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Please Read ThisFirst

This Electronic book is published by WorldlnternetSummit.com
© Copyright 2004 World Internet Inc. (USA) and World Internet Corp.
Pty. Ltd. (Austraia) All rights reserved. No part of this book may be

reproduced, stored in aretrieval system, or transmitted by any means,
electronic, mechanical, photocopying, recording, or otherwise, without

written permission from the copyright holder(s).

Disclaimer

The advice contained in this material might not be suitable for everyone.
The author designed the information to present his opinion about the
subject matter. The reader must carefully investigate all aspects of any
business decision before committing him or herself. The author obtained
the information from sources he believes to be reliable and from his own
personal experience, but he neither implies nor intends any guarantee of
accuracy. The author is not in the business of giving legal, accounting, or
any other type of professional advice. Should the reader need such advice,
he or she must seek services from a competent professional. The author
particularly disclaims any liability, loss, or risk taken by individuals who
directly or indirectly act on the information contained herein. The author
believes the advice presented here is sound, but readers cannot hold him

responsible for either the actions they take or the results of those actions.
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Ted: Welcome to another World Internet Experts Conference Call web-
cast, live. And basically, the big pictureisthe World Internet Summit.
We are gathering — which, of course, if you're on this call you know that —
we're gathering the greatest experts on internet marketing, people who
have distinguished themselves for alot of different ways. Maybe they
made phenomenal amounts of money, maybe they were an ordinary
housewife with two kids or pregnant and made something happen. Maybe
they’ ve discovered a new program that you' ve got to have. Maybethey’'re
showing you the way.

There' sal kinds of different things that our guests this evening (if you're
in the USA) and thismorning (if you're in Australia) and all points
between, everywhere else, is no exception. In fact, he holds a specia place
in my heart, because he's one of the people that | kind of call and label an
ordinary guy.

And | say that, of course, today he's an internationally-respected “internet
guru.” Weall laugh about that. But heisan educator. Heis helping alot
of people. But, by golly, a couple years ago he was just like everybody
else.

Help me welcome Mr. Frank Garon.

Frank: Thanks, Ted. It'sgreat to be here. And I’m happy to be speaking
to everybody. That istrue. | still feel | am an ordinary guy, Ted. And for

those who don’t know me, | want to say a special hello.
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That’ s the great thing about the internet, Ted. The average person can
make money if they have the correct information. | drove atractor-trailer
for aliving for 15 years. For those of you in Australia, that’s aroad train.
For those of you in the UK, that’salorry.

And I'll tell you what, Ted, you know my story. Seven, eight years ago, |
couldn’t even turn on acomputer. | literally used to have my ex-wife have
to power me up, help me save an Excel spreadsheet or a Word document,
and power me down when | was done at night.

Y ou don’t get much more computer illiterate than that.

Ted: Yeah. But can | put you on the spot on that one? What | hear people
saying, | can read their mind, is, “Y eah, Frank, but that was seven years
ago. What if I’'m here on the call and | can’t power up my own computer,

and it’ stoday?’

Frank: Well, we can fix that, too. The great thing now, Ted, not to sound
like an old fogy here, but the stuff these kids have nowadays to get yourself
up to speed and just to learn things, and just even from learning the
different keystrokes on a keyboard clear through how to use psychological
triggersin your ad copy, which iswhat I’m going to talk about this
evening, people say, “Istheinternet saturated? Isthe gold rush over? Is
the opportunity gone? Did | lose my first-to-market advantage?’
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And I'll tell you what, Ted, | think businessis bigger and better and there’'s
more opportunity today than there was seven years ago. | really do. | think
there’ saton of shortcuts, aton of techniques.

One of the great things about the internet is there' s so many experts —
gurus, if you will —that are willing to share with you what they know. And
SiX, seven, eight years ago, Netscape Mosaic was a browser that you
bought. | can remember when Aweber auto-responders came out. | can
remember when Marlon Sanders wrote his amazing formula, or Declan
Dunn winning the affiliate game.

These were all innovators. Thiswas all revolutionary. And now, that stuff,
they’re on volume seven of it.

So it'sagreat timeto beonline. And | want to speak to everybody on this
call, whether you're agrizzled old veteran aready making afull-time
income or you' re somebody brand new, just getting started, | want to tell
you that now is absolutely the time. Now is absolutely the place to be
profiting online.

And yes, Ted, we' ve gone from not knowing how to do anything online to
making areally, really nice six-figure income.

August the 4" will be seven yearsfull-time. | haven't had afull-time job
in, gosh, like 10 years now, Ted. |I'm basically unemployable. | could

never work for anybody else.

Ted: It getsworse and worse, doesn’t it?
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Frank: Itrealy does, serioudly. If theinternet blew up tomorrow, I'm
screwed. Thisistheonly lifefor me. They say asailor’slifeisthelife, but
I’m hereto tell you staying on land and working on the internet is pretty
good, Ted.

Ted: Yeah. Well, | guessit has something to do with sailing, because you

can surf anywhere you want to.

Frank: Thereyou go. Absolutely.

Ted: I'll tell you what, though. | agree with you, when you said how
much easier it istoday.

Just this simple call that we're on right now, it happened with the internet
where all of the call centers—and let’ s say we're talking teleconference —
they suddenly became accessible and affordable.

Back in’94, when | first started, instead of paying $50, which is what

we' re paying for a night right now, we used to have to pay $400 and $900
per single hour phone call. And web-casting? Simulcasting on the internet
at the same time, where listeners could tune in free? No such thing!

And how could someone find out about that? They could write me. Truly,
what we had to go through time and discovery to find, they could write me

an e-mail, asknow@wor Idinter netsummit.com. I'd reply to them and

they’d have all their answers.
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Frank: Nowadays, they have internet telephones. | just downloaded —
gosh, | can't remember the name of it —| just downloaded it. | wastalking
to one of my partnersin England today. And over the internet for free was
clearer than if | used Verizon to call England. That’sjust insane.

So afree call over the internet, the clarity was better than a paid call over

the telephone.

Ted: That isamazing.

Frank: It used to cost me a quarter a minute.

Now, we talk alot about changes and innovation. But, you know what?
Onething, Ted, and I'm going to talk about this tonight, mostly going to
speaking about this at the event, people remain the same. The basic human
emotions, the basic psychology of what drives people to order a product or
service from you, dear listener, that psychology has stayed the same. And
once you manage some basic tools, some basic skills, and you understand
and you have a mastery of them, you literally can command people to press
the order button.

And I'll tell you what, Ted, all of the nice ad copy in the world, all the
helpful information, all the feel-good reports and auto-responders and
everything else, that’s wonderful. Y ou’re doing a service to mankind.

But if, at the end of the day, you have not got an order from your visitor,

you have failed in your mission if you’ re here to make money.
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The basic psychology of what drives people to order hasn’t changed. One
of the great things on the internet, though, Ted, is you can experiment and
perfect your art and perfect the performance of your sales copy at little or
no cost.

That’sreally the miracle of the internet. Because in the old days, print
media, if you ran a split campaign — and what | mean by split campaignis
you ran half of the Sunday newspaper circulation with one headline and
you ran the other half of Sunday’ s newspaper with the other headline, and
one of them didn’t pull, or both of them didn’t pull, you lost your money —
on the internet you can mess around with your headlines, your sig files,
your PS's, your commands until the cows comes home, and literally not
cost yourself adime.

| really think that’s one of the true blessings of the internet, Ted. It'sthe
great equalizer, because all of a sudden, the average person doesn’t have to
be a perfect copywriter from day one. They’re not going to fail miserably
and cost themselves afortune, if they write copy that doesn’t pull straight
out of the gate.

Let me say this, people. | don't want to scare you, but every man, woman
and child on this phone call and listening on the internet live, and listening
to this archive in the future, needs to be a copywriter. If you're not ableto
write copy today, it doesn’t matter. Y ou need to bein training to be ableto
write copy. Becauseif you rely on other people’s copy for everything you

do, you're never going to get to be bigger than the other person’s brand.
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Now, for some people, Ted, that’s perfectly acceptable. They don’t want to

be any more than an affiliate or a super-affiliate.

Ted: Yeah. And alot of people are making some good money that way,

too.

Frank: Let metell youwhat. | made over $100,000 a year selling other
people’s products and services for years, before | started my first product

with Terry Dean, just three, three and a half years ago, maybe.

Ted: Soyou're aperfect casein point. And because you did it asan
affiliate with other people’'s products, you also made the jump and seen
how it is on your own. And your comments started this little strand of

conversation, where it's much better to be an expert on your own.

Frank: Well, al things being equal, yes. And I'll tell you why.

One of my businesses that | was an affiliate or a distributor for, | was with
him for seven years. The owner just got into alittle bit of trouble and so
basically, what he decided to do was stop paying commissions and take all
the businessin-house. In other words, say, “Hey, it's great you’ ve been
with me for seven years. It’'s great that you' ve been with me for three
years. It'sgreat that you're feeding your family with this money. | need it
more than you now, |’ ve got to let you go.” Got rid of hiswhole distributor

force.
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Now, I’ve made as little as $1,000 a month in that program and as much as

$7,000 a month in that program.

Ted: So that was an immediate pay cut for you, wasn't it?

Frank: Well, the good thing, Ted, was as | got bigger with my own
products, | didn’t rely on that so much. So | only felt the pinch of $1,000
to $1,500. But | don’t care how much you’ re making, to lose that kind of
money in a month — overnight — because somebody el se changes their
mind, that’s not areal good feeling, Ted.

That’swhy | say in the end, eventually, when you’ re comfortable, people,
you are going to want to at least be able to write your own copy, to at least
be able to put your own words together.

And Ted, even if you don’t have a need to write your own sales copy, how
about being able to type up follow-up letters? How about being able to
type up thank you letters? How about being able to answer some of these
guestions on the telephone?

What | feel copywriting teaches you is just a better way to communicate.
Copywriting gives you confidence that you know the product or service
that you' re representing.

So | don’t want people freaking out and think they have to become, all of a
sudden, a master copywriter and all this other stuff. 1I’'m just saying it’sfor
your own well-being, so that you’' re comfortable and confident with the

product or service you represent.
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I’m also saying, for security’ s sake, eventually you are going to want to
represent your own products, your own knowledge. | think everybody
wants to own their own stuff at some point, Ted. It only seems natural.
Even if you're fearful, surely you know your own security’s going to rest in
yourself, as opposed to somebody else.

Now, Ted, don’t misunderstand me. The material I’ m going to teach
tonight and at the even absolutely lends itself to just being an affiliate. I'm
going to tell you atrick, before we get into the meat of the presentation.

I’m going to tell you how | started making $100,000 a year, by

representing other people’ s products and services.

Ted: Let'shear it, Frank, because | want to get into the meat of it, too.

Frank: | don't know, Ted. Isthat in my contract, where | haveto revea

al of my secrets?

Ted: Itsureis. Didn't you read the fine print, Frank?

Frank: | never do. That'show I got married, Ted.

Ted: Youknow what they say, alot of things are easy to get into and hard
to get out of.

Frank: Lord, I'm hereto tell you, Ted.
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So getting into the meat of the presentation, let’ s talk about some things.
How | went from not knowing anything to making $100,000 a year.

All | did wasif somebody like Terry Dean and Marlon Sanders or Y anik
Silver, or whoever, some of these “gurus’ that came to market before | did,
they would have a great course, a great bit of ad copy, a salesletter, an
auto-responder message. It's all tested and true, and that’ s wonderful.
However, the problem that | saw was | was putting out the same message

to the same market that the next person was.

Ted: Yes.

Frank: That'scool. Sometimes, you can outspend or outsmart or out-
Google Ad Word, or out-search engine optimize, or any of these other
things. Sometimes, you just get lucky.

But if you’ re the same exact person as the next affiliate, people, | want you
to ask yourselves, “Where' s somebody’ s incentive to buy from you?’

Thereisn't any. Would you agree with me, Ted?

Ted: Weéll, if everything's exactly equal, the only thing it could relateto is
if they were afriend of yours and they would prefer that you got the

money, rather than someone else.

Frank: Yeah. Or they just happen on your website and really wanted to
buy.
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Ted: Sure. And there are such things as people not knowing what’s

generally available in the market, too.

Frank: Sure. Or not knowing what an affiliate program is, not knowing
they had a choice.

But the point being, | knew that if | was going to survive — not only
survive, but thrivein this business — that | had to be alittle bit better, alittle
bit smarter, alittle bit different.

So what | started doing was adding a paragraph or two of my own ad copy
at the top of the sales letter from Terry Dean or Marlon Sanders or Y anik
Silver.

If you don’t get anything else | teach you about order button triggers, the
psychology of what drives peopleto click on the order button and how you
can use it yourself, get this one thing: you don’'t have to be a master
copywriter. If you can write a paragraph or two about why you like a
product, why a product or service isworth buying, what you found about it
yourself and what reason it was helpful or effective or worth spending
money for yourself, and you add that to the top of it, your own ad copy,
your own offer that’s prewritten for you by the product or service you're
representing, you just add allittle bit of an opinion or an editorial or sort of
amovie review to the top, it makes all the difference in the world. It gives
your ad copy a body, avoice, aface, aheart and a personality.

And to be honest with you, that’s what took me from nothing to $100,000.
That onetip right there. | just started telling people, “Hey, buy amazing
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formula because Marlon Sandersistall and he's a sharp dresser, and he's
got the exact flow-thru mechanism of how websites should work and what
it should do all down on paper. And if you buy it, blah, blah, blah, thisis
what it will do for you.”

And then I'd say, “Read what Marlon hasto say.” And at the bottom of it,
I’d have my affiliate link.

That simple trick made me the majority of my $100,000 a year.

Ted: That'skiller, and it still works today.

We had ayoung lady named Ray Perry the other day, came up to me and
said, “Hey, I'd like to make some money online, but how do | doit?” And
| said, “Ray, | know that you’ ve got a community of friends online.” You
know here, Frank, of course. She was dealing with home-schooling.

And | said, “Why don’'t you tell them that you' d like to cometo this
conference, the World Internet Summit. Invite them to purchase aticket
and you' Il have a meeting with them.” Thiswas so simple. She said, “But
I’ve never sold anything online.” | said, “Well, you' ve got to start.” She
goes, “But my people are so cheap!” | said, “Wait! You just told me

you'’ ve never sold anything online. How would you know? Y ou told me
you wanted something, write the letter. Would you?’ And that was where
we |eft the conversation.

I’m not negative, but “Go write the letter. Y ou told me you wanted to do
something.”

She had 10 people sign up, and that was a price tag of amost $2,000 each.
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Frank: | can't imagine what her commission was, what her cut of the deal

was.

Ted: I’'mnot sure, but it was either 40% or 50%. So let’s say $20,000,
and she ended up with $8,000 to $10,000 with asingle e-mail, with nothing
but just what you do did, nothing but arecommendation. “I know Ted. |
don’t know all of the speakers. I’ ve been to his boot camp before. It's
amazing. Go!”

Y ou're the master of this. Being yourself works wonders.

Frank: It suredoes. Andthenif you addin alittle bit of psychology,
that’ sreally a neat thing, Ted.

| teach my clients, | have a mentoring program and so forth, we really
focus on the psychology. Not to minimize actual technique, but it really is
98% psychology, 2% technique. | don’'t know how you feel about those
figures, Ted.

Ted: I’'mwithyou. And|’m not going to go off on my explanation, but |
teach my copywriting students the 7/11 formula. Thefirst seven areall
psychology, and then 11 are technique.

Frank: Not to mitigate any of the actual copy, it can't be sloppy. You

can't throw junk at awall and call it art. Y ou have to have some skill set
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here, and the basic mechanics of copywriting, deal-making, websites, auto-
responders, etc.

But it really is 98% technique. We're going to talk about these order
buttons of yours. | have adear, dear friend, Michael Nicholas, who wrote
thiswith me. Michael really did aton of thework. | haveto give him all
the credit in the world. He did alot of the groundwork here.

Just explore the psychology. What gets people to order? Ted, you read a
sales letter and it’s all good, but something in there specifically, whether
you realize it or not, commands you or urges you or subliminally triggers
you to push the order button link, or to not push that order button link.

So what Michael did and what | did with him is we went together and we
put together this order button triggers course, and really analyzed it, realy
analyzed it all thoroughly. And to be honest with you, whether it's an
order button or an order button link, it's semantics. It doesn't matter. It all
|eads to the same place — an online order.

A computer’samillion good things. | talked to you before about putting
out articles and reports and informing people. But what you guys on this
call need to know, the best thing about a computer, it dlices, it dices, it
connects us with the internet, it makes hard tasks easy.

Y our focus needs to be on one thing and one thing only. Y our computer is
acredit card terminal for your readers, your viewers, your visitors, your
customers. That’'s where your head needs to get at. That computer is there
to take that order and act as a credit card terminal. That’s how you make

your money. That's how you sell.
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When | talk about the word trigger, you guys have to understand a trigger,
for our intensive purposes here, means to activate, something that setsin
the motion, something that triggers, something that launches a chain
reaction, something that generates, motivates, stimulates, sparks, etc.

And what Michael and | were ableto do iswe sort of did some research.
Again, Michael was absolutely the bird dog on this. I've got to give him
al the credit in the world. | helped him synthesize it, | helped him process
it. Wereviewed it, we presented it to the masses here.

What we did was we came up with atrigger association system. And what
that is, that’s TASfor short. That’s sort of a buzzword for being able to
read copy and just see the trigger association system that people use.

And if you understand how the trigger association system works, which
I’m going to teach you guys tonight, that’ s going to be your secret weapon.
You're going to be able to look at somebody else’s sales | etters, somebody
else’'s ad copy, and you' re going to be able to associate the triggers that
they’ ve used with their call to action in their ad copy. You're going to be
able to turn around, once you understand this system, you' re going to be
able to turn around and be able to write copy that’s going to trigger your
readersto order, aswell.

It's pretty neat, Ted. It'skind of like learning from the masters and
understanding the psychology, and analyzing what other people do and
saying, “Okay, yeah. | see wherethis guy called, he did a scarcity trigger,

atestimonial trigger atime-sensitive trigger, an abundance trigger.”
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WEe're going to talk about some of this. | could lecture for aweekend on
this, that’s how thorough and how much there isto teach.
But in the next half-hour, | really want to lay out the meat and potatoes of

what order button triggers are.

Ted: Oneof thethings!’d like to throw in here, too, is—listener and
participant —when you grab hold of what Frank is talking about and begin
to identify it, work with it alittle bit so it becomes almost intuitive to useit,
you can identify it.

There will never be any shortage of examples for you to see, because the
best writers, the best products, the best-selling products are using these
things, and they’ re using them guaranteed. Now you’ ve got an unending

what we call “swipefile’ of good stuff.

Frank: That'sthe best part of it, Ted. Likel said before, people need to
become copywriters but that | didn’t want to scare them. Basically, what
you'regoing to doislearnto read pams. You're going to learn to read tea
leaves. Y ou're going to learn to read between the lines and you' re going to
look at somebody else’ s sales copy, a proven expert, a master copywriter,
and you’ re going to be able to read it not only through their eyes, why they
wrote it the way they did, but you’ re going to be able to read it through a
buyer’s eyes and you're going to be able to interpret all the different calls

to action.
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Callsto action, in this case, Ted, | would mainly suggest to you that the call
to action we' re most concerned about is them, the person, the visitor, the
customer, submitting an order, saying, “Yes, | want this, here’s my credit
card information.”

Now, one of the things | want everybody to understand is when we're
looking about putting together an offer, it’simportant to... How do | want
to say this? When we're buying, when we're talking about putting together
an offer that people want and that’ s going to attract orders, we' ve got to put
ourselvesin the buyer’s mind. We' ve got to be able to see through their
eyes. And you have to understand the buyer’s perspective, and that’ s the
viewpoint of what the prospect feels while they’ re evaluating your offer.
And you might say to yourself, “Why should | care what the buyer’s
feeling and seeing?’

Really, Ted, you have to get inside the buyer’s mind to be able to sell your

products.

Ted: Yeah, | know. People who might ask that question, it’s just that they
haven't really reflected on it enough. If you can’t understand your buyer,

you can’'t convince your buyer.

Frank: See, the neat thing is when we teach this stuff, the psychology and
these triggers, you have to understand that people don’t focus on their own

buying behaviors when they’ re buying.
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When you're in a buying mood, you don’'t evaluate yourself and say, “How
am | acting and reacting to this offer?” Y ou don’'t say, “How isthis offer
manipulating me?’

And Ted, | know you' ve read Robert Cialdini’s book titled Influence: The
Psychology Of Persuasion.

Everybody on this cal, after this call is over, after you’' ve had five minutes
to get your brains back in order from all the information Ted and | have
laid on you, go to Amazon or BarnesandNoble.com, whatever you need to

do, and order Psychology, the Power of Persuasion, by Robert Cialdini.

It'sagood Italian name. It's Cialdini.
If you buy one book thisyear, if you buy one book thislifetime, besides

anything that Ted and | ever put out, of course, right Ted?

Ted: Right.

Frank: Buy Cialdini’sbook. You have to understand people don't focus
on their own buying behaviors when they buy. They focus on the offer.

So what happens is unconsciously they’ re not paying attention to their own
buying behaviors. They become focused on what they want from the offer.
And what happensisthey judge the offer. They don’t have the
psychological acumen and awareness to look at what drives their own
buying impul ses.

So what you' re able to do, essentialy, isto get in the driver’s seat of their

car and drive them to the order form. They’relooking at that offer.
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They’re saying, “Ooh, thisiswhat | want to get out of it, thisishow I'll
feel, thisishow I'll look.”

But they’ re not analyzing and breaking down how the copy compels them
and guides them. And I’'m going to use the word manipulate in avery good
way, because manipulation is agood thing if it guides abuyer to a solution
that isin their best interest.

People buy on impulse, and they’ re totally unaware of what triggers cause
them to buy.

So | say to you people, if you understand the triggers — and these are very
simple —you' re going to be able to get people to buy.

Then again, all things being equal, Ted, obviously there’' s some common
senseissues. Orderswith a high emotional appeal are obviously going to
stand to get more orders. Offers with low emotional appeal are going to

get less orders, or maybe even none.

Ted: Sure. Of course, products that cost more, all things being equal, will
get fewer orders. Of course, you' Il make more per order.
And the ultimate, if you don’t get the right message to the right person, it

won’'t have any effect, no matter how well it’ s written.

Frank: Exactly. It'simportant, Ted. I’m going to propose something
different to everybody.
What you want to do is work backwards, from the point where the person

iswhipping out their credit card and submitting the order, and backing up
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from there. Y ou want to focus on what is my product or service? What
can | offer them that’s great? Now, what triggers do | want to use, that are
going to get them to place an order? And then we sew the copy around
that.

Because again, Ted, unless we' re going to do charity work, non-profit
work, giving out free information for some other reason, it’s all about the

order. It'sabusiness.

Ted: You' d better watch out, now. | have worked with charity firms.
They may be doing a charitable work, but their stuff is crafted to hit all of
these triggers. Their stuff is the psychological epitome of good

copywriting.

Frank: Andit'svery true, Ted. I'm glad you point that out. And |
certainly don’t mean to minimize that. Actually, charitieslive and die and
breath and thrive or fail...

Ted: Oninfluence.

Frank: Yeah, by the amount of triggers and emotional heartstrings they
can touch on. And not only are they competing with bills and al the
necessary day-to-day stuff, then they’ re competing with discretionary

income. Then they’ re competing with other philanthropic endeavors.
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Ted: Yeah, it's something.

Frank: You just made agreat point. What we have to do iswe haveto
think like customers and get into the buyer’s perspective, in order to be
ableto sell. Because without it, if you don’t know the buyer’s mind and

the buyer’s perspective, it’s not going to happen.

Ted: Frank, can | jumpin here?

Frank: Yeah, sure.

Ted: Gosh darn. When we start talking copywriting, you and | could go
on for days and weeks at atime. And we' ve talked about so many vital
things.

But briefly, you mentioned several triggers, and I’ m just dying to get some
more info on some of these specific triggers that some of our readers might

actually be able to use this evening, this morning.

Frank: Oh, absolutely. Absolutely. What | want people to do, here's
number one, we're going to talk about the triggers I’ m going to suggest to
you. There'sabunch of triggers we can talk about, and | can give specific

e-mail examples, | can direct people to specific websites.

Ted: I’'m surethey would like that, yeah.
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Frank: | can show them line-for-line. For example, Ted, let’s pull up.
Okay, Jason Potash. Everybody on this call, go to EzineAnnouncer.com.
WEe'll do this at random, Ted.

Now, seeing as how I’m not online, I’'m focusing on their sales letter.
What | want to do is somebody pull up EzineAnnouncer.com, start reading
the sales | etter, do a search for the key phrase “ perfectly happy achieving.”
Where | want to analyze it at EzineAnnouncer.com, can you give them that

e-mail address again?

Ted: Sure. Sure. I’'vegot it here, too. The e-mail address, by the way, is
AskNow@WorldInternetSummit.com. But the exact passage you're

looking for, “Listen, if you’ re perfectly happy achieving an e-zine of 200
subscribers, view your e-zine as a weekend hobby or have loads of free
time to spend promoting your e-zine, you might as well close your browser

right now.” Right now is underlined.

Frank: Okay. Now, Jason’safriend of mine, he'safriend of yours. He's
an expert in the industry, and he knows his stuff. Right there, Ted, would
you reread that paragraph again, please?

Ted: Yep. “Listen, if you're perfectly happy achieving an e-zine of 200
subscribers, view your e-zine as a weekend hobby or have loads of free
time to spend promoting your e-zine, you might as well close your browser

right now.”
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Frank: Ted, what | want peopleto do isinstantly, people, e-mail Ted.
What isthat? Ask@?

Ted: AskNow@WorldlnternetSummit.com.

Frank: Okay. People a home, what | want you to do is write down and e-
mail Ted instantly, while I’m going over this.

How does that paragraph make you feel? Somebody saysto you, “Listen,
if you're perfectly happy achieving an e-zine of 200 subscribers, you're
happy viewing your e-zine as a weekend hobby and you’ ve got loads of
free time, you might aswell close your browser right now.” How does that
make you feel ?

Ted: Would you call that atakeaway trigger?

Frank: Reverse-psychology trigger.

Ted: Reverse-psychology trigger.

Frank: There satrigger right there. Jason is messing with your mind.
He' s saying, “Look, if you're happy being alittle guy, if you' re happy

treating this as a hobby, if you’ re happy not making money, go ahead, close
thisthing right now. Get out of here. Go.”
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Ted: That'swhat he'ssaying. There' s no question about it.

Frank: Yeah. See, peopleread that, and they don’t understand what that
Is. Not only isit a paragraph, not only isit information, but Jason’s poking
you in the side with astick. He's saying, “Hey, go ahead. If you're happy,
go knock yourself out, stay poor, close the browser.”

And Ted, what’s most peopl€' s reaction going to be?

Ted: They're going to take that as a challenge.

Frank: Yeah. Andwhat’s going to happen to Jason?

Ted: He' sgoing to make asale.

Frank: Yeah. It'sbeautiful. This stuff would be evil, if it wasn't so

beneficial for mankind.

Ted: That'skiller. That'skiller.

Frank: Andthen hegoes... Ted, could you read the next line or two

please?
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Ted: Sure. “The E-zine Marketing Automation Secrets I’ m about to share
won't be of interest to you at al.” That’s continuing the same thought,
yeah.

Frank: Okay, read the next sentence, please.

Ted: “On the other hand, if you'd like to discover how you can automate
your e-zine marketing by 100%, using one software product, not two or
four, instantly access over 1,600 resources to promote and market your e-
zine, suck in 50 to 700 subscribersin a single week by sending one 17-line

e-mail, advertise your e-zine to thousands...”

Frank: Okay, Ted. | know you're excited. Isn’t this stuff great? Check
thisout. And understand, thisiswhat Michael and | did. Over at the
website people can scoop this stuff out is at OrderButtonTriggers.com. But
we want to keep them on EzineAnnouncer right now.
EzineAnnouncer.com.

First thing Jason does here, and thisisjust an excerpt, you have to
understand Jason’ s a businessman and he' s also an average person that
learned and worked his way up through the system. These are specific
examples.

Thefirst paragraph that starts with “listen” is areverse-psychology trigger.
He's messing with your mind. He'sdoing atakeaway. He's saying,

“Y eah, stay poor. You don't really want this.”
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Then he says, “On the other hand, if you’'d like to discover how you can da,
da,” that iswhat we call asolution trigger. He setsyou up. Right? He
messes with your mind. He gets you agitated. He says, “Y eah, if you want
to be like that, go ahead and leave.” He says, “But on the other hand, if
you'd like to discover how you can, boom, boom, boom, boom,” what’s he
saying? Hey, friends, countrymen, lend me your ear. Hereisthe solution.
At first glance, Ted, | know you can't take off your proofreading glasses,
but at first glance doesn’t that look like an innocent, innocuous, perfectly
harmless sentence? “On the other hand, if you' d like to discover how you

can da, da, da?’

Ted: It does.

Frank: It'satrigger. Itisan embedded, unconscious, psychological

command. The stuff is genius.

Ted: We should make point to the listeners to note, also, that had he
chosen instead to say, “Hey, my product is great, you can automate your e-
zine marketing by up to 100% by using one software product you can
instantly access,” on and on and on, if he hadn’t had that negative contrast,

this wouldn’t have the same impact that it does, either.

Frank: Essentialy, to be impotent to the vast majority of the prospects

he' s looking to convert. There's no emotion.
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Let metell you what, Ted. Y ou watch any movie, there' s an opening scene
that sets the stage for the entire movie. Directors sometimes will focus,
they’ |l write page after page and slave month after month after month, and
do edit and retake and post-production of the opening scene, because it sets
the stage for the entire movie.

It' s the same thing here. What he' sdoing is he's painting a picture so that
when he bringsin his solution, your house is burning down, God forbid,
here’' s Jason with the fire trucks and the fire extinguishers and the foam,
and everything else. You're predisposed. Unconsciously, your mind is
predisposed to his solution.

Then he says, “Automate your e-zine marketing by up to 100% by using
one software product, not two or four.”

Y ou know what? There' stwo triggers in that next sentence. If these
triggers were shooting bullets, there would be lead everywhere. He's got
trigger after trigger. Thisis psychological marketing at its finest.

And people, al you have to do, obviously, you need to come out to the
event, to learn thisin full. Ted, thisisthe reason why we bring people out,
isit not? So we can spend a weekend working with them one-on-one, we
can have them in the audience, we can answer their questions afterwards?
We have the time, we have the whole weekend together, we have al this
time to bring the average person up to speed and help them assimilate very

advanced concepts in afun and enjoyable and long-lasting environment.
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Ted: Exactly. And when you’retalking about that, Frank, it’s not just the
study. It'sbeing there without all the other distractions, in a supportive
environment with other people who are in the same position and better than

you are.

Frank: Wedon't have timeto get into it, Ted, but I’'m going to tell you
that one conference, that one one-day workshop that | attended on a
Saturday morning in 1997 or ' 96, I’d have to look it up, one event and |
was so tight on money. Everybody else had dinner in arestaurant. | went
to 7/11 and had like aMilky Way and a Coke. That’s how tight | was on
money. That one workshop taught me enough to go full-time.

We're not here to sell people on the value of the event. That speaks for
itself. You make avalid point by saying, “If you get out of your home
environment and you get into a group learning environment where you're
supported and surrounded by other people, you’ re going to come home a
winner.” Y ou're going to come home awinner, because you see, do, feel
and breath and sense around you experience, and you process things on so
many other different levels than you would if you were at home, on your
own.

Back to the solution trigger, Ted.

“On the other hand, if you'd like to discover how you can...,” that'sa

solution trigger. Thisisthe start of easing the pain that he opened up in the
first paragraph.
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So then he says, “Automate your e-zine marketing.” That’s an autopilot
trigger.
It says, “ Automate your e-zine marketing.” Well, Ted, who wouldn’t want

to automate their e-zine marketing, if they could get good results?

Ted: Especidly if they’ve doneit. They know that there s alittle bit of

work and effort there.

Frank: Sure. If they’ve doneit the other way, wouldn’t they want to

automate it?

Ted: You'vegot it.

Frank: Okay. So then, he says, “By up to 100%.” The 100% isa
specificity trigger. Right? That specifically saying an exact amount. You
can automate, put your stuff on autopilot —there’ s atrigger — by up to
100%. Now, he could use 97%, 43.62%. He could have used any number
in there.

We get down to the next paragraph, immediacy trigger. “Instantly access.”
Okay? Instantly. It'simmediate. Y ou can automate, here’s the solution.
Not only can you solve the problem, you can do it automatically and you

can do it instantly.
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And then he goes on into the copy, Ted. And he says, “Y ou could easily
waste 12 months, wondering around the internet, trying to find this
yourself.”

Here' s another trigger. “Time-saver information.” Time-saver trigger.

He' s saying, “Hey man, you could wander around in the woods. Y ou could
get eaten by abear. You could waste 12 months of your life.”

He' s got some other triggersin there. He says, “Suck in.” What was that,
Ted? Read that part, please.

Ted: Okay, “Suck in 50 to 700 subscribersin a single week, by sending

one 17-line e-mail.”

Frank: Okay, let'sanalyzethisline. Suck in 50 to 700 subscribers. Suck
inisan abundancetrigger. These are all psychological triggers. We have
al the words listed, we have all the words broken down. People can get
very comfortable with them and very confident with them in a very short
period of time. There's aheck of a system we' ve put together.
That’swhat I’'m saying, Ted. Once people understand the triggers, they
can look at somebody else’s copy, see what triggers are going off in each
sentence, and then mirror that and craft it into their own sales copy. And
I’m not suggesting people copy sales letters. But certainly, Ted, | don't
think there's been an original thought in 1,000 years. It'sal perfection of
somebody else’s rough idea or an expansion of somebody else’ s perfect

idea.
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Ted: They say there' s nothing new under the sun. But itistrue. In other
words, someone could take that same bullet and re-cast it for their own
product, which likely is not an e-zine announcer program. Y ou know what

| mean?

Frank: Let'sdo that, Ted. “Suck in 50 to 700 subscribersin asingle
week.”

How about “Pull in 46 to 103 new orders for your mint julep recipe, smply
by posting asimple classified ad to MintJulepsRUs.com.”

“Add 43 pointsto your child’s SAT score in one sitting, by simply listening
to our study-at-home, boost-your-child’s-SAT course.” Okay? Thisis

what we're talking about, Ted. Would you contribute one, please?

Ted: You could actually even model it in adifferent way. “Suck in that
ugly old gut when you listen to this tape, and then you will be attractive to
every person who entersthe party.” That was kind of crude, but suck in
that ugly, old gut, and now you're pretty. So you contrast again, taking that
thing there.

Frank: Boy, you calling me pretty, Ted?

Ted: Not you.

Frank: | havelost 15 pounds. Thank you for noticing, bud.

© MMIV WorLp INTERNET INC. & WorLD InTERNET CORP. P1Y LTD

Page 33 of 46



Ted: Not you, Frank.

Frank: Okay. | misunderstood you, Ted. I'm sorry. So we're going over
thisoneline. We've got an abundance trigger. Oh, check this out, guys.
Suck in 50 to 700 subscribers. There's a specificity trigger there. People
go, “Oh my god, you mean | can actually bring in 50 to 700 subscribers?
He' s not saying suck in abunch, suck in afew, suck in a handful, suck in
untold subscribers.” He' s saying thisiswhat thiswill do, if you buy it

from me.

Ted: Not only isit specific to the numbers, but it’'s also specific to the

time, in asingle week.

Frank: Well, that would be a quick resultstrigger, Ted.

Ted: How cool isthat?

Frank: Understand what Jason did, what Michael did, what we're all
doing and saying here is we got inside the buyer’s head. What does the
buyer want? They want abundance. They want quick results. They want
specifics. They want easy to do.

Okay, let’slook at this. In one sentence, we' ve got four triggers. Suck in,

abundance trigger; 50 to 700 subscribers, specificity trigger; single week,
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quick results trigger; by sending one 17-line e-mail, that’ s an easy-to-do
trigger.

Who couldn’t send one simple, 17-line e-mail, Ted?

Ted: That'salso got to be a mystery or a secret trigger. Because when
someone reads that, “What isthat 17-line email, I’ ve got to have that.”

Frank: That’'svery true. And we're going to go back and update the
course, Ted, based on your notes here. Y ou seethat? Through different
eyes, it can be interpreted different ways.

Now, your next bullet should be “ Advertise your e-zine to thousands.”

Ted: Yes.

Frank: Intheinterest of time, let’s get past that. Could you read out loud,

please, the create your own e-zine virus line?

Ted: Yeah. “Create your own e-zinevirus. Let it spread the word about

your e-zine automatically. Just sit back and let it go.”

Frank: Ted, create your own. Create your own. What kind of trigger
might that be, Ted?

Ted: Isthat an ownership trigger?
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Frank: Ownership or possession. Absolutely. Create your own. What's
that doing psychologically to somebody? What do they want to do? They
want to own. “I want my own e-zinevirus, damnit. | want to be astar. |
want this to happen. | want to own it.”

So you’ re saying, “Y ou too can own.”

Do you see how basic thisis? Do you see how simple thisis? Do you see
yourself being able to learn this stuff, explained to you simply and broken
down to its most basic form? Gone over line at atime, in afun and easy
fashion? That’swhat they’re going to get.

Ted: Actudly, it'sbrilliant. Every copywriter “knows’ this stuff, but you
organized it and you' re presenting it, and you’' re making it so accessible.

It'sabrilliant job you guys did.

Frank: Ted, if you care to send me flowers, I'm big on daisies.

Ted: Actualy, | was going to send you an order for the course. But if

flowerswill do it, they’ re cheaper.

Frank: Well, your money’s no good here, Mr. Ciuba. Send me an e-mail,
it'sonitsway.

“Create your own e-zine buyers.” Now, e-zine buyers, what’s an e-zine
buyer? Isthat in Webster’s? Come on, Ted. What kind of trigger ise-zine

buyers?
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Ted: Oh my goodness, isthat an insider’ strigger? Because anybody

who'’s in on the internet would understand that, but other people wouldn’t.

Frank: What s another word for amoniker or a made-up?

Ted: Jargon?

Frank: Jargon? Coin phrase? So e-zine virus, people go, “Oh my gosh, |

want me an e-zine virus.”

Ted: And they’ve never heard the word before.

Frank: Yeah, because we madeit up. Jason, he's an e-zine announcer, in
al his genius and brilliance, made it up. Who ever heard of an e-zine
virus?

So then, “Let it spread the word about your e-zine, automatically. Just sit
back and let it go.”

Ted: Autopilot trigger.

Frank: Okay, great. Now, we're going to wrap thisup. I'm just going to
do one more line here. And Ted, | hope people are giving you feedback on
this and letting you know how helpful itis. Because Michael and | have
really gone crazy with this stuff. \WWe broke copywriting down to its most
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simple and effective form here. And it’s certainly something that people
can master.

Would you read the get high rankings sentence, please?

Ted: “Get high rankingsin al the mgjor search engines, automatically.

Takes you no more than 30 minutes of work per month.”

Frank: The great thing about thisis everything'strue. Jason, you know

him and | know him, he’s agood dude.

Ted: He savery honest guy.

Frank: He' snot BSing anybody here. He'sgot awifeand kids. He'sa
guy I'd lend my car keysto. When he says, “Get high rankings,” what kind

of trigger would that be, Ted? What might that be? Get high rankings.

Ted: | don’'t know what you'd call it, but I know that that is the goal of

everybody who's on the internet.

Frank: It soundsawfully... Soundslike... Awfully enticing, Ted.

Ted: Enticing.
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Frank: That'sit, it'sthe enticement trigger, Ted. So he'senticing. So
then he says, “Get high rankings on search engines.” Then he says,
“Automatically.” Again, automatically, Ted, what trigger isthat?

Ted: That’'sthe autopilot trigger.

Frank: “It takes you no more than 30 minutes of work per month.” That

30 minutes of work per month, what kind of trigger might that be?

Ted: That'san easy trigger.

Frank: Right. Minimum time investment trigger.

Ted: Not only that, he says, “Get high rankings in all the major search
engines,” but he's got al capitalized. Get high rankingsin ALL the major
search engines.

Frank: That’satrigger within atrigger.

Ted: Itis.

Frank: | could goon. We' ve put together 198 pages, and that’s just

volume one. And the great thing at OrderButtonTriggers.com, we e-mailed
Y anik Silver, Jonathan Mizel, Joel Christopher, some guy named Frank

© MMIV WorLp INTERNET INC. & WorLD InTERNET CORP. P1Y LTD

Page 39 of 46



Garon, Jim Edwards. | just love Jim Edwards. | can’t say enough good
things about Jim. He' sjust good people. Everybody that contributed to
thiswasjust so good. And it’s all people we know and we look up to, and
we want to mode!.

Of course, so many other people. So many other people. Joe Vitale, | love
him. If hewas here right now, 1’d kiss him on the cheek and shake his
hand.

These are al good people. But again, everybody looks at their copy and
says, “How did they do it? They’re too smart, they’re too good, they’re too
advanced for me.”

What we do with these order button triggersthat I'll be teaching at the
event, Ted, iswe break these down into basic form and we show people
absolutely, absolutely, absolutely how to do this, how to master it for
themselves, how to useit in any product or service, for-profit, non-profit.

Y ou want to give your money away, | don’'t care. We can show you how to
doit.

We're able to take the average person, by teaching him these triggers, by
showing him how to get inside the buyer’ s head, showing them how to look
for these hidden triggers in everything they do, not only do they get inside
the buyer’s mind, Ted, but now, as Cialdini spoke about — influence,
reciprocity and all these other things, scarcity and things you and | don’t
have time to go into tonight — you’ re also going to be able to make better

buying decisions for yourself.
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Ted: Absolutely. Absolutely.

Frank: How cool isthat, to know when somebody’ s triggering a buying
command inside of you? You useit for your own copywriting. And
maybe sometimes, on occasion, you' re buying something you don’t need.
Y ou realize the trigger went off, you stop and you think and you say, “Hey,
wait a second, something just happened here.”

But again, for the purposes of this call, what we want to do is be able to
teach the average person how to write anything from an auto-responder
message to an opening paragraph, to a one-page sales letter, to a complete
product, and imbed it with commands that get the prospect or the visitor or
the client or the customer to do what’s good for them, which is ordering the
solution that best solves their problem —which, conveniently enough, Ted,

would be each listener’ s own product that they own or represent.

Ted: And which, conveniently enough in this case, would probably be

OrderButtonTriggers.com. Eh?

Frank: Yes, it would be, Ted. All | can say isif people have gotten value
out of this... You have to understand people. I’'m just one speaker, out of
awhole big weekend event. Picture this hour times a full weekend.
Picture seeing it, breathing it, feeling it, touching it, tasting it, absorbing it.
Imagine how you would go home. Feel how you would go home from an

event like that. Imagine what kind of a shortcut you would be giving
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yourself. What kind of upper-handed advantage you’ d be giving yourself
to learn this stuff as quickly and rapidly and comfortably and as simply as

possible, smply by attending what, Ted?

Ted: World Internet Summit. And I'll tell you what. Frank, of course, is
scheduled to speak at the World Internet Summit UK. We also, of course,
have currently on the calendar World Internet Summit USA.

And indeed, folks, Frank is a perfect example of the kind of value you will
receive from each of the speakers, of the kind of contact you will receive.
It came up in tonight’s conversation — this morning’ s conversation,
depending on where you are — even though it wasn't intended. But the
value of attending alive event such asthisis so overwhelmingly
affordable, compared to the money that you can make, it’sjust incredible.

We definitely want to see you there, for sure.

Frank: Again, Ted, the reason | say thisis not to be pitch man for the
event. I’'maguy that | just went to another seminar in Chicago a month
ago, as an attendee. So even the lecturers, | know for afact you go to

workshops all the time to learn and perfect your craft.

Ted: It'sso easy, because it’s math. What'sit going to cost me? Add all
expenses together, $4,000. Then you ask yourself a serious question. Duh!
“Can | make back more than $4,000 real quick and real easy for this? In
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fact, can | turn thisinto hundreds of thousands of dollars? If the answer is

yes, which it usually is, the question answers itself.

Frank: Not only that, Ted, but what are you going to waste and lose by
not going? What is your opportunity cost by not going?

Ted: Could continueto live that crummy old life, couldn’t we?

Frank: | didit. | didit. My last full-timejob, | hated my boss the day |
started, and | hated him more seven and a half years later, until | took
action to change my life. And literaly, my life, my children’slife and
hopefully every generation from this point forward in the Garon family,
Ted.

So | know I'll be at the event. | urge everybody to be out there. | don’'t get
paid for doing this call tonight. Ted, | was out enjoying myself this
evening. | came back in for an hour, to do this call, because | believein
helping people. | believe in the value of what you're offering. | believein
the value of helping people. | certainly love my readers and my
constituency. | know alot of them areonthiscal. Andit’'sagreat
business, because you get to share al of this stuff with other people. And
the people in the audience tonight, some of them are my competitors. And
yet you can share the information freely, because there’ s so much

opportunity on theinternet it'sjust amazing. Itrealyis. Itjustredly is.
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So Ted, thank you for having me. I’m going to go enjoy the rest of my
evening. A great thing about the internet, by the time | get home late
tonight, there will be orders and money waiting for me when | get home.

And Ted, if that doesn’t bring atear to my eye, nothing will.

Ted: It'sagreat life. Frank Garon, thanks for taking time out of your
exciting life, your evening, and sharing some of your expertise. Weredly
appreciateit.

And, again, if people want to get ahold of you, how do they get a hold of

you?

Frank: Well, they can e-mail me at webmaster @internetcashplanet.com.

But Ted, we really would want to urge them to look at the World Internet

Summit, because that is the place to be.

Ted: Indeed. And, infact, anybody who'son thiscall, I'm sureif you got
Frank’ s message, he probably included a link to World Internet Summit.

Frank: Absolutely did.

Ted: Excellent. Go there, by the way, because that might be how Frank
makes another couple hundred bucks, by you registering. It’sno secret, it's
an affiliate link —which means, by the way, if you got it from someone
else, follow that link.
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And I'll tell you what, folks, we are wrapping up right now. But you do
want to mark your calendar, same time, same place next week. We have
Sean Roach.

Thisguy isan advisor to —it’s not fair to say millionaires—he’s an advisor
to multi-millionaires. He's been working very closely with Corey Rudl,
who everybody in internet marketing circles knows. He's been working
with Robert Allen. He's helped put alot of people on the number one best-
seller chart at Amazon.com. He' s going to have alot of stuff —simple
stuff, when you hear it, but alot of stuff —if you follow it, it can make
giant differences.

So, folks, on behalf of Frank Garon, Ted Ciuba, and the entire staff and
everybody who's bringing you World Internet Summit, thanks for tuning in
to World Internet Experts. We do expect to see you next week. Have a
great life!
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