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The One Busi ness
Secret That Coul d
Make You R ch

A simple formula for selling anything to anybody, at any time,
in any country, online or offline, even if you HATE to sell!

By David Vallieres, |nfoProductlLab.com

In business, as in life, there's a |ot of
m sinformation that is hurting your chances for

Success.

People will say sonething to you or you'll read
sonet hi ng sonewhere that | ooks ‘pretty good or
sounds true, but it may only be partially true or
an outright lie. How can you tell? Here's one way:
Questi on EVERYTH NG

Whien you nake a deci sion based on
m si nformati on you are nmaking a decision that wll
hurt your business in one way or another, maybe
even permanently. The |arger the decision and the
| arger the anmount of m sinformation you receive the
| arger the potential harmthe decision could be to
your busi ness.
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Sone msinformation could be so harnful that it

could put you right out of business.

As an exanple, here’'s a small bit of
m sinformati on you may have m staken for the truth
at one tinmne:

“Peopl e hate to be sold on anything”.

How nany tines have you heard that? Wll, |'m
here to tell you it’'s alie.

How about this one:

“Peopl e hate to be sold, but [ove to buy”. This
statenent is a half-truth.

It’s true, people do Iove to buy things for
t hensel ves and as gifts. But 1’'Il show you that
they also love to be sold. In fact everyone | oves
to be “sol d” because when people are being “sol d”
on sonething they are follow ng and doi ng sonet hi ng
that gets themcloser to what they “want”.

But anyone who starts out in business may
bel i eve that “people hate to be sold” is true and
make decisions that effect their business based on
this msinformation.

On the other side of this coin, there are al so
a lot of entrepreneurs who hate to sell. They hate
bei ng pushy or believe they need to be pushy in
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order to nake sales. That's also not true. If
you're in this category, then this short report
will be like a breath of fresh air to you

The truth is: Selling is not difficult. If it
appeal s to people, has value and you ve nade it
easy to purchase, people will buy fromyou. There
are sone people who will buy your product or
service if they have the snallest interest in it
just to satisfy their curiosity.

It truly amazes ne what people wll buy.

There are sone people who are conpul sive
buyers. Make them just about any offer, and they’||
order if they trust you.

But they will only account for 1 out every
10, 000 custoners.

Selling on the Internet isn't nuch different
than selling through the mail or television or
radi o.

You may be really lucky and get as many as 1 in
10 visitors to your web site to order sonething. If
you do, you will be considered one of the top
marketers on the net.

The real expert nmarketer takes that small flane

of interest that’'s inside your potential custoner
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and fans it until it becones a burning desire that
can only be satisfied when they have purchased your
pr oduct .

Using the follow ng nethods in this report can
hel p your potential custonmers becone actual
custoners, with very little effort on your part.
Potential custonmers will be drawn to your products
and services alnost |ike magic.

Wiy Peopl e Buy A Product O Service

This is not sonething people talk about at polite
social events. You're not |likely to hear about it
at your son’s soccer or your daughter’s softball
ganme. Even your best friend will not discuss it, if
t hey even thought about it, with you. Not one in a
t housand books will ever nmention it. But it is the
very foundation of ‘trade’ and busi ness success!

To understand what | am about to say you have
to be a student of human nature or at |east you
need to have sone understanding of it. I"mnot a
psychol ogist. | only know what | see and observe.
And | have been a life-long ‘student’ of hunman

nat ur e.
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It doesn’t take a genius to understand this,
but once understood it will change the way you do
busi ness forever!

Read this slowy. It’s not as profound as it is
insightful. This is what | call the “The ONE
Secret”:

THE ONE SECRET:

“98% of all human bei ngs buy products or
services enotionally and then justify those
purchases logically.”

You may have heard this before. You may have even
understood it. But | doubt you have fully
conprehended the total significance of it.

What |’ mgoing to do is OPEN YOUR EYES

IllTumnate this truth so that you |l never forget
it.

Let’'s take it one step at atinme. I'll provide
exanpl es as we nove along, as well, to help drive

home the nore inportant points. Keep an open m nd
and try to recogni ze yourself in the foll ow ng

exanpl es.
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W Are Enotional O eatures

W are enotional creatures. W think enotionally,
act enotionally and nmake deci sions enotionally. If
you ask your spouse why they bought that new coat
they will say, “lI need it!”, of course.

But if you ask themwhat their thought
processes were before they nade the decision to
buy, it wll be a surprise to themwhat little

| ogi c actually went into that buying deci sion!

Let’s take as an exanple the decision to
purchase a new autonobile. Now, a large ticket item
|i ke that is obviously a very serious financial
comm tment and shoul d be done with all due
di I i gence!

W' || start fromthe very begi nning of the
buyi ng deci si on through post-purchase.

A Typi cal Buyi ng Decision Process
Thi nk about the last car you bought. Do you

remenber what your thoughts were? Do you renenber
what you felt when you first started | ooking for a

new car ?

Most people will begin to feel sonmewhere inside
i ke they want a new car, but will express to
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t hensel ves and others that they need a new car.
‘Need’ is a ‘logical justification’ and ‘want’ is
enotional. No one wants to be thought of as
“enpotional’ so they use ‘logical’ words and

expressions to describe their purchasing habits.

Just to prove that ‘want’ is an enotional term
did you ever see a child, who is really just a
little bundle of “wants”, ever say, “Momy (or
Daddy) | need a new skateboard. M/ skateboard
woul d cost nore to repair than a new one and |
woul d still have an ol der skateboard that w |
probably be in need of many future repairs. |’ ve
conpl eted an entire anal ysis on the cost
ef fecti veness of a new purchase. Here's the
spreadsheet. Also | conpleted a matrix of options

and features that would be beneficial.”.?

Does that sound |Iike any child you ve ever been
around? Probably not.

What do children usually say when they want
sonet hi ng?

“Mommy (or Daddy) | need a new skat eboar d!
Pl ease, Mommy, buy it for ne! | really need it! A
ny friends have new one’'s, why can't 1? |I'I| take
out the garbage for the next year, prom se! Just
get it, please!!”
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What' s interesting about this one-sided

exchange is that:
1) The child wants it- even if they already have a
ful ly functioni ng skateboard in good repair
and;
2) He (or she) is willing to do sonething they
hate, | oathe, and detest in order to get it!
Wien we grow up do we really change any nore
than the little boy or girl who wants a new
skat eboard? My opinion is that we don’t change t hat
much. W still want what we want.

Your custoner who wants to purchase sone
i nformati on on honme gardening or to learn howto
save noney on taxes or a nunber of other “wants” is

just like that little boy who wants the skat eboard

- he just wants it! And he’'ll do al nost anything to
get it, if he wants it bad enough. He will justify
t he purchase by saying that it will ‘save them

noney’ or ‘nake themnoney’, etc., but the truth is
people will buy things they don't need just to
satisfy a desire that can’t be extingui shed any

ot her way.

Adults control their enotions a little nore

than children (a | east sone do), to be socially
accept abl e and responsi bl e.but they still want what
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they want! And, they will do al nost anything
(hopefully legally) to get it.

The deepest cravings of the human heart conpel
people to spend noney to satisfy a desire that

can’t be extingui shed any ot her way.

Back to our autonobile purchasing exanple.

Let’s take it fromthe very begi nning...

The furthest thought fromour subjects mnd is
t he purchase of a new autonobile. Suddenly, they
see, as they are driving about town, a brand new
700 Series BMN (that’'s ny choice, you choose your
own car).

They watch it as it effortlessly glides through
space, alnost floating just ever so slightly above
t he ground.

The body glistens froma perfect clear coat
applied with skill to give the autonobile a deep,
cl ear finish.

The driver of the autonobile is as finely
appoi nted as the autonobile. Dressed to perfection,
not a thread or hair out of place. They’'re wearing
a finely tailored suit--obviously not off the rack.
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They’ re skin tanned and have the slightest hint
of a smle on their Iips. Wiat secrets do they
possess? Wiy are they so happy? Is it any wonder,
they are driving one of the finest autonobiles in

t he wor | d!

Now our subject, whether they realize it or
not, has becone a potential buyer of a new car! He
(or she) views this scene in their mnd s eye and
then repeats it in his (or her) own mnd over and
over again, because it is pleasurable to do so.
They play it again and again, |ike a scene from

their favorite novie.
Then..sonet hi ng begi ns to happen.

As they play this novie over and over in their
m nds’ eye, they replace the driver that they saw
in that autonobile with thensel ves behind the
wheel . Now they are the ‘star’ of the novie! They
are using the power of their inmagination to inagine

what it would be |ike to have that nuch power,

grace and perfection at their beck and call.

Wien selling any product use the power of your
custoners inmagi nation to see thensel ves benefiting
or being pleasured by the use of our product. Let
themrun a little novie in their head by
denonstrating the use of your product in different
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ci rcunst ances and how easy and beneficial it is to
use. This that nmakes the sale possible. If they
cannot see thenselves in a staring role and
benefiting or gaining pleasure fromour product, we

have | ost a sal e.

Back to our exanple.a chain of thoughts and
addi tional stinulus fromoutside sources begins to
enhance their ‘feelings’ about getting a new car.
What they are feeling can’'t accurately be described
with mere words because the process is hidden from
t hem

Their thoughts naturally turn to their own car,
which is several years old and in need of bodywork,
engi ne work, brakes, etc. A “GAP” begins to
devel op: They conpare their current autonobile with
new nodel s and see how deficient their car really
I's. This conparison creates the begi nnings of
‘desire’.

“I't works fine now, but pretty soon it’'s going
to need a najor repair. Then what do | do?” , they
say to thenselves. This act of conparing their
present situation with the one that they have been
repeating in their mnd plants the seed of
di scontent — a “gap in satisfaction”, if you will -
that eventually creates the buying urge.
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Fromthis point on nature will take its course.
The “picture in their mnd’” of the new BMN wth
themat the wheel, will intrude on their
consci ousness fromtine to tine and that ‘feeling
that they can’t put into words will make them do

things that they aren’t even aware of.

For instance, they will begin to notice that
one of their friends or business associ ates just
purchased a new car. And they will inquire as to
what nodel, where it was purchased, what the
features are and why the person chose this
particul ar nodel .

Al of it “ammunition’” for themto use to
justify to thenselves and to their spouse or
partner the inevitable purchase.

Friends will be nore than happy to give our
potential buyer all of their reasons for their
purchasing a new car: “lIt’s good on gas”; “It has
an extended warranty period for major repairs”; “It
cones wwth OnStar, and as you know, | do a | ot of
traveling”; etc... They will never say that they
bought a new car because they, “had this feeling
that they couldn’t describe in words that nade ne

buy it!”
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Are you beginning to see the picture here?
People will want sonething because that
‘sonething’, be it a autonobile, ring, stereo
system conputer, rare and scarce book, e-book, e-
content, etc. evoked in them sone powerful,
positive enotion that, when they buy it, brings
themto sone sort of ‘conpleteness’ or ‘whol eness’
that stops their discontent and desire. In other

words, the gnawi ng inside, fromnot having this

object of their desire, will drive themto get

exactly what they want—er at |east to purchase and

possess a satisfactory substitute if they can't
obtain the exact object of their desire - to quench

their desire. All that matters to themis that they

MUST stop the hurting by obtaining the object of
their desire. To stop this hurting, they buy.

Then they will, alnost every tine, use all of
the | ogi cal reasons they have accumul ated during
the ‘desire-to-justification’ stage for making the
pur chase.

But it was that original ‘novie picture’ in
their mnd, their enotional attachnent to it and
their discontent with their present circunstances
that started the ball rolling.
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You woul d think that |arger financial
commtnents require nore | ogical analysis before a
decision is arrived and snmaller coomtnents are

generally nore enotional or “inpulsive”.

The fact is, sonetines the higher the price of
t he i ntended purchase the nore ‘enotionalized the
deci si on becones. Wy?

Because nuch nore is at stakel!

But not 1 in a 100,000 wll ever admt that
they buy enotionally and then justify that purchase
| ogi cal | y!

The market for our products and services are to
t he 98% of the popul ati on who nake deci si ons
enotionally. W don’t worry about the other 2% The

odds are nuch nore in our favor.

But caution is in order. Even though people
make decisions with their enotions THEY JUSTI FY
THOSE PURCHASES LOd CALLY!  Wat does that nean to
you? Just this: In your sales |literature, on your
web site and in your emails give potenti al
custoners every LOG CAL reason possible for
pur chasi ng your product or service, while at the
sanme tine, plucking on those enotional chords and

enhancing their desire.
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To prove all this to yourself, begin noticing
your own buying habits. Notice your feelings as you
begi n nmaki ng a purchase decision of any ki nd.

Even as nmundane a thing as w ndow cl eaner ...|
find nyself reading the | abel s and exam ning the
| ook and ‘feel’ of the container it’'s in.

A feeling like, “this one is better” cones over
ne. Sonmething | read or saw nade nme want that
particular one, but I can't recall any details. It
coul d be the packagi ng has i nduced an enoti onal
state that rem nds ne of somethi ng good or
pl easant. Most of the tinme | don't even think about
it. | just go on to purchase it. My decision is
totally based on what | felt | wanted...at the
tinme.

My logical justification for the purchase |
made goes sonething like this:

This is a wi ndow cl eaner that works great or at
| east it works as good as the others (how do | know
t hat ?) and works best (how do I know that, too?-
because it says so!). Let ne just buy the darn
thing so | can forget the job | hate, and go do
sonmething el se that’s nore fun!

| nvestors and traders in stocks and commodi ti es
are notorious for nmaki ng decisions that amount to
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t housands or hundreds of thousands of dollars based
on limted, enotionally charged and spuri ous
I nformation! Your custoners do the sane thing.

It is amazing to ne that individual investors
woul d purchase ten, fifteen or hundreds of
t housands of dollars in stocks based on a cursory
know edge of those conpani es operations, nanagenent
capability, strategy for gai ning market share,
mar keting plans or any nunber of factors that
affect the conpany’s long term potenti al.

| have nmet a ot of investors who woul d
I nvestigate every possible way to save 30 cents on
their favorite brand of cookies at the |ocal nmarket
and buy fifty thousand dollars worth of stock in a
conpany based on a single bullish newspaper
article!

Even those investors that woul d never dream of
entering into a business deal wthout the proper
due diligence woul d buy thousands of dollars worth
of stocks on tips, runors and broker
recommendat i ons al one!

GCot the idea? This is so inportant that if
there is anything you didn’t understand the first
time through, please read it again.
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The bottomline is this: People buy things
FI RST because they

W a-n-t them and SECOND because they n-e-e-d then

How can you use this val uabl e pi ece of
know edge to your profit? Sinply do this: Mike your
itemas attractive as possible! Make it shine and
display it accordingly. Devel op an appeal i ng cover,
give it a catchy nane, create an icon for it, make
It sparkle with excitenent or sinply nake it
i nteresting, but do sonething different to nmake it
stand out like a glimering dianond in a pile of

manur e!

Make it easy for the person to run this little
script in their heads, “Hey that’s attractive now,

isn't 1t?” Suddenly they ‘role play’ and see

t henselves in the act of using the product or

getting sone benefit fromit. That’'s why product

denonstrations are so powerful! The potenti al
custoner sees thensel ves using the product and

pl ays that over and over again in their mnds until
they buy it to quench their desire.

If you live in a big city |ike Boston, New
York, San Fran, etc you'll see many sidewal k

denonstrations. Wiy do crowds devel op around these
street vendors? For the ‘entertai nment val ue’! But,
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as they watch the skill at which the denonstrator
uses the product, they see thenselves ‘using it’
too, creating a ‘gap’ or a desire that now needs to
be satisfied by buying the product. It’s a very
effective way to sell. The biggest problemselling
from si dewal k denonstrations is breaking the ice-
getting the first person to wal k up and “buy”. Most
people don't want to nmake that first nove because
they are afraid of ‘nmaking a mstake’ . The sidewal k
denmonstrators know this so they ‘plant’ two or
three people in the ‘audience’ who at the

concl usi on of the denonstration i nmmedi ately, at the
denmonstrators ‘call to action’, yell “1I want one!”
and step up to purchase. As soon as two or three
people fromthe crowd step up and buy a |ine begins
to formbehind them- all waiting to purchase the
product! It’s an amazi ng spectacle of crowd

psychol ogy in action.

If the novie in the potential custoner’s head
I s strong enough and the picture you paint of your
item (in words you use to describe it and photos)
I s strong enough and attractive, that little novie
Wi ll run through their heads several tines until

t hey act..by buying your item
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Hard sell 1S NOTI necessary, when you
understand, fully, what nmake people buy! In fact
you have very little “selling” to do. LET YOUR
CUSTOMER SELL HM OR HERSELF! I1t’s the best way!

And if they do not want what you' re selling,
find sonething they do want and sell themthat!

P.S. Don't ever use this know edge to sell junk and
defective nerchandise to the unwary. Once your
custoner finds out that your item does not equal or
surpass his ‘expectations’ and the ‘picture they
have created in their mnds eye of using your
product has been a lie.you re in for real
trouble.and it’s so unethical and so stupid that
you woul d never do it anyway. R ght? R ght!

How To Sell Things That Peopl e Want To Buy

One of the things that anazes ne about people in
business is that they are constantly trying to sell
things to people that they don’t want and in a way
that they don’'t want to be sold!

Now, there are sone things that you have to
bring to people’ s attention before they know they
want theml After all, that’'s what the marketing is

al |l about!
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"’ mnot tal king about that.

What |’ mtal king about is marketing sonething
down people’s throats whether they need it or not!

["min business for the long run. | amnot in
It for short-termprofits. | think, for the nost
part, you wll all agree with ne on this. | nean,

It just does not nmake any sense to use high
pressure sales tactics on peopl e- even though they
may buy fromyou today- they will regret ever
dealing with you tonorrow

In fact there is a lot of resistance on and off

the net to high pressure sales tactics and hype.

I f you' ve ever received junk email or “span
you understand what | nmean. Ddn't it nmake you a
littl e annoyed..?

The fact is it’s just not necessary. Al you
have to do is devel op products that have real val ue
and/or utility and are useful or attractive.

Selling it is sinply a matter of bringing it to the

attention of sonmeone who has the desire and neans

to purchase it followi ng our “98%rul e”.

Most peopl e today are very skeptical of high
pressure sal es environnents and boiler room
operations and have set up barriers so they cannot
be sold that way.
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What barriers am | tal ki ng about? Answeri ng
machines with ID call screening (is it Momcalling
or a sal esperson? They want to know). TV renote
controls (A comercial? I’'mturning!). E-nail
“filters”. Everyone i s skeptical about what
you're offering and has set up a system even if
It’s a crude one, that prevents your nessage from

getting through to them

How do you get good results with these kinds of
obst acl es?

v By injecting your unique personality into your
busi ness — in other words, by being yourself.
| f potential custoners trust and believe in you
they will buy fromyou. But they can’t know or
trust you if you' re putting up a barrier by not
|l etting themget to know you. Being human in
busi ness is K

v By taking action and asking for the order in a
polite, non-threatening way, repeat-ably. The
average person won't give you an order for your
product until the 3% or 4'" request. There are
many marketers who say response starts to tai

off after the 6'" request for an order. How
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many peopl e in business give up asking for the
order even after the 1° try! |nmagine the
profits | ost each year because busi nesses give

up too soon!

You have to understand your custoner. It’s not
that they don’t want your product — it’s that
t hey have so nmany things on their mnd that
soneti nes they need rem ndi ng. Done pl easantly
and with respect, this is a powerful way to
generate sal es w thout prospecting constantly

f or new cust oners.

By knowi ng how to generate a never ending flow
of potential custoners who know and al r eady
want what you're selling. In marketing this is
called targeted ‘| ead generation . It’s
acconpl i shed through offering sonething free,

or at a very low cost to a specific segnent of
the nmarket that has a high probability of an
interest in your offer. Lead generation is used
to entice prospective custoners to nake an
initial contact with you. Once they do you send
themthe free informati on or sanple chapter
fromyour book or content and sell them nore of
your content in each successive contact. Dan
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Kennedy (http://ww. dan-kennedy.coni) is the

master of this kind of marketing.

Now | can’t tell you howto be yourself. Only
you know what that neans. The inportant thing to
remenber is that your unique personality nust cone
through in order for your custoners to get to know
you as a person and ultimately trust you enough to
order fromyou the first tine, and then again and
agai n.

Wiy | think this is so effective really doesn’'t
matter. Al | knowis that it works. And that’s al
| amreally interested in. But if you want ny
opi nion, it works because people are enotional and
respond positively to other people who are not
afraid to reveal a little bit of ‘thenselves and
ent husi asm for the product or service they are
sel |l i ng.

Next, you must not be afraid to take positive
action to get what you want. Moving conti nuously
towards your goals and busi ness objectives despite
obstacles is a rare trait. Those who nove forward,
despite obstacl es, setbacks and distractions w |
succeed. GUARANTEED
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This also neans that to get what you want from

ot hers, your custoners, you nust not be afraid to

ask themfor their business continually. Just be

sure to ask in a pleasant, friendly way- the sane

way that you, yourself, would |ike to be asked.

Fewer than 1 in 10,000 businesses do this the
right way. Most are either too aggressive in their
asking the custoner for their order, or they don’'t
ask at all! The good news is, asking for the order
Is very sinple. All you have to do is ask! And
don’t just ask once. Sonetines it takes asking 3,
4, 7 or even 10 times to get the order.

This is huge secret that few businesses enpl oy:
They don’t know how to ask for the order. This has
been ny experience. A nost no one does this! And
they are | oosing tons of noney! Constant
comuni cation with people who are interested in
your product or service (and those who have al ready
purchased fromyou) is the key to buil ding your
busi ness successfully over the | ong haul.

Pl anni ng Ahead

Now t hat you have a good foundation in how and why
peopl e buy a product or service and what it takes
to get consistently good results, let’s tal k about
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devel oping a “good results plan” for all your

marketing efforts.

This is intended to be a broad overvi ew of the
ki nd of marketing that gets good results. V& will
di scuss very specific ways to inplenent the plan.
Now, | am not talking about the kind of plan that
you m ght have | earned in Marketing 101. Not at
all.

What |’ mtal ki ng about, and what | have done is
put together a list of methods, philosophies,
m ssion |like statenents that give direction to all
ny marketing efforts. Renenber | said earlier that
marketing i s EVERYTH NG you do in your business,
fromordering paper clips to handling custoner
returns? Marketing enconpasses nore than just
advertising and web site design.

The section below is based on ny personal
busi ness phil osophy. It nay not be anything you
agree with. I'msharing this with you to assist you
I n devel opi ng your own ‘ busi ness phil osophy’ . If
you have no interest in devel opi ng a business
phi | osophy feel free to skip to the next section.
But, before you do, please consider that building a
personal busi ness philosophy is as inportant as
bui | ding a hone on a solid foundation. You can
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think of this as your ‘foundation’ for building

your busi ness.

M/ Busi ness Phil osophy (Ohe That Never Fail s):

What | think doesn't natter. Only what the

mar ket wants or believes it wants is inportant.

| f you market your products and advertise them
| i ke everybody el se you will get no responses,
no noney. You nust differentiate yourself.

Don't market in a threatening way. Don't ask
for noney in any significant way on the first
contact. Even after several contacts your
custoners don't believe you or trust you.

Trust takes time. So reassure themand sell
themwhat they want. If they are satisfied with
the first purchase fromyou they are nore
likely to cone back. And repeat business is

where the real profits are in any business.

Don't fall in love with your nerchandi se or
your products. If what you have in stock isn't
selling, dunp it and re-asses the nmarket. Only
what the market wants is inportant.

Don't get married to what your selling- in

ot her words if your custonmers want “D’ and
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you're selling “A’"—+ind the best and cheapest
source for “D and sell themthat! The narket
Is the ultinmate judge.

Don't sell your nerchandi se at the | owest
possi bl e price. Get a good price for your

Itens. Charge enough to nake a healthy profit.
How can that be done wth ‘comodity’ itens? By
addi ng val ue. Enhance commodity type products
in a tough market with free tickets to a

basket bal | gane or a free car wash, etc...find
sonet hing of value that may cost you nothing to
acquire, but will be appreciated by your
custoners and nmakes you stand out.

Only by nmaking a healthy profit can you expect
to be in business for the long term

The market does not respect “cheap” products or
services, but they always |ike to think they
are getting a 'deal'. So whenever possible
explain in concrete terns why this is a better
deal for themthan they could find anywhere

el se. Your “deal” could be a few hours of your
time to help themthrough a particular set-up
problemw th your item or it could be donating

10% of the purchase anount to their favorite
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charity, etc—+t doesn’'t always have to be a

deal by |owering your price.

Put yourself in the prospects’ place. Feel what

he feels. Think how he thinks. You must know
hi ni her better than he knows hinself. Wat is

he/ she |i ke. What do they want, really want?
It’s not your itemisn't what they want—t’s
the results they will get fromusing your item
that they really want: The new skills they’ Il

| earn fromyour content, the know edge they’l|
gain to help themin their jobs or

rel ationships, the feeling of pride they’l|
recei ve by showing the itemthey just purchased
fromyou to all their friends.

Peopl e buy for their reasons, not yours.

Therefore give themevery reason possible so
t hey can pick and choose the reason that suits
t hem best.

Strip everything fromyour business that does
not directly produce sales, profits and new
custoners. The only busi ness expenses you
shoul d have are the ones that will generate
nore sales and profits. Before buying anything

for your business ask yourself, “WII this help
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nme generate nore profits or sales?”.if not,

don't buy it. It’s a waste of noney.

Focus all your energies and resources on

selling sonething. You have to have sonet hi ng

to sell. Is that obvious? Yes it is, but there

are a |lot of people who want to nake noney in

busi ness and don’t know what to sell! Find
sonething to sell! Constantly devel op or obtain
new products to sell. Wen you find one that

sells well with your existing custoners, that’s
the time to ‘roll out’ big to other |ists.

The noney is nade in the selling. You cannot
make any noney if you don’'t have anything to
sell. Qovious? Yes! But a |ot of people wll

| ook for nonths for sonething to sell, because
they can’'t conme up with a product or service to
sell, or can't get started or finish the book
they were witing. Forget it !! Stop “I ooking”
and start testing, testing, testing instead.
TESTING and DONG is the key to success. Don't
worry about what to sell- just sell anything—f

It works, keep doing it, if it doesn't work—
don’'t sell it anynore—ind sonething else. You
never know what people will buy until you place

the itemin front of them | would have never
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t hought ‘pet rocks’ would sell and | woul d not
have sold themif | had a retail store, but
| ook at what happened! They becane a nati onw de

Ccraze.

Real i ze the significant difference between
bei ng "professional”, having a certain "inmge"
to maintain and getting “results”. Jay Abraham
enphasi zes this and he’s right. This is a
difficult concept to explain. The idea here is
that RESULTS are all that count — your ‘i nage’
and bei ng perceived by others as ‘ professional’
are nice, but should take a back seat to being
productive. If you' re worried about your i nmage,
you're not going to be successful. Al your
efforts should be placed on sati sfying

custoners wants.

Al ways strive to be personable and friendly -
t he down-to-earth approach to business is what
keeps people comng back to you. Even in this
age of the Internet (or maybe because of it)
peopl e want to know who you are, as a person—
are you nice?—are you a jerk?—do you | ove kids
and dogs? — or cats? —do you love to read
books?—ahat ki nd? You see what | nean.
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K, I'lIl say it again- only results count - if
you want to be in business |onger than the
statistical averages then FOCUS ON RESULTS!

If you' re not selling enough nerchandi se, at a
profit, to nmake a living, stop what you're
doing and think! Start over.get out of that BOX
you're in.

You get better results by being yourself rather
than trying to i npress your custoner and
clients with your superiority. Be hunble, admt
m st akes and nove on. You're a business person,

but you’'re a human being first.

Don’t worry about who |ikes you and who doesn’t
| i ke you. People spend half their |ives just
trying to please people that will never Ilike

t hem back anyway. You’ re nuch better off- and
wi Il have a nore | oyal customer base- by
bonding with others who Iike you for yourself.

Therefore ny job is to: Sell nerchandise | feel
confortabl e and proud of selling and which I
know ny custoners will value nore than the
price they paid.

Advertise, market and pronote ny product or
service by being totally focused on the buyer
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and their wants and/or testing the market to
see if it’s what the market wants at that
nonment .

Don’t assune people will order fromyou w thout

asking themto order it fromyou. They won't.

You have to ask themto order fromyou.

Don't over conplicate the running of your
busi ness. Keep it sinple and focused.

Busi ness Phi | osophy, Final Thoughts

When soneone buys fromyou do you ever send a
“Thank you” card or letter saying how much you

appreci ated their business? If not, then you have

not |earned the art of marketing.

Joe Grard nade the Qui nness Book of Wrld

Records for selling the nost autonobil es because he

understood this one aspect of business: he
appreci ated his custoner. He sent ‘Thank You

cards, Christmas cards, Birthday cards and letters

to his custoners constantly- he built relationships

with all his custoners and his custoners responded

I n droves by buying fromhimand no one el se.

I f your custoner expects Y then give themY

times 3. Always do nore for themthan they expect.
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Very, very few |l ocal businesses (even nost nati onal
ones) |’ve done business wth has ever sent ne a
“Thank You' card or even a coupon so | could get a
deal fromthemthe next tine | buy sonething. You
will generate a |ot of goodw || and custoner

| oyalty by just being thoughtful.

I f you give your custoners nore than expected
t hen your prices can keep goi ng up. Psychologically
It is better to charge your custoners higher prices
if, and only if, you can deliver nore than they
expect ed.

One final word about marketing. Devel op a

marketing attitude in everything you do.

What do | nean when | say, ‘marketing
attitude’? | nean that you have to put yourself in
your custoner’s place, think about their wants and
ask yourself continually how your product or
service benefits them

Stop thinking about what you want (at | east
while you' re selling) and never stop thinking in
terns of communicating with your custoners the nore
salient points and benefits and the results they
wi || get when they purchase your nerchandi se.
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BONUS: Three CRI TI CAL Busi ness
Strategies For The Real Wrld

RULE #1. Do not use your cash to buy anything that

does not hel p you produce nore cash!

Just |ike a new honmeowner that’s so excited about
owning their first hone that they go out a buy a
ton of new furniture to fill it up, and therefore
get even further into debt so that they can barely
afford their nortgage paynment anynore, new busi ness
owners go out to buy every piece of equi pnent they
can think of that they m ght need, but may never
need and have little cash |l eft over for marketing
their product or service.

Don't you fall into that trap. Only cash pays

the bills and only cash can be used to generate

nore cash through nmarketi ng.

RULE #2: Treat Your |Internet Business Like A
Busi ness And Get Serious About |t!

Conduct all your dealings in a business |ike way-
friendly and personal - but business like. That's ny
advice. Take it or leave it as you w sh.
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Order business cards that state sonething
uni que about your business on the front and back of
the card. Also, if your sales volune really picks
up and it nmakes econom c sense, use an "800" nunber
for people to call and order fromyou instead of

only using online orders. Wy?

It’s just one extra option. Renenber that
peopl e buy for their reasons, not yours.that also
applies to the way they like to buy. They w |l want
to order the way they want to order, not the way

you want themto order

Al so don’'t believe that the only way to market
your business is using online nmethods. Try sendi ng
postcards, letters and other offline nmethods to
drive people to your web site. Think about every
nethod that’s available to you and test all of
t hem

RULE #3: How Speci alization Can | ncrease Sal es

The i nportance of specializing and know ng, inside
and out, what you're selling cannot be

over enphasi zed.

Speci al i zati on hel ps you focus and you build a
nore val uabl e know edge base.
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My focus is publishing information. | read just
about everything | can get ny hands on when it
cones to information publishing. Wien | was a
teenager and couldn’t afford to buy busi ness books
|’d go to the library and takes several out at a
time. | still do even though | can afford any book
| want. Sonetines | browse the business and
periodi cal sections to gather ideas, see what's new
or find sonething | read a long tine ago but forgot
about .

| love business information, and | specialize
init. It’s ny focus and | constantly find ways to
buil d ny know edge and capture new opportunities.

Has this ever happened to you? Wen you
purchase a new car suddenly you start to see a | ot
of “your” car on the roads? It seens as if everyone
has the sanme car you do. You didn’'t notice so nmany
peopl e were driving the sane kind of car you had
bef ore because you had taken your old car for
granted and didn’t focus on it- but now that you
have a new car your focus has changed because of

your interest in the new car.

The sane thing happens in business. Once you

pick a focus, a specialty, all of a sudden you are
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surrounded with great opportunities that you

weren’t aware of before you started to focus.

You begin to see opportunities others are not
even aware of. That’s the reason you specialize- to
becone aware of opportunities that others wth | ess
focus than you, pass up daily.

| hope that you have enjoyed and profited from
this report and I w sh you much success in all you

do! Please email ne if this report was hel pful to
you at editor @nfoproduct! ab. com

Si ncerely,

David Vallieres, Pres/CEO
Thf oPr oduct Lab. com)
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