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INDEX

Advertising. See alsoMarketing
advertising for others, 110,

165–166
pay-per-click, 157–163,

166–167
promising instant results, 12

Advice, reliability/accuracy of, 1,
10–12

Age, as false barrier to success, 2
Alcott.com, 75
Article marketing, 171–174
Audio products/services

audio recordings for content
creation, 54–56

CDs, 76–77, 78, 82
consulting hotlines, 82
free audio content, 67–68, 89
FTP tool for downloading audio

files, 118–119
MP3 audios, 70, 77–78
teleseminars/webinars, 82–86
toll-free 24/7 recorded lines,

80–82
transcriptions of, 55–56, 69–70,

86

Backup systems, 61–62
Bank accounts, 120, 124–126
Barriers to success

false, 1–9
real, 10–20

BlendTec, 176, 202
Blogs, 18, 145–146, 174–175
Blue Microphones, 59
Bonuses, 207–209, 213
Books, 69
Boot camps, 91
Bounce rates, 153

Business certificates, 122–123
Buyers. See Customers

Calendars, 74
Call to action, 192, 212–213
Camtasia software, 59
CDs, 76–77, 78, 82
Checklists, 71
Checks/money orders, 121–122
Coaching, 94–95
Collectors, 5, 41–43
Comfort zone, expanding, 14–15
Commuter newspapers, 182
Competition

as false barrier to success, 6–7
guarantee as competitive

advantage, 210–211
price-based, 206
uniqueness of product from, 37,

201
Computers. See also Internet;

Online businesses; Software;
Web site

backing up, 61–62
computer programming, 20,

114–115
IP (Internet Protocol) address of,

111–112
lack of skill with, as false barrier

to success, 6
screenshots of, 57–58

Consultation
coaching, 94–95
consulting hotlines, 82
free consultations, 89
paid consultations, 90–91

Contact information, 154–156,
223
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Content
capturing raw, 49–60 (See

Content creation methods for
details)

continuity of, 92–95
delivering, 63–92 (See Content

delivery methods for details)
editing, 50, 59, 60–63
free (See Free content)
reviewers of, 50, 62–63

Content creation methods
conversations, 54–56
interviews, 56–57
presentations, 57
screenshots, 57–58
video capture of web sessions,

36–37, 58–60
writing, 50–53

Content delivery methods
books, 69
boot camps, 91
calendars, 74
CDs, 76–77, 78, 82
checklists, 71
coaching, 94–95
consultations, free, 89
consultations, paid, 90–91
consulting hotlines, 82
cruises, 92
DVDs, 77
fast-start guides, 70
free audios, 67–68, 89
free videos, 78
games, 74–75
getting-started kits, 68
home-study courses, 68
information wheels, 75–76
interview series on MP3, 77–78
interview series PDFs, 88
interview series transcript, 69–70
iPhone applications, 86–87
live event videos, 78–80, 91
live tours, 91–92
lunch/dinner seminars, 89
membership sites, 94
mugs, 75

newsletters, 69, 93–94, 224
one-day seminars, 90
online calculators, 87–88
pocket guides, 71
posters/laminated posters, 73–74
sample newsletters, 69
software, 86, 87
special reports, 66–68, 154–156
summary of, 64–65
teleseminars/webinars, 82–86
toll-free 24/7 recorded lines,

80–82
trial software, 86
t-shirts, 72–73
weekly faxes, 94

Contests, 72–73, 114
Continuity

of content delivery, 92–95
of customer relationship, 215–224

Conversations, 54–56. See also
Interviews

Conversion optimization, 225–230
Corporate structure, 123–124
Cost

cost addressed with prospects,
205–209

cost per lead, 147–151
of domain name, 107
of eBay classified page, 179
investment vs., 206–207
of pay-per-click advertisements,

159–163
of product, 205–209
web site-related, 2, 107, 109, 115

Crazyegg.com, 227
Credentials, 8, 43
Credit/debit cards, 120, 122–128
Cruises, 92
Customers

consumer solutions from, 36–38
contact information of, 154–156,

223
conversion optimization of,

225–230
cultivating relationships with,

215–224
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delivery of content to, 63–92 (See
Content delivery methods for
details)

giveaways to (See Free content)
number of, 25, 43–44
payments by, 119–128
problem solving for, 28–29,

199–200
segmentation of, 218–219, 220
selling customer contact list, 223
testimonials from, 203–204
turning prospects into, 185–213

(See Prospects for details)
two-way communication with,

222–223
upselling to, 127–128

Damaging admissions, 188–189
Deadlines, 192–193
Deluxe versions, 207–209
Demonstrations, 29–30, 176
Designers

contests among, 72–73, 114
poster, 73
t-shirt, 72–73
web site, 113–117, 135

Direct mail, 182–183
Discoveries/discovery reports,

30–34
Domain names

availability of, 98, 106
capitalization of, 102–103
.com names, 99–100
cost of, 107
e-mail accounts using, 133
hyphens in, 101
monetizing, 107
permutation tools for, 104–106
registering, 107–108
selection technique, 102–108
spelling of, 100–101
targeting traffic via, 98–99
web hosting service owning, 110

Dragon Naturally Speaking
software, 55

DVDs, 77. See also Videos

eBay, 119, 179–180
Echo-media.com, 182
Economy, as false barrier to

success, 4–5
Edison, Thomas, 231
Editing

content, 50, 59, 60–63
web sites, 117–119

Education/credentials, 8, 43
Elance.com, 73, 135, 136
E-mail

autoresponders, 156, 217–218
commercial accounts, 131–133
contact information including,

154–155
cultivating customer

relationships using, 216–223
effective e-mail systems, 128–134
encouraging product

consumption through, 219–220
faxes instead of, 94
home accounts, 129–131
names of accounts, 133
nonbuyers providing insight

through, 228–229
segmentation of distribution list,

218–219, 220
selling customer contact list, 223
spam, 94, 112, 131, 175, 218
two-way communication

through, 222–223
web forms as, 134
welcome guest, becoming a,

220–222
Escrow accounts, 136
Excuses, making, 15–18
Experts, quoting, 204

Facebook, 18, 142–143, 174
Fame, 25, 34–35, 44
Family/friends, 1, 10–12, 30–34
Fast-start guides, 70
Faxes, 94
Federal Trade Commission, 31, 146,

203
Ford, Henry, 218
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Free content
audios, 67–68, 89
calendars, 74
consultations, 89
lead generation through, 150–151
lunch/dinner seminars, 89
membership site services, 94
newsletters, 69, 224
online calculators, 87–88
PDFs, 88
posters, 73–74
special reports, 66–68, 154–156
toll-free 24/7 recorded lines,

80–82
trial software, 86
t-shirts, 72–73
videos, 78

Free-standing inserts, 181
Friends/family, 1, 10–12, 30–34
Frontinus, Julius Sextus, 5
FTP (File Transfer Protocol) Tools,

118–119

Game changers, 18, 144–147
Games, 74–75
Getting-started kits, 68
Giveaways. See Free content
GoDaddy.com, 108
Godin, Seth, 142–143, 174
Google

article marketing recognition by,
171–174

blog directory, 175
eBay featured listings picked up

by, 179–180
gimmick regulation by, 145–147
Google AdSense, 165–166
Google AdWords, 158–163, 166
Google Analytics, 226–227, 229
Googlebot, 168–169
Google Earth, 34
Google Insights for Search, 45
Google Keyword tool, 164,

168–169
Google Trends, 45
Google Website Optimizer, 230

IP addresses blocked by, 112
local/geographic rankings by,

169–171
organic rankings by, 157, 167–169
pay-per-click advertising with,

157–163
press releases picked up by, 178
web hosting by, 110
YouTube owned by, 176–177

Graphic designers. See Designers
Guarantees, 36, 43, 87, 90–91,

209–212

Halbert, Gary, 190
Hobbyists, 5, 41–43
Home-study courses, 68
HTML (hypertext markup language)

editors, 117–118

Ideas/inventions. See also Products
availability of, 5
improved vs. revolutionary, 5,

6–7, 25–26, 31–32, 44
outsourcing control over, 21–23
product idea generator, 47
protecting from theft, 8–9, 22, 24,

43, 56–57
variations on a theme, 38–40

Implementation, 231–232
Information products

consumer solutions as, 36–38
content for (See Content)
cost of, 205–209
customers/potential customers

for (See Customers; Prospects)
deluxe versions of, 207–209
demonstrations as, 29–30, 176
free (See Free content)
guarantees on, 36, 43, 87, 90–91,

209–212
hobbyist/collector appeal, 5,

41–43
physical products vs., 26–27, 44
problem solving using, 28–29,

199–200
product comparisons as, 40–41
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research on existing, 45–47, 206
research reports as, 30–34
resource compilation as, 34–35
trend-anticipating, 44–45
uniqueness of, 37, 201
variations on a theme as, 38–40
web site promoting (SeeWeb site)

Information wheels, 75–76
Inserts, free-standing, 181
Internet. See also Online

businesses; Web site
deleting personal information

from, 35
discoveries through, 30–34
e-mail via (See E-mail)
as game-changer, 145
Internet Service Providers (ISPs),

129–132
lead sources via, 157–180

(See Lead sources for details)
membership sites on, 94
online calculators via, 87–88
research via, 30–34, 45–47
video capture of web sessions via,

36–37, 58–60
web-based backup system, 62
webinars via, 83, 85

Interviews
content creation through, 56–57
content delivery through, 69–70,

77–78, 83–84, 88–89, 176
Inventions. See Ideas/inventions;

Products
Investments, 206–207
Involvement devices, 87–88,

93–94
iPhone applications, 86–87
IP (Internet Protocol) address,

111–112

Jargon, 45, 61, 197–199
Joomla, 36–37

Kampyle.com, 228
Keywords/key phrases, 163–165,

168–169

Kiyosaki, Robert, 74–75
Kroc, Ray, 9, 24

Lead generation
acknowledgment of requests,

156–157
attracting vs. pursuing prospects,

149–150
broad base of lead sources,

148–149
collecting contact information,

154–156
costs per lead, 147–151
directing prospects to specific

web pages, 151–153, 162
game changers and, 144–147
giveaways/free content and,

150–151
half-life of lead sources, 148
information offers, 154–156
myths about, 141–151
reinforcing accuracy of location,

153–154
return on investment, 147–148
sources for leads, 148–149,

157–184 (See Lead sources for
details)

target market for, 98–99, 143–144,
151

traffic and, 141–144, 151
Lead sources

article marketing, 171–174
blogs, 174–175
commuter newspapers, 182
direct mail, 182–183
eBay, 179–180
free-standing inserts, 181
Google AdSense, 165–166
key phrase techniques, 163–165
local clubs/events, 182
local/geographic rankings,

169–171
local newspapers, 180–181
offline, 180–183
organic rankings/search, 157,

167–169
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Lead sources (continued )
pay-per-click advertising,

157–163, 166–167
press releases, 177–178
social media, 174
YouTube, 176–177

Live events
boot camps, 91
coaching offered during, 95
cruises, 92
live tours, 91–92
local clubs/event attendance,

182
lunch/dinner seminars, 89
one-day seminars, 90
opportunity to attend, 232
videos of, 78–80, 91

Liveperson.com, 82
L.L. Bean, 209–210
Local clubs/events, 182
Local/geographic rankings,

169–171
Local newspapers, 180–181
Lunch/dinner seminars, 89

Manufacturing plants, 5–6, 26, 44
Market

capitalizing on existing, 7, 25–26,
38–40

familiarity with, 206
target, 98–99, 143–144, 151

Marketing
article, 171–174
content delivery and (See Content

delivery methods)
direct mail, 182–183
game changers for, 18, 144–147
lead generation through (See Lead

generation)
web site as tool for (SeeWeb site)

Mays, Billy, 21–22
Measuring devices, 226–227
Meetup.com, 41, 182
Membership sites, 94
Merchant accounts, 124–125
Microphones, 59

Microsoft
Microsofts Bing, 166
Microsoft Word software, 53

Microstock agencies, 32–34
MindManager software, 53
Money. See also Cost

accumulation of, 14, 25, 30, 44
in bank accounts, 120, 124–126
checks/money orders as,

121–122
conversion optimization profit

impact, 225–230
credit/debit cards as source of,

120, 122–128
easy vs. hard-earned, 13–14
in escrow accounts, 136
hobbies producing, 42–43
lack of, as false barrier to

success, 2
money-back guarantees, 36, 43,

87, 90–91, 209–212
money questions, 195–213 (See

Money questions for details)
payments through web sites,

119–128
PayPal accounts for, 119–121
return on investment, 147–148,

174, 183
Money questions

what are results, 199–200
what is next step, 212–213
what is the cost, 205–209
what is the risk, 209–212
why believe claims, 201–205
why better solution, 201
why read material, 197–199
why stop and listen, 195–196

MP3 audios, 70, 77–78
Mugs, 75

Names
business, 124
e-mail account, 133
web site, 97–108, 110, 133 (See

Domain names for details)
Newsletters, 69, 93–94, 224
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Newspapers
commuter, 182
free-standing inserts in, 181
local, 180–181

99designs.com, 72, 73, 135

Odesk.com, 135
Olsen, Ken, 7
Olympus Voice Recorder, 54
One-day seminars, 90
Online businesses

advice on, 1, 10–12
bank accounts of, 120, 124–126
business certificate for,

122–123
competition against (See

Competition)
dangers to success, 10–20
false barriers to success, 1–9
ideas for (See Ideas/inventions)
implementation of, 231–232
lead generation for (See Lead

generation)
legal structure of, 123–124
money for/from (See Cost; Money)
name of, 124
patents for, 8, 22
products of (See Products)
purchases from (See Purchases)
size of, 5–6
success of (See Success)
web site for (SeeWeb site)

Online calculators, 87–88
Opportunities, seizing, 96
Organic rankings, 157, 167–169
Outlines, 52–53
Outsourcing

article marketing, 172–173
control over ideas/products,

21–23
web site work, 135–139, 230

Patents, 8, 22
Payment gateways, 125–126
PayPal, 119–121

Pay-per-click advertising, 157–163,
166–167

PDFs, 88
Permutation tools, 104–106
Photographs/photography,

32–34
Pitchmen, 21–23
Plagiarism, 31, 56
Plantronics headsets, 54
Pocket guides, 71
Postcards, 224
Posters, 73–74
Presentations, 57, 176
Press releases, 177–178
Problem solving, 28–29,

199–200
Products. See also Ideas/inventions;

Information products
consumer solutions as, 36–38
content for (See Content)
cost of, 205–209
customers/potential customers

for (See Customers; Prospects)
deluxe versions of, 207–209
demonstrations as, 29–30, 176
discovery reports as, 30–34
first to market, 8–9
free (See Free content)
guarantees on, 36, 43, 87, 90–91,

209–212
hobbyist/collector appeal, 5,

41–43
information vs. physical, 26–27,

44
manufacturing of, 5–6, 26, 44
outsourcing control over, 21–23
problem solving using, 28–29,

199–200
product comparisons as, 40–41
research on existing, 45–47, 206
resource compilation as, 34–35
trend-anticipating, 44–45
uniqueness of, 37, 201
variations on a theme as,

38–40
web site promoting (SeeWeb site)
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Proof of success, 201–205
Prospects

addressing individual, 193–194
attracting vs. pursuing, 149–150
bonuses offered to, 207–209, 213
call to action for, 192, 212–213
contact information of, 154–156,

223
cost discussions with, 205–209
damaging admissions to, 188–189
deadlines for, 192–193
e-mail contact with, 217–219
exaggerating claims to, 187–189
focusing on prospects vs.

marketer, 189–191
focusing on results for, 199–200
guarantees for, 209–212
lead generation on, 141–184 (See

Lead generation for details)
listening by, reasons for, 195–196
mistakes made with, 185–195
money questions for, 195–213

(See Money questions for
details)

nonbuyer issues, addressing,
227–229

order-placing opportunities for,
209, 212–213

premature buying request to,
191–192

proving claims to, 201–205
reading material, reasons for,

197–199
risk incurred by, 209–212
shouting at vs. drawing attention

of, 185–187
turning into buyers, 185–213
uniqueness of solutions for, 201

Purchases
bonuses included with, 207–209,

213
call to action to make, 192,

212–213
collectors/hobbyists making, 5,

41–43
conversion optimization, 225–230

cost of, 205–209
deadlines for, 192–193
encouraging use of, 219–220
guarantees on, 36, 43, 87, 90–91,

209–212
lead generation toward (See Lead

generation)
payment options, 119–128
people making (See Customers;

Prospects)
premature buying requests,

191–192
risk incurred through,

209–212
testimonials on, 203–204
upselling additional, 127–128

Refunds. See Guarantees
Relationship building with

customers, 215–224
Rentacoder.com, 135
Research

discoveries through, 30–34
on existing products,

45–47, 206
Resources, 30–35
Return on investment, 147–148,

174, 183
Return policies. See Guarantees
Risk, 209–212. See also Guarantees

Sample newsletters, 69
Screenshots, 57–58
Search engine optimization, 167
Search engines. See Google
Segmentation of customer lists,

218–219, 220
Self-motivation, 3–4
Seminars. See also Live events

boot camps, 91
live tours and, 91–92
lunch/dinner, 89
one-day, 90
teleseminars/webinars, 82–86
videos of, 78–80, 91

Shopping carts, 126–128
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Size of business, 5–6
Slide charts, 75–76
Snagit software, 58
Snowball microphone, 59
Social media, 18, 142–143, 174. See

also Blogs
Software

Camtasia, 59
as content delivery tool, 86, 87
domain name permutation

software, 104–106
Dragon Naturally Speaking, 55
FTP tools, 118–119
HTML editing tools, 117–118
iPhone applications, 86–87
Joomla, 36–37
Microsoft Word, 53
MindManager, 53
shopping cart software, 126–128
Snagit, 58
speech-recognition software, 55
trial software, 86

Spam, 94, 112, 131, 175, 218
Special reports, 66–68, 154–156
Specificity of claims, 202
Success

advice on, 1, 10–12
conventional approach to, 23–26
effort needed for, 12–14, 18–19
excuses for lack of, 15–18
false barriers to, 1–9
implementation leading to,

231–232
proof of, 201–205
real dangers to, 10–20

Sullivan, Anthony ‘‘Sully,’’ 21–22

Target market, 98–99, 143–144,
151

Techsmith.com, 58, 59
Telephone services

consulting hotlines, 82
customer contact by telephone,

224
iPhone applications, 86–87
teleseminars/webinars, 82–86

toll-free 24/7 recorded lines,
80–82

Templates, web site, 115–117
Terminology. See Jargon
Testimonials, 203–204
Testing, web site, 229–230
Time, as false barrier to success,

3–4
Toll-free 24/7 recorded lines, 80–82
Tracy, Brian, 192
Traffic

analysis of, 226–227
quantity of, 141–143
targeted, 98–99, 143–144, 151

Transcriptions, 55–56, 69–70, 86
Trends, 44–45
Trial software, 86
T-shirts, 72–73
Twitter, 18, 142–143, 174

Uniqueness
of products, 37, 201
of situations, 15–18, 28, 35, 37, 89,

96, 176, 188, 194, 208
unique selling proposition, 201

Upselling, 127–128

Variations on themes, 38–40
Videos

DVDs, 77
free, 78
live event, 78–80, 91
video capture technology, 36–37,

58–60
YouTube, 176–177

Visualthesaurus.com, 103

Webinars, 83, 85
Web site

accepting money via, 119–128
altering to address nonbuyer

issues, 227–229
analysis of traffic to, 226–227
bounce rates, 153
building blocks for, 97–139
collector information sites, 41–43
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Web site (continued)
cost of, 2, 107, 109, 115
dedicated IP hosting for, 111–113
design of, 113–117, 135
directing prospects to specific

pages of, 151–153, 162
domain names for, 97–108, 110,

133
editing, 117–119
e-mail system for, 128–134
graphic design sites, 72–73
Joomla as tool for, 36–37
keywords/key phrases of,

163–165, 168–169
lead generation using (See Lead

generation)
membership sites, 94
organic ranking of, 157, 167–169

outsourcing work on, 135–139,
230

product idea generator sites, 47
security issues for, 111–112
shopping carts on, 126–128
testing improvements to, 229–230
traffic to, 98–99, 141–144, 151,

226–227
web forms on, 134
web hosting services for, 2,

108–113
Wheel charts, 75–76
Wizard-based systems, 115
World Wide Web. See Internet
Writing content, 50–53

Yahoo!’s Sponsored Search, 166
YouTube, 176–177
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