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Congratulations!!

Y ou now own the reprint and redistribution rights to this ebook, “ The Greatest
Marketing Secrets of The Ages’. It’syour free! Thisisa $195.00 value!

By owning the reprint rights you can reprint, resell or redistribute this ebook for
any priceyou'd like and you keep 100% of the profits! Or, you can use the ebook
as afree bonus or premium and give it away. It's your choice. The only
restriction is that you cannot modify the ebook in any way (that’s it).

Inside this ebook you'll find incredible wisdom distilled from the greatest
marketing wizards. Use it and profit from it!

Enjoy!

Note: If would you like to know how to make this ebook your 24/7 “digital
salesperson” ? —click hereto find out more on the Surefire Marketing
affiliate program.
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About Yanik Silver

Just 29-years old, Yanik Silver isrecognized as the leading expert on creating
automatic, moneymaking web sites...and he’ s only been online full time since February
2000! He believes almost everything people have been taught about making money
online is completely wrong. His Internet success techniques only require asimple web
site and you don’t even need to know how to put up your own web page. (In fact, Y anik
still doesn’t know HTML).

He is the author and publisher of several best-selling marketing books and tools
including:

* [nstant Sales L etters

e |nstant Internet Profits

* Waeb Copy Secrets

* |nstant Marketing Tool Box
33 Daysto Online Profits
 Million Dollar Emails

* Autoresponder Magic

Y anik specializes in creating powerful systems and resources for entrepreneurs to
enhance their businesses. To see the newest products released click here.

When away from the office Y anik enjoys playing volleyball, ice hockey, skiing and

working on histerrible golf game. His most important project right now istrying to
convince hiswife, Missy, to move to the beach so he can play beach volleyball al day!
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The Greatest Marketing
Secrets of the Ages

By Yanik Silver

If you look back to the great ad men of this century you' Il find some incredible
marketing strategies you can dust off and use for your own business. | hope you realize,
human nature does not change. Human beings will continue being sold by the same
appeals that have been used for centuries.

The same things that made people buy 10,000 years ago will continue to work
10,000 years from now. It just doesn’t change. That’swhy | want to take you back to
the old master’ s teachings and let them “write” this special report for me (hey, | need a
break anyway).

Weéll, let’s start with a guy who shares my birthday (exactly 83 years earlier) and
my birthplace (Russia), his name is Maxwell Sackheim. Sackheim wrote a spectacul ar
book on marketing called “My First 60 Yearsin Advertising”. Very out of print and |
finally tracked it down after 3 years. For those of you interested in learning about the
marketing strategies of Maxwell Sackheim there’ s another book called “Billion Dollar
Marketing” published by Jerry Buchanan which is excellent. Y ou can get that through
WWW.amazon.com.

Anyway, Max is best remembered for an ad that ran for 40 straight years. That is
absolutely incredible. The famous ad has the headline “ Do You Make These Mistakes
In English?” It was done for the Sherwin Cody’ s course on English. For an ad to run
for 4 decades without a change to the copy is an incredible feat. And remember this was
run by a savvy mail-order advertiser who counted coupons and tracked results. So you
know this ad continued to make money.

One of Sackheim’s most effective techniques was making the advertiser a
“character”.

He would typically write the ads coming from the client’s mouth (in their
language) directly to the reader. A down home personal approach.

Here' swhat | mean. One of Sackheim’s most famous clients was Frank E. Davis

“The Gloucester Fisherman”. For him Sackheim wrote direct mail pieces and later ads
that read like this:
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“There’sno usetrying. I’vetried and tried to tell people about my fish, but |
wasn'’t rigged out to be an ad writer and | can’t doit. | can close-haul a sail with the
best of them. | know how to pick out the best fish of the catch. | know just which fish will
make the tastiest mouthfuls, but I’ [l never learn the knack of writing an ad that will tell
people why my kind of fish -- fresh caught, prime-grades right off the fishing boats with
the degp-sea tang still in it -- islots better than the ordinary store kind.

“But | can’'t explain it, at least you can taste the difference. So you won’t mind,
will you if I ship some of my fish direct to your home. It won't cost you anything unless
you feel like keeping it. All | ask isthat you try some of my fish at my expense and judge
for yourself whether it isn’t exactly what you have always wanted.”

Thiskind of copy sold tens of thousands of tubs of mackerel all across the
country. And the reason this type of advertising succeeded was due to the character of
an authentic Gloucester fisherman personified by Sackheim.

Does this technique still work?

You betcha'. Severa years later a copywriter named G. Lynn Summer wrote an
ad for apair of pear growers. The ad with the headline “ ImagineHarry and Me
Advertising Our Pearsin Fortune!”

And here’ s how Summer wrote the copy:

“ Out here on the ranch we don’'t pretend to know much about advertising, and
maybe we' re foolish spending the price of a tractor for this space; but my brother and |
got an idea the other night, and we believe you folks who read Fortune are the kind of
folkswho'd like to know about it. So here' sour story:...”

The prospect believes the pear growers actually wrote this message. Notice the
simple language, just like afarmer might use. And how about the headline? | don’t
think that’ s proper English but it sure sounds just like we talk. This ad launched an
entire industry of selling fruit by mail. Maybe you’ ve heard of alittle mail order
company called Harry and David's.

Could this concept work again? Y es, yes and yes. Joseph Sugarman (the man
responsible for the incredible success of Blu-Blocker sunglasses) tells about a 1977
seminar attendee, named Frank Schultz, who sold grapefruit by mail. He' d never been
able to make space advertising work until he wrote an ad based on the “ character”
formula.

The headlineis*“ A Fluke of Nature” and his copy opens like this:
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“I"'mafarmer. And the story | tell you isthe absolute truth, asincredible asit
may seem. It all started in a grove owned by Dr. Webb, our family doctor. One of the
men who was picking fruit in the doctor’ s orchard came up to the Webb house holding
six of the strangest grapefruit anyone has ever seen...(he goes on to tell the story of how
mother nature created this almost magical ruby red grapefruit)...

“...And when we pick the fruit, we're just as fussy. Every one of us takes a
‘picking ring’ when we harvest. If the fruit is small enough to pass through thering --
we don't pickit! It simply isn’t big enough to qualify as a Royal Ruby Red! Even after
picking there are other careful inspections each fruit mush pass before I' [l accept it. |
sizethefruit. And | grade it fro beauty. Sometimes the fruit will be wind scarred. | won't
accept it. Or sometimes it will have a bulge on the stem and that we call “ sheep nose.” |
won't accept it...”

Using words like “picking ring” and “sheep’snose” really gives the impression
of this grapefruit grower writing in his own language right to you.

Okay, so what do fish and fruit have to do with your business? Lots.

In fact, you can use the same “ character” formulato attract more customers.
Could you do something like this?

“I"mnot a professional ad writer. I'ma __<your profession>___ but what |
have to say is so important that | decided to sit down to write you this message in best
way | know. Lately I’ ve had a lot of people asking me about . Even though |
tried and tried to write a good ad telling people all about , I justcan’t doit. So
| finally figured, why not just tell you exactly what | would tell you if we sat down for a
cup of coffee...”

This could avery persuasive ad or letter. And I’ d bet it would do well. Another
concept that goes along with thisisusing an ‘ Open Letter’ technique in the
advertisement. This gives you the opportunity to have a heart-to-heart with the reader.

Norman Cousins used this same powerful technigue to launch his new magazine
“World Review Magazine” after he resigned from the “ Saturday Review”. He ran hisad
with the headline “ An Open L etter to the Readersof The New York Times” and
signed it himself. For 3 insertionsin the NY Times he paid $15,711 and he brought
back a healthy $54,923.00 worth of subscriptions. Not too shabby.

Here'smore...
Max Sackheim is aso known for originating the Book-of-the-Month club. But,

he points out that he really wasn't the first to offer a subscription library. Way back in
1731 Benjamin Franklin had started a subscription library in the colonies. After he
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started his famous “ Book-of-the-month” club many hundreds of others were started,
some successful, some not. (My favorite is the * Kosher Salami-of-the-Month Club’.)

And here’ swhat Sackheim has to say about using ideas from other places,
“ Every advertising man is familiar with the phrase * my business is different.” Nearly
every time | have tried to convince an advertiser that a plan which has worked
successfully in another business might work successful in his, he has at least thought, if
he did not say it, that his businessis different. But old and used ideas can be adapted to

any business.”

The underline is my own. Now, what can you learn from Sackheim’ s book-of-
the-month business? A whole lot. One of your hardest jobsis getting people to do
something...pick up the phone, call you, buy from you. People are like big lazy sloths.
No disrespect intended, but why do you think successful ads must use deadlines, one-
day sales, and other limited offers to get people to do something.

Y ou know in my own company — sometime when we put out a mailing we we'll
use a deadline date stamped in red — and we get alot of sales on the |ast day. These
people wait and wait until the last day finally rolls around and they decide to buy.

Well, Sackheim discovered how use this common human characteristic to his
advantage by employing a ‘ negative option plan’. Every month members of the book
club would be notified of the selection of the month and then it would be sent
automatically to them unless they sent back the BRE (business reply envelope)
provided. Thisway if they had to say “no” to buying the book and unless the company
received back a“no” reply iswas assumed they wanted the book.

This concept is so successful that almost every “of-the-month” club today
operatesin this fashion.

Let me give amodern example. | recently saw aprint ad for “ Proactiv solution”.
Maybe you'’ ve seen the infomercial for this product. It's an acne product designed by
two dermatologists and endorsed by Judith Light (“Who'sthe Boss™ star).

The print ad use agreat coupon order form — here is the copy:

“YES | would love to have clear, smooth, blemish-free skin! Please send me
Proactiv Solution, the advanced Dermatologists’ system that heals and prevents acne,
with a risk-free 60 day guarantee!”

“When you order now, you'll receive free membership in the Proactiv Solution

Clear Skin Club. You'll automatically receive a new kit every two months, and you'll
lock-in the low wholesale price of only $39.95 as long as you are a member. That's a
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savings of nearly 50% over individual product pricesin the kit. There are no minimum
number of kits to buy, and you can cancel your membership at any time.”

So, now as amember | get a zit kit sent to me and the company keeps charging
my credit card every two months. Pretty good deal for the company...let’s do a quick
calculation: 5,000 members (very, very conservative) at $39.95 every 2 months=$
199,750.00. And I’'m sure amajority of that is profit. | can’t imagine this goop costing
them too much.

| hope that gives you anidea. And if you start whining about how “it won’t
work for me” or “my businessis different” then you' re just thinking creatively enough.
Nearly any business can put their customers on some continuity program.

It's worthwhile to study how Sackheim built the book-of-the month and other
continuity, TFEN, automatic shipment plans, or till forbid plans. Initially he would give
people one book free if they agreed to buy 3 more or 4 more over the course of the year.

Then they tried using “ Any Two Books Free Provided You Purchase Your
First Subscription volume for $2.00.” However, he discovered his best results (about
a40% increase) came from this simple change. “Any 3 of these Fine Books for Only
$2.00.” It means the same thing, peoplein both offers were getting 3 books for $2.00
but somehow the way this was worded had greater appeal. This goes to show you the
importance of testing.

So taking this proven information into account it would make sense when
starting your automatic shipment plan that you should consider doing alow priced
introductory offer. Remember, you are actually doing most people a favor because
nearly everyoneistoo busy to remember to come to your office or reorder. Think in
your own life, I’m sure you’ ve meant to get around to doing or buying something but
you just kept putting it off.

How about if you have adog or cat? Wouldn't you appreciate it if your
veterinary hospital sent you Fluffy’s flea and tick treatment every 3 months instead of
schlepping down to the smelly animal hospital. I’d bet you would. And what if they
offered a preferential deal and then a discount on treatments?

Same thing here. It is your responsibility to make sure customers continue using
the products you recommend because that way they will get the optimum results they
were looking for. Using a membership plan is the best way to make sure this occurs.

“Now In Only 2% Minutes You Can Quickly and Easily Create
A Sales L etter Guaranteed To Sell Your Product Or Service...
Without Writing!” Go Here
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Magic Words That Increase Your Bottom Line

Maybe you'’ ve heard the expression “ sell the sizzle not the steak.” Well that’s
Elmer Wheeler and his book “Tested Sentences That Sell” from 1937 reveals the ‘ tested
selling sentences’ that Wheeler uncovered by testing over 105,000 words on more than
19,000,000 people.

Doing so he found conclusive evidence that certain words would produce
incredible differences in results over other words. And I'll tell you all about themina
moment, but first it’sinteresting to know the way this all got started. When Wheeler
was an ad salesman for several newspapers he developed a fine sales presentation for
retail merchants. He would come in and tell the retailers about his paper’ s large
circulation and how people who needed to buy shirts, hosiery, umbrellas, etc. would be
done to their store to buy. But the reply he got was “So what?’ The retailer would point
to hundreds of peoplein the aisles of his store and tell Mr. Wheeler they come down
here but they don’t buy.

Making a careful analysis Wheeler concluded that the weak link in the sales
process were the salespeople behind the counter. He realized the sales were made or lost
by the sales clerk in the stores. And to a great degree depending on what they said
determined how much merchandise was sold. Thisis how Wheeler formed the
“Wheeler Word Laboratory” and his 10 years of research might just be profitable to you
today.

Here are afew great examples. At a pharmacy, the clerk would ask customers
walking in “ Are you on your feet much?” Then he' d hand them a shoe insole and say
“Thiswill ease your feet. It's made especially for people who are on their feet alot.”
This sold hundreds of insoles every week.

Or another testing selling sentence (of 100 tried) worked best to get 250,000
motorists to open their hood in one week. Y ou know the worthless phrase “ Can | check
your oil?” This question makesit easy to say “no”. The question Wheeler found to
work best was*“ s your oil at the safe driving level?” This worked 58% of the time.

Then Wheeler also found that if waiters asked, “ Would you careto order ared
or white wine with your dinner?” 1t would double the sales of wine. Or how about this
example? When a customer would ask for adrink the order-taker would normally ask
“small or large?” Thetypical response was*“ I’ll take the small one.” Well, ssimply
changing to an assumptive question, “Large one?” proved 7 out 10 people would say

‘yes'!

Pretty impressive, huh? All with the power of words.
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So again, what’ s this all mean to your business? Y ou’ re probably not a gas
station, pharmacy or arestaurant... but let’s just see if we can’t breakdown the powerful
elements Wheeler discovered:

1. Ask aquestion that breaksthrough a prospect’s mental indifference.
Something they can’t say “so what?” to.

Here's an example:
“Mrs. Jones, are you concerned about wrinkles?”

If the prospect says “yes’ then your staff member will ssimply say “ This new
procedure actually erases wrinkles and makes you look years younger!” and hand
them over your free special report on laser resurfacing.

This follows the proven pattern Wheeler used for insole sales. Very easy to
duplicate for your business.

2. Don’t ask “if” but ask “which”.

Thisiswhat Wheeler calls his“Wheelerpoint 4’ and by this he meansisyou
should always frame your words to give the prospect a choice between something and
something. Not something and nothing. By asking the right questions, you' Il get the
answer you want.

Just like the waiter asking if the person preferred white or red wine with dinner
you can do the same thing. Using packages Y ou give your customers a choice between
good, better or best packages. Or even just abasic or deluxe package. Now, the choice
becomes which option to choose instead of do | choose to have this procedure done.

Assuming the prospective customer is ready to make their buying decision, you
could ask something like this: “Would you like the deluxe package of for only
$750 more or just the basic package?”

“Now you can join top Internet marketing minds on the planet, expertslike
Jonathan Mizel, Marlon Sanders, Joe Vitale, Yanik Silver and others, as
they take you on a guided tour of their most profitable web sites. Each
online pro painstakingly dissectstheir web site, section-by-section, highlight-
by-highlight, and point-by-point for you so you can turn around and apply it
to your own moneymaking web site.” Click Herefor Details!
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