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Products

Sampling

Special Occasions

Specialty Advertising

Show Me The Money!

Cost Per Thousand

Cost Per Order

Projecting and Budgeting

More Detail on Testing: Scientific Testing For Increased Response
Some Ideas On What To Test

Now Let’s Test The Tester — You!

More Tips To Stimulate Your Creativity

34 Ways To Make Direct Mail Work For Your Customers
Letters That Increase Profits Like Crazy

Pulling More Income Out of the Client’s Customer Base
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Selling Products to a List Never Before Mailed

Boiler-Plate Scenarios: Four Simple Letters to Instantly Boost Profits by $25,000

For Customers Who Have Purchased in the Past, But Not Recently
For New Customers
Selling High Ticket Items

Identifying Potential Clients: Prefacing Letters to Set Up a Potential Client for

Y our Phone Call
Letters to Solicit Clients in Vertical Markets

Four Letters That Keep Customers Coming Back — and Profits Rolling In

Industry Suggestions

Great Examples9

Grow Your Customer Base

Increase Transaction Frequency by Using Telemarketing
Using Telemarketing To Boost Your Profits

Maximize Telemarketing With Frequency and Consistency
Telephone Selling Behind Sales Letters

Never Rule Out Telemarketing

Meld Telemarketing To Your Operation

Uses and Applications for Telemarketing

Re-Examine Your Pricing

Organize Your Activity

Should You Undertake Telemarketing?

Check up on your telemarketers

What Kind Of Product Or Service Lends Itself To Telemarketing?
Qualify Your Telemarketing Prospects

Don’t Telemarket To The Phone Book

Set Up Mail Before Calling

How To Hire Telemarketers

Two-Tier Calling Can Qualify Interested Parties

Keep The Telemarketers On The Phone

Monitor What Telemarketers Say

You Have About 30 Seconds To Appeal

Learn To Ask Questions — It’s The Best Way To Sell
A “Service” Call Is A Good Introduction

How To Use The Telephone

When The Prospect Calls You
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How To Respond To A Prospect Who Writes 955

Using The Telephone To Follow Up Leads 956
Appraising Your Telephone Skills 959
Using Predicates in Telemarketing 960
A List of Predicate Words for Your Reference 961
A List of Predicate Phrases for Your Reference 962
Telephone Testing 963
Telemarketing Follow-Up 963
Examples Of Telemarketing In Action 964
Press Releases 969
Reducing Returns 987
How I bought a business with no cash! 987
3.14 Market Your Unused Assets 999
Make an Inventory of Your “Hidden” Assets 1000
Use Your Competitors’ Resources 1000
Sell Your Unconverted Leads to Competitors 1001

Volume 11

3.15 Direct Response Advertising 1005
What Is Direct Response Advertising? 1005
The ABC’s of Direct Marketing 1006
Why Use Direct Response Advertising 1006
The Giant Companies Use Direct Mail 1007
No Company Can Get By Without Advertising 1007
Icy Hot — Oh, What a Learning Example this Proved to Be! 1008
Advertising is Nothing More than Salesmanship 1010
Salesmanship in Print and/or Over the Air 1010
Advertising is Salesmanship 1010
Direct Response Sells Benefits 1012

People Care Most about What is Going to Benefit Them 1012



Ads Should Be Created to Stimulate a Direct Response — Immediate Action 1013

Cut Back On Costly Institutional Advertising 1013
Use Direct-Response Advertising, Not Image Advertising 1014
Targeting Your Buyer 1015
Your Platform 1015
Who is Your Most Likely Buyer? 1015
For a Bull’s Eye, Use the Right Arrow 1016
Identify Your Unique Selling Proposition 1016
Use Your USP 1017
Choose Your Media and Method 1017
What are the expected results? 1017
Choose Your Direct Marketing Media 1017
Direct Mail 1020
PI Advertising Can Make Sweet Deals For All 1022
Who Does Per-Inquiry Advertising? 1023
What Types of Media Allow Per-inquiry Advertising? 1023
Timing Your PI Offers 1024
Why Would An Advertising Medium Use Per-Inquiry Advertising? 1024
Bounce Back Advertising 1026
A Few Things For You To Know About Classified Ads 1026
How To Make Yellow Page Advertising Work For You 1027
Television Advertising’s Unique Features 1027
Are You Using Your Choice of Media Correctly? 1029
“Drip-Feeding” is Better Than One “Big Bang” 1030
How To Buy Media For Pennies On The Dollar 1030
How To Make Deals That Can Cut Your Advertising Cost 1032
Identify Your Market 1034
Your Lists and Markets 1034
Your Teaser Envelope 1036
Headlines: Key to a Successful Ad 1036
Your Headline 1037
Appeal to Self-Interest 1037
Writing Good Headlines That Pull 1037
How Many Words Should a Headline Contain? 1038
Power Words Produce Powerful Results 1039

Attraction of the Specific 1039



What Kind of Rewards Do Good Headlines Promise?

Tips About a “Negative” Approach

Putting Headlines To Work

Headlines for “Broad Selection” USPs

Headlines for “Service-Oriented” USPs

Headlines for the “Snob Appeal” USPs

Tips on headlines that work best

The Primary Viewpoint — The “Point of You”

Now, Let’s Write a Headline for Your Business

Don’t stop now — the fun has just begun

Stale News to the Advertiser May Be Fresh News to the Reader
The Power of Emulation

Power Headlines Produce Powerful Results

A Sure-Fire System for Creating the Best Headlines for Your Client’s Ads
Ways to Strengthen Your Headline Once You Have Your Basic Idea
Headlines — the Most Important Element

Find The Dominant Benefit — Make That Your Headline

What Advertising Genius David Ogilvy Has to Say about Headlines
Claude Hopkins Has This to Say About Headlines

Make The Reader A Guarantee

Where Would You Be Without Your Customers?

John Caples Wrote “They Laughed When I Sat Down at the Piano...”
Put the Main Benefit in the Headline — Don’t Save It for Last
Don’t Put A Question In The Headline

Body Copy

Your Opener

Your Sell

Think of Your Customers as Individuals

Lead Your Customers To Buy

Let Your Customer Try Your Product

“Cheap” May Not Be Your Strongest Appeal

Personalizing Can Help You Sell Product

Avoid Diminishing the Value of Your Product

Target Your Prospects Appropriately

Don’t Brag — Just The Facts Please

Be Specific
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Draw Your Claims From Your Foundation
Say It First — Preemptive Marketing
Tell A Story — Stories Appeal To Individuals
Creating Great Copy
A Proven Pattern for a Good Sales Pitch
Effective Ads Can Run For Years
Tell the Truth, But Make the Truth Fascinating
People Will — And Do — Read Long Copy
Every Advertisement Should Be A Complete Sales Pitch
The Powerful Case
Use Testimonials In Your Copy
Channel and Direct “Desire for the Product” To You
Sell The Benefits — The “Functional Product” — What It Does
Satisty the Market’s Desire By Underscoring Benefits
Show Prospective Customers the Advantage of Using You
Persuasion Techniques In Print
1. Avoid the “Name, Rank and Serial Number” Ad
The More You Tell, The More You Sell
2. Getting Your Name Across Is Not Enough
3. Never Assume
4. The Most Successful Butcher Doesn’t Sell Meat
Promote What the Customer Really Wants
5. Expect Immediate Results or Don’t Write The Ad
6. Guarantee Your Way To Success
7. Avoid the “Sale” Syndrome
Do You Even “Need” To Compete On Price?
One Final Word On Price Cutting
Follow These Body Copy Tips
Credentialize Yourself
Y our Offer
Emphasize Risk Reversal
Now Close the Sale
Testing is the Key to Successful Advertising
Don’t Change It Because You Are Tired of It
A Product Can Be Advertised Without Investment
Use Advertising To Do Product Acceptance Research
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You Can Prove Advertising’s Effectiveness

Test Your Method of Illustration and Layout

Here’s How To Set Up Your Tests

Testing “Small” Can Reduce Downside Risks

Analyze Responses Carefully

The Importance of Your Headline

If Gold is Selling for $300 an Ounce, Send Us Just $100 an Ounce and We’ll
Buy You All the Gold You Want.

Don’t Forget to Test!

Cutting Your Cost Per Sale

Key-Coding

Using Graphics To Sell

The Bottom Line On Advertising Lies With Its Integrity

Ten Limitations of Small Ads

Ten Advantages of Small Ads

Print Advertising

A Key Point To Remember About Direct Response

Model On What Others Are Successfully Using

How To Use Illustrations To Help Advertisements Sell

Write Ads that Work

Giving Up Too Soon On What Works

Forgetting Who Your Customer Is

A Grab Bag of Cautions, Encouragements and Details

All-Time Great Gimmicks

Stop Spending a Lot of Money on Advertising; Use Cost-Effective Alternatives

How to Save Advertising Dollars by Negotiating Per-Inquiry Deals with Media

Don’t Waste Advertising Dollars

Marginal Net Worth

Why People Keep Doing What They Do

Creative Emulation

How To Write A PI Ad

Getting PI Ads Placed

It Helps To Know Someone Who Knows Someone

Print Advertising

Yellow Page Advertising

Commission Advertising
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Producing Your Ad

Other Essentials

Launching a Mail-Order Division: How to Establish a Mail-Order Division
Appropriate Products to Sell Through Mail Order

Catalogs, Direct Mail Letters and Other Vehicles

Headline Examples

Headlines For Selling Financial Products and Services

Letter Templates

Checklist for Applying the Six Big Keys to Direct Marketing Success
Mac Ross’ Ad Template

Telemarketing

Should You Undertake Telemarketing?

Seven Keys to a Winning Sales Pitch

3.16 Buying Other Businesses 1171

The Dealmaker: The Philosophy Of Putting Deals Together
Know Your Business Purpose

Are You Ambitious?

Finding Your Business

The Reason Those Businesses are for Sale

The Proposal

How Do You Turn the Business Around?

Putting Deals Together

Where You Find Good Deals

Don’t Do It If You Can’t Buy Low

The Dealmaker As Strategist

Establishing Yourself As A Dealmaker

How To Make A Lasting Impression

Regarding Your Reputation

The Bank That Got Away

How To Buy A Bankrupt Bank

The Auction

Why It Didn’t Work

Words of Wisdom from Tom Phillips, Entrepreneur
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3.17 Barter 1187

An Overlooked Profit Opportunity 1187
Create Purchasing Power At Will 1187
Increase Your Sales With Barter 1188
Pay Hard Costs With Soft Dollars 1189
Get Easy Terms of Your Choosing 1190
Leverage Your Dollars with Barter 1191
How to Approach People for Barter Deals 1192
Remember, You Sell the Benefits and the Advantages 1193
Barter for Advertising 1193
You Can Use Barter to Finance Growth 1194
Turn Excess or Obsolete Inventory into Cash 1196
Recycle Dollars Right Back Into Your Pocket 1196

Section IV Effective Short 7 Step Marketing

Implementation System 1197

Section V Process Marketing Theory and Examples

Process Marketing Overview and Examples 1205
Avoid pain, increase profits with PEQ 1206
Free Formula with 100% Success 1207
Art of making an offer - This Tuesday 1208
Free Transcripts/Killer Sessions 1210
5 Min. Standing Ovation! 1212

Jay Abraham Limited Offer/Oops, Wrong Tel. #! 1214



Can I Bribe You?
PEQ E-Mail / For 9-24 Monday
Carl, Dumb, But Honest Mistake!
Carl Turner, Please call 888-818-8878
PEQ Secrets Revealed By The Participants
Free “One Time Only” Call to Solve Your Greatest Marketing Challenge
Carl, Free Conference Call Participation Instruction
Carl, Early Christmas Present From Me To You
Carl, 2nd Chance-Free Call to Solve Your Greatest Challenge!
Free Download - Your Greatest Challenge Answered on Audio File
4 Sentences - Each One Critical
How Does Your Business Stack Up?
Free Confidential “Recession-Proofing” Questions and Answers
Apologies for the late notice
A Holiday Gift From Me
Free “Goal-Setting” Call With Me
Carl, PEQ Home Study Red Alert!
Carl, Exclusively for PEQ Trusted Entrepreneurs
Carl, Free Download - “Goal-Setting” Conference Call on Audio File
Carl, Your Free Gift #1 From Jay Abraham
Carl, Free Bonus Teleconference Workshop
“Only for PEQ Live & Home Study Grads”
Carl, Last Chance for Your PEQ. Home Study
Carl, Be a “Fly-On-The-Wall” - this Thursday
Carl, Free Bonus Jay Abraham Coaching Conference Call Rebroadcast

Carl, Free Goodies From Me

Carl, $10,000 Discount on $25,000 Breakthrough Five-Day Training Program
Carl, Teleconference Clinic to Help You Make the Most Out of Your Home Study

Your Free Gift #3 from Jay Abraham

Carl, Teleconference Clinic to Help You Make the Most Out of Your
Home Study Rebroadcast

Carl, Mark Tuesday, Feb 26th on Your Calendar

Free Special PEQ Support Conference Call

More Confidential Free PEQ Support Goodies

Your Free PEQ Advanced Roadmap!

Last “Last Chance” to Get the Advanced PEQ Home Study for 3 $500 Payments!
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Last Chance to Get the Advanced PEQ Home Study for 3 $500 Payments!

FINAL “Last Chance” to Get the Advanced PEQ Home Study for 3 $500 Payments!

Your Advanced PEQ Home Study Delivery Schedule/Details

A Second Chance to Work With Me to Make a Bundle from Y our Business!

Your FREE “Business Building” Gift from Jay Abraham

Need your telephone number to talk with you

How to Make a Bundle from Your Business

Special Bonus PEQ Report: How to Build Your Core Story

Teleconference Clinic to Help You Make the Most Out of Your
Advanced PEQ Home Study

Advanced PEQ Home Study Video “Name, Number, and Duration” Table

Correction! Wednesday June 26 “Teleconference Clinic to Help You Make
The Most Out of Your Advanced PEQ Home Study”

Reminder --- Free Help Session Wednesday June 26!

Again, Back By Popular Demand - Jay Abraham
Information on Growing Your Business!

Your Free Gift #3 How To Get Any Business Going And Growing

See What A $15,000 Experience Is Like For Free

Your PEQ Master Growth Plan May Be Your Key to Riches

Free PEQ III Teleconference For grads of PEQ only

PEQ III Call Rebroadcast Free for grads of PEQ only

Fear Factor Meets PEQ --- Free Tape

Your Free Gift --- The Ultimate Market Domination Report

PEQ Optimization - To Get the Success/Profits You Want

Your Free P.E.Q. Home Study Test Drive

500 Ways To Skin A Cat

Mind Capture

Play It Again Sam---Last Chance

Your Requested Masterminding “5 Gift Set”

Mastermind Your Way to Millions

Believe It or Not

Six Solid Hours of Brainstorming with Me

Open House... Everyone’s Invited

Embarrassing -- Technical Snafu

The Scarlet Letter Meets Carl Turner

40 Days & 40 Nights of Merciless Money Making
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Twenty-five Ways to Out Market Your Competition 1357

My “A” Team Meets “The Power Panel” 1359
Talk to Me 1364
Short & Sweet: More Goodies 1370
7 Sentences - All Important 1374
We Blew Out Our Webmaster’s System, But It’s Up Now 1375
Red Alert 1377
The Deviant’s Advantage 1380
Last Goodie Bag 1385
My Problem Creates a Home Run for You 1389
Urgent---Free Bonus Conference Calls Added---that Start Now 1395
Last Chance to Get Your Mastermind Marketing Home Study 1408
Reminder: First Regular MMT Conference Call Thursday 2/20 1411
A “Strategic Marketing Siege” of Bonus Gifts 1413

Section VI Gold Nuggets and Pearls:

for the Foundational Principles

1.0 Finding Joy in Your Business 1421
Immutable Principles 1421
Put Your Efforts Into Areas You Know Will Work 1423
Make Turn Key Deals from Lost Opportunities 1426
Decide The Opportunities That You Want to Pursue 1427
Marketing “Must-Read” Books — Developing the Mindset of a Marketer 1429
What I Would Do If I Were Just Starting Out 1430
Finding and Attracting Good Employees 1431
Back to Basics 1432
Managing Your Business 1432
It’s All About Optimization 1435
How to get others excited about your ideas 1436
No Involvement - No Commitment 1438

Put the emphasis on the people 1439



1.1 Value What You Offer 1461

Do you underestimate yourself

Even “Thinking Leadership” Brings Results

Could You Be Hiding Your Light Under a Bushel?

My competitor has started a price war!....What should I do?
Passion in the Air

Price ... yet again!

Fire your customers!!

1.2 Fall In Love With Your Customer 1483

10 specific Clues on How You Might Be Able to Get a 1000 Percent
Profit Increase in 7 Months

An Anti-Customer “Virus” That Can Spell Disaster

Concepts for gaining new customers in tough times

“Helping” your customer to buy - A great way to achieve awesome service.

Hey! What’s the big idea?

How to be a fly on the wall, when your client is talking about YOU!

How would One Hundred new “perfectly profiled” prospects on your books
within the next two weeks suit you?

I get put in my place — nicely

How “Educating Your Customer” Can Cause Sales to Multiply

Keeping the customer coming back, and back, and back

The spark that ignites a flame of loyalty

Eight great ideas for you to try

Little things mean a lot

Making a Stand

Newsletters Work

It’s time to start writing letters that grab, shake, move... and rebound

Out on the town with $11,000 to spend, and no one wanted their money!

Proof that customers Do want to belong

Selling has changed — thank goodness

You “own” your customer...maybe even your prospect

Oh ye who need glasses!
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Writing from the heart moves people to act 1524

1.3 Preeminence 1527
On Becoming an Expert 1544
A Checklist for Your Business Image 1546
Advertising & Marketing Strategies to Win By 1548
Are you prepared to be THIS different? 1551
Customer Care... it starts with you 1552
How do you handle a price increase? 1553
How to get people to “willingly pay” to read your ad 1554
How to get others excited about your ideas 1555
How To “Guarantee” Success 1558
More on Pricing 1562
What Happens When Customers Are Put “On Hold” 1563
Listening to Customers - Clark Australia shows how it’s done 1565
Little Words Mean a Lot - like $1,300,000 1566
A Realtor Who’s “Winning at Business” 1568
Losing “Quotes”...more than sheer frustration! And how to fix it 1570
Ever wanted to mint your own money? 1572

So you give great service? Well how do you tell your prospects so they’ll believe you? 1573

Opportunities abound for growing a professional service 1577
Perseverance in Obtaining the Customer 1581
First Impressions Count ... or do they? 1584

I’'m Closing My Practice To Everyone Except A Selected Group Of My Patients
And You Are One Of Them — Dr. Paddi Lund 1589

1.4 Optimization 1593

8 Reasons Why The Ideas Won’t Work... and How to Achieve Turnaround 1609
Key ideas for focusing for greater profit 1615
LET’S FACE IT - WE’RE ON OUR OWN 1618
Your Product brochures and catalogs... make them a more effective selling tool 1620

1.5 Moving Parade 1623



We found that it’s only a matter of time...1625
The Most Powerful Way To Get New Patients 1626

1.6 Unique Selling Proposition 1633

Process of developing a USP 1636
Advice on Finding Headlines or Further Developing Your USP 1637
Advertising & Marketing Strategies to Win By 1639
Creating the Right Perception of Your Service 1653
Crime ad that doesn’t pay... 1654
Fetishes 1656
Color Research offers some interesting insights for your business 1658
How can you sell a SERVICE? 1662
If you want it - measure it 1666
IMAGE! How does your customer see you? 1668
More on Adding Value - and why it’s the only way to go 1670
Some innovative ideas for you to “steal” for profit 1673
“The Challenge: To build the world’s finest automobile” 1677
What do you do when your winning ad stops working? 1679
Why One Rare Coin Expert Wants to Sell You Out Of Your Rare Coin Holdings
for No Commission Whatsoever! 1686
1.7 Lifetime Value of a Customer 1695
It’s worthwhile giving to get 1696
How do you generate Referrals on a Systemised basis ... 1698
Observations on Direst Marketing 1702
Why you should be a “Parasite” 1703
Winning Techniques Are transferable 1707
Marginal Net Worth Theory 1710

1.8 Leverage 1719

Guideposts to Grow Your business to the Next Plateau and Beyond 1721
Throw away your brochures ... and Sell! 1723



Market Research Sets Traps for the Unwary
A Cheat Sheet for Strategy Creation
Security is nothing more that than faith, the confidence and the trust you’ve

got in yourself and your ability to perform

1.9 Benefits vs. Features 1755

A simple yet powerful example of customer focus

Both these letters put “benefits” up front ... yet only one works

Concepts for gaining new customers in tough times

How to guarantee you DO turn your “Yellow into GOLD”’!

Levitt’s Rings - and how they might work for you

Let me tell you a fascinating little story

More on living and dying by price

What do you do when only a “bombshell” will make your prospect act!?
Your “Corporate Brochure” or product brochure ... is it worth the paper it’s printed on?
Fast cars and silver bullets

Learn How To Work More Efficiently, More Effectively, More Productively
For And With Your Clients

1997 Seminars, Retreats and Products

Two Powerful Programs To Energize And Enhance Your Life And Your Practice

Section VII Gold Nuggets and Pearls:

for the Marketing Strategic Mind Set

2.1 Establish Trust 1791

Concepts for gaining new customers in tough times

Let me tell you a fascinating little story
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“Pre-fabricated Thank You’s” ... part way to improving customer perception
The “Oops-we-blew-it” School of advertising

What do you do when your winning ad stops working?

What have YOU got to fight off “big gun” competition?

Winning Sales Brochure that was produced on a photocopier!

You “own” your customer...maybe even your prospect

2.2 Always Ask Questions 1809

How asking one (or two) more questions on your phone might save you heaps
Throw away your brochures ... and Sell!

Dealing with price issues on the phone

“The Power Point” in your business ... power to the vision!

Prospect Draft

Customer Questionnaire

Prospect Questionnaire

Prospect Questionnaire - Page 2

2.3 Upgrade Your Business Performance 1827

10 Ways of Winning When Times Are Tough

A Rare Insight ... an Analysis of Business Marketing Activities

A simple yet powerful example of customer focus

A hotel that’s Open really open

Are your Invoices inviting Bad Debts?

Awesome - it’s the only way to be

A “Plug” for Desk Top Publishing

Defining Service

Developing “Hooks”

Do your customers really care whether you ask their opinion or not?
Doing the Ordinary Things Extra-Ordinarily Well

Fetishes

Focus

Differentiating Through Small Things That Cost Nothing — Literally

Guideposts to Grow Your business to the Next Plateau and Beyond
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“Helping” your customer to buy - a great way to achieve awesome service
Hey! What’s the big idea?

How to be a fly on the wall, when your client is talking about You!

If you want it - measure it

How asking one (or two) more questions on your phone might save you heaps
How to get others excited about your ideas

How to “Guarantee” Success

How to secure the crucial link in the marketing chain

Key ideas for focusing for greater profit

Little things mean a lot

Live By Price - Die By Price

Making your own “League Ladder”

More on Pricing

Newsletters Work

No Involvement - No Commitment

What Happens When Customers Are Put “On Hold”

Let’s Face It - We’re On Our Own

Losing “Quotes”...more than sheer frustration! And, how to fix it.

More on living and dying by price

My competitor has started a price war!....What should I do?

“How come I find it so hard, and You make it look so easy?”

Out on the town with $11,000 to spend, and no one wanted their money!
“Pre-fabricated Thank You’s” ... part way to improving customer perception
How to Optimize Direct Mail

Service - The Only Differentiator in the Nineties

Special Reference Feature: The Secrets of a Winning Do-it-Yourself Ad Campaign...

Checklists & Comments
Telemarketing and the ‘Sales Continuum’
The Barriers to Customer “Delight”
The “Nuts’n’Bolts” of planning your Direct Mail campaigns
The Ultimate Marketing Weapon
What service!

Why you should look over the shoulder of the person typesetting your ad...Here’s

hard evidence!

Wrap your product up in a package and secure your place in the market
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Your Product brochures and catalogs... Simple steps to make them a more

effective selling tool 1938
Opportunities abound for growing a professional service 1940
Price ... yet again! 1944
Simple concepts are often the most profound 1946
Winning Techniques ARE transferable ... 1951
Up Grade Your USP and Up Grade Your Business 1954
First Impressions Count ... or do they? 1957
Five Proven Methods for improving the performance of the team on the job 1959
Four little words... the key to a “goldmine” 1961
2.4 Know Your Target Market 1965
Find Your Target 1970
10 Characteristics of Human Behavior 1972
Truly Target Your Audience 1976
Harnessing “Bounce Back™ is guaranteed incremental profit 1977
Business ... waiting to happen! 1979
How a bit of “Serendipity” is pulling this business out of a mess 1980
Observations on Direct Marketing 1981
Proof that customers Do want to belong 1982
“The Challenge: To build the world’s finest automobile” 1983
“The Challenge: To build the world’s finest automobile” 1985
What can we learn from (and about) Mail Order that will boost Your business? 1988
When Marketing Genius is a piece of cake! 1992
Winning Sales Brochure that was produced on a photocopier! 1993
Getting Personal brings a warm response 1997
Education Day .. becomes an overwhelming success 2000
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2.5 Educate Your Customers 2001



Presentation on Unlimited Wealth by Paul Pilzer

Are you prepared to be this different?

Focus

Could You Be Hiding Your Light Under a Bushel?

Key ideas for focusing for Greater Profit

Making a Price Increase Bearable

How do you generate Referrals on a Systemized basis
Knocking the opposition in your ads - Does it pay?

Listening to Customers - Clark Australia shows how it’s done
“No one’s even looking.... The Market is dead.”... Or IS it??

So you give great service? Well how do you tell your prospects so they’ll believe you?
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What do you do when only a “bombshell” will make your prospect act!?

You “own” your customer...maybe even your prospect

Simple concepts are often the most profound

Writing from the heart moves people to act
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The Lazy Man’s Way to Riches
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True Story
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Client Prospecting Letter
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To Our Neighbor

To All Members In Good Standing
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ABC wants to buy you additional training Free Advanced Training

Get 50 hours of work done in a 40-hour week!

To show our appreciation, we offer you a small token, a Mountain Guide on how
to get Temployees instead of Turkeys.

Are you getting the most out of using Temporary Help?

Letter of Introduction

Getting the most out of using a temporary help service

Reasons to use temporary help

The hidden cost of choosing the wrong temporary employee

Fax Back Sheet
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Follow Up Consult letter

Will you accept this gift of six full-size bottles of Best Bet-ease Tablets and...
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Follow Up Letter to Existing Patients

Announcing the Addition of Dr. X To My Dental Practice

You Will Be As Impressed As I Was With Dr. X’s Credentials

Exciting New Breakthrough In The Time, Ease And Convenience to Correct Crooked
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