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| nt roducti on

| call this top-secret docunent The Confidential Internet
Intelligence Manuscri pt because it contains scientifically
derived inside intelligence that shows exactly how your business
can really prosper on the Internet. Since it has never been
previously published, you are one of the very first to ever |ay
eyes on this information in its conpletely assenbled, full-
scal e, usable form Prior to this, it was all raw data that
only statisticians and anal ysts could conprehend.

This Confidential Internet Intelligence Manuscript wll give you
startling revel ati ons about Internet marketing. Many of these
di scoveries definitively verify things you may have al ready
consi dered — others provide evidence that some of the marketing
w sdom you believe and act on is false.



Why Thi s Manuscri pt Was Created

Here’s the dreamwe all want to believe: “Through the Internet,
anyone with a conputer, an Internet connection, and the

wi |l lingness to sweat can set up an operation in their garage
that conpetes with major corporations.”

Ah...If it were that sinple — we’d have a world full of
mllionaires. |1’msure you ve heard the concept of the “level
playing field” that the Internet provides — but that is only
hal f the story.

The playing field is now open to new players — many of whom can
i ndeed function beautifully on a shoestring budget — but the
field is hardly |evel.

It conmes down to a sinple matter of math and resources. Allow
me to explain...

My busi ness began as one of these “shoestring” conpani es.

| ndeed, | was able to attain a phenonenal |evel of success
working a few hours a day by nyself (I was still serving as an
Army Officer by day back in 1995 when ny Internet business
started building steam, but that in itself, while unusual, is

not unique to the Internet.

The nost inportant advantage that the Internet gave ne was the
ability to advertise without investing any hard capital. There
are many ot her advantages, mnd you, but this is by far and away
the nost inportant for a small business.

Where did this put ne? On the sane “level playing field” as
everyone else who had little noney to invest and the desire to
make it on the net.

The fact of the matter is, it’s a different playing field
altogether. Pit a shoestring entrepreneur on this field against
a major corporation — with all of their resources, nmanpower,
accunmul ated know edge, and brand equity — who will w n?

Clearly, all other things being equal, the major corporation
wi ||l decisively now down the shoestring entrepreneur.

Notice | said, “all other things being equal.” Qur mlitary
hi story tells us, though, that weaker forces have decisively
beaten stronger forces. Could it not be done on the Internet
battl efiel d?



Soldier that | am | began to apply mlitary netaphors (ala Sun
Tzu et. al.) to ny business. | renmenbered that guerrilla
warfare was the cause for a great many of the major upsets in
the history of warfare. Qur recent history shows us that snal
groups of nmen, applying the proper tactics, can cause great
danmage and make arm es of far greater size stand up and take
noti ce.

(Note: It was later that | was introduced to ny good friend Jay
Conrad Levinson — who many years before so clearly outlined in
“Guerrilla Marketing” how a small business could conpete with a
| arge one. Jay focuses primarily on the systematic application
of Guerrilla Marketing — | spent nost of ny tinme devel oping and
testing guerrilla tactics.)

If the great army fights the guerrilla as he woul d anot her great
arnmy, he is in for a rude awakening. The guerrilla has no
regard for the rules accepted by the great arny. He makes his
own and constantly keeps the great arny off bal ance.

It becane clear to nme that | nust fight ny business battles |ike
a guerrilla. | did.

The ultimte end being that | was able to build my business into
the nulti-mllion dollar international enterprise it is today —
wi thout a single dinme of venture capital.

Granted, since our roots lie in sales-driven, cash-flow
dependent busi ness, we are now a nuch | eaner and tougher group
than most nmulti-mllion dollar enterprises. OQur fisca
discipline is inmpeccable and | plan for it to remain that way.
We continue to “fight like guerrillas” in our day-to-day
operations while other corporations of simlar size waste
mllions of dollars on advertising that may or may not work.

However, the truth of the matter is that we did, indeed, have to
expand. “If one guerrilla fighter could do so much, what then,”
| wondered, “could a group of guerrilla fighters do?”

The rest is history.

The perennial question on your m nd should be, *“OK OK — |
understand the theory. | see the path you took, and it’'s clear
it worked for you. But | still don’t know how to naeke the

I nt ernet work.”



Yeah, that’s the rub. All this presupposes that the tactics you
enpl oy actually deliver results! A guerrilla fighter, who is
taught through fol klore that daisies thrown enthusiastically at
an advancing arnmy will stop themin their tracks, is in for a
grimy hunorous end. (Just picture that one!)

Unfortunately, there is a good anmount of “marketing folklore”
about the Internet that nmany woul d-be Internet marketers are
fed.

Whil e self-proclainmed Internet gurus did their own random (often
unscientific) testing, they really did the industry a disservice

by dissem nating their m sleading findings as gospel truth.

(Note: Not to disparage any of my coll eagues. Many of them are
absolutely brilliant and do their best to pass on the
information that has worked for them Those in that category
have ny genuine admration and respect. The real problem here
is twofold:

1) There are a few out-and-out demagogues and charl atans in any
field, who for personal recognition perhaps, feel they should
preach any old thing, regardless of its validity. Those that
hear this information are caught up in the cult of personality
and accept this sonetinmes-dangerous advice as truth.

2) Even the true legitimate stars of this industry at tinmes fai
to enphasize to their students that what they teach themis only
the accunul ati on of observed data. This data nmay or nmay not be
relevant in future testing. One would do well to read up on the
phi | osophy of science and devel op a healthy skepticism of
anything they haven’t seen for thenselves — and an even
heal t hi er skepticism of anything they have seen! Science, in
any field — especially one as vaguely scientific as nmarketing —
is atool to guide us forward — never a renderer of gospel
truth.)

| felt I deserved nmuch nmore than a hodge- podge of unproven or
haphazardly tested guesswork that all too often turns out to be
off the mark. That’'s the reason | conm ssioned a scientific
study, which resulted in the manuscript you now have in your
hands.

Since | am by nature, a fanatic about testing, | pulled no
punches in devel oping as scientific a study as possible. So
make no m stake — this is not your standard, garden-variety
testing. Don’t confuse it with tests others have done that



result in arbitrary — and even erroneous — results. Rather, we
pai nstakingly isolated every single conponent that could

possi bly affect marketing response — filtered each one through
scientifically derived (not randomy arrived at) sanple sizes,
meani ngful ly concei ved confidence intervals, and the strictest
scientific controls.

It is only through this kind of rigorous testing that | feel
confident in giving you conclusive, amazing insights into the
habits and psychol ogy of Internet consuners.

In the “Lessons Learned” section, we have conpiled sone of the
nost reliable information fromour own testing. Even though
there is nmuch evidence supporting this information, | urge you
to examne it yourself. Test it to see if you can reproduce our
results. We have tested thousands of possible isolated

vari ables that can affect the Internet marketing process. Here
we show only those discoveries that were supported by subsequent
testing and are of immedi ate use to al nost any business if
creatively applied.

We will at tinmes provide exanples of tests conducted when an
exanple will aid in illustrating the principle. At tinmes you
will be shown the relative value (percentage of perfornmance

i ncrease shown by the application of the | esson) of these
exanples. In all cases, the theoretical information presented
has been denonstrated through nmultiple tests to be valid (unless
ot herwi se i ndi cated).

In the “Survey Results” section, we provide some denographic
data about a cross-section of our viewership and vari ous
responses to a survey answered by those viewers. The purpose of
this information is twofold: 1) We want to give you an idea of
what is involved in our nmarket testing. Since the nature of our
audi ence can certainly affect our results, it's inportant to
keep this in mnd. 2) The survey responses in thenselves, at
times, provide insights into the mnd of the Internet consuner.
Take sonme time nulling over this informati on and what it nay
mean... As | did this nyself, flashes of insight came at ne |ike
falling rain.

One Word of Cauti on

Some of the principles you will learn are so sinple and easy to
use you might be tenpted to say, “Mark, you spent your time and
resources to find out that?” Don't be fooled — it is the



si npl est concepts that have the nost profound effect on your
bottom | i ne.

For instance, when you |learn that one particul ar day of the week
consistently (and scientifically) out-pulled the worst day by
89% and outperfornms all other days by at |east 23% this wll
translate not only in a one-tinme sales increase, but your

addi tional revenues could swell to thousands — even hundreds of
t housands — of dollars in the nonths and years to cone. See how

t hat wor ks?

Let me give you a specific exanple fromnmy own experience.
Acting upon one finding fromny scientific study, | changed 1
sinmple thing on nmy order form (it took nme only 15 seconds) - and
it increased ny sales by 32% \When you apply a 32% increase to
sal es for one product, that cones up to a pretty hefty chunk of
change — but when you consider that | wll also apply that sane
thing to all my order forns for all ny products from now until
eternity, can you see the i mreasurabl e value of that one sinple
concept ?

s it any wonder, then, that | earned back ny investnent in
t hese studies nmany tines over?

| say this so that you won’'t take these findings lightly. These
wer e not haphazardly gathered and thrown together for your
anmusenent. These were gathered, conpiled and organi zed in such
a way that you are told, in plain English, exactly how to apply
these | essons to your business.

Now, you are arnmed with usable tactics for successful Internet
mar ket i ng.

VWhy You Need to Use This Information Ri ght Now

This Confidential Internet Intelligence Manuscript is sizzling
with fresh informati on never before uncovered -- and it's right
on the noney. You've got to "strike while the iron's hot" and
use this information |ike crazy before everyone el se does.

Here’ s anot her reason: The speed of technol ogi cal advancenent,
especially as it pertains to the Internet, is enough to make
your head spin. VWhat's fresh, new and effective right now may
change in a heartbeat.



| can assure you, though, there will be many things you will
learn within the pages of this manuscript that will imrediately
increase your earnings in as little as 1 day.

Sonme of the principles, though, | believe are constant. | urge
you to | ook beyond the individual tactic or exanple and focus on
the underlying principle. This is where your true insights into
mar keting will be made.

So get to it and use this information |like there’s no tonorrow.
Here’'s to your lasting success!

All the best,

Mar k

Mar k Joyner
CEQ, Aesop.com



About Scientific Marketing



|’ ve al ways been a fanatic about testing. It is one of the key
focuses of everything we do at Aesop.com but | do have one
caveat: Do not fall for the nyth that all testing is valid.

Most of all, don't get lulled into conplacency just because
you’' re doing sonme kind of testing. Testing is an arena where
havi ng insufficient information -- or information derived

t hrough arbitrary instead of scientific means -- is a dangerous
thing. You could be making decisions concerning your business
based on totally erroneous information and |osing a | ot of noney
in the process.

When you hear nmarketers make sweepi ng generalizations such as,
“When you get at |east 50 responses from each segnent you test,
the results of your test are statistically significant and you
can start drawi ng conclusions” — be careful. These rules nmay
have served sonme well, but they are by nature unscientific.

In true scientific testing, you cannot mnmake sweepi ng concl usi ons
of this nature because such figures are based on various factors
that vary from canpaign to canmpaign. To arrive at significant
numeri c concl usions such as this, you nust consider sanple size,
confidence intervals, and many other inportant statistical
factors.

Anyway, my aimhere is not to bore you with technical jargon
about testing, but rather to give you sone insights into the
optimal way to conduct testing on the Internet. |f you pay

attention to the key issues of this discussion, you wll
di scover val uable | essons that very few nmarketers in the world
ever | earn.

(Note: While | casually dism ss the technical jargon and
met hodol ogy of statistics in this docunent — this is not to say

they are uninportant. |Indeed, they are crucial. |[If you do not
have a solid understanding of statistical concepts and

nmet hodol ogy, your testing will inevitably be invalid. There are
a great many fine books on statistics, nmany of which are replete
wi th val uabl e exanples fromthe world of business. | highly
encourage you to make this part of your education. |It’s

critical.)
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| sol ati on of Test Vari abl es

Many marketers are tenpted to test one sales letter vs. another.
That is, they take two entirely different sales letters (the
di fferences of each being innunerable) and run one agai nst the
other in a classic A/B split.

There is only one val uable piece of information to be gai ned
fromthis:

VWhich sales letter, at that point in tine, to that particul ar
list, perforns best?

This infornation is, indeed, val uable. If the act of witing
copy is not a frequent ongoing task for your organization, this
may be all you need to know. However, this type of testing
potentially throws away a great deal of marketing intelligence
that could otherw se be quite useful.

After such testing, a marketer is left with unanswered
guestions. He may be tenpted to make assunptions about why one
letter performed better than the other. \When doing this, we
step conpletely out of the world of science and squarely into
the realmof intuition. Although, there is no such thing as a
"pure" science (at least not in the real world) and marketing,
by its very nature, nust be a mx of intuition and science.

Conpare the above test to one that isolates an individual
variable. For exanple, all other things being equal, test a
single change to a headline in an ad.

This test, while perhaps not as bold, can give you information
about the effectiveness of an individual copy elenent.
Sonetimes these tiny changes, in and of thenselves, can render
dramatic results. Even if not, the cumul ative effect of nmany of
t hese small el enents can inprove the overall effectiveness of
your copy dramatically over tine.

Mar keting: A Fusion of Science and Intuition

There are several instances in the process of marketing when we
have to use a combi nation of both science and intuition. Here’'s

a recent one that | recall. W tested the follow ng email
subject line (I nmention this case several tinmes in this docunent
as it illustrates a great many points):

NAME, this is barely |egal...

11



Scientifically speaking, we found that this subject |ine out-
clicked 2 other test subject lines by a significant percentage.
When it didn't get the highest nunmber of sales, however,
intuition dictated that the reason was as foll ows: People
clicked on it expecting sonmething totally different. The
phrase, “this is barely |egal” does conjure up nore imges than
| care to nention here. The bottomline is, people arrived at
the website in a frame of mnd that was not receptive to reading
the sal es nessage or ultimately making a purchase.

No matter how useful our intuition is, however, | believe we
stand to gain nore in the long run by endeavoring to be as

scientific as possible. This gives our marketing activities
nore predictable and consistent results -- and fewer regrets.

VWhen we have such intuition driven hunches here, we inmmedi ately
devise tests to prove or disprove these theories.

This process is the heart of the scientific method, as you nay
remenber from your basic high school or college science classes.

The Scientific Method:

(There are many versions of the scientific nethod, and no one
really knows who “invented” it. Westerners tend to give Bacon
the credit, but this is a topic of debate. The follow ng
version of the scientific nmethod works nicely for marketing.)
1. Observe sone phenonenon or aspect of the universe.
2. Devel op a hypot hesis that explains the phenonmenon.

3. Use the hypothesis to nake predictions.

4. Test those predictions by experinments or further
observations and nodify the hypothesis in the light of your
results.

5. Repeat steps 3 and 4 until there are no discrepancies
bet ween theory and experinment and/ or observati on.

| sol ated Variables vs. Gestalt Testing

At Aesop.com we enploy 2 general nodes of testing. W have
coined two ternms to describe the nethods:
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| sol ated Variable Testing — This is where we isolate
i ndi vi dual elenents and test them i ndependently of other
vari abl es.

Gestalt Testing — This is where we observe a conbi nati on of
el ements working in an integrated manner as one functional
unit and test one functional unit against another
functional unit. (The term“Cestalt” is borrowed from hard
sci ence: “A physical, biological, psychol ogical, or
synmbolic configuration or pattern of elenments so unified as
a whole that its properties cannot be derived froma sinple
sunmation of its parts”.)

We can conduct both types of testing concurrently — the real
difference here is one of perspective. Gestalt testing may be
conpri sed of a nunmber of isolated variable tests — but it also
notices the result derived froma particular conbination of

t hese vari abl es.

We’'ve found at tinmes that observing variables “in a vacuuni
whi | e conducting these | arge-scale tests renders consi stent
results. At other times, the positive perfornmance of one
vari abl e may be dependent on a number of other factors (or
“dependent on the Gestalt”).

Exanpl es of |sol ated Vari abl es Testi ng:

As we nentioned above, an isolated variable test observes the
effect that changing one tiny elenent has on the overall result.
For exanpl e, keeping all other things equal, a change of a
headl i ne, addition of a discreet element to an order page, or
the addition of a single significant graphic. |In each case, we
endeavor to keep all other factors exactly the sane.

Most nmarketers tend to try A/B splits, but you can do grander
splits if you like — as long as the elenents are discrete and
the controls are nmaintained.

Exanpl es of Gestalt Testing:

Any nmulti-step marketing process has many distinct el enents.
For example, you have a television commercial that directs
people to a website. A Gestalt Test would vary various discrete
el ements at each step and draw conclusions fromthe variations.

We then arrive at one wi nning conbination (based on the nunber
of sales generated). The imedi ate benefit is the selection of
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this winning conbination froma | arge nunber of possible
conbi nati ons.

At tinmes, though, we discover individual discrete elenents that
i nprove response in many (if not all) conbinations. Taking the
tel evision comrercial exanple again — you may have one version
of your comrercial that renders a great result in conbination
with one website. When the same commercial |eads into another
website, however, the result could be poor. The Gestalt is
responsi ble for the inproved result, not the comrercial per se.

| f, however, the particular comercial was responsible for
i ncreased response in all cases, the lesson to learn is
different.

We devel op our hypot hesis based on the results of each test,
keeping in mnd the effect each el enment had on the various
gestalts of which it was a part.

Cunul ati ve Effect of Lessons Learned

The question then arises - is there indeed a cumul ative effect
of these individual variables? That is, can these individual
itenms, applied in isolation, affect future marketing canpai gns?

The answer is “yes” in many cases. At Aesop.com we’ve applied
the results of those isolated variable tests that rendered a

positive result independent of the gestalt. This practice has
been responsible for a huge increase in revenue at our conpany.

Here’'s an exanple: As a result of testing various “di ssonance
el ements” (explained in “Lessons Learned”), a w nning formul a
for a lead-in that consistently gets the nost clicks and sal es
enmerged. Many of our successful |ead-ins contain the follow ng
3 conponents:

Quantified success results

The i npression that the reader can do it, too

It is easy to do

This forrmula was derived first by testing and retesting each of
t hese el ements (our discrete hypotheses) independently. Wen we
were able to show tinme and again that each of these el enents
consistently tended to reproduce nore sales, we started
conbining themtogether to see if the effect was cunul ati ve.

14



In this particular case, the effect was, indeed, cunul ative.

We’ ve used this formula in subsequent emails that we’ ve sent
out, and have been able to reproduce the cunul ative benefit.
Here is an exanple of a successful emnil|l that uses the above
formul a:

This week’s Killer Tactics Journal answers the question:

“Which affiliate program earned an average guy $17, 410. 65
| ast nmonth, and enabled himto buy a house on his future
affiliate comm ssions?”

Hint: Anyone can do what he did — and earn a predictable
5-figure income within 6 nonths.

Click here to learn the answer: LI NK

So, again, in sonme cases, the gestalt has mattered nore, whereas
in other cases, the cunmulative effect of each "best"” el enment can
be observed. Lessons can be |earned from each type of
concl usi on.

One More Thing

While testing of isolated variables yields val uable findings,
gestalt testing is promsing to be even nore inportant — or at
the very | east, nmore commonly applicable. Mre and nore, we're
di scovering that each elenent of the conmbination is integral to
the success of the whole process -- particularly in making the
sal e.

For the nost part, we want to isolate variables as nuch as
possi bl e. However, in cases of conpl ex canpaigns where there are
many testable el enents, one nust mnd the gestalt -- as we have
proven it does indeed matter.

At the same tinme, we should try to learn our |essons fromthe

i ndi vi dual vacuumtested variables and apply themto our future
endeavors. After all, testing is conpletely useless if you do
not apply the |l essons you | earn.

Let’s finish with a ook at the scientific nmethod again, keeping
all of this in m nd:

1. Observe sone phenonenon or aspect of the universe.
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2. Devel op a hypothesis that explains the phenonmenon.
3. Use the hypothesis to make predictions.

4. Test those predictions by experinments or further

observations and nodify the hypothesis in the Iight of your
results.

5. Repeat steps 3 and 4 until there are no discrepancies
bet ween theory and experinment and/ or observati on.

In closing, if you sinply are true to the above process, in
action and in thought, your marketing will be successful. It is
only when our intuition (or even worse - our hope) outwei ghs our
critical analysis that we run into trouble.
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Lessons Lear ned
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| nt roducti on

Most of the | essons presented in this section are the result of
tests isolating thousands of variables that affect the overal
web sal es process.

| have tried to present this information in as understandabl e
and readabl e way as possible. Rather than repeat the vol unes of
data from which these | essons have been culled, | use exanples
when they best serve to prove a point.

It can be stated that nearly anyone could conpile such a
docunment, fudge the nunbers, and present the results as valid.
Confidence in the validity of these findings can be observed in
t he way we conduct business at Aesop.com Anyone who subscri bes
to our newsletters and visits our various sales sites can verify
that we apply these very principles ourselves. You may see
variation fromthese |l essons fromtine to time as we test

di fferent approaches, but the majority of these |essons are
there for you to verify.

Not that just anyone who visits our sites or reads our

newsl etters can learn these |l essons. There are an infinite
nunber of things that can affect the sales process. Blind
copyi ng of marketing el ements provi des no guarantee that one is
not copying factors that dimnish results!

What | have in mnd here is to nake the results of our findings
clear, so that you may see for yourself the elenments we have
tested tine and again and proven to render positive results.

Even still, sonme of these | essons may be hard to grasp at first.
Go out and apply these I essons yourself — only then will you
ful ly understand.

Sone exanples are easy to grasp, imediately useful, and easy to
apply. The useful ness of these individual exanples however is

great but limted. A grasp of the subtler concepts presented
and a dedication to their creative application, however, is
infinitely useful — and could nmean an untold fortune in

i ncreased revenues. It has for ne!

. Email Marketing

Emai | marketing nay be the world’' s nost powerful (and
econom cal) form of marketing ever to be conceived. Gone are

18



t he days when you have to put your hone, your car — and even
your children’s college funds — at risk just to send out a sales
letter to sell a product that could potentially earn you a
fortune.

The Internet is the only place on earth where you can truly
mar ket everyday with no noney — or very little nmoney — if you
know how. Unfortunately (or fortunately, depending on how you
viewit), only a small percentage of Internet nmarketers truly
know how to use email correctly so that it produces incredible
profits. Even many Internet marketing experts conduct their
emai | marketing in a manner that directly conflicts with what
our evidence here suggests.

I f you use email marketing in a way that conflicts with these

findings and you are getting positive results, keep doing what
you' re doing. The point here is that these are | essons we have
found to consistently render a positive result.

In this section, I'Il show you sone of the nost inportant

di scoveries we’'ve made about email marketing, and how we have
used these | essons to | everage the power of the Internet and

generate a continuous stream of revenue.
A. The Best Day of the Week to Send Email

When you send your emmil is just as inportant as what is in the
email. Qur tests have shown that one day of the week gets
drastically higher sales while another day gets the nost clicks
(or views). One commonly believed piece of Internet marketing
fol kl ore says that the best day to send out email is Wdnesday.
Qur testing indicates that this is patently false. After many
tests, we have found that there is one day of the week that
consistently (and scientifically) out-pulls the worst day by
89% and outperforns all other days by at |east 23%

Summari zed Results:

Emails sent on a Friday result in at |east 23% nore sales
than emails that are sent out on any other day; Friday
emai |l s out-pull the worst day (Wdnesday!) by 89%

Emai |l s sent out on a Tuesday get the worst percentage of
clicks (or views).

Wednesday emails get the worst sales.

Thursday is the best day to send emails to get raw clicks.
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These findings are the result of nmultiple tests. Conducting
this test series once and leaving it at that did not satisfy us.

| magi ne - you could be making 89% nore noney on a direct-
response offer by sinply changi ng when you send out your
emai | s! I magine the cunmul ati ve earnings you will generate by
applying this information to your online business. Conbine this
with the fact that many still believe the nyth that Wednesday is
t he best day of the week to send email and this information
alone will give you a trenendous conpetitive edge.

B. 2 Elements of a Successful “Lead-In”

Everyday | receive emails that are so clearly junk, or so
obviously of no interest to nme. These emails don’'t get opened -
|l et alone read. This violates what | believe to be the very
first rule of email marketing: Get your emmil opened.

This fact is so clearly obvious and intuitively correct that it
is safe to accept it as a genuine “truth.”

Thi nk about it. Mst people read their email with their finger
on the delete key — sinmlar to the way we sort through our nmai
over the trash bin to facilitate the process of throw ng our
“Junk mail” away.

| f your emmil is not opened, you have exactly a 0% chance of
getting a response — no matter how fantastic the contents of
your emai|l may be.

Job No. 1 in email nmarketing is to grab the reader’s attention.
Wth the nunber of emails people receive daily, sonetines that
is difficult to do.

One m ght be tenmpted to use hype, capital letters, exclamation
mar ks, and ot her devices that are equivalent to “scream ng” on
the Internet. Unfortunately, if you do these things, they can

backfire on you — and people will shut you out. They wll
i medi ately classify your mail as “Spam” Your emails will tend
to go unread, and you will probably get an increase in your

unsubscri bes.

In a noment, | will reveal the results of thousands of emil
tests that shed a ot of |ight on exactly how to approach your
emai |l recipients to get optimum response.

The inportance of this will becone apparent as you read on
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1. Friendly Tone

Here’s an eye-opening exercise that will nake you see the val ue
of your subject line: Go to your email Inbox and scan the
subject |lines of your incomng email (the way you nornmally would
when you go through your email). Cbserve the subject |ines your
eyes are riveted to and the ones you click to open at once.

From Subj ect

Alvin B. Smth Peoria E-Zine — Maiden |Issue
Money4You EARN $100, 000 I N 60 DAYS!
greg hey, | al nost forgot...

ABC Cor p The Deal of the Century

Among the ones |isted, which one would you open first? \Which
ones would you ignore? | think it's pretty obvious that the one
that seenms like it’'s comng froma friend is the one you're
likely to click open first, and you're also likely to delete a
few (if not all) of the others that are commercial in nature.

TIP. Before you craft your subject lines, |ook through your own
emai | box and check out the emnils from personal friends, and
wite your subject with the same kind of tone. This nmay seem
pretty obvious and intuitive, but it takes practice to refocus
your | anguage from a business-li ke one to a personal one. But
it makes a huge difference! Trust nme — ny conpany’s enmi
marketing is built on this concept, and | regularly drill ny
copywriting teamon it.

The bottomline here is that you get the emai|l opened — with the
appropriate attention. If you can acconplish this in another
way, by all means use it. Qur testing has consistently shown
that a friendly tone al nost al ways outperfornms other methods of
getting your enmail opened.

2. The Curiosity Factor

More often than not, the email you send is not designed to do
the selling right there in the email - nor would | recomend
that you do so. Rather, encourage your email recipient to click
through to a website where they can view your sal es nessage.

People like small steps. They like things that are easy. |If

you spill your guts in a long ranmbling email nessage, people my
just tune you right out (unless it’s extrenely conpelling). To
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conbat this, we use email as a lead-in to another step in the
process.

When you do this, though, you run the risk that people won't
click at all — and this can bring your sales process to a
screeching halt. Think about it. How many tines have you
received an email that asks you to click on a link to a web
page? Countless tinmes, of course. What percentage of the tine
did you actually click on the Iink? | would bet good nopney that
it’s 5% or |ower. The rest of the tinme, you probably ignored
the link or said to yourself you can check it out later after
you read the rest of your email - but you probably never did.

Now, think back on those tinmes that you did click on the link -
and try to renenmber what it was that made you click. Chances
are you clicked because the email copy descri bed sonething of
interest to you, sonething that got you curious, or perhaps
sonething that |left an unanswered question in your head.

Aha! .now we’re getting sonmewhere. This curiosity (or
di ssonance) factor was the basis of an entire barrage of tests
t hat we conduct ed.

For the tinme being, suffice it to say that the inclusion of a
di ssonance el ement (or Ziegarnik Effect as expl ained bel ow) has
been found to al nost al ways increase response. You are battling
against mllions of things clanoring for your reader’s
attention. Although there are many ways to capture their
attention, this is one that nmy tests have proven to be extrenely
power f ul .

A targeted use of this principle (creating dissonance in the
m nd of the reader about something in which he is greatly
interested) can have a staggering effect on the sal es process...

Di scussion: The Zeigarni k Effect

There is a marketing device that is extrenmely powerful - but has
not received the high regard that it deserves. | confess that
|’ ve been guilty of underplaying its inportance because it has
been one of ny greatest “secrets” for achieving success on the
| nt er net.

It’s called the Zeigarnik effect. | touched on this subject in

my electronic course, “1001 Killer Internet Marketing Tactics”
but not to the degree that you re going to learn about it in

this manuscri pt.
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The Zeigarnik effect is a device that has proven itself
consistently effective tine after time when tested agai nst copy
t hat doesn’t incorporate the device.

What exactly is the Zeigarnik effect?

I f you ve ever watched the season finale of a TV series like
“West Wng” or “Friends,” the cliffhanger episode is a good
exanpl e of the Zeigarnik effect. When the ending | eaves
guestions unanswered, it creates a tension in the viewer’s
brain. It seenms that it’'s the nature of people to be tornmented
by inconplete information. It is this tornent that will cause
themto loyally tune in to the next episode - to get the
guestions answered and relieve the tension.

Here’'s another exanple: |If you ve ever heard teasers for the 11
o' clock news that say sonmething |like, “What is President George
W Bush’s secret agenda against the terrorists that he’s not
telling the American people? The answer will shock you. News
at eleven.” That's the Zeigarnik effect at work. It conpels
people to tune in just to find out the answer to the question.

What does this have to do with Internet marketing?

When people are online, their attention is pulled in various
directions. There's email to read, hundreds of mllions of
websites to visit, and limtless information to be found. Your
No. 1 missionis to interrupt their preoccupation and nake them
pay attention to your nessage, website, sales letter, offer,
etc. Enmploying the Zeigarnik effect is one of the best ways to
do this. Qur tests have supported this theory tinme and tinme
again.

One devious way |’'ve used the Zeigarnik effect successfully is
by installing the device in the body of an email. This conpels
readers to click on the link that |leads to the website that

di splays ny entire nessage in HTM. spl endor.

Exanpl e: Sonetine |ast year, when | decided to convert ny
online newsletter, Killer Tactics Journal, froma text-only
email to an htm web page, | ran the risk of losing readers if
they didn't click on the link to get to the web page. | had to
find a conpelling teaser that would make them click on the |ink
in the email to read the newsletter. So | enpl oyed the
Zeigarnik effect in nmy email copy. For exanple, | wote:
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Hi  NAME,

This week’s Killer Tactics Journal answers the question:
“Which affiliate program earned an average guy $17, 410. 65
| ast nonth, and enabled himto buy a house on his future

affiliate conm ssions?”

Hint: Anyone can do what he did — and earn a predictable
5-figure income within 6 nonths.

Click here to learn the answer: LI NK

Al the best,

Mar k Joyner
Can you see the power this device has? | sinply installed an
unanswer ed question to deliberately cause nental tension in the
reader — so that they’'ll have no recourse but to stop what

they're doing, let their other email go unread, and click on to
the newsletter to get the answer to the burning question.

Now, here’'s the real secret to successfully applying the
Zeigarnik effect. The response is directly proportional to the
amount of tension you create. Wth your target audience in

m nd, you nust craft your copy to crank up the dissonance to the

hi ghest | evel possible.
The emai|l copy featured above was tested against the follow ng
emai |l copy (both emails asking the reader to click on to the
Killer Tactics Journal web page). VWhich one do you think got
the best results?

Hi  NAME,

This week’s Killer Tactics Journal answers the question:

"What investnment vehicle can bl ow away any investnent you
could put in the stock market?"

Hint: This is the best way to | everage your business
doll ars-and it's right under your nose.

Click here to |l earn the answer: LI NK
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All the best,
Mar k Joyner
VWhi ch Zeigarnik email body did you select?

Keep in mnd that the Killer Tactics Journal is a weekly
publication for those who are interested in Internet Marketing
and maki ng noney on the Internet. Both emails enployed the
Zeigarni k effect...Wat’'s the difference?

| f you chose the first one, you re absolutely right. Qdearly, a
story about someone succeeding on the Internet is nore inportant
to our readers than an “investnent vehicle.”

The first email body out-clicked the second emnil body by a
margin of 5 to 1 - and produced 340% nore sal es.

Are you beginning to see what | neant earlier when | said one
singl e device you learn fromthis manuscript could increase your
revenues by thousands — even hundreds of thousands — of dollars
in the nonths and years to cone?

There are 3 | essons to be | earned here:

1) Multiply the Effectiveness of the Zeigarnik Device with
Tar geting

Craft your Zeigarnik device to speak to your target audience

No matter how powerful the Zeigarni k device you install in
your copy, it will have a dimnished effect if you re saying
it to the wong people. For exanple, the follow ng question:
“Do you know whi ch nmenber of N Sync is bisexual ?” would
probably fail mserably in an audi ence consisting of Internet
mar ket ers, but | have no doubt it would do quite well anpng
Generation X and Y ki ds.

Li kewi se, the emnil body No. 2 above would fare well if the
target audi ence consi sted of stock market investors.

While an ill-targeted Zeigarnik device will indeed increase
response all other things being equal, it will render the
wrong kind of attention — attention that fails to close the
sal e.
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One word of caution: Don’t be tenpted to use the Zeigarnik
effect for the sole purpose of getting clicks. Any outrageous
guestion can generate clicks, but will generate little or no
sales if people get to your website in anything but the proper
frame of mnd. See the section titled “All Clicks are Not
Created Equal” for nore details.

In fact, | could wite an email with a click-through rate of
90% or hi gher. Consider the subject |line: “<YOURFI RSTNAME>,
Pictures of Your Wfe Cheating!” A married man (or wonman!)

woul d certainly click through. Single folks out there would
probably do so out of curiosity. O course, this type of
ganbit woul d render probably zero sales (unless, of course,
you're actually selling those pictures to this person!) and
m ght even get you in trouble.

2)Turn Up the Intensity of Your Zeigarnik Device

Craft your copy to elicit the highest |evel of curiosity,

t hereby cranking up the nental dissonance of your readers, and
maxi m zing their desire to know the answer.

In the 2 exanpl es above, the first emai|l body obviously
presented a higher |level of curiosity for ny target audi ence
than the second one — as evidenced by it beating the second
emai |l body by 5to 1 in terms of clicks. So, targeting

obvi ously al so has the added benefit of increasing curiosity,
but there are other ways to do this as well.

For example, we include such a line as, “Hint: It’s not what
you t hink” and have found that this (by intensifying the
curiosity, we suppose) consistently increases both clicks and
sal es.

3) Test Creative, but Discrete, Variations

| repeat this advice again and again — and will continue to do
so: Test creative variations. |'ma firmbeliever in the
mar keting truism which states that the best way to

di stinguish a successful marketer from an unsuccessful one is
this: The successful marketer tests constantly; the
unsuccessful one doesn’t.

Consi der again: If | hadn’'t tested email body No. 2 (above)
agai nst enmail body No. 1, | would never have known that |
coul d make 340% nore sales sinply by changing the emai|l body
copy | sent to ny subscribers.
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Not only is it inportant to test, it’'s also inportant to test
creative and discrete variations. Pitting two totally
different (and perhaps equally predictable) emils against
each ot her renders dubious findings (see the section titled
“About Scientific Marketing” for nore).

| would take this a step further and say that the truly great
mar keters not only test but al so understand enough about
science to avoid accepting their findings as gospel truth.
The findings in this docunent |, at tines, present with

ent husiasm You' Il have to excuse nme, but | do get excited
when ny tests prove again and again, that a particular theory
still holds. The value of such information is imeasurable,
but it should never prevent us from considering evidence to
the contrary.

Here are sone ot her ways we have injected the Zeigarnik effect
into our marketing to render an increase in response and
conver si on:

emai | subject |ines

SIGfiles

web copy headl i nes and openi ng statenents
banners

use your imagination!

Exanpl es of the Zeigarnik Effect successfully enployed in
various formats:

Banner: Can you nanme the one advertising canpaign that earned
$25 mllion - and do you know why? [It’s not what you think.
Click here to learn the answer.

SIGFile: “How did over a mllion people get free noney grants
| ast year for their business?” Click here to find out how you,
too, can be the recipient of FREE MONEY.

Web Copy Opening Statenment: You don’t know it yet, but in the
next 5 mnutes you are going to learn two things that wl|l

enabl e you to command soneone to do sonething — anything - and

that person will do it without question. Wat’'s nore, they’' ||
think it was their idea, not yours.

Web Copy Headline: Hypnotic Selling: Mth or Mracle?
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Emai |l Subject Line: This is barely legal... (Note: This case
increased click through rates but not sell-through!)

Use the Zeigarni k effect whenever you have to interrupt your
reader’s preoccupation and get themto pay attention to your
message.

C. The Wnning Fornul a

In testing dissonance elenments, a winning fornula for a |ead-in
that consistently gets the nost clicks and sal es energed. |
have to caution you, though, this fornmula works for ny
particul ar business, my products, and my market (Internet

entrepreneurs). It may not necessarily be the formula that
wor ks best for your business. |f you continue testing, your own
formula will energe as well — but | inmagine it may cl osely

resenmbl e m ne

Here it is: Al'l our npbst successful |ead-ins contain the
follow ng 3 conmponents:

Quantified success results
The inmpression that the reader can do it, too
The inplication that it is easy to do

Here is an exanple of a successful email that uses the above
formul a:

This week’s Killer Tactics Journal answers the question:
“Which affiliate program earned an average guy $17, 410. 65
| ast nmonth, and enabled himto buy a house on his future

affiliate comm ssi ons?”

Hint: Anyone can do what he did — and earn a predictable
5-figure incone within 6 nonths.

Click here to learn the answer: LI NK

D. More on the Subject of “Subjects”

As stated before, the email subject is the Internet equival ent
of the direct mail envelope. |If the envelope isn't opened — it
ends up in the trash. Testing to determ ne which subject |ine
results, ultimately, in the nost sales is critical.
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A word of caution: Just because a subject |line generates nore

sales overall in a testing run doesn’'t always mean that it is
the best one to use. Sonetines the gestalt effect of the
subject line, the email body, and the web copy integrate into a

functional unit that produces the response from prospects.
(More on this in the section titled “About Scientific
Mar ket i ng”.)

| see marketers, at tinmes, copying the subject lines of emails
sent by other conpanies — assunm ng that they are copyi ng
success. All ethics of “copying” aside, you ve got to know what
to copy! Quite often, marketers copy test subject |ines — but
they often copy the ones that fail m serably, not the w nner.
Still, there are | ucky ones who happen to guess at a w nning
subject line, copy it, but drop the ball by failing to integrate
it properly with the enmail body and web copy — m ssing the
gestalt effect altogether.

Di scussion: A Force Miultiplier for Any Subject Line

What is the sweetest sound in the world? Wy, the sound of your
own nanme, of course. Various psychol ogi cal studies have
reveal ed that people |like to hear the sound of their nanme - and
they also like to see their nanme in print. Sone researchers
have gone so far as to take EEG (el ectroencephal ogram — a too
for nonitoring brain wave frequency and activity) readings to
measure brain activity while people respond to various ver bal
stimuli. [It’s been observed that the brain al nost always “wakes
up” when your name is spoken.

Shoul d you personalize your email? Qur tests indicate that if
you're not, you're |eaving heaps of nmoney on the table.

We designed our tests to deternine the foll ow ng:

Do people respond better to emails that include their name in
the subject line or to emails that don’t include their name?

Exanpl e:
Subj ect: Joe, here’s your killer tactic of the week...

Body:
H Joe,

<Ver sus>
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Subject: Here' s your killer tactic of the week...

Body:
Hi,

G ven: Qur Killer Tactics Journal subscribers are divided
into two distinct groups:

* Those who gave their nanme as well as their emai| address
when they subscribed — this is the Wth Name (WN) |ist; and

* Those who gave their emai|l address when they subscri bed,

but not their name — this is the No Name (NN) [list.

We conducted weekly A/B split tests to the WNIlist — half of the
people on the list were sent an emnil that included their name
on the subject line and the email body salutation (i.e.,
personalized), and the other half were sent an email w thout
their nanme.

Result: The email with the personalized subject |ine generated
13% to 64% nore clicks than the one that was not personalized
(other itenms were tested in this particular matrix). Sales in
this case, were inproved up to 327% by including the nane in the
subj ect .

We conducted other tests conparing the response rate from
personalized emails sent to the WN Iist and non-personalized
emails sent to the NN lists. We did this to rule out the
possibility that people who give their name are nore likely to
respond. The findings above were closely verified — indeed it
appears that personalization alone, regardl ess of the nature of
the recipient, increases clicks and sal es.

Summary of Results: Personalized emails consistently get nore
clicks, as well as sales, than non-personalized emils.
Prospects who are sent personalized emails are significantly
nore likely to make a purchase. Additionally, there are
significantly | ess unsubscri bes anong those who receive
personal i zed email s.

Det ai |l ed Results:
1) Personalized emails generated 42. 7% nore click-throughs on

average to the web copy than non-personalized enail
2) Personalized emnils generated 403% nore sal es on average

t han non-personalized emuils.
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3) Personalized emnils generated 42.8% fewer unsubscri bes on
average than non-personalized emails.

Do these findings | eave any doubt in your mind as to whether you
shoul d personalize or not? | hope the results speak for
t hensel ves. Please test this yourself to verify our findings.

Personalized email is also a great way to build a relationship
wi th your custoners because people do business with people they
like. Another effective strategy is to craft your email copy to
give the inpression that you are sending it to the recipient

al one, even if you are sending it to thousands of other people.
Wite as though you're witing to a single person, not a group
of people. Your prospects and custonmers will appreciate speci al
attention, and this will further increase response.

1. The Nature of Clicks and Click Managenent

You may have heard ne say this before, but it sinply cannot be

overstated: All clicks are not created equal. This is a phrase
| coined many years back, and as tinme goes by, it seens to
gather new — and nore profound - |ayers of neaning.

You may be wondering what is so profound about this statenent.
| don’t blame you — the layers of understanding are a bit
subt | e.

Even if you have a preconceived notion of the neaning or
i nportance of the phrase “all clicks are not created equal”
pl ease read this section in its entirety. Don’t skip a word.

| f you do, you will be doing yourself a great disservice.
If you m ss the essence of this nessage, | believe your online
busi ness efforts will be quite difficult — it’s that inportant.

That’s how strongly | believe in this cornerstone of |nternet
mar keti ng — and our tests have supported it tinme and again.

| nternet marketers tend to go through great lengths to get Wb
traffic wherever they can get it. They use tons of energy and
pay truckl oads of noney buying visitors, clicks and eyeballs at
a cost of a few cents to several dollars apiece.

Here’s the problem Oftentines, you have no i dea whet her any of
the visitors you worked so hard — or paid so nmuch — to get woul d
be interested in your products or not. More inportantly, those
visitors may not be in the proper frame of mnd to buy fromyou,
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take you up on your offer, sign up - or do anything you want
themto for that matter.

Here’'s the key: To elicit a particular action from your
visitor, you nust lead theminto your site in the proper frame
of m nd.

The frame of mind of your visitor is determined by a great many
factors. Sonme of them are observable — sone are not. Sonme are
i mportant — sone are not.

Fromny tests, | have found that the two nost inportant
observabl e factors that determ ne your visitors’ state of mnd
are:

1. Mechani cal Process that Generates the Click

Ask yourself: “How are ny visitors getting to ny website?”
Renmenber -- the quality of a click from one source may be
conpletely different fromthe quality of a click from anot her
sour ce.

When creating a marketing gestalt, great attention should be
paid to the way soneone gets to your site. Think of the
mechani cs of the process sonmeone goes through...

A visitor who finds your site while actively scouring a search
engine for the information offered on your site is of an
entirely different nature froma visitor who casually clicks on
a banner ad to visit your site.

How can the nature of these different traffic sources be
expl oi ted?

2. The Ad Copy Read Before Clicking

For exanple, consider the follow ng 2 exanples of text |links on
a website:

| was skeptical about this program but when | tried it, ny
click-to-sale conversion went from1.3%to 7.9%in just 1
week.

This is a bunch of junk! Just find ne soneone — anyone —
who has really nade a 6-figure income fromthis crap...
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The first exanple is a brief, but credible testinonial that has
the potential to generate clicks fromentrepreneurs who are
interested in increasing their sales. The second one has a
negati ve but outrageous appeal that could generate clicks from
curious people. [If both scenarios generated the sane nunber of
clicks, which clicks would have a greater value — those
generated by Exanple 1 or Exanple 2?

Clearly, the answer is Exanple 1. The frame of m nd of the
person who reads a positive and believable review of a product
is totally different fromone who expects the product to be bad.

VWiile this exanple is extrene, it illustrates the point. There
are many degrees by which the frame of mnd of the visitor can
be affected by the copy read before visiting your site. Sone of
t hese differences are quite subtle but can have a trenmendous

i npact on the desired result.

Some peopl e have the m staken notion that if their product
appeals to “the general public,” it doesn’'t matter how the
visitors get to their website because the noment the visitors
get there, they Il be hooked by the obvious benefits of the
pr oduct .

Qur tests indicate this is patently false.
We tested the follow ng email subject |ine:
NAME, this is barely |egal...

This particul ar subject Iine had one of the highest click-
t hrough rates that 1’ve ever seen when enployed in one of our
tests.

Interestingly enough, it didn't get the highest nunber of sales.
Per haps the reason was that although the subject tied in with

the email body copy, which in turn tied in with the web copy,

t he subject created the wong expectation. They were expecting
sonet hing that wasn’t satisfied by the product we, ultimtely,
were trying to sell that day.

This is a classic exanple of how even an exceedingly | arge
nunber of clicks can do you very little good when visitors are

not in the right frame of mnd to behave as you would |ike them
t o.
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Anot her basic step in making sure that they get to your website
in the proper frame of mnd is to get “relevant attention.” |f
an ad leading to your site says sonething like, “Here's the
world s largest collection of free MP3 downl oads,” when what
you' re selling is nutritional supplenments, people will feel
duped when they arrive at your site. |If you think you were
being smart by capitalizing on the popularity of MP3, this wll
backfire on you. Your visitors will nost |likely be so annoyed
at having been deceived that they won’t want to do business wth
you.

Furt hernore, the people who would click are likely interested in
MP3 downl oads and are possibly not even renotely interested in
nutritional supplenents.

I f you want people to purchase a product fromyou, your visitors
need to get to your website in a state of m nd expecting
sonmet hi ng good, interesting to them and worthy of their trust -
and your website should deliver on this prom se.

Renmenber this: Information is received based on how it is
presented or “framed.” Even if your website visitors are
targeted prospects who are nost likely to buy fromyou, they
just wouldn't be predisposed to buying if you got themthere
t hrough trickery or when they aren’t receptive to read your
of fer.

Advanced Lesson — Why I’1| Eat “Cheeseburger Traffic” Even Wen
Filet Mgnon is on the Tabl e:

A m staken conclusion to draw fromthis is that sonme traffic
sources are worthless. “If it doesn't get the sale- it's sinply
a waste of tinme and energy,” many have sai d.

| like to call this “cheeseburger traffic.” |1t’s traffic that
you can get in mass quantity for cheap — and is of rather |ow
(or zero) quality when considering clicks to sales.

| have found that al nost any traffic is good, if you know how to
properly channel it. Because of this, | amconstantly | ooking
for newtraffic sources — even bad ones!

It’s sinply a matter of summ ng up (as we nentioned above) the:

a) Nature of the Traffic Source
b) Frame of M nd of the Viewer on Clicking



| f the above two itenms don’'t add up to “a visitor predisposed to
buy” — nost people stop right there and nove on. This is noney
left on the table.

| try to ask nyself how | could channel that traffic to ny
benefit. OK, they won’'t buy now, but what would they do? More
often than not, | use cheeseburger traffic to solicit

subscri bers to one of our various newsletters (this is one of

t he reasons we have built several of the |argest subscriber
lists on the Internet). Oher times, | wll think about a way
that | can funnel the viewer through a process and put themin
t he proper frane of m nd.

Pl ease read this section repeatedly until you fully conprehend
t he power of these |lessons. | guarantee that this one principle
al one can put you far ahead of 99.9% of the businesses on the
Web. It will allow you to determ ne, and therefore focus on
increasing, the type of traffic that gets the sale. It wll

al so allow you to benefit fromthe traffic that you would

ot herwi se throw away.

Properly used, the effect this will have on your business is
i nmeasur abl e but surely positive in the extrene.

I11. Lessons Learned Regarding the Order Form

Al t hough the order formis at the end of your sales copy, it is
a vital part of the web selling process. This is the |ast
chance you have to turn a prospect into a custoner, and every
extra detail should be paid attention to.

Many direct mail copywiters, Ted Ni cholas for exanple, advise
you to wite your order formfirst before you wite anything

el se. This way, you can create a strong order formthat is ful
of closing power while you're still “on,” rather than wite it
as an afterthought when you have depl eted yourself of
copywiting steam This is sound advice and it carries over to
the web. If you build buying desire in your copy but then fai
to properly close the deal, it does not matter how good your
precedi ng sal es copy is.

An exanpl e of how our |atest findings on effective web forns are
being applied in the real world can be seen at:

http://ww. hypnoti cwitingsw pefile.com
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Sinply click on the order |ink and notice how this is handl ed on
this particular order form

From our testing of discrete changes in web order forns, we have
observed that the following factors al nost al ways increase
response. Keep in mnd that some of these itens validate well -
known copywiting principles, but the inportant |esson here is
that repeating these elenents in your order form has been
observed to drastically increase response:

a. Aifirmati on of security.

Even today, many people are quite nervous about making
purchases online - and rightfully so. They hear stories of
credit card abuse, vendor fraud, and identity theft. Wen you
ask themto transmt their personal information over the net,
they may be concerned that their information wll be viewed by
pryi ng eyes and therefore abused.

We have found that reassuring the potential client that their
information will be transmtted securely and ot herwi se handl ed
properly can increase sales conversion by up to 27% W have
not observed it to have a negative inmpact on orders ever.

b. Repetition of Offer

Many visitors will sinmply skimthrough your ad copy and click
over to your order page to get “the bottomline.” They want
to know. “What are you selling and how nmuch!”

I f your order form does not clearly identify what is being
sol d, questions remain unanswered in the mnd of the potenti al
buyer. If this potential buyer did not read your copy and
sinply sees the title of the product, a price, and fields
asking himto divulge his private information, it’s very
unlikely he will nmake a buying decision.

We’' ve found that by repeating again, clearly and precisely,
what exactly is being offered (including all bonuses) sales
conversion can be increased by as much as 41% conpared to
order forms that |eave out this information. |Inclusion of
this informati on has never been observed to | ower sales
response.

c. Repetition of Risk Reversal
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| f your potential customer gets the sense that there is
nothing to lose in taking you up on your offer, but instead
has nmuch to gain with little or no risk, you are nore |ikely
to get the sale.

Repetition of risk renoval elenents (for exanple, “If you are
not satisfied, sinply let us know We will inmmediately give
you a full refund of the purchase price — no questions
asked.”) on your order form has been observed to increase
response by as nmuch as 22% Inclusion of this information on
an order form has never been observed to | ower sal es response.

d. Repetition of Conpelling Reason to Buy Now

Many people are “on the fence” about conpleting a purchase.

They are convinced that your product will help them but for
one reason or another, they put that decision off in their
mnd. If you |look at your own personal behavior, you wll

probably find that purchases you put off are seldomfinalized.

G ving sonmeone a conpelling reason to buy this very nonment
(for example: “Purchase in the next 5 m nutes and you wil |l

al so receive the foll owi ng bonuses,” or “Today we are
conducting a price test to see how many people wll purchase
our product when offered for $23.95. Starting tonmorrow the
price will be again raised to $64.97 and may remai n that way
forever depending on the results of our test”) and they are
now notivated to nake an i mmedi ate decision. “Fear of |oss”
is one of many great notivators you may enjoy testing.

W have found that by repeating this conpelling reason to nake
a purchase now on your web order forns, sales conversion can
i ncrease by as nmuch as 36% Inclusion of this information on
an order form has never been observed to | ower response.

e. Response enhancing “tricks.”

One would do well to pay attention to the nmechanics of
conpleting an order on the web. Go through the process
yourself as a custonmer woul d. Observe your behavior during
this experinment. Another good way to get insights into this
process is to observe the behavior of friends or relatives as
they visit your site. Pay attention to what they do and how
they react to the |l ayout and mechani cal structure of your
pages.
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Joe Sugarman is a genius in these matters. In his book,
“Advertising Secrets of the Witten Wbrld” he nentions that
addi ng a nmechanical element to your copy that involves the
reader can increase response.

Taki ng a page from Joe, we decided to test various nechanica
el ements on our web pages that elicit involvenment fromthe web
surfer.

We have tested quite a few such “tricks,” and overall the
results were m xed — as one woul d expect. Sone of these

el ements actually decrease response, but we found that the
maj ority of those that decreased response interrupted, rather
t han enhanced, the sal es process.

There is one dramatic exanple that is easy to inplenment,
renders a consistent positive result, and has a neasurable
ef fect on sal es.

Here are the order fornms that we tested for Ezine Adrenaline
whi ch was rel eased 03-06-01

Order Form Wt hout a Check Box

Yes! | want to read “Ezine Adrenaline: Howto Oeate, Publish
and Market A Profitable E-Zine on the Internet” online -
right now. Since | am ordering before 14 Septenber, | wll

al so receive 2 free bonuses:

The Formula for Getting Hundreds - Even Thousands - to
Subscri be to Your E-Zine Each and Every Month and One- Month
FREE ROl bot Pro Servi ce.

| understand that my credit card will be charged $27. | also
understand that nmy order is guaranteed as follows: If within
60 days, | have not experienced an extraordinary inprovenent
in my business, or if I amdissatisfied with “Ezine
Adrenaline” in any way, ny refund request will be honored
instantly.
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Order Form Wth a Check Box

L Yes! | want to read “Ezine Adrenaline: How to Create,

Publ i sh and Market A Profitable E-Zine on the Internet”
online - right now. Since | am ordering before 14 Septenber
| will also receive 2 free bonuses:

The Formula for Getting Hundreds - Even Thousands - to
Subscri be to Your E-Zine Each and Every Month and One- Month
FREE ROl bot Pro Service.

| understand that ny credit card will be charged $27. | also
understand that my order is guaranteed as follows: If within
60 days, | have not experienced an extraordinary inprovenent
in my business, or if | amdissatisfied with “Ezine
Adrenaline” in any way, mnmy refund request will be honored
instantly.

The order formwith the check box, in this case, received
32% nore orders than the order formw thout it.

| nportant: Note that the checkbox is unchecked. 1 believe
that the reason this works is this: people want to know
what they are checking off on before they do so. Since we
repeated so many cl osing devices here, it encourages the
readers to sell thenselves on the product. Sinply using a
check box wi thout repeating valuable closing information
such as this will not render the sane result.
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Survey Results
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Top 3 Inportant |Issues to Netizens and Their Business Ri ght Now

1. Custoners

O the 10,000 people surveyed in our Killer Tactics Journal,
“custonmers” was nentioned over 200% nore frequently than the
second npost inportant issue.

2. Money

Whi l e some of those surveyed di scussed the hazards of raising
venture capital or generating advertising sales, 70%
specifically nentioned “cash flow.”

3. Sales
The surveyed Netizens |listed “sales” as the third nost critical
issue in their business. O those that |listed “sales,” 30% of

t hem enphasi zed “increasing sales.”

Di scussion: As a consequence of knowi ng the specific wording
peopl e used when answering the survey, you now know t he

“l anguage” people use to communicate and represent their desires
and problens. If you use the “l|anguage” of your buyers, your
words will resonate with their desires and result in sales.
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Top 3 Problens Netizens Face in their Businesses Ri ght Now

1. Money

Al t hough nost peopl e surveyed nentioned noney as a problem 38%
of those said they didn't have enough noney to run their

busi ness.

2. Tinme

A close second to the noney issue (only 4% less), tine is the
next major difficulty that businesses face. OF those who
mentioned tine, 57%felt that there just wasn’t enough tine to
focus on the mssion critical aspects of business.

3. Traffic

What’' s the use of building a site if nobody conmes to visit it?

Neti zens rank “traffic” as the nunber three problem affecting

their businesses. While there were sone who recogni zed the need
for targeted traffic, 62% of those who cited traffic as a

probl em were only interested in increasing traffic in general.

Di scussion: It is quite significant that many Netizens still
believe the nyth of “the nore traffic, the better.” Wiile this
is true to sone extent, targeted traffic should be a much higher
concern. (See “Lessons Learned” for a nore conplete

di scussion.) The bottomline is that this is the |anguage they
use to describe what they perceive to be a problemin their
busi nesses.

Top 3 Things Netizens Most Want to Acconplish in Their Business
in the Next 3 Months

1. Increase sal es
2. Make nore noney
3. Attract nobre customers

Di scussion: Sound fam liar? These goals should sound fam i ar
since they are also essentially the sanme as the three nost
i nportant issues Netizens say they face.
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Top Software Purchases

1. Mcrosoft O fice and other “office” prograns
Those surveyed nentioned office progranms over 300% nore

frequently than the second nost purchased software product.
2. Adobe Phot oshop

3. Dreammeaver/ Front Page

Di scussion: Notice that the software itens purchased were al
of a utilitarian nature to their businesses. No matter what
your target market is, this phenonenon would logically carry
over. For exanple, | imagine that anong horse breeders “hay” is
somewhere at the top of their list of common purchases.

Top Book Topics

HTML

Fl ash

. Dreamneaver
4. MS Front Page

WN P

Di scussion: Not coincidentally, the survey respondents purchased
“print books” that were software related. How can you
capitalize on this phenonenon in your industry? Wuld you be
able to produce an informational product that may help them
better use a logically frequent purchase?

Buyi ng Habits of Surveyed Netizens

1. O the people surveyed, 39% said they purchased products on
the Internet once a nonth or nore.

2. More than 15% make purchases on a weekly basis or nore.

3. VWhen the Netizens surveyed shopped online, over 50% spent
nore than $50 on average, with close to 30% spendi ng bet ween $25
and $50.

Di scussion: Our Netizen survey disproves the nyth that people
are afraid to shop online. People do make purchases on the

I nternet. You just need to have a good product and be a savvy
mar keter to get themto purchase at your site.
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Top Newsl etter Topics of Interest

The peopl e surveyed expressed strong interest in reading
articles about marketing, pronotion, search engines, advertising
and traffic. They are nobst interested in software product
reviews — being nmentioned 200% nore frequently than the second
nost requested topic (marketing).

Most | nportant Topics

Each survey respondent was asked to associate a point value from
1 to 10 for each category. A 10 would be given to a topic of
hi gh i nportance and a 1 would indicate a topic of low priority.

The categories were as follows:

a. Getting Site Traffic

b. Getting Sal es on Your
Web Site

c. Generating Revenue from
Content Sites

d. Web Desi gn

e. Graphi c Design

Br andi ng
Copywriting

. Adverti sing

O fline Marketing
Banner Adverti sing
Joi nt Venture

x— - Sa

Di scussion: The top three topics the surveyed Netizens thought
were |l ow in inportance are: Banner Advertising(15%, Joint
Ventures(13.5%, Copywiting(7.6%.

The top three topics the surveyed Netizens thought were highly
inportant are: Getting Traffic(68.1%, Getting Sal es(62.2%, and
Cenerating Revenue(44.3% . These answers were fully expected.

However, it is quite surprising that only 25.2% of those
surveyed thought that Copywriting was inportant. Even nore
shocking — 7.6% of those surveyed thought Copywiting was the
| east inportant.



Top 10 Least Favorite Aspects of the Internet

1. I npersonal
2. Security Breaches
3. SPAM and Junk Mai
4. Scans

5. Uncertainty
6. The Conpetition

7. Constant Change

8. Tine Investnent

9. Techni cal Problens
10. Custoner Expectation

Di scussion: By far, nost people (34% stated that the inpersona
nature of the Internet is what they |ike |east about doing

busi ness on the Internet. They mss "face to face" interaction
and "personal contact.”

I ronically, sone people stated that they |iked not having to
deal with people.

Simlarly, while some people said they didn't |ike having to be
on-call "24/7,” a greater percentage of people said they |iked
how t hey coul d automate their business to work around the cl ock.

Dislike About Internet Business

Time )

Investment— Technical 0 er
5% Problems Expns 1%
5%

Change

6% Impersonal
Competition 34%

8%

Uncertainty
8%

Lack of
Authenticity
8% Spam
12%

Security
14%
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Top 5 Aspects of the Internet

Flexibility
Reach

Speed

Ease

Fun

LN

Di scussion: Many cited Flexibility(24% -- working at hone,
setting their own hours, etc. -- as what they |ike nost about
| nt er net busi ness.

Speed(19% was used in a nunber of different contexts, including
i nstant feedback and ability to change quickly. However, many
times it appeared out of context just as "speed."

Like About Internet Business
Cost.  Automated

Effective 3% o
4% Flexibility
24%

Fun
11%

Ease
17%

Reach
22%

19%
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Top 10 Marketing Questions Respondents Wsh Whuld Get Answered

What is the best marketing strategy for nme?

How can | best advertise ny web sites?

What is the best way to bring qualified traffic to nmy site?

How can | get better search engi ne rankings?

How can | attract and keep | oyal custoners?

What is the npbst cost-effective way to marketing on the
nt er net ?

How can | increase nmy bottomline?

How nmuch are custonmers willing to pay for my product?

How effective is direct email marketing?
0. How can | track ny custonmers?

What Question Would You Ask?

Pricing
2%
Bottom Line
3%

Direct  racking
Marketing 1%
10/}/

Marketing
Strategy

35%
Customers

11%

Advertising

Traffic 15%

15%
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Denogr aphi cs of the Surveyed

1. Gender
Femal e: 25%
Mal e: 75%

Gender

female
25%

male
75%

2. Role in Organization

78% of the Netizens surveyed own
departnments represented are:
Progranmm ng and Sal es.

Neti zens

O her
Desi gn,

their own busi nesses.
Mar keting, Web

Role In Organization

Design

Marketing 4%
6%

Other
6%

Owner
79%

key
Wb
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3. Age
The respondent ages fall into three distinct categories with 27%
in their 30s, 29%in their 40s and 25% from age 50 to 65.

Surprisingly, only 13% were in their early to late twenties.
Only 3% were college age (18-22) and only 1% was under 18.
Simlarly, only 2% were ol der than retirenment age (65).

Age Distribution

17 and
under
18 to 22
66 and over 1%

2% 3%
° 231029

13%
50 to 65

25%

30to 39
27%

40 to 49
29%
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4. | ncone

Perhaps the nobst sensitive question on the survey was incone.
Al nmost half of the survey respondents declined to answer this
guestion. O the people who did reveal their inconme, the nunbers
break down fairly evenly with al nost half of respondents earning
bet ween $20, 000 and $60, 000 a year.

The significant nunber earning |less than $20,000 may incl ude
peopl e who reported only their Internet earnings, which may be
just a part of their entire incone.

VWi le 5% purport to earn nore than $1 mllion, some respondents
may have exaggerated their incone.

Annual Income

501kt0 1 4 ion  zeroor
million negative
3% 2% <$20k

101 to 500k
5%

15%

81 to 100k
10%

61 to 80k
12%

20 to 40k
26%

41 to 60k
22%
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