
Abraham, Jay, 74, 169
Accessibility, 151
Accuracy, importance of, 155
Acknowledgments, 221
Add-ons, 67
Adobe Acrobat, portable 

document format (PDF), 
51

Ad tracking:
affiliate programs, 186
benefits of, generally, 183,

185–187
customer insight, 184–185
sample, 183–184
timing and, 186

Advanced Hypnotic Writing (Vitale),
41

Advantage Program, 101
Advertisements:

formats, 206
niche marketing strategies, 106
tracking strategies, see Ad

tracking

Advertising:
benefits of, 78–79, 93
business planning strategies,

192–193
in free newspapers, see Free

newspaper ideas, from
professional writers

space sales, 250
AdWord Analyzer, 31
Affiliate/affiliate program:

ad tracking and, 186 
benefits of, 16–17, 77–78, 80, 148,

201, 205, 212, 237
business planning strategies,

192–193
case illustration, 213–214
commissions, 36–38, 212–213,

219
defined, 212, 236–237
e-book sales tips, 146, 150
links, 112, 115, 209 
myths about, 214–216
owners of, 252–253
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Affiliate/affiliate program
(Continued)

promotion of, 208–210
research sources, 219
selection factors, 218–219, 223,

238–239
sources of, 90
success factors, 213–214, 218–224
super-affiliates, attraction

strategies, 253–255
Affiliate doubler, 61
Affiliate manager(s):

functions of, 252–253
secrets of, 213–215

Affiliate marketing, see
Affiliate/affiliate program

benefits of, 30, 36 
commissions, recurring, 32–33
hot zones, 31
key-focused programs, 31–32
opt-in lists, 31
product quality, 37
profitability factor, 37
promotional materials, 37
sales letter, 37 
sales psychology, 32
target audience, identification 

of, 37
Affiliate memberships, 90
Affiliations, 10
Aggressive marketing, 69–70
Aleinikov, Andrei, xvi
A-list customers, 16 
Allen, Robert, 166
Alliances, 7, 9–10
Amazon.com, 101
Analogies, use of, 121
Ancillary assignments/accounts,

71–72

Ancillary products, 15–16
Anderson, Kare, 130
Archived information, compilation

of, 145
Article(s):

information products, 119
submissions, 142, 148, 208,

228–229
writing strategies, 61, 75,

217–218, 230
Attitude, significance of, 20–24,

67–68, 72, 264
Attorney, functions of, 122
Attractor Factor, The (Vitale), 18–19
Audio materials, as information

resource, 143, 203
Auditory people, 87
Automated web sites, 9, 108, 179
Autoresponder(s):

reports, 35
service, 78, 80
system, functions of, 168,

170–172, 179, 183, 185,
220–221, 223–224, 230–232,
247–248, 264

Autoresponsder Magic (Silver), 234
Aweber.com, 221

Back-end income, 234–235
Back-end products, 113, 192
Back-end sales, 110–111, 203, 211
Baggett, Bart, 109
Balance, importance of, 12–13
BambooBizonline.com, 221
Banner advertising, 206, 226–227
Bartering, 7–8, 130, 133
Belief, importance of, 21, 24–25, 40
Benson, Lee, 254
Bidding guidelines, 66–67
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“Big Newsletter,” xi
Big-picture awareness, 14–15
Bizminisites.com, 220
Blaming behavior, 18–20
Blaylock, Wes, 229
Blind carbon copy (bcc), 123
Blogs, 132
Bly, Bob, 72–73, 129–130
Bonus material, 203
Bonus products, 35, 112–113, 156,

251
Book design, 51
Book printing, digital:

benefits of, 52
components of, 51–52
development of, 50
digital printers, list of, 53

Book publishing, 202–203
Books, as information resource, 144
Bookstore, as information resource,

106–107
Boswell, Barry, 97
Branding, 112, 242–243, 245–246
Breaking even, 215, 217, 224
Brown, Jimmy, 254
Bundling goods/services, 16
Burg, Bob, 131–132
Burke, Charles, 35
Business planning:

daily task planning, 193–194
goal setting, 190–191, 197
lifestyle considerations, see

Lifestyle considerations
marketing strategies, 205–207
multiple income streams,

200–205
time management, 190
12-month plans, 191–193,

207–210

Business-related e-books, ideas for,
159–161

Buyers, sources of, 74–76

Camtasia, 203
Cashman, Cindy, 2
CBmall, 183–186
Charach, Randy, 13, 57
Chat rooms, 89–90, 123
Chia, Ewen, 33
Classified ads, 78, 232
ClickBank, 184–186, 253
Client profile, 69, 105
Co-op ads, 209–210
Co-registration, 61, 208, 232–233
Coaching programs, 204–205
Coauthoring, 145–146
Coleman, Jillian, 42
Collection information products,

120
Collections, sales strategies,

172–173
Colors, selection factors, 88
Commission structure, 32–33, 150,

212–213, 219, 235
Communication skills, 11
Competition, 9, 84, 108–109, 235,

251–252
Compilations:

archived information, 145
collections, 144
reprint rights, 146

Complementary offers, 47–48
Complementary products, 175
Conciseness, writing guidelines:

content requests, 121
e-mail campaigns, 83

Conferences, 207
Contact information, 99
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Content requests:
elements of, 120–122
places to send, 123
purpose of, 116–118
writing guidelines, 141

Contests, 232
Controversy, introduction of, 

87
Conversations, content requests,

142
Conversion rate, 32
Conversion rate strategies:

copywriting guidelines, 86
format guidelines, 88
headlines, 86
information processing, 

87–88
using controversy, 87

Cooperative marketing, 9
Copy Doctor—The Cure for Ailing

Response (e-zine), 92
Copyrights, 122
Copywriting, 32, 66–67, 86, 92
Counteroffers, 47
Credibility, importance of, 4–6, 

37, 48, 55–56, 58, 61, 93, 113,
121, 139, 157, 163, 168–169,
180, 198, 202, 238, 243–245, 
264

Cross-promotion, 130
Cross-selling, 16
Customer base, 45, 218
Customer loyalty, 245–248
Customer needs, identification of,

32
Customer relationship, 9, 15, 48, 68,

71, 164, 166, 242
Customer satisfaction, 4–6, 12,

65–66

Customer service, 8–9, 65–66, 150,
175

Customized products, 155. See also
Personalization, benefits of

Daily planning, 191–194
Daniels, Jim, 244
Data mining, 45
Deadlines:

content requests, 120 
in e-mail campaigns, 83
free newspapers, 137

Dean, Terry, 195, 236–255
Decision-making process, 113
Demands, 19
Demographics, 45–47
DHTML opt-in forms, 61
Dictation Buddy, 35
Digital PQN printing, 52
Digital printers, listing of, 53
Direct marketing, 70
Directories:

affiliate, 223
creation of, 145
e-zine, 78–79
as information resource, 60

Directory information products,
119

Disclaimers, 122
Discounts, 252
Discussion boards, 208, 231
Discussion groups, 79, 179
Discussion lists, as information

resource, 143
Distribution lists, 175
Distributor fees, 237
Diversification, 10
Domain name, 219–220
Donovan, Jim, 148
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Dooley, Mike, 127
Dormant accounts, reactivation of,

63–64
Dotson, Larry, 125, 128–129
Down economy, winning sales

strategies:
add-ons, 67
aggressive marketing, 69–70
ancillary assignments/accounts,

71–72
attitude, significance of, 67–68,

72
bidding guidelines, 66–67
client profile, 69
dormant accounts, reactivation

of, 63–64
fee schedule, 68
new assignments, using existing

clients, 65
old leads, reactivation of, 64
repackaging services, 70–71
superior customer service, 65–66
value-added service, 71

Down-sell, 15
DPAA+H (Dramatic Personal

Achievement in the face of
Adversity, plus a little
Humor), 134–135

DVDs, 203–204

Easter, Bob, 135–138
E-audio, 1
eBay:

listing on, 1–2
selling process, 177–178

EbookPaper, 229
E-books, generally:

benefits of, 1, 202, 205
business-related, 159–161

coauthoring, 145–146
giveaways, 229–230, 248
links, 235
readership rate, 234
sales tips, 148–158
topic selection, 102–103, 

107
eBookwholesaler.com, 235
E-classes:

case illustrations, 41–42
development of, 39–40 
pricing strategy, 266
sales pitch/invitation for, 

40–41
success of, 204
topic selection, 104–105

Eclectism, 10–11
E-code, generally:

applications of, xiii
defined, xi

Economic slowdowns, 62–63
E-courses, as information 

resource, 144. See also
E-classes

Education, importance of, 11
Edwards, Jim, 103
80/20 rule, 108. See also Pareto

principle
E-mail:

campaign success factors, 83,
174–176

free accounts, 74
marketing, 227
to media, see E-mail message to

media
requests, sample, 183–184
subject line, 264
writing guidelines, see Writing

guidelines
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E-mail message to media:
conciseness of, 55
personalization, 55–56
queries, 55
relevance of subject, 55
targeting, 54–55

Employees, 197
Endorsements, 154, 209, 221, 244,

253
Enlow, Mike, 169
E-product, selection of, 1
E-reports:

benefits of, 1
free, 247–248
as information resource, 

144
Ethical behavior, 175
Excerpts:

free, 154
use of, 143–144

Existing clients, new assignments
using, 65

Explosive strategies:
big-picture awareness, 14–15
funnel vision, 15
hyperresponsiveness,

identification of, 16
inner circle, 15–16
multiple income sources, 

16–17
E-zine(s):

advertisements, 206, 208–209,
231–232

article submission, 228–229
characteristics of, generally, 75,

78–79
free, 93–94
opt-in list, 216
subscriptions to, 107

Failure, sources of, 23–24, 28,
162–163

Farming, xii
Fee schedule, 68, 262
First-time visitors, 99–100
Focus, importance of, 21, 26–27,

42–43, 193, 225
Follow-up, generally:

letters, 170
post-sale, 48–49
sales, 171
strategies, 247–248
system, business planning

strategies, 193
Fonts, selection factors, 88
Format guidelines, 88
Forums, free promotional

techniques, 230–231
Free newspaper ideas, from

professional writers:
Anderson, Kare, 130
Bly, Bob, 129–130
Burg, Bob, 131–132
Dooley, Mike, 127
Dotson, Larry, 128–129
Easter, Bob, 135–138
Horowitz, Shel, 129
Krupin, Paul J., 133–135
Levinson, Jay Conrad, 126–127
Manning, Greg, 132–133
Vitale, Joe, 138–140
Warren, Blair, 130–131

Free offers, 208
Free samples, 137. See also

Giveaways
Funnel vision, 15

Garon, Frank, 236–255
Get-rich-quick schemes, 27
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Gifts, 100
Giveaways, 250, 252–253
Goal-setting, 42, 190–191, 198
Godefroy, Christian H., 173
Going deep, 166
Good Keywords software, 31, 233
Google.com, as information

resource, 1, 60, 107, 206
Goto.com, 233
Gratitude, importance of, 19
Guaranteed Outcome Marketing 

e-class, 42
Guarantees, 139

Halbert, Gary, 86
Hammer, Graham, 115
Harricharan, John, 42
Headlines, 86, 120, 158, 181–182, 221
Hibbler, Bill, 58
Hill, Napoleon, 14
Hits equals sales theory, 163
Honesty, importance of, 7, 56, 175,

246
Horowitz, Shel, 94, 129
Hosting services, 57. See also Web

host, selection factors
Hotmail.com, 74, 228
Hot zones, determination of, 31
How to Create Killer Mini Sites

(Silver), 234–235
How to Make $4,000 a Day from Your

Kitchen Table Sitting in Your
Underwear (Paul), 164

HTML format, e-mail campaigns,
83

Hughes, Diane, 84
Human profiles, 144
Hungry markets, search strategies,

105–106

Hyperresponsiveness,
identification of, 16

Hypnotic Marketing Institute, 261
Hypnotic Writing (Vitale), 41

Ideal market, qualifications of, 105
Image-building marketing, 70
Implementation strategies, see

Seven-day plan
Impulsive behavior, 19
Incentives:

for article submission, 142
for buying e-books, 158
in content requests, 121, 123–124
free newspapers, 136–140
Magnetic Internet Power

Marketing, 167–168
Income sources, multiple, 16–17,

200–205, 239–240
InDesign, 51
Industry secrets, 163–165
Information marketing, 44
Information processing, types of,

87–88
Information product(s):

conversion of, 146
marketing of, 108
rewriting, 145
sales tips for, 158
writing strategies, 119–120

Inner circle, 15–16
Inspired action, 19
“Instant Internet Income Streams

for Ordinary People”
transcript, 236–255

Integrity, importance of, 245–246
Intellectual property rights, see

Reseller rights
Intentions, 40, 42, 139
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Internet marketing, 10 laws of:
balance, 12–13
customer service, 8–9
eclectism, 10–11
education, 11
fair negotiations, 7–8
importance of, 3, 6
joint ventures, 9–10
listening, 11
overpromise/overdeliver, 9
timeliness, 10
truthfulness, 7

Interrelationships, 3–4, 21–22
Interview guidelines, 34–35, 119,

141–142

James, Rufina, 109
Joint ventures:

advertising strategies, 129,
209–210

benefits of, 7, 9–10, 15, 95
formation of, 96–97
prospects for, 95–96
subscriber lists, 60
up-selling products, 47

Joyner, Mark, 178

Kennedy, Dan, 169
Key-focused programs, 31–32
Kinesthetic people, 87
K.I.S.S. principle, 83
Knowledge, importance of, 21,

28–29
Krug, Steve, 98–99
Krupin, Paul J., 56, 133–135

Lazy affiliate marketing program:
affiliate program selection,

218–219, 223–224

autoresponder system, 220–221,
223–224

domain name purchase, 
219–220

mini site subscribe pages, 221
niche market selection, 218
overview of, 216–218, 226–227
pop-ups, 222–223
promotional techniques, 

227–235
Web host selection, 220

Lead affiliate products, 215–217
Lead generation, 218
Lead-generation magnets, 167–169
Leads, old, 64
Leisure time, 200
Lemberg, Paul, 42
Levine, Terri, 90
Levinson, Jay Conrad, 74, 126–127
Levy, Mark, 182
Liability, 122
Licenses, reseller, 111
Lifestyle considerations:

employees, 197
importance of, 8–9, 12, 197
leisure time, 200
monthly income, 198
overhead, 198–199
phone contact, 198
travel, 199–200
writing, 199

Limited copies, 155
Link directory, 209
Links, 89, 143
List owner, relationship with, 

194
Listening skills, 11
Low-cost products, 215
Loyalty-building, 93
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McColl, Peggy, 176
Magnetic Internet Power

Marketing:
benefits of, 162–163, 165–166
collections, 172–173
e-mail list, 168–169
free products, 167–168
“stolen” industry secrets,

163–165
system implementation, 170–171
trust development, 172–173

Mail order industry:
demographics, 45–46
post-sale follow-up, 48–49
success factors, 164–165
targeting, 46
testing and tracking process,

46–47
up-selling, 47–48

Making the Impossible Possible
(Aleinikov), xvi

Malpractitioners, 59–60
Manning, Greg, 132–133
Marketing strategies, overview of:

affiliate programs, 205
conferences, 207
off-line marketing, 207
online ad formats, 206
opt-in e-mail advertising, 206
PPC search engines, 206

Market research, 93, 106
Market saturation, 114
MarketShare Online, 45
Mass e-mails, 90
Master reprint rights, 146, 149
Media, relationship with, 133–134
Media kits, 55
Membership site, 144, 201–202
Mentors, 21

Message boards, 123, 143
Message King, 231
Metaphors, use of, 121
Million Dollar E-Mails (Silver), 234
Mind map, 15
Mini site subscribe page design, 221
Miracles, 19
Mizel, Jonathan, 169
Money attraction strategies, 18–19
Monthly income, 198
Monthly planning, 191–193
Morin, Armand, xi
Motivation, see Incentives

determination of, 22
maintaining, 27

Mulligan, Jeff, 187
Multiple income streams:

affiliate programs, 201
benefits of, 200–201, 205
books, 202–203, 205
coaching, 204–205
DVDs, 203–204
e-books, 202, 205
membership site, 201–202
newsletters, 201
suggestions for, 239–240
tape sets, 203, 205
types of, generally, 16–17
videos, 203–204
workshops, 204–205

Multiple Streams of Internet Income
(Allen), 166

Mystery Shopper’s Manual, The
(Stucker), 101

Negotiation skills, 7–8
Netbreakthroughs, 199–202, 211,

223, 244
Netofficetoolbox.com, 221, 253
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Networking, 34, 139, 230–231
New assignments, using existing

clients, 65
New prospects, sources of, 93
News coverage, see E-mail message

to media
Newsgroups, as information

resource, 107, 143
Newsletters, 46, 75, 90, 96, 201, 208
News releases, 55, 134–135
“News You Can Use,” xi
Niche Magic: How to Pick a Niche and

Get Rich (Charach), 13
Niche marketing:

client profile, 105
defined, 108–109
hungry markets, 105–106
identification of, 10, 237
market research strategies,

106–107, 191, 208, 218
need for, 108
target market, identification of,

104–105
Nicholas, Ted, 86
Nightingale, Earl, 24
Nonhuman profiles, 144
Note taking, 28, 34, 174

Off-line marketing, 207
Offset printing, 52
Ogilvy, David, 86
Old leads, reactivation of, 64
On Being . . . The Creator of Your

Destiny (McColl), 174
Online money formula, 1
Opt-in boxes, 60
Opt-in e-mail:

advertising, 206
list, 31, 169, 214–215

Opt-in services, 227
Order forms, 47–48
Ordering process, 158, 175
Order-taking services, 198
Outdated products, 111, 114
Overhead, 198–199
Overpromising/overdelivering, 9
Overselling, 168
Overture.com, 107, 206

PageMaker, 51
Paperless Newsletter, 202
Pareto principle, 16, 108
Passion, importance of, 240–241
Passive marketing, 228
Patents, 122
Paul, Jeff, 164–165
Pauley, Tom, 42
Pay-per-click campaigns, 46
Pay-per-click (PPC) search engine

advertising, 192, 206, 208–209,
213, 233

Permissions, for rewriting, 145
Personality traits, see Honesty;

Integrity; Resourcefulness
Personalization, benefits of, 112,

120
Polls, 145
Pop-unders, 61
Pop-ups, 61, 89, 96, 215, 222–223
Positioning, importance of,

267–268
Positive attitude, importance of,

20–21, 72
Postcard mailings, 207
Postcard marketing, 227
Poynter, Dan, 53
Pre-selling, 243–244
Press printing, 52
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Press releases, 67
Pricing strategies, 37, 42, 66–67, 215
Prioritization, 26
Product line expansion, 113
Product quality, 32, 37
Product selection, 105, 114, 175,

192, 215
Product testing, 37, 46–47, 111, 155,

237
Profitability, 37, 109
Profit maximization strategies:

through affiliate programs,
236–255

big money opportunities,
194–195

daily task planning, 193–194
goal setting, 190–191, 197
planning, 7, 191–193
time management, 190

Promotional materials, 37
Promotional strategies, 250
Promotional techniques, free,

228–231
Promotions, benefits of, 12, 100, 192
Publicity, 226
Public relations, conventional,

55–56

Quark, 51
QuickTap, 34

Rate cards, 136
Reading guidelines, 28–29
Recession, marketing strategies

during, 62. See also Down
economy, winning sales
strategies

Recommendations, 17
Recordings, content requests, 142

Reference sources, 155
Referrals, 96, 208
Relationship-building strategies:

with media, 56
with subscribers, 60
techniques, 164, 166, 180,

200–201, 242
Reorder rates, 96
Repackaging services, 70–71
Report pages, free promotional

techniques, 230
Report series:

article writing, 217
follow-up, 217
free, 216–217, 221
links, 221

Reprint rights, 111, 146
Reprints, 149
Repurchases, 15
Reputation, importance of, 32,

55–56, 238–239
Resale rights, 57
Research guidelines, 34
Reseller rights:

affiliate links, 115
back-end products, 113
benefits of, 110–111
bonus products, 112–113
decision-making process, 113
defined, 110
drawbacks of, 111–112
getting started online, 112
market saturation, 114
outdated products, 111, 114
search engines and, 114
target market, 114

Resourcefulness, 10
Resource recommendations,

142–143
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Respect, importance of, 4–6, 10, 56
Return on investment (ROI), 11
Revenue generation strategies, 

67
Review method, 243–244
Reviews, benefits of, 55, 58
Rewriting, 145
Risk-free sales, 156
Rohn, Jim, 27
Royalties, 91
Rudl, Corey, 56

Sales letter(s):
components of, 60
quality of, 37, 164
writing guidelines, 86, 175,

261–263
Sales psychology, 32
Sales resistance, 169
Sales secrets, 248–250
Sales tips:

e-books, 148–158
information products, 158

Sanders, Marlon, 169, 254
Satisfaction-conviction guarantee,

139
Scams, 227
Screencam video, 203
Search engines, see Pay-per-click

(PPC) search engine
advertising

attention-getting strategies, 230
as information resource, 107, 

114
marketing strategies, 93, 206

Seidman, Dan, 76
Self-publishing:

book design, 51
components of, 50, 101

printing, see Book printing,
digital

typesetting, 51
Seminars:

content requests, 142
online, see E-classes

Serling, Bob, 92
Setbacks, dealing with, 20–21
Seven-day plan:

advertising, 78–79
affiliate program, 77–78, 80
autoresponder service, 78, 

80
discussion groups, 79

Shared branding, 112
Short-story information products,

119
Signature files, 60, 228
Silver, Yanik, 42, 80–81, 234
Skepticism, 7
Solo ads, 232
Spam/spammers, 89–90, 264
Specialization, 12
Spiritual Marketing (Vitale), 18–19,

39–40, 139
Spiritual Marketing e-class, 40–41
Sponsors, 132, 232
Stand-alone products, 35
Stucker, Cathy, 101
Subniches, 31
Subscriber list, building strategies,

59–61
Subscription coverage, 136
Subscription publications, as

information resource, 
144

Success factors, 3–4, 6–7, 21,
240–241, 250

Sugarman, Joe, 74, 140, 147
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Super-affiliates:
attraction strategies, 253–255
radical, success factors, 256–268

Super Fast Profit, 261
Super-segmented lists, 31
Surgeon’s curve, for billing,

172–173
Surveys, 145, 203

Tables, 88
Talk radio, free newspapers and,

130–131
Tan, Alex, 38
Tape sets, 203, 205
Target market, identification of, 

xii, 37, 46–47, 75–76, 114, 
218

Teamwork, benefits of, 91
Teleconferences, 204
Telephone calls:

contact information, 198
dormant accounts, 63
old leads, 64

Templates, creation of, 144–145
Testimonials, 7, 37, 57–58, 63,

131–132
There’s a Customer Born Every

Minute (Vitale), 139
TheTrafficJam Formula (Hamer), 111,

113
ThirdSphereHosting.com, 220
Timeliness, importance of, 10, 83
Topic selection, 102–103, 107, 

208
Tracking system, 46–47, 96, 163
Trademarks, 122
Trade shows, 132
Travel, 199–200
Trend awareness, 10

Triggers (Sugarman), 147
Trust development, 48–49, 121, 166,

169, 172–173, 244

Unpublished manuscripts, 146
Updates, 152
Up-front sales, 171
Up-selling, 15, 47–48
User-friendly web sites, 153–154

Value-added products/services,
5–6, 71

Videos:
income from, 203–204
as information resource, 143

Viral marketing, 61, 111
Viral writing process:

back-end products, 118
content request, 116–118, 120–123
example of, 124–125
information product writing,

119–120
persuasion techniques, 120–121,

123–124
up-sell products, 118

Visitor(s), see Web site visitors
Visitor value, 85
Visualization, 140, 260
Visual people, 87
Vitale, Joe, 103, 124–125, 138–140,

158, 174
Vurnum, Gary, 29

Warren, Blair, 42, 130–131, 180
Wealth creation, 43
Web Gold newsletter, 201
Web host, selection factors, 220
Webmaster, functions of, 97
Webposition Gold, 230, 245
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Web site:
design, see Web site design
development of, 2
as information resource, 143
links, 89
success factors, 179–180
tracking visitors, 46

Web site design:
contact information, 99
elements of, 88
mini site subscribe page, 

221
Web site visitors:

attraction strategies, 98–101
average time at site, 98–99
increasing, 57–58

Weekly planning, 191–193
Wordspot report, 230
Working patterns, 26–27
Workshops, 204–205
Writer’s block, 86
Writing guidelines:

articles, 229
generally, 61, 199
headlines, 181–182
hidden suggestions, 263
hypnotic copywriting, 263

Writing topics, 102–103, 107

Yahoo.com, 74

Zeus, 209
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