
333

Index

A
Accomplishments, 172–173
Advertising. See also Marketing

on Facebook, 295
pay-per-click, 283–285

Advisory boards, 66
Affi liates, 111–112, 201–202
Affi liate accounts, 112
Always-have-something-to-invite-

people-to offer, 85, 86, 91–94, 
282

Amazon.com, 95
Angel investors, 50
Animoto, 316
Announcements, 209
Answers (LinkedIn), 303
Applications:

Facebook, 298
LinkedIn, 302

Articles:
for referral clients, 199
sharing, 158–159
writing, see Writing articles

Article announcement lists, 251
Article directories, 267, 278

Article summaries, 252
Ashdown, Pete, 274
Assessment web sites, 269–270
Associations, 163, 222–226
Atkinson, Cliff, 235
Audience:

for articles, 244
at speaking and demonstration 

events, 225–226, 231
warming up your, 107

Audiovisual equipment, 229
Author’s box (articles), 240, 249–250
Automated keep-in-touch strategy, 

213–216
Automated Twitter content, 309–310
Awareness, of products/services, 143

B
Balzac, Honoré de, xv
Bayan, Richard, 104
Berkley, Mike, 19, 20, 28
Beyond Booked Solid (Michael Port), 

213
Beyond Bullet Points (Cliff Atkinson), 

235
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Blogs, 270 –271
for joint venture partners, 112
video marketing on, 312
and writing articles, 266 –267

Bly, Robert, 222
Body language, 235
Boiler Room (fi lm), 51
Books, 99, 155–158
Booking speaking/demonstration 

events, 225–232
Book Yourself Solid system, xxi
Bortone, Lou, 315–316, 319–320
Bragging, 80
Brand, personal, see Personal brand
Brochure web sites, 267–268
Brogan, Chris, 168, 310
Brogan, Kathryn S., 255
Browsers, Internet, 109
Buffett, Warren, 117
Bundle pricing, 121
Business cards:

asking for, 166
for building credibility, 64

Business groups, 224
Business Network International, 162, 224

C
Camtasia.com, 316
Capote, Truman, 49
Carrey, Jim, 34
Cash discounts, 125
Category authority, becoming, 67– 69. 

See also Expert, establishing 
yourself as

Chamber of commerce meetings, 162
Chantal, Holly, 267
Chat feature (Facebook), 294
Chronological product framework, 103

Churchill, Winston, 75, 184, 323
Clients, 3 –15

and becoming a category 
authority, 69

benefi ts of working with ideal, 
10, 195

cutting down list of, 7–9, 15
determining results for, 27
and direct outreach, 172
economic status of, 11
getting rid of bad, 5– 6
helping, 32
lack of, 6 –7
making clients feel important, 

66 – 67
mid-range, 14
qualities of ideal, 10 –13
and selling, 134
serving, 94 –95
testimonials from, 65, 312
turning friends into, 76
uncertainty of, 137

Clinton, Bill, 258
Clothing, 165
Cold calling, 171, 209
Collaborating on articles, 239–240
Collins, Jim, 102, 104
Comments (Facebook), 294
Commitments, 152
Communication:

about what you do, see Dialogue, 
about what you do

articulating benefi ts in, 30 –31
credibility in, 72
importance of, 32
networks of, 18, 84

Communication directors, 222
Communities, 93–94
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Community pages (Facebook), 
293–294

Compare/contrast product 
framework, 104

Compassion, 150, 151, 159, 160
Competition, 182
Conferences, 197
Conference calls, 218–219
Confi dence, 30, 60, 69, 200
Consumption, 287
Contact management systems, 214
Contests, 112, 280
The Contrarian Effect (Michael Port), 

137, 213
Covey, Stephen, 98, 103
Credentials, 57, 66
Credibility:

and article directories, 278
building, 61– 62, 64 – 66, 68, 96
in communication, 72
and free services, 126
products for enhancing, 97
and raising prices, 128
and selling, 133, 134, 138
and social media, 299, 311

CRM software, see Customer 
relationship management

Cross-promotion, 279–280
Crum, Thomas F., 103
Curtis, Glade B., 103

D
Databases:

building, 262
for keeping in touch, 213–215

Decision makers, 172, 222
Degrees of connection feature 

(LinkedIn), 301

Demand, 128
Demonstrating events, See Speaking 

and demonstrating events
Dialogue, about what you do, 

49– 60
developing dialogue, 53
and facial expression, 59
long version of, 56 –58
mid-length version of, 55
and selling, 134
short version of, 54 –55
starting dialogue, 51, 58
and your profession, 51–52

Digital cameras, 315
Direct messaging (DM), 306
Directories:

article, 267, 278
for Twitter pages, 308

Directory of Association Meeting 
Planners and Conference/
Convention Directors, 226

Direct outreach, 170 –191
defi ning, 170 –171
examples of bad, 172–181
on Facebook, 297
getting information for, 

181–184
and BYS list of 20, 186 –188
means of, 184
plan for, 190 –191
and reasons for contacting people, 

188–189
and socially successful conduct, 

184 –186
on your web site, 266

Discounts, 124 –128
Discussion boards, 295
DM (direct messaging), 306
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E
Earl, Cindy, 282, 306, 310, 

320 –321
E-books, 99
Economic conditions, 123, 128
Economy pricing, 122, 123
E-courses, 99
Editors, 255, 256
Educational events, 219–221
Education directors, 222
80/20 rule, for keeping in touch, 208, 

309, 310
Electronic newsletters (e-zines), 84, 

209–213
and articles, 251, 252
format of, 211
frequency of sending out, 

212–213
layout of, 211–212

Elevator speech, 49–50
E-mail(s):

and announcing articles online, 251
follow-up, 86
and online networking, 167
sending newsletters via, 84
video, 312

E-mail addresses, 64
E-mail converter web sites, 268
E-mail signature, 277
Encyclopedia of Associations, 226
Entertainment web sites, 270
Enticement, 285–286
Entrepreneurs, 50
Events:

on Facebook, 294, 297–298
on LinkedIn, 302
speaking and demonstrating, see 

Speaking and demonstrating events

Expert, establishing yourself as, 
63–74, 102

becoming a category authority, 
67– 69

building credibility, 64 – 66
and likeability, 72–74
and standards of service, 

66 – 67
and target market, 69
and thinking of yourself as an 

expert, 71–72
web site for, 261

Eye contact, 59, 165, 200
E-zines, see Electronic newsletters

F
Facebook, 168, 171, 184, 281, 

291–299, 317
Family, 40
Federation of International Trade 

Associations (FITA), 225
50/50 networking rule, 

149–150
First drafts, 106
FITA (Federation of International 

Trade Associations), 225
Fixed prices, 120
Flexible pricing, 121, 123
Flip Video cameras, 315
Following feature (Twitter), 306
Follow-up e-mails, 86
Ford, Henry, 16
Forecasting future sales, 215
Formal networking, 162–163
Forrester Research, 167, 311
Francis of Assisi, 192

calculating network connections, 155
creating list of 20, 187–188
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fi nding information on contacts, 182
keeping tabs on your contacts, 160
sharing knowledge with contacts, 

158–159
suggestions of possible 

connections, 153
using database for keeping in 

touch, 214
FreeConference.com, 219
Free services, 126
Friends, 40, 76

G
Gallardo, Evelyn, 318–319
Gates, Bill, 289
Gean, Rozey, 238, 245
Getting Started in Speaking, Training, 

or Seminar Consulting (Alan 
Weiss), 222

Ghostwriters, 239–240
Global marketplace, 262
Godin, Seth, 76, 171, 204
Goldberg, Whoopi, 34
Goleman, Daniel, 184 –186
Good to Great ( Jim Collins), 

102, 104
Google, 275, 279, 284
Government regulations, on 

pricing, 130
Grammar, 250, 253
Gretzsky, Wayne, 170
Groups:

on Facebook, 293
leads, 163
on LinkedIn, 302

Guerrilla Marketing brand, 102
Guerrilla Marketing for Job Hunters 

(David Perry), 102

H
Haiken, Woody, 299
Handshakes, 165
Hash tags, 307
Honesty, 129
Hot buttons, 245
Howes, Lewis, 304
HTML, 211
Hull, Raymond, 3
Human Business Works, 310

I
IMG (International Management 

Group), 73
iMovie, 315
Inbound links, 276
Incentives, 124
Industry conferences, 197
Industry information, 205–206
Informal networking, 160 –161
Information:

for direct outreach, 181–184
industry, 205–206
on your web site, 264

Information products, 96 –113
assessing need for, 100
benefi ts of, 97–98
defi ning, 99–100
and joint venture partners/affi liates, 

111–112
selling, 134
and social media, 296
steps for developing, 101–106
steps for launching, 107–111

In Living Color (TV show), 34
Intangibles, 150
Intentions, clear and confl icting, 

37– 40
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International Management Group 
(IMG), 73

Internet. See also Social media
fi nding information about audience 

on, 225–226
launching products on, 112
online networking, 166 –167
publishing articles on, 251–254
selling services on, 130

Internet browsers, 109
Interviewer role, 102
Introductions, for speaking events, 232
Investable opportunities, 27–31
Investors, 50
Invites (Facebook), 294
Ittermann, Criss, 154

J
Jehlen, David, 112
Jingproject, 315, 316
Joint venture ( JV) partners, 111–112

K
Keep-in-touch strategy, 84, 203–216

automating your, 213–216
content shared in, 205–207
and Facebook, 297
product and service offerings, 

207–209
tools for, 209–213
on your web site, 266

Keillor, Garrison, 203
Keyword phrases, 248, 252, 275, 283
Kipling, Rudyard, 238–257
Knowledge:

as asset for networking, 150, 151, 
155–159

as key to target market, 20 –24
sharing, 217

of speaking event material, 
235–236

Kohles, Caroline, 152

L
Laughing, 31
Launching products, 107–111
Layout:

of articles, 248
of electronic newsletters, 211–212

Lead-generating products, 99–100
Leads groups, 163
The Learning Annex, 223, 224
The Learning Connection, 223, 224
Learning programs, 224
Leaton, Jan, 229, 233
Levinson, Jay Conrad, 102
Likeability, 72–74, 94, 134, 311
The Likeability Factor (Tim Sanders), 72
Likes (Facebook), 294
Links:

in articles, 243
on Facebook, 295
popularity of, 276

LinkedIn, 168, 171, 184, 299–304
Listening to others, 60, 200
Lists, 166, 209, 248, 294, 307
Loss-leader pricing, 121–123
Love, 150
Love is the Killer App (Tim Sanders), 150
Lowering prices, 124 –128
Lumen, Cara, 117, 118

M
McCormack, Mark, 73
MaestroConference.com, 219
Magazines, 158, 218
The Magic of Confl ict (Thomas 

Crum), 103
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Mailers, 209
Mailing lists, 166, 209
Markdowns, 125–126
Marketing. See also Advertising

consent for sending e-mail 
messages, 84

permission, 171, 204
social media, 167–168
to target markets, 18, 77
video, 310 –320
viral, 209

Market share, 123
Marmelejo, Nancy, 320
Mayeroff, Milton, 150
Meeting planners, 222, 227, 228
Meetings, 199
Mentors, 40
Menu of services web sites, 269
Messaging, on Facebook, 294
Meyerson, Mitch, 102
MichaelPort.com, 213, 324
Mid-range clients, 14
Modular product framework, 103
Money Talks (Alan Weiss), 222
Motivation, 172

N
National Trade and Professional 

Associations of the United States 
(NTPA), 226

needs, of target market, 25–27, 78, 
100

Networking, 147–169
changing your perspective on, 

148–149
on Facebook, 296
50/50 rule for, 149–150
groups for, 222–223
and intangibles, 150

as ongoing process, 168–169
online, 167–168. See also Social 

media
opportunities for, 161–163
sharing how you feel in, 151, 

159–161
sharing what you know in, 151, 

155–159
sharing who you know in, 

150 –155
social, 47, 91, 266, 271–272
what not to do at events, 166
what to do at events, 163–166
on your web site, 266

Networks of communication, 18, 84
Newsletters, 84, 205, 209, 210. See also 

Electronic newsletters
Niche, target market vs., 17
Niche web sites, 252
Nietzsche, Friedrich, 63
No-barrier-to-entry offers, 82
NoCostconference.com, 219
Notes (Facebook), 295
Not-for-profi t organizations, 223
NTPA (National Trade and 

Professional Associations of the 
United States), 226

Numerical product framework, 103

O
Offers:

always-have-something-to-invite-
people-to, 85, 86, 91–94, 282

no-barrier-to-entry, 82
One-page sales letter web sites, 

268–269
Online communities, 278–279
Online networking, 166 –167. See also 

Social media
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Online publications, 158
Open-ended time for money trade, 120
Opportunities:

with information products, 97
investable, 27–31
for referrals, 194

Organizations, 222–226
Overdelivering, of services, 87–88

P
Packaging, 128
Pages (Facebook), 293
Passion, 20 –24, 59
Patience, 191
Patterson, John H., 138
Pay-per-click advertising, 283–285
Penetration pricing, 121
Pens, 166
Permission marketing, 171, 204, 305
Permission Marketing (Seth Godin), 

76, 204
Perry, David, 102
Persistence, 191
Personal brand, 33– 48

characteristics of a good, 34 –35
and clear/confl icting intentions, 

37– 40
components of your, 35, 42– 45
development of, 46 – 48
economy pricing as part of, 122
and information products, 96
purpose of, 33–34
and selling, 134
upgrading your, 128
web site for building, 261
and your unique qualities, 40 – 42

Personal brand identity web sites, 272
Peters, Tom, 5, 15

Phone calls:
cold calling, 171, 209
conference calls, 218–219
keeping in touch with, 209

Photographs, 64 – 65
Photo montages, 315
Pink, Daniel, xvii–xviii
Podcasts, 266
Portal web sites, 270
Posts (Facebook), 294
Postcards, 209
Post-launch, 110 –111
PowerPoint presentations, 234, 

235, 316
Practice, 132
Pre-launch, of products, 107–109, 

112
Presentations, See speaking and 

demonstrating events
Presentation Zen (Garr Reynolds), 235
Press, 172
Press kits, 283
Press releases, 281–283
Prestige pricing, 122
Price discrimination, 130
Pricing, 117–130

and discounts/specials, 124 –128
lowering prices, 124 –128
models for, 119–124
and poverty mindset, 118–119
price as standard of service, 67
raising prices, 118–130
regulations on, 130
and selling, 132–133

Pride, 30
Print publishing, 254 –256
Problem/solution product 

framework, 103
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Products:
client awareness of, 143
information, see Information 

products
lead-generating, 99–100
offering, in keep-in-touch strategy, 

207–209
Product framework, 103–104
Professions, 51–52
Professional coaches, 40
Profi le pages:

on Facebook, 292–293
on LinkedIn, 301
on Twitter, 305–306

Profi ts, 122–123
Promotion:

cross-, 279–280
of online videos, 316 –317
by others, 221
self-, 218–221, 266 –267

Promotional pricing, 124
Proofreading, 250
Publications, 158, 218, 254 –255
Public speaking, 98
Publishing articles, 251–255

Q
Quantity discounts, 125
Query letters, 255
Questions, asking, 165
Questionnaires, 229, 231
Quick referral analysis, 193
Quirks, 40 – 41, 208

R
Raising prices, 118–130
Recession, 123
Recommendations (LinkedIn), 302

Recurring fees, 120 –121
Reference product framework, 104
Referrals, 192–202

beginning process of, 194 –202
fi nding opportunities for, 194
quick referral analysis, 193
from tell-a-friend forms, 281
using Facebook, 297
on your web site, 266

Referral partners, 172
Regulations, on pricing, 130
Reinventing Work (Tom Peters), 5
Relationship management, 186. 

See also Customer relationship 
management software

Reply tool (Twitter), 306
Repurposer role, 102
Reputation, 94
Researcher role, 102
Responsiveness, 66
Retainer, 120 –121
Return on investment (ROI), 320
Re-tweets (RTs), 307
Rewards programs, 201–202
Reynolds, Garr, 235
Robinson-Patman Act, 130
ROI (return on investment), 320
RTs (re-tweets), 307
Ryze, 289

S
Sales conversion, 215
Sales cycle process, 75–95

always-have-something-to-invite-
people-to offer, 85, 86, 91–94

building relationships of trust in, 
75–76

and direct outreach, 184
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Sales cycle process (continued )
keys to connecting with people, 

77–81
role of social media in, 296
and selling, 134
and serving clients, 94 –95
stages in, 82–90

Sales management, 214
Sales pages, 312
Sanders, Tim, 72, 73, 150
Sayler, Sharon, 235
Schools, 224
Schuler, Judith, 103
Screen captures, 312, 315
Screenr.com, 316
Search engine optimization (SEO), 

274 –275, 290, 305, 311
Search engines, 246, 274 –275
Searching:

on LinkedIn, 302, 303
on Twitter, 307

Seasonal discounts, 125
Seinfeld, Jerry, 34
Self-awareness, 185
Self-expression, 35–36, 42, 97, 

259, 262
Self-management, 185
Self-promotion, 218–221, 266 –267
Selling, 131–139

and client uncertainty, 137
formula for, 135–136
and limiting beliefs, 132–133
to referral clients, 199
shifting your perspective on, 133
and social media, 296
traditional tactics for, 137–138
and trust, 133–135

SEO, see Search engine optimization

Service(s):
client awareness of, 143
offering, in keep-in-touch strategy, 

207–209
overdelivering of, 87–88
quality of, 66
standards of, 66 – 67

Service professionals, 50
The 7 Habits of Highly Effective People 

(Stephen Covey), 103
Shared Vision Network, 223, 224
Sharing:

how you feel, 151, 159–161
knowledge, 217
what you know, 151, 155–159
who you know, 150 –155

Skill development, 128
Slide shows, 315
Sliding scale pricing, 123–124
Smiling, 59, 163, 199
Social awareness, 186
Social Intelligence (Daniel Goleman), 

184
Socially successful conduct, 185–186
Social media, 289–322

direct outreach via, 171, 184
Facebook, 168, 171, 184, 281, 

291–299, 317
keeping in touch using, 209
LinkedIn, 168, 171, 184, 299–304
marketing with, 167–168
return on investment for, 320
tasks for maintaining, 321
Twitter, 171, 184, 301, 304 –310, 

317
video marketing, 310 –320

Social networking, 47, 91, 266, 
271–272
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Solutions, 133
Spam, 84, 170 –172
Spam fi lters, 211
Speaking and demonstrating events, 

217–237
booking, 225–232
delivering your message at, 234 –236
fi nding audiences for, 225–226
planning for, 232–234
promotion by others for, 221
self-promotion for, 218–221
social media for promoting, 297
on your web site, 266

Specials (pricing), 124 –128
Specialization, 20
Spelling, 250, 253
Standards of service, 66 – 67
Strategies, sharing, 206
Stress, 30
Subheadings, in articles, 247
Subscriber lists, 266 –267
Success Secrets of the Online Marketing 

Superstars (Mitch Meyerson), 102
Surveying current clients, 79

T
Table of contents (for products/

programs), 105, 106
Taglines, 35, 42– 44, 46 – 47, 265
Talents, 20 –24
Target market. See also Clients

creating business within, 69
direct outreach to, 172
and establishing yourself as an 

expert, 69
identifying needs and desires of 

your, 25–27, 78, 100
identifying your, 17–25

reasons for choosing, 18
and sales cycle process, 77

Techniques, sharing, 206
Teleseminars (conference calls), 

218–219
Tell-a-friend forms, 281
Testimonials, 65, 312
Thaler, Richard, 121
The Think Big Manifesto (Michael 

Port), 47, 91, 213
Think Big Revolution, 47, 91–92, 

271–272
Time, 98
Time for money trade, 120
Time-sensitive discounts, 125–126
Tips, sharing, 206
Title:

of article, 245–246
of product, 104 –105
of YouTube video, 317

Toastmasters International, 162
Trade associations, 162, 222–225
Traditional sales tactics, 137–138
Training, 128
Trust, 32

building, 61– 62, 263
enhancing, 86, 90
in sales cycle process, 75–76
and selling, 133–135
and social media, 299, 310, 311

TubeMogul, 317
Tutorials, video, 312, 316
Twain, Mark, 217
Twitter, 171, 184, 301, 304 –310, 317

U
Uncertainty, of clients, 137
Ustream.tv, 313, 314
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V
Value:

and price, 94, 117
providing, 90

Venture capitalists, 50
Video marketing, 310 –320
Viral entertainment web sites, 270
Viral marketing campaigns, 209
Visibility, 69

W
Webcams, 313
Webcasts, 313, 314
Web designers, 272–273
Web site(s). See also Social media; 

specifi c web sites
and article directories, 278
building credibility with, 64
content on, 264
cross-promotion of, 279–280
designing your, 261–273
and e-mail signature, 277
format of, 267–273
getting traffi c to, 274 –288, 313
link popularity on, 276
listing your product on, 107
and online communities, 278–279
pay-per-click advertising on, 

283–285
press releases on, 281–283
publishing articles on, 252
purposes and benefi ts of, 261–262
and search engines, 274 –275
structure of, 264
tell-a-friend forms on, 281
upgrading your, 128
videos on, 312, 313

Web strategy, 258–260, 297
Weiss, Alan, 222
What Your Body Says (Sharon Sayler), 

235
“Who and Do What” statements 

(personal brand), 35, 42, 43, 46, 
51, 92

“Why You Do It” statements (personal 
brand), 35, 42– 44, 46, 92

Wilde, Oscar, 147
Windows Movie Maker, 315
Winfrey, Oprah, 33
Word counts, of articles, 253
Word-of-mouth referrals, 192
Words that Sell (Richard Bayan), 104
Writer’s Market (Kathryn S. 

Brogan), 255
Writing articles, 99, 238–257

choosing topics for, 242–245
collaborating on, 239–240
creating titles, 245–246
deciding on subject for, 241
and editors, 255, 256
ghostwriters, 239–240
parts of an article, 246 –250
publishing articles, 251–256
social media for promoting, 297
and your web site, 266 –267

Y
Your Pregnancy Week by Week 

(Glade B. Curtis and Judith 
Schuler), 103

YouTube, 310 –311, 315–317

Z
Zappa, Frank, 131
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