resources.

And don’t forget to leverage everything. Use your content for articles, blog posts, forum posts, a free PDF report, wherever you can.

Because your article contains FREE resources, it’s likely that other ezine list owners will publish it. And as an extra incentive to get other list owners to publish it, you can allow them to add one of their own resources into your article. In fact, you can even offer the content with private label rights with the only condition being that your resource stays intact as is. That is, they can change anything else they want and even claim authorship, but your resource stays. And that means even more exposure for you.

Promote Within Your Products

Of course you’ll want to include links back to your site to get them to sign up for your list in all of your products, whether a free report, and ebook, or even a video on YouTube.

But you can also have mechanisms in place within any software or scripts you sell, too.

I did this very successfully when I sold my Power Effects software (http://www.Power-Effects.com).

Here’s what I did:

1) I sold Power Effects with master resale rights (MRR). I also gave them permission to sell the product with MRR as well. That means they keep 100% of the profits, and (if they choose to sell with MRR), their customers can resell with MRR and keep 100% of all profits, and so on down the line.


2) Within a short time, the product was being sold all over the Internet. It’s a good way to get a product to go viral because there’s a profit incentive for everyone who buys to resell it with MRR (because of the extra value) and keep all the profits. Then their customers pick it up and continue it from there. And so on. That helps to ensure it actually gets promoted. Plus they get an “out of the box” product to sell. It’s a much bigger incentive than a 50% affiliate commission.

3) Within the software itself, there was a feature that let customers register and sign up for updates and other goodies related to the product. Of course, that sign-up list was for one of MY lists, a special segmented one I set up with an autoresponder just for them. That meant I had my customers sign up, as well as their customers, and the next level, and, well, you get the picture.
Did it work? Oh, yeah, did it ever.
I was getting hundreds of opt-ins a day, and all I had to do was set the ball in motion. My customers and their customers did the rest.

But they key here was that I created Power Effects from the start as a list-building strategy. I wasn’t looking to make much money from it (up front, anyways), although I took home a nice 5-figure bonus from sales when all was said and done (and it still sells).
There are also ways you can create hybrid list-building/monetization products. I could have made even more money if I had sold upgrades or premium extensions of the software. But that wasn’t my goal here. I wanted to deliver pure value at an economical investment that didn’t look like a cheap front-end of a back-end money-making machine, if that makes sense.

In short, it goes back to what I talked about earlier: Building a relationship with your prospects and customers. Building true value. Lifetime value. To me that’s worth far more than a few short-term bucks.

Joint Ventures

Joint ventures (JVs) are one of the best ways to lure new leads and customers. By partnering with other businesses whose customers are part of your market, you have an additional profit center of incremental income. For example, an attorney can refer his clients to an accountant, and the accountant in turn refers clients to the attorney. It’s a win/win situation, because many times a new business will need both an attorney and an accountant. Depending on which one they approach first (the lawyer or accountant), they’ll be referred to the other.

JVs can go much further than this simple arrangement, however. They can be very complex, and there can be 3-way deals going on. The key to making these deals work is to make sure that you let a prospective JV partner know from the start that:

· You’ve discovered an additional profit center for them that they are probably unaware of (offer projected profits, if possible).


· The additional profit center will not detract in any way from their current income stream.


· The additional profit center will not incur any additional costs or labor on their part to implement.


· The additional profit center will not incur any risk whatsoever on their part.


· You will perform all of the leg work to set it up.


· They can stop at any time for any reason.

One Tip: If you try to set up a JV with a business, and they already have a deal in place with someone else, you can take that information to their competitor and say “Your biggest competitor is already doing this.” And if your partner ever decides to stop the JV deal, you can go to their competitors and say the same thing (Hint: if you let them know you are going to do that, they may reconsider). Never feel that you have to partner with one specific business exclusively. Ideally you should have JV deals going on all over the place.

You can also do JVs between your business and another, or you can broker JVs between two different businesses and benefit in the middle.

Finding JV Partners

If you know of a company that sells a complementary but not competitive product or service as yours, you should subscribe to their list and watch their content sent to you over time. That will give you a feel for their marketing style and the types of affiliates/joint ventures they promote. 

One way to find such potential alliance partners is via the good “old fashioned” search engines. Only in this case, you’re going to drill down a bit deeper.

Google is one of the best search engines to use when locating JV partners, because of the tools available at your disposal when searching.

The trick is to know what to search for and to use Google’s research tools correctly. Here are some of my favorite ways.

1) Use the inurl search.

You can go to Google and type in: inurl:[keyword] to find web addresses that contain your keyword in the full web address name itself (including parts that aren’t part of the root domain name).

For example, typing inurl:mortgage might give me:

· http://http://www.mortgage.com

· http://www.mortgage-calc.com

· http://en.wikipedia.org/wiki/Mortgage

· http://hometown.aol.com/aaamortg/mortgage.html

· http://www.mortgage-express.co.uk

…and much more.

Note that they all contain the word “mortgage” in the domain name, subdomain name or a file or directory name within the domain.

2) Use the allinurl search.

Similar to the inurl search, the allinurl search allows you to type in allinurl:[keyword phrase] and return all addresses that contain that phrase in the domain name, subdomain name or a file or directory name within the domain.

For example, typing allinurl:weight loss might return:

· http://www.weight-loss-institute.com

· http://www.technorati.com/tags/weight+loss

· http://www.drugs.com/weight-loss.html

· http://weight-loss.one-pharmacy.com

· http://www.mayoclinic.com/health/weight-loss/WT99999

…for starters.

You’ll be able to narrow your focus even more.

3) Use the intitle:[keyword] and allintitle:[keyword phrase]
Similar to inurl and allinurl, this search returns the keyword or keyword phrase in the title of the web page.

For example, intitle:exercise might return (the bolded text is my addition):

American Council On Exercise 

(http://www.acefitness.org)

Exercise: A Healthy Habit to Start and Keep -- familydoctor.org

(http://familydoctor.org/059.xml)

MedlinePlus: Exercise and Physical Fitness

(http://www.nlm.nih.gov/medlineplus/exerciseandphysicalfitness.html)
Notice the keyword exercise appears in each of the titles, but may or may not appear in the URLs.

And allintitle:corporate law might return:

Corporate Law - Guide to Corporate and Business Law
(http://www.hg.org/corp.html)
Delaware Corporate Law Clearinghouse - Chancery Court, Court of ...

(http://corporate-law.widener.edu)

Gulf Law: Corporate Laws in Arab Middle East, Company Law Guide ...

(http://gulf-law.com)

Company law databases and corporate regulatory issues in India

(http://www.companylawonline.com)
Look at the last two above. Notice how Google didn’t only return web pages with the exact phrase “corporate law”. It returned those that had ALL of the words in the phrase in its title, in any order.

If you want only the exact phrase returned, place double quotes around the keyword phrase, like this: allintitle:”corporate law”
Now let’s look at some ways you can use both online and offline JVs to grow your list.

JV your list building: large list. If you have a large list, one of the easiest ways to build it even further is to do a cross mailing. That is, you partner with another large list owner in your target market. You send out his message to your list, he sends out your message to his list. Simple. Just remember, once your prospects or customers are on another list that sells to them, there is increased message clutter. That is, they are now being pitched by your JV partner AND you. It’s a tradeoff you need to consider.

JV your list building: small list. Ok, if your existing list isn’t large enough to warrant a cross JV mailing as described above, here’s a clever way to build your list up quickly. I’ve done this, but not to the extent I should. I’ve got more deals like this in the works. Here’s how it works:

Let’s say your list is on the small side. “John Smith” has a huge list. You want to JV with him, but a cross swap isn’t going to persuade him. You need to be the middleperson between John Smith and another large list owner.

”Jane Doe” is another huge list owner. What if you can put John Smith and Jane Doe together to do a cross mailing, and you get exposure as well. Instead of a cut of profits, you agree to get a slice of the list. In other words, perhaps in order to get onto Jane’s list from John’s, they have to come through you first. Or, you could have John mail his list with the agreement that whatever prospects Jane gets, she’ll share with you. It’s a win/win/win situation, because all of you are gaining new prospects on your lists.

John gets some of Jane’s list.

Jane gets some of John’s list.

You get some of Jane’s list. Or, ideally, you get some of both lists. You are the dealmaker. It wouldn’t have happened without you, so depending on the deal you make, why shouldn’t you get access to both lists?

Another way to JV your list building: small list. Your list is your greatest asset, right? But if you only have 1,000 names where 50,000 or 100,000 is the norm (more is better, right?), then why not JV a list exchange. Bear with me. It’s true that you may not have much to offer to the list owner of 100,000+ names, when you only have 1,000. But it can be done.

One way to do this? Ok, let’s pretend that I convince a speaker to do a teleseminar with me that I know at least 2 or 3 other 100k+ list size owners would love to tell their subscribers about. Let’s couple that with the fact that these list owners want to build their lists even more. And you do too. You could make a deal with some of these list owners that whoever opts in to your teleseminar, you’ll do a solo mailing of a product of their choice to the entire list if they promote the call. Remember they’re delivering a message to their list that their list would be interested in, and they’re interested in getting the names of the other list owners that will opt-in. So you act as the middle-person and make all sides happy, while greatly adding to the size of your list.

I’ve personally done this, and I’ve got some big promotions on the way that will grow my list even further. All you need to do is to contact these people and let them know how they benefit from the arrangement.

Will everyone welcome the deal? No. But there are plenty who will. And everyone wins (those are the best kinds of deals, by the way). This is one of those ideas that will work just as good online as they do offline.

Seek out other businesses that cater to your market. I used the lawyer and accountant example in the introduction to this JV section. A realtor may JV with moving companies, custom framers, carpet cleaners, pest control services, lawn care companies, painters, electricians, plumbers, the list goes on. Just be sure to JV with those businesses who have products and/or services your customers may need (i.e. a realtor JVing with a video game company doesn’t make much sense).

Make a list of businesses who want and need a constant flow of leads: lawyers, doctors, dentists, realtors, home remodeling services, carpet cleaners, pest control services, etc. Broker deals between them where there is a fit to generate leads.

JV mailings. For generating leads where it’s not cost-effective, direct mail can be prohibitively expensive. That’s why card decks and Value-Paks are so popular. But aside from those types of mailings, you can always partner with a non-competitor (or two or three) that offer a complementary or similar offer with the same target market as yours. By splitting the cost of the mailing, you still get your message out, but at a much-reduced cost.

JV inserts/flyers/circulars. Similar to JV mailings, you could arrange to have your flyer, insert, or circular inserted into another publication already being mailed. This “hitching a ride” approach works best when your audience is targeted, although newspaper inserts are popular with local bricks and mortar businesses. The JV part comes into play when you pay so much per lead or a percentage of all sales resulting from the arrangement. Depending on your price structure, you can pay a percentage of the first sale only, or a tiered approach where a smaller percentage is paid for all first year purchases, a percentage of the back-end purchase, etc. You need to determine what types of deals bring in the biggest profits for you, while still providing a valuable incentive for your JV partners. And that really goes for any type of deal.

Lead generation JVs. Find out what other businesses your target market visits. For example, I sell to entrepreneurs, and a lot of them frequent the UPS Store and other such places. Fedex/Kinkos and other “copy shops” are also ideal places where I live. Many of these places don’t capture their customer’s name, address, email address, etc. So I made an arrangement with them. I setup “take ones,” where they can take a brochure for free, go online to my website, fax me, or mail me their contact info, then I send them a free report relevant to them. I give their contact info to the store I JV with (and I notify the prospects of this fact…it hasn’t seem to hurt my leads significantly so far). For those businesses (a Staples store, being one of them) that are stubborn, I offer to give them the contact info I collect from all the stores I JV with in their area. Again, you need to include a disclaimer when doing that, but in my tests, the benefit has outweighed the losses.

In a discussion with copywriter Michel Fortin recently, he mentioned that you need to really provide an incentive for these businesses to promote you. So the “take one” box may not be enough by itself. True, they are getting the contact info of some of their customers (something they themselves should be gathering), but if they don’t know enough to get that information in the first place, they may not be as anxious to promote your free report or premium.

Endorsements. There are people and businesses that have a great personal relationship with their customers and prospects. They may not necessarily know this fact. In fact, a lot of them don’t even realize the amount of pull they have with their audience. People who recommend certain stocks or trends, people who give great content and information to their subscribers, people who give investment advice, generally people who have a certain rapport with their subscribers. They are the ones you want to target. If their niche is non-marketing-related, so much the better in order to cut through this niche’s clutter. I know someone who targeted golf enthusiasts for a marketing product, simply because of their test results. In any case, if you can JV with this sort of person who will endorse your product or service, you have a huge advantage. It’s simply one of the best ways to print money on demand. Please don’t overlook this technique.

These people may not even realize the relationship they have with their list. So you would be well advised to start with those folks.

Look all around you. There are more ways to line up joint ventures and strategic alliances than you can shake a stick at. You just need to develop an open mindset that will soak up opportunities like a sponge. Reading the newspaper, business trade journals, and other publications, both online and offline, can kick start ideas in your head when you least expect them. So think of the JV examples I’ve provided in this report as just the beginning.

Here’s a true-life case study: One of the first online JVs I did to build my list was a free meat-filled teleseminar with some top established marketers. We held a pure content call that talked about ways to bring your online marketing efforts offline for even bigger profits.

I initially approached Michel Fortin, because I was an active member of his forum, and spent time developing a relationship with him. I asked Michel if he wanted to do a teleseminar about offline marketing, and he agreed.
Once Michel was in, I approached JP Maroney and David Garfinkel, asking them if they wanted to participate. I told them Michel was going to be doing the call with me, and they both knew Michel very well, so they agreed.

Then I asked Yanik Silver. Yanik and I had emailed back and forth a couple times, because we were both avid copywriters. I told Yanik who I had on board, and he agreed to do it as well.

So you see, I started with some well-known experts who I had developed relationships with, then I leveraged it into developing new relationships. David and I have done additional calls together. JP and I have JV’d on other projects, and Michel ended up hiring me many times to write sales copy for him.

It has to start somewhere.

And when we did the call, each of us promoted it to our own list. I wrote the opt-in name squeeze page, and the call was on. And not only did my list grow exponentially practically overnight, I was able to take the recordings, have them transcribed, add some relevant value-added bonuses, and turn it into a full-fledged product.

(You can see the product here: http://www.million-dollar-roundtable.com)

That’s the power of relationship-building. That’s the power of joint ventures.

How To Dramatically Improve Your Double Opt-in Rates
Average opt-in rates have fallen quite a bit over the last couple years, and will likely continue to do so for the foreseeable future.

Double opt-ins are especially prone to this trend.

First of all, “What is double opt-in?”

Basically that means when someone goes to your site and signs up for your newsletter or autoresponder series, before they actually get what they signed up for they will get an email asking them to confirm their subscription to your list.

If they don't confirm, they are never added to your list.

It’s just an email asking a person if they’re sure they want to be added to your list. If so, they click the confirmation link.

Just having your subscription system set up as double opt-in will be enough to protect you in most cases because it would be virtually impossible for someone to "accidentally" be added to your mailing list. Everyone has to confirm their subscription.

Someone may forget they subscribed and complain.

That doesn't change the fact that they still had to confirm their original subscription and now you'll have proof. 

The biggest complaint people have about double opt-in is that they don't get as many subscribers as they would by allowing any and everybody to join their list without confirmation.

But here's the flaw in that line of thinking…

Let's say that 100 people sign up for your newsletter and 100 email addresses are added to your list because you aren't using double opt-in confirmations.

Up to 30 or more of those email addresses could be worthless anyway. Maybe someone mistyped their email address or they entered one that they don't really use thinking that they would be able to download some freebies on your thank you page.

If you're using double opt-in you would never see those worthless email addresses. The people who typed in their email address the wrong way most likely won't sign up again but more importantly, those bad addresses won't be added to your list.

The people who purposely entered a bad email address thinking they could download something on your thank you page most likely will not give you a good email address anyway.

In other words with confirmed subscriptions you are basically dealing with people who have given you valid email addresses they actually use. If someone won't even give you a real email address do you think that person would bother to buy from you?

Probably not.

The key to getting the most people to sign up to your lists and confirm their subscription is to offer some sort of incentive for them to do so. But you don't want to make that incentive available on your thank you page.

	


Your incentive MUST be sent only to the people who take the time to confirm their subscription. Make that known. 

Let people know they have to confirm their subscription before they can get any incentives you offer for signing up.

Ensure your thank you page says something like this:
	Thank you for signing up for “List Name”.

Please check your inbox right now because you have to confirm your subscription before you’ll get
(Name Of Promised Bonus).

The email will be from (Who it’s from) and the subject line will read (Write in subject line).

Immediately after you confirm your subscription to (“List Name”) you’ll be able to download (Promised Bonus) and get the first message.

Thank you for your time and if for any reason you don’t get that confirmation email, check to see if that email didn’t accidentally end up in your trash folder.

If you look there and still don’t see it, contact me with the email address you’d like me to add and I’ll add you in manually.

Your Name



In the beginning, people are more interested in the bonus you promised them than they are in your list because they don’t know if the content you’re going to send them is any good yet.

That’s why you have to make sure they understand that to get your incentive, they have to confirm their subscription.

Before you go live with your list, sign yourself up then go to your inbox and take a screenshot of what they confirmation email looks like. Upload that screenshot to show people.

That way, you’ve told people what to look for AND you’ve shown them. You’ve just made it easy for them to confirm.

I know it sounds simple, but sometimes simple is best. It’ll definitely improve your confirmation rates dramatically.

As long as you let people know immediately after they sign up for your list that they have to confirm to get anything from you, the number of people who actually confirm will rise significantly.

Remember, many people (especially in non-marketing niches) just assume that since they signed up for your emails, they should automatically get them. Many don’t know anything about double opt-in confirmation, so you need to tell them.

Offline Marketing

Offline list building is usually referred to as generating leads, but the concept is the same. The fact is, you should be doing both online and offline marketing. And just like your online marketing, you test different strategies and keep doing what works and get rid of what doesn't work. Well, the same goes for offline marketing.

If you're not doing both, you are missing out on some serious profits. Even if you are making $10K, $50K, or $100K a month online, why wouldn't you want more?

Consider that in the 15 countries with the highest rate of Internet usage, only 18% have Internet access. That means over 80% of your market never has a chance to hear your message. And the actual percentage is even higher, since many people use the Internet for email only. Even in the US, which has by far the largest share of Internet users, 37% of the population is not online -- that's over 110 million people!

But...consider this: of that potential 18% that are online and you do have the potential to reach, they are offline the majority of the time, where they won't see your message.

In other words, your target market is still likely larger in the offline world. By not marketing to them where they "live," you are missing out on a very big slice of the pie.

Most offline marketing techniques are fairly straightforward, and can be done for very cheaply or even free. Here are some of my favorites.

Classified ads. This is something everyone should be testing in some form or another. It’s great for lead generations. You should still have a strong benefit-driven headline and a clear call to action. Free reports work very well with classifieds. My local paper, the Hartford Courant even has an ongoing deal of 3 lines for 3 days – for free! Even adding more lines only ends up costing a few bucks. With a price like that, there’s no reason anyone with a website should not be testing ways to draw traffic to the site with classifieds.

Postcards. Yes, postcards are a form of direct mail, but it warrants its own category. Postcards are cheaper to produce and mail than full-blown direct mail packages or sales letters, and they are great for generating leads. Like classified ads, a free report or free gift often works well here. Postcards are also a great way to stay in touch with your customers and prospects, and they also work well as part of a sequence of mailings. A good place to go for customized postcards is http://www.usps.com (the US Postal Service website), because the USPS has partnered with a company that will print and mail your postcards for you! Best of all, you only pay for the postage (i.e. FREE printing costs). Hint: be sure to include yourself on the mailing list so you can get your own mailing as well.

Flyers. Who says you can’t hire a high school student to stuff mailboxes or stick ‘em under windshields? Obviously if you are selling a high-priced financial course, it would be better to target the windshields of a fancy hotel than your local Wal-Mart. And I believe the US Postal Service also prints them for you like they do postcards if you want to mail them. Check out http://www.usps.com
Networking. Your local Chamber of Commerce, trade shows, seminars, and anywhere your prospects hang out are all good opportunities for networking. In many cases, the hotel bar the night before the seminar is the best opportunity for making contacts. It’s usually more effective to try to capture contacts and leads than to try to close a sale on the spot, so get your elevator speech ready and have plenty of business cards on hand.

Card decks. These stacks of index cards are mailed to targeted audiences. Each deck can contain anywhere from 50 to 200 cards or so, each with an advertisement or coupon. They may also double as a business reply card on back. Since your ad is mixed in with tons of others, it’s especially important to have a great headline and layout that will stand out from the clutter.

Card decks are inexpensive because all of the advertisers are sharing the cost of the mailing. They can cost as little as three cents a prospect for large mailings. Even for smaller mailings, they are generally cheap, which is good for testing.

Make sure you choose your audience wisely. Card decks are great for targeting a niche. Free reports or books work especially well here, because the person flipping through the cards will be attracted to the word “FREE.” As always, make sure there is a clear call to action. Multiple methods of response usually work better than a single method. For example, they can drop the card in the mail, call a free recorded message, go to your website, etc. And you may have some options with remnant space, so always try to negotiate a lower price (how hard is it for them to stick another card in their mailing…their costs are incremental and their profit is high even on remnant rates).

A couple other tips: When you see repeat advertisers in a deck, you have a pretty good idea that the deck is working for that ad. If that ad also targets your niche market, it may be a good one to test in. Also, test with copy that you already know works.

Package inserts. If you’re going to mail out a product or package to a customer anyway, always tuck a sales letter for another product in the package. It won’t cost you any more, and when your customer receives that package, he or she will be pleased with the product (assuming your product isn’t junk) and be more favorable towards another purchase from you. You can also joint venture with other companies that target your niche market and get them to include your insert when shipping their product.

Teleseminars. Basically a conference call, we’ve all probably been on many of them. Some have organized them and have been speakers. They can be pure content (i.e. no obvious pitches) for strengthening social proof and building up anticipation for a new product to be released in the future. They can be a mixture of content and pitch. You can even arrange a series of them as a tele-course and charge big money to attend (Marc Goldman and Jay Abraham did this with a six-month long series, one per month, on joint ventures and deal making).

Word of mouth / viral marketing. The key here is create something that people will want to share. Yes, the “tell a friend” scripts are good online. But surely there’s something you can think of to really “wow” them. You want to make them say “Wait until Jane sees this!”

One of the keys to making this work (and any sort of lead generation device) is to know your customer’s lifetime value. In other words, what does your average customer in this market (using the type of lead generation you are doing) bring me in profits over their entire lifetime? Let’s say it’s $25,000. And let’s say your method of gathering leads converts 10% of leads into customers. Do you think it’s wise to spend $100 per lead of that type in your efforts? Seems like a no-brainer to me.

Creative business cards. Besides using both sides of your business cards and putting a compelling benefits-oriented message on it, there are many other creative ways to put your business card to work for you. Of course, odd-shaped and “rolodex-styled” cards stick out from the crowd as well. One real estate agent in California hands an extra three bucks and a business card to the toll collector as he crosses the bridge into San Francisco. He tells the toll collector that he wants to pay for the driver behind him, and asks him to give the driver his business card. Nine out of ten times, the driver calls, at least to say thank you. He’s sold several expensive homes that way as a result.

A good lead generation device is to offer a free report or other gift on the back of the card. Then just distribute them where your prospects live.

At my local Munson’s Chocolates outlet, Sales Manager Jim Florence has his business card fully imprinted with the company logo, name, phone number, and email address made out of…you guessed it…CHOCOLATE! (best business card I’ve ever eaten). A relatively new technology now allows Munson’s to “print” in edible ink everything from text, images, logos, and photographs. With their business cards, customers get to taste their USP. How many other businesses offer that experience?

Issue a press release. An oldie, but goodie. The trick is to make sure your press release is a newsworthy event. For example, starting a new newsletter is not necessarily a newsworthy event (but it might in certain niche markets for smaller publications). Issuing a press release about a large donation you are giving, complete with relevant background story might be newsworthy. It all depends on your target audience and the publication(s). Editors pick up press releases if they think there is news for their readers. They do not care about you or your company. Your press release must be framed that way. “What’s in it for me” is very relevant here.

Write a book. With Print on Demand (POD) publishers, nowadays it’s easy and cheap to type up and edit a book in your favorite word processor, upload it to a POD’s server, and have the book available for shipping within weeks or less. Books are also a great way to position yourself as the expert. There’s something almost magical that takes place when you send your clients an autographed copy of your latest book. In their eyes, you instantly gain credibility. Your status becomes elevated. They are more likely to want to do business with you.

There’s little doubt that successful people want to surround themselves with other successful people. And a book shows them that you are successful. It gives you prestige. You are now an author. It’s far easier to dismiss your self-claims in a salesletter than it is from a book. The fact that anyone can have a book printed is irrelevant (at least for now).

If you don’t have the time or patience to write a book, you have several options:

· You can dictate the book and have it transcribed (elance.com and guru.com are good places to get a transcript done for you, but there are many other places online and offline to have them done as well).

· You can have someone ghostwrite the book for you. Be sure to check out their previous work, though!

· You can hold a teleseminar by yourself or with other experts and have it transcribed and edited into a book.

· You can get together with other experts in your field and each contribute a chapter or two for a book.

· You can interview other experts and compile it into a book.

· You can take books that are in the public domain, update it for today, and release it as a book (you may want to consider legal resources to make sure your choice is actually in the public domain…it’s not always straightforward).

As you can see, it’s fairly easy to have a book done in very little time and at very little cost. Just be sure the subject and material is relevant and fills a need. Ideally a book can also be used as a selling device for a back-end item or as a lead generation device.

Ok, I would hope that out of all of these methods I’ve presented to get qualified traffic to your webpage, you’ve found at least a couple of new ones worth trying. But there’s one more hurdle to get them to opt in once they arrive at your site…and it’s a biggie.
Improving Your Opt-In Conversions
First, a word about name-squeeze pages. Squeeze pages, or the sales copy you use to get people to opt in to your list, have often been regarded as something that’s less important than the actual sales copy for a product being sold. Nothing could be farther from the truth. In fact, as research shows it takes between seven and thirteen messages on average before someone will ultimately make a purchase, that list is more important than ever to build value and develop a relationship with your subscribers.

With the way things have evolved online, these days you need to write longer and more persuasive copy for your squeeze page. That doesn't mean long copy that's boring, or long copy just for the sake of being long.  It means you must put in the same effort to create a persuasive squeeze page as you would in creating a sales letter for your products and services. Indeed giving up one's name and e-mail address is actually a form of payment.

And your offer to get them to opt in must contain true value. It must be an ethical bribe that, when presented, your prospect would actually pay money for it. It must be a no-brainer to subscribe. These days people can smell junk offers before they’re even presented.

Obviously I can’t cover every possible way to improve your conversion rate. But I will talk about some copy and persuasion elements that can have a serious impact on your bottom line. For even more proven ideas, I recommend you check out my companion report, How to Maximize Your Landing Page Conversions.

Remember…advertising is salesmanship multiplied. Nothing more. And advertising copy, or copywriting, is salesmanship in print. The purpose of a copywriter’s job is to sell. Period. The selling is accomplished by persuasion with the written word, much like a television commercial sells (if done properly) by persuading with visuals and audio. And this fact holds true whether you’re selling a $5,000 seminar or merely selling them into providing their name and email address.

Focus on Them, Not You

When a prospect reads your name squeeze page, the one thing he will be wondering from the start is: “what’s in it for me?”

And if your copy doesn’t tell him, he’ll click away to another website faster than he can read the headline or lead.

A lot of marketers make this mistake. They focus on them as a company. How long they’ve been in business, who their biggest customers are, how they’ve spent ten years of research and millions of dollars on developing this product, blah, blah.

Actually, those points are important. But they should be expressed in a way that matters to your potential customer. Remember, once he’s left your site, you’ve lost a subscriber!

When writing your copy, it helps to think of it as writing a letter to an old friend. In fact, I often picture a friend of mine who most closely fits my prospect’s profile. What would I say to convince this friend to subscribe to my list? How would I target my friend’s objections and beliefs to help my cause?
When you’re writing to a friend, you’ll use the pronouns “I” and “you.” When trying to convince your friend, you might say: “Look, I know you think you’ve tried every widget out there. But you should know that…” 

And it goes beyond just writing in the second person. That is, addressing your prospect as “you” within the copy. The fact of the matter is there are many successful ads that weren’t written in the second person. Some are written in the first person perspective, where the writer uses “I.” Other times the third person is used, with “she,” “he,” and “them.”

And even if you do write in the second person, it doesn’t necessarily mean your copy is about them.

For example:

“As a real estate agent, you can take comfort in the fact that I’ve sold over 10,000 homes and mastered the tricks of the trade”

Although you’re writing in the second person, you’re really still focusing on yourself.

So how can you focus on them? Glad you asked. One way is to…

Emphasize Benefits, Not Features

What are features? They are descriptions of what qualities a product possesses.

· The XYZ car delivers 55 miles per gallon in the city.

· Our ladder’s frame is made from a lightweight durable steel alloy.

· Our glue is protected by a patent.

· This database has a built-in data-mining system.

And what are benefits? They are what those features mean to your prospects.

· You’ll save money on gas and cut down on environmental pollutants when you use our energy saving high-performance hybrid car. Plus, you’ll feel the extra oomph when you’re passing cars, courtesy of the efficient electric motor, which they don’t have!

· Lightweight durable steel-alloy frame means you’ll be able to take it with you with ease, and use it in places most other ladders can’t go, while still supporting up to 800 pounds. No more backaches lugging around that heavy ladder. And it’ll last for 150 years, so you’ll never need to buy another ladder again!


· Patent-protected glue ensures you can use it on wood, plastic, metal, ceramic, glass, and tile…without messy cleanup and without ever having to re-glue it again—guaranteed!


· You can instantly see the “big picture” hidden in your data, and pull the most arcane statistics on demand. Watch your business do a “180” in no time flat, when you instantly know why it’s failing in the first place! It’s all done with our built-in data-mining system that’s so easy to use, my twelve year-old son used it successfully right out of the box.

I just made up those examples, but I think you understand my point. By the way, did you notice in the list of features where I wrote “steel alloy?” But in the benefits I wrote “steel-alloy” (with a hyphen). Not sure off-hand which one is correct, but I know which one I’d use. Here’s why: you are not writing to impress your English teacher or win any awards. The only award you’re after is your copy beating the control (control being the best-selling copy so far), so take some liberty in grammar, punctuation, and sentence structure. You want it to be read and acted upon, not read and admired!

But—back to benefits…

If you were selling an expensive watch, you wouldn’t tell your reader that the face is 2 inches in diameter and the band is made of leather. You show him how the extra-large face will tell him the time at a glance. No sir! He won’t have to squint and look foolish to everyone around him trying to read this magnificent timepiece. And how about the way he’ll project success and charisma when he wears the beautiful gold watch with its handcrafted custom leather band? How his lover will find him irresistible when he’s all dressed up to go out, wearing the watch. Or how the watch’s status and beauty will attract the ladies.

Incidentally, did you notice how I brought up not squinting as a benefit? Does that sound like a silly benefit? Not if you are selling to affluent baby boomers suffering from degrading vision. They probably hate it when someone they’re trying to impress sees them squint in order to read something. It’s all part of their inner desire, which you need to discover. And which even they may not know about. That is, until you show them a better way.

The point is to address the benefits of the product, not its features. And when you do that, you’re focusing on your reader and his interests, his desires. The trick is to highlight those specific benefits (and word them correctly) that push your reader’s emotional hot buttons. How do you do that? Read on!

Push Their Emotional Hot Buttons

This is where research really pays off. Because in order to push those buttons, you need to first know what they are.

Listen to this story first, and I’ll tell you what I mean: Once upon a time a young man walked into a Chevrolet dealer’s showroom to check out a Chevy Camaro. He had the money, and he was ready to make a buying decision. But he couldn’t decide if he wanted to buy the Camaro or the Ford Mustang up the road at the Ford dealer.

A salesman approached him and soon discovered the man’s dilemma.

“Tell me what you like best about the Camaro,” said the salesman.

“It’s a fast car. I like it for its speed.”

After some more discussion, the salesman learned the man had just started dating a cute college cheerleader. So what did the salesman do?

Simple. He changed his pitch accordingly, to push the hot buttons he knew would help advance the sale. He told the man about how impressed his new girlfriend would be when he came home with this car! He placed the mental image in the man’s mind of he and his girlfriend cruising to the beach in the Camaro. How all of his friends will be envious when they see him riding around with a beautiful girl in a beautiful car.

And suddenly the man saw it. He got it. And the salesman recognized this and piled it on even more. Before you know it, the man wrote a nice fat check to the Chevy dealership, because he was sold!
The salesman found those hot buttons and pushed them like never before until the man realized he wanted the Camaro more than he wanted his money.

I know what you’re thinking…the man said he liked the car because it was fast, didn’t he?

Yes, he did. But subconsciously, what he really desired was a car that would impress his girlfriend, his friends, and in his mind make them love him more! In his mind he equated speed with thrill. Not because he wanted an endless supply of speeding tickets, but because he thought that thrill would make him more attractive, more likeable.

Perhaps the man didn’t even realize this fact himself. But the salesman sure did. And he knew which emotional hot buttons to press to get the sale.

Now, where does the research pay off? Well, a good salesman knows how to ask the kinds of questions that will tell him which buttons to press on the fly. When you’re writing copy, you don’t have that luxury. It’s therefore very important to know upfront the wants, needs, and desires of your prospects for that very reason. If you haven’t done your homework, your prospect is going to decide that he’d rather keep his money than buy your product. Remember, copywriting is salesmanship in print!
It’s been said many times: People don’t like to be sold. But they do like to buy. And they buy based on emotion first and foremost. Then they justify their decision with logic, even after they are already sold emotionally. So be sure to back up your emotional pitch with logic to nurture that justification at the end.

And while we’re on the subject, let’s talk a moment about perceived “hype” in a sales letter. A lot of more “conservative” advertisers have decided that they don’t like hype, because they consider hype to be old news, been-there-and-done-that, my customers won’t fall for hype, it’s not believable anymore.

What they should realize is that hype itself does not sell well. Some less experienced copywriters often try to compensate for their lack of research or not fully understanding their target market or the product itself by adding tons of adjectives and adverbs and exclamation points and big bold type. Whew! If you do your job right, it’s just not needed.

That’s not to say some adverbs or adjectives don’t have their place…only if they’re used sparingly, and only if they advance the sale.

But I think you’d agree that backing up your copy with proof and believability will go a lot farther in convincing your prospects than “power words” alone. I say power words, because there are certain adverbs and adjectives that have been proven to make a difference when they’re included. This by itself is not hype. But repeated too often, they become less effective, and they take away (at least in your prospect’s mind) from the proof.

Which brings us into our next tip…

Incorporating Proof and Believability

When your prospect reads your ad, you want to make sure he believes any claims you make about the value you’re providing. Because if there’s any doubt in his mind, he won’t bite, no matter how sweet the deal. In fact, the “too good to be true” mentality will virtually guarantee a lost sale…even if it is all true.

So what can you do to increase the perception of believability? Because after all, it’s the perception you need to address up front. But of course you also must make sure your copy is accurate and truthful.

Here are some tried and tested methods that will help:

· If you’re dealing with existing customers who already know you deliver as promised, emphasize that trust. Don’t leave it up to them to figure it out. Make them stop, cock their heads, and say, “Oh, yeah. The ABC Company has never done me wrong before. I can trust them.”


· Include testimonials of satisfied customers. Be sure to put full names and locations, where possible. Remember, “A.S.” is a lot less believable than “Andy Sherman, Voorhees, NJ.” If you can also include a picture of the customer and/or a professional title, that’s even better. It doesn’t matter that your testimonials aren’t from somebody famous or that your prospect does not know these people personally. If you have enough compelling testimonials, and they’re believable, you’re much better off than not including them at all.


· Pepper your copy with facts and research findings to support your claims. Be sure to credit all sources, even if the fact is common knowledge, because a neutral source goes a long way towards credibility.


· When the copy is in the form of a letter from a specific individual, including a picture of that person helps. But unlike “traditional” real estate letters and other similar ads, I’d put the picture at the end near your signature, or midway through the copy, rather than at the top where it will detract from your headline. And…if your sales letter is from a specific individual, be sure to include his credentials to establish him as an expert in his field (relating to your product or service, of course).


· If applicable, cite any awards or third-party reviews the product or service has received.


· If you’ve sold a lot of widgets, tell them. It’s the old “10 million people can’t be wrong” adage (they can be, but your prospect will likely take your side on the matter).


· If you can swing it, adding a celebrity endorsement will always help to establish credibility. Heck, if ‘ol honest Abe Lincoln recommended your ezine and backs up your claims, it must be true! Ok, you get the idea, though.


· When it makes sense, use 3rd party testimonials. What are 3rd party testimonials? Here’s some examples from some Web site copy I wrote when there weren’t many customer testimonials available yet:

“Spyware, without question, is on an exponential rise over the last six months.”

—Alfred Huger, Senior Director of Engineering, Symantec Security Response (maker of Norton security software)

“Simply clicking on a banner ad can install spyware.”

—Dave Methvin, Chief Technology Officer, PC Pitstop

“A deployment method is to ‘trick users into consenting to a software download they think they absolutely need’ ”
—Paul Bryan, Director, Security And Technology Unit, Microsoft 


Do you see what I did? I took quotes from experts in their respective fields and turned them to my side. But…be sure to get their consent or permission from the copyright holder if there’s ever any question about copyrighted materials as your source. Note that I also pushed an emotional hot button: fear. It’s been proven that people will generally do more to avoid pain than to obtain pleasure. So why not use that tidbit of info to your advantage?

· Reveal a flaw about your product. This helps alleviate the “too good to be true” syndrome. You reveal a flaw that isn’t really a flaw. Or reveal a flaw that is minor, just to show that you’re being “up front” about your product’s shortcomings.

Example: “You’re probably thinking right now that this tennis racket is a miracle worker—and it is. But I must tell you that it has one little…shortcoming.

My racket takes about 2 weeks to get used to. In fact, when you first start using it, your game will actually get worse. But if you can just ride it out, you’ll see a tremendous improvement in your volleys, net play, serves, …” And so on.

There’s a tendency to think, with all of the ads that we are bombarded with today, that every advertiser is always putting his best foot forward, so to speak. And I think that line of reasoning is accurate, to a point. But isn’t it refreshing when someone stands out from the crowd and is honest? In other words, your reader will start to subconsciously believe that you are revealing all of the flaws, even though your best foot still stands forward.


· Use “lift notes.” These are a brief note or letter from a person of authority. Not necessary a celebrity, although that can add credibility, too. A person of authority is someone well recognized in their field (which is related to your product) that they are qualified to talk about. Lift notes may be a separate web page altogether (i.e. opens in a new window), part of the copy itself, or even in the form of a popover window. As always, test!

· If you are limiting the offer with a deadline “order by” date, be sure the deadline is real and does not change. Deadline dates that change every day are sure to reduce credibility. The prospect will suspect, “if his deadline date keeps changing, he’s not telling the truth about it…I wonder what else he’s not telling the truth about.”

· Whenever possible, show them! Use “before and after” pictures. Show them in a video. Show a demonstration. Very powerful, indeed!
The Unique Selling Proposition (USP)

Also known as the unique selling position, the USP is often one of the most oft-misunderstood elements of a good sales letter. It’s what separates your product or service from your competitors. Let’s take a quick look at some unique selling propositions for a product itself:

1) Lowest Price – If you’ve got the corner marketed on budget prices, flaunt it. Wal-Mart has made this USP famous lately, but it’s not new to them. In fact, selling for cheaper has been around as long as capitalism itself. Personally, I’m not crazy about price wars, because someone can always come along and sell for cheaper. Then it’s time for a new strategy…

2) Superior Quality – If it outperforms your competitor’s product or is made with higher quality materials, it’s a good bet that you could use this fact to your advantage. For example, compare Breyers Ice Cream to their competitor’s. From the packaging to the wholesome superior ingredients, the quality is evident. It may cost a little more than their competitor’s ice cream, but for their market, it sells.

3) Superior Service – If you offer superior service over your competitor’s, people will buy from you instead. This is especially true with certain markets that are all about service: long-distance, Internet service providers, cable television, etc.

4) Exclusive Rights – My favorite! If you can legitimately claim that your product is protected by a patent or copyright, licensing agreement, etc., then you have a winner for exclusive rights. If you have a patent, even the President of the U.S.  must buy it from you.

Ok, what if your product or service is no different than your competitor’s? I would disagree, because there are always differences. The trick is to turn them into a positive advantage for you. You want to put your “best foot forward.” So what can we do in this scenario?

One way is to present something that your company has devised internally that no other company does. Look, there’s a reason why computer store “A” offers to beat their competitor’s price for the same product by X%. If you look closely, the two packages are never exactly the same. Company “B” offers a free scanner, while company “A” offers a free printer. Or some other difference. They are comparing apples to oranges. So unless you find a company with the exact same package (you won’t…they’ve seen to that), you won’t be able to cash in.

But what if you truly have the same widget for sale as the guy up the road?

Unless your prospect knows the inner workings of both your and your competitor’s product, including the manufacturing process, customer service, and everything in-between, then you have a little potential creative licensing here. But you must be truthful.

For example, if I tell my readers that my product is bathed in steam to ensure purity and cleanliness (like the cans and bottles in most beer manufacturing processes), it doesn’t matter that Joe’s Beer up the road does the same thing. That fact that Joe doesn’t advertise this fact makes it a USP in your prospect’s eyes.

Want some more USP examples?

· We are the only car repair shop that will buy your car if you are not 100 percent satisfied with our work.


· Delivered in 30 minutes or it’s on us!


· No other furniture company will pay for your shipping.


· Our recipe is so secret, only three people in the world know it!


As with most ways to boost copy response, research is the key with your USP. Sometimes your USP is obvious, for example if you have a patent. Other times you must do a little legwork to discover it (or shape it to your target market).

Here’s where a little persistence and in-person selling really pays off. Let me give you an example to illustrate what I mean:

Suppose your company sells beanbag chairs for kids. So you, being the wise marketer that you are, decide to sell these beanbags in person to prospects before writing your copy. After completing twenty different pitches for your product, you discover that 75 percent of those you visited asked if the chair would eventually leak. Since the chairs are for kids, it’s only logical that parents would be concerned about their youngster jumping on it, rolling on it, and doing all things possible to break the seam and “spill the beans.”

So when you write your copy, you make sure you address that issue: “You can rest assure that our super-strong beanbag chairs are triple-stitched for guaranteed leak-proof performance. No other company will make this guarantee about their beanbag chairs!”

The Headline

If you’re going to make a single change to boost your response rate the most, focus on your headline (you do have one, don’t you?).

Why? Because five times as many people read your headline than your copy. Quite simply, a headline is…an ad for your ad. People won’t stop their busy lives to read your copy unless you give them a good reason to do so. So a good headline promises some news and a benefit.

Perhaps you’re thinking, “What’s this about news, you say?”

Think about the last time you browsed through your local newspaper. You checked out the articles, one by one, and occasionally an ad may have caught your eye. Which ads were the ones most likely to catch your eye?

The ones that looked like an article, of course.

The ones with the headline that promised news. The ones with fonts and type that closely resembled the fonts and type used in articles. The ones that were placed where articles were placed (as opposed to being placed on a full page of ads, for example).

And the ones with the most compelling headlines that convinced you it’s worth a few minutes to read the copy.

The headline is that powerful and that important.

I’ve seen many ads over the years that didn’t even have a headline. And that’s just silly. It’s the equivalent of flushing good money spent on advertising right down the toilet.

Why? Because your response can increase dramatically by not only adding a headline, but by making that headline almost impossible to resist for your target market.

And those last three words are important. Your target market. 

For example, take a look at the following headline:

Announcing…New High-Tech Gloves Protect Wearer

Against Hazardous Waste
News, and a benefit.

Will that headline appeal to everyone?

No, and you don’t care about everyone. But for someone who handles hazardous waste, they would sure appreciate knowing about this little gem.

That’s your target market, and it’s your job to get them to read your ad. Your headline is the way you do that.

Ok, now where do you find great headlines? You look at other successful ads (especially direct response) that have stood the test of time. You look for ads that run regularly in magazines and other publications. How do you know they’re good? Because if they didn’t do their job, the advertiser wouldn’t keep running them again and again.

You get on the mailing lists of the big direct response companies like Agora and Boardroom and save their direct mail packages.

You read the National Enquirer.

Huh? You heard that correctly. The National Enquirer has some of the best headlines in the business. Pick up a recent issue and you’ll see what I mean. Ok, now how could you adapt some of those headlines to your own product or service?

Your headline should create a sense of urgency. It should be as specific as possible (i.e. say $1,007,274.23 instead of “a million dollars”).

The headline appearance is also very important. Make sure the type used is bold and large, and different from the type used in the copy. Generally, longer headlines tend to out pull shorter ones, even when targeting more “conservative” prospects.

Some other sites online where you can get great headlines (some from master copywriter John Carlton, no less) are:

· http://www.otsdirect.com/products.html


· http://www.trsdirect.com/product.php


· http://www.ohpdirect.com/product.php


On each page, click on the individual products in order to view the ads and headlines.

It should go without saying that when you use other successful headlines, you adapt them to your own product or service. Never copy a headline (or any other written copyrighted piece of work for that matter) word for word. Copywriters and ad agencies are notoriously famous for suing for plagiarism. And rightfully so.

The More You Tell, The More You Sell

The debate on using long copy versus short copy never seems to end. Usually it is a newcomer to copywriting who seems to think that long copy is boring and, well…long. “I would never read that much copy,” they say.

The truth is, long versus short is relative, and consistent testing has shown that longer copy tends to out-pull shorter copy. Of course, there are always exceptions, and your own test results should be the deciding factor.

The person who says he would never read all that copy is making a big mistaking in copywriting: he is going with his gut reaction instead of relying on test results. He is thinking that he himself is the prospect. He’s not. We’re never our own prospects.

There have been many studies and split tests conducted on the long copy versus short copy debate. And the clear winner is always long copy. But that’s targeted relevant long copy as opposed to untargeted boring long copy.

Some significant research has found that readership tends to fall off dramatically at around 300 words, but does not drop off again until around 3,000 words.

If I’m selling an expensive set of golf clubs and send my long copy to a person who’s plays golf occasionally, or always wanted to try golf, I am sending my sales pitch to the wrong prospect. It is not targeted effectively. And so if a person who receives my long copy doesn’t read past the 300th word, they weren’t qualified for my offer in the first place. It wouldn’t have mattered whether they read up to the 100th word or 10,000th word. They still wouldn’t have made a purchase.

However, if I sent my long copy to an avid die-hard golfer, who just recently purchased other expensive golf products through the mail, painting an irresistible offer, telling him how my clubs will knock 10 strokes off his game, he’ll likely read every word. And if I’ve targeted my message correctly, he will buy.

Remember, if your prospect is 3000 miles away, it’s not easy for him to ask you a question. You must anticipate and answer all of his questions and overcome all objections in your copy if you are to be successful.

And make sure you don’t throw everything you can think of under the sun in there. You only need to include as much information as you need to make the sale…and not one word more. If it takes a 10-page sales letter (when printed out), so be it. If it takes a 16-page one, fine. But if the 10-page sales letter tests better than the 16-page one, then by all means go with the winner.

Does that mean every prospect must read every word of your copy before he will order your product? Of course not. Some will read every word and then go back and reread it again. Some will read the headline and lead, then skim much of the body and land on the close. Some will scan the entire body, then go back and read it. All of those prospects may end up purchasing the offer, but they also all may have different styles of reading and skimming.

Which brings us to the next tip…

Write To Be Scanned

Your layout is very important in a sales letter, because you want your letter to look inviting, refreshing to the eyes. In short, you want your prospect to stop what he’s doing and read your letter.

If he sees a letter with tiny margins, no indentations, no breaks in the text, no white space, and no subheads…if he sees a page of nothing but densely-packed words, do you think he’ll be tempted to read it?

Not likely.

If you do have ample white space and generous margins, short sentences, short paragraphs, subheads, and an italicized or underlined word here and there for emphasis, it will certainly look more inviting to read.

When reading your letter, some prospects will start at the beginning and read word for word. Some will read the headline and maybe the lead, then read the “P.S.” at the end of the letter and see who the letter is from, then start from the beginning.

And some folks will scan through your letter, noticing the various subheads strategically positioned by you throughout your letter, then decide if it’s worth their time to read the entire thing. Some may never read the entire letter, but order anyways.

You must write for all of them. Interesting and compelling long copy for the studious reader, and short paragraphs and sentences, white space, and subheads for the skimmer.

Subheads are the smaller headlines sprinkled throughout your copy.

Like this.
When coming up with your headline, some of the headlines that didn’t make the cut can make great subheads. A good subhead forces your prospect to keep reading, threading him along from start to finish throughout your copy, while also providing the glue necessary to keep skimmers skimming.

The Structure of AIDAS

There’s a well-known structure in successful sales letters, described by the acronym AIDA.

AIDA stands for:

· Attention

· Interest

· Desire

· Action


First, you capture your prospect’s attention. This is done with your headline and lead. If your ad fails to capture your prospect’s attention, it fails completely. Your prospect doesn’t read your stellar copy, and doesn’t order your product or service.

Then you want to build a strong interest in your prospect. You want him to keep reading, because if he reads, he just might buy.

Next, you channel a desire. Having a targeted market for this is key, because you’re not trying to create a desire where one did not already exist. You want to capitalize on an existing desire, which your prospect may or may not know he already has. And you want your prospect to experience that desire for your product or service.

Finally, you present a call to action. You want him to pick up the telephone, return the reply card, attend the sales presentation, order your product, whatever. You need to ask for the sale (or response, if that’s the goal). You don’t want to beat around the bush at this point. If your letter and AIDA structure is sound and persuasive, here’s where you present the terms of your offer and urge the prospect to act now.

A lot has been written about the AIDA copywriting formula. I’d like to add one more letter to the acronym: S for Satisfy.

In the end, after the sale is made, you want to satisfy your prospect, who is now a customer. You want to deliver exactly what you promised (or even more), by the date you promised, in the manner you promised. In short, you want to give him every reason in the world to trust you the next time you sell him a back-end offer. And of course you’d rather he doesn’t return the product (although if he does, you also execute your return policy as promised).

Either way, you want your customers to be satisfied. It will make you a lot more money in the long run.

And Finally…

Great copy is made, not born. It is derived from proven test results designed to do one thing and do it well: sell.

Effective advertising doesn't always use "grammatically correct" English. It uses short sentences, fragments. Like this. It convinces you to buy, and buy now. Period.

It talks about benefits, not features. It sells on emotion and reinforces the decision to buy with logic.

It paints a compelling picture and irresistible offer that forces your prospect to act and act now! And if it doesn't, then you drop that ad like a hot potato and go with one that does.

Effective persuasion is like your top salesperson--the one who continues to break all your sales records year after year--on the job 24 x 7, multiplied by thousands or millions! Just imagine if that salesperson, the one with proven results, could be multiplied as much as you wanted.

Now that would be effective (and cost-efficient) marketing!

And that's the kind of proven marketing I'm talking about here.

Conclusion

I hope these examples have helped you to develop the mindset to be on the lookout for opportunities everywhere. I’ve tried to arrange these ideas in a logical format, so you can print this report out and go through each one with a highlighter and pen, making notes, and adding your own thoughts.

There’s a great quote: “More occurs from movement than will ever happen from meditation and contemplation.” And so I would strongly urge you to take action. Don’t just read this and put it on a shelf or bury it on your computer’s hard drive. Read it. Use it. Own it.

Take action and reap the rewards. To your great success!
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“Timid salespeople have skinny kids.”


—Zig Ziglar





“Learn from the mistakes of others. You can’t live long enough to make them all yourself.”


—Eleanor Roosevelt
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