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Every small business is unique. Therefore, it’s essential to have tools that are customizable depending on your business’s needs. That’s why Entrepreneur is offering you access to our Startup Resource Kit. Get instant access to thousands of business letters, sales letters, sample documents and more – all at your fingertips!


Accessing Entrepreneur’s Free Startup Resource Kit is easy.



Simply visit: www.entrepreneur.com/guideoffer



and download to any windows or mac computer



You’ll find the following:

The Small Business Legal Toolkit

When your business dreams go from idea to reality, you’re suddenly faced with laws and regulations governing nearly every move you make. Learn how to stay in compliance and protect your business from legal action. In this essential toolkit, you’ll get answers to the “how do I get started?” questions every business owner faces along with a thorough understanding of the legal and tax requirements of your business.

Sample Business Letters

1000+ customizable business letters covering each type of written business communication you’re likely to encounter as you communicate with customers, suppliers, employees, and others. Plus a complete guide to business communication that covers every question you may have about developing your own business communication style.

Sample Sales Letters

The experts at Entrepreneur have compliled more than 1000 of the most effective sales letters covering introductions, prospecting, setting up appointments, cover letters, proposal letters, the all-important follow-up letter and letters covering all aspects of sales operations to help you make the sale, generate new customers and huge profits.
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Preface

 It’s Not What You Know, It’s What You Learn

by Robert Skrob, President 
Information Marketing Association 
www.Info-Marketing.org


 



 



 




Over the last 12 years I’ve marketed products, newsletters, and seminars to 32 different business and professional occupations. I generate millions of dollars a year in subscription income and meeting registrations each year. You can learn more about me from my blog at www.RobertSkrob.com.

In 2004, I worked with a group of info-marketers to create the Information Marketing Association, the trade association for our industry. Each month, the Info-Marketing Insiders’  Journal profiles two or three successful info-marketers and gives our members details about how they built their business, obtain their customers, and where they generate their best profits. No where else are million-dollar businesses dissected and outlined in such detail. I conduct these profiles personally. This gives me access to what’s working in the information marketing business today.

The material in this book is the result of hundreds of conversations to find out what beginning info-marketers need to launch their business and get started quickly. The book walks you step-by-step, through the startup of your information marketing business. It’s arranged in such a way so you can create your business as you proceed through the book from incorporating your company to delegating the work necessary to launching your business quickly.

Also, within this book you learn everything you need to know to prevent mistakes. This book is a launch guide for your business.

Rather than limit this book to my experience and my knowledge, each chapter is written by a specific expert. Each expert provides their best information about a particular aspect of launching a successful information marketing business. This way, you get 100 years of combined experience in the information marketing business.

 




Chapter 1: Escape Hours for Dollars: Do the Work Once and Get Paid Many Times. I wrote this chapter to give you a better explanation of the information marketing business. This way you have a better understanding of your opportunities.

 




Chapter 2: Protecting Your Information Marketing Business. The author, Scott Letourneau, is a great corporate attorney from Nevada. He has a lot of great advice for you to build your business on a solid foundation. Every business you create has risk. However, with the tools Scott provides in this chapter, it’s easy to manage that risk.

 




Chapter 3: Financing Your Info-Marketing Business. The investment to buy a McDonalds or even a Subway franchise is out of reach for most people. Most information marketers get started with $5,000.00 or less. Even though the investment is minimal, it’s critical that you establish credit for your business. Gerri Detweiler and Garrett Sutton give the secrets you need to finance your startup business in the best way.

 




Chapter 4: Simple and Easy Strategies for Creating Products You Can Sell for Years. Kendall SummerHawk created dozens of products for herself and she works with clients to develop their own. In this chapter, she reveals her secrets for creating hot-selling products in a short time. Once you have your own information product, you can sell it many times without additional work.

 




Chapter 5: The Five Keys to Effectively Marketing Your Business. The only way to sell your products is to put yourself and your products in front of people who  are likely customers. Diane Conklin has sold dozens of products, filled seminars, and created coaching programs for several info-marketers. Her insights in this chapter will help you create a sales machine for your business.

 




Chapter 6: How to SELL Your Information Product Online or Offline. As you promote your product you are going to need to write e-mails, articles, and sales letters. Whether it’s sales letters for your product or sales letters to potential partners, you have to be convincing. Michele PW, a professional sales copywriter, tells you how to create persuasive sales materials.

 




Chapter 7: Getting the Lifestyle and Income of Your Dreams by Using Joint Ventures. If you are new to the information marketing business it may surprise you to learn that info-marketers often sell each other’s products. In this chapter, Larry Conn reveals the business model he used to generate customers without any marketing investment by offering other info-marketers content and a revenue share from sales.

 




Chapter 8: Maximizing Online Info-Product Sales, Generate More Money from Your Business. There is a standard formula for creating successful info-marketing websites. For ten years Bob Regnerus has been creating winning websites for information marketers. He’s tested hundreds of formats and reveals everything he’s learned within this chapter. This is a huge shortcut for you as you build your information marketing website.

 




Chapter 9: Using Ezines as a Fast and Practically Free Way to Sell More Info-Products Online. As a perfect complement to Bob’s chapter, Alexandria Brown teaches you how to build a relationship with individuals who visit your website. Alexandria’s ezine secrets will teach you how to keep in contact with your customers so they buy from you over and over again.

 




Chapter 10: An Alternative to Professional Publishers. Authoring a book is a great way to build your credibility. And, with the secrets Jordan McAuley reveals in this chapter, it can be a lot easier than you’d think. For years after you publish your book using Jordan’s secrets, this book can serve as a customer acquisition tool, get you speaking engagements, and generate publicity opportunities.

 




Chapter 11: Build a Coaching Program from Scratch, $2 Million a Year within 18 Months. Today, nothing is hotter than coaching programs. Individuals within all economic levels and all types of businesses are hiring coaches to help them achieve their goals more quickly. Within this chapter, Scott Tucker reveals the strategies he used to launch his million-dollar coaching program in a few short months.

 




Chapter 12: A Coaching Program Making Millions with No Affinity, No Money and No Experience in Info-Marketing. Are you saying that you don’t know  anyone? Are you concerned that you don’t have any contacts and you’ve never done info-marketing before? In this chapter, Ethan Kap and Brett Kitchen reveal how they built their business without any knowledge of the industry, no contacts, and no prior knowledge. This is a great shortcut for anyone.

 




Chapter 13: Speed Implementation: How to Get Your Info-Marketing Business Up, Running, and Profitable Quickly. Especially if you are building this as a second business, getting everything done can be frustrating. While you are generating your income elsewhere, you are also trying to get a brand new business launched. Melanie Benson Strick gives you the strategies you need to manage your business, delegate, and use virtual assistants to get everything done.

 



Within this book you have the accumulated knowledge of over 100 years in the information marketing business. You have the best secrets of 13 different experts.

Now, what are you going to do with them? Are you going to act and build a business now? Or, are you going to put this off for next week, next month, or next year?

Within the cover of this book, you have everything you need to get started and begin making money in your information marketing business. Don’t put it off. Launch your business today.
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Escape Hours for Dollars Do the Work Once and Get Paid Many Times


by Robert Skrob, President 
Information Marketing Association 
www.Info-Marketing.org


 



 



 




There have never been greater, more diverse, more lucrative opportunities for everyone—from very experienced, successful entrepreneurs to rank beginners—in the field of information marketing. As the president of the Information Marketing Association, I thought I’d begin with  defining information marketing, a bit of personal background, and a quick preview of what you can expect in the rest of this book.

Information marketing is responsive to and fueled by the ever-increasing pressure on people’s time. Businesspeople and consumers alike need information provided to them in convenient forms, and in some cases, need an extension of it; methods and strategies that might merely have been taught to them ten years ago are now done for them. The information industry encompasses products such as traditional books, audio programs, videos, or DVDs that you might buy in a store, from a catalog, or online; magazines; newsletters; ebooks; membership websites; teleseminars and webinars; telecoaching programs; and seminars and conferences—and combinations thereof. The possible topics are almost endless. People are buying information on every imaginable topic, from better sex, to teaching parrots to talk, to gardening, to investing in real estate foreclosures, to running businesses. Information marketing, then, is about identifying a responsive market with high interest in a particular group of topics and expertise, packaging information products and services matching that interest (written and/or assembled by you, by others, or by both), and devising ways to sell and deliver it. If you can name it, somebody is packaging and profitably selling information about it.

It’ll be instructive to give you a random list of topics and markets these businesses cover, and then some more detailed examples. The random list of subjects: yoga for golfers, investing in tax lien certificates, extreme fitness, persuasive voice skills for business, how to get women to approach you, how to make money on eBay, how to learn gunsmithing at home as a hobby or a business. Business niches include: marketing systems, management, or finance information for restaurant owners, dentists, chiropractors, auto repair shop owners, real estate agents, insurance agents, menswear retailers, jewelry store owners, pest control operators, or even professional magicians.

As an example from a business niche, consider IMA member Rory Fatt, who owns Restaurant Marketing Systems. Rory has more than 100 restaurant owners each paying $10,000.00 yearly to be in his top-level coaching program; nearly 4,000 buying and using his advertising, marketing, and business kits—information products ranging in price from a few hundred to a few thousand dollars—and subscribing to his newsletter; and nearly 500 attend his annual multiday conference. He also provides prefab websites, a loyalty points program (like a frequent flyer program), new mover mailings done for them, and other products and services. These products are sold using print ads in trade journals, direct mail, websites and e-mail, and teleseminars. It is a multimillion-dollar a year business built from scratch in about five years. Rory has only two employees, and he works from home most of the time, takes a lot of time off to be with his family, and goes on at least two extended vacations a year. And maybe what’s most significant is this: Rory has never owned, operated, or managed a restaurant.

Quickly, a few other examples from the IMA’s membership: Gene Kelly made more than $1 million this year selling gunsmithing and related home-study courses to hobbyists. Scott Tucker (see Chapter 11), who only 18 months after creating his information businesses from scratch, is bringing in as much as $2 million a year, while still working full time as a mortgage broker. Ron and Jill Wolforth have a similar income selling information on baseball hitting to parents of Little League players. I could go on and on and on.

In the last 30 years, information marketing has gone from mail-order to the much bigger, broader, and hugely profitable arena of opportunities it is today. People now routinely go from zero to $10,000.00 to even $100,000.00 a month and more, in just a matter of months.

Information marketers do not have any special talent, secret knowledge, or remarkable skill. Everything you need to get started is between the covers of the book you are holding right now.

I got started in information marketing because I was tired of working harder as a consultant and continuing to fall behind. During the summer of 2001, I completely changed my consulting business. I reduced the number of clients I served by one-third, reduced the number of employees from 20 to 2, and over the next year, I tripled my fees. Also, I charged any client with a Saturday work meeting an extra $6,000.00 (and some even paid the fee to have me attend).

In the beginning of 2004, I realized I had not accomplished enough. I was making more money than ever. Every week, I was banking money for savings and charitable giving. I was working about 30 to 35 hours a week and spending the rest of the time on hobbies or with my family. However, I realized I was topped out. There was no way I could double my income without taking on a lot more work or employees.

In a consulting business, people pay you for your services. To double the amount of income, you have to double your fees or double the amount of services you provide. When you’ve maxed out your fees, your only choice is to work more hours or to hire employees to work those hours. Either way, you increase your headaches.

For many years, I had watched the world of information marketers. There were people who created an audio program with six cassette tapes and a manual. They could create that program once and sell it many times for years. All they had to do was advertise their product, and new orders came in.

What’s better, they could set up systems, so products got shipped by a vendor. They could be making sales, with money deposited directly into their checking accounts, and they could be anywhere in the world on vacation. This was something I had to investigate.

I began creating products. At first, some manuals and an audio program. Over time, I created more complicated products, and I have created dozens of products on  a joint venture basis with other info-marketers. They have the reputation, and I use my marketing/product creation knowledge to help get the business started.

Now, I make money from products I created four years ago. Yes, in 2004, I had to sit in front of a computer and a microphone and create something. I spent 31 hours over three weekends to create a manual on selling sponsorships. However, three years later, I still get money from that weekend of work I did three years ago. Can you imagine a job where you work really hard for a month, and then people pay you extra money for years?

In the information marketing business, you do the work once and then get paid many times because your marketing systems generate sales. The best part is, each time I create a new product revenue stream, that stream gets added to the streams I have already created. I begin each year with assets that will generate sales whether I work a day or not. Then, any profit I generate from work I do is stacked on top of what comes in without work.

In 2006, a group of info-marketers and I were talking. While there is a lot of info-marketing knowledge out there, it’s in too many places. They suggested that I work with Dan Kennedy and Bill Glazer to create the Information Marketing Association. The association could serve as a central repository for industry knowledge.

The core mission of the Information Marketing Association is to make it easy to start and operate information marketing businesses. An important part of that mission is to separate the promises from the reality.

In this book, you’ll learn from many successful Information Marketing Association members. They will teach you the strategies they used to create successful businesses for themselves. Study their techniques; they work. Plus, they will be valuable in your marketing efforts, even if you never create a full-scale info-business.

Within information marketing, your raw material is knowledge. Personally, I read about 26 books a year and more than 40 magazines a month. The reason? Reading is the way I stay ahead, the way I stay in touch with what’s going on, the way I excel. I’ve seen patterns in another industry, so I can teach others what they need to know to become successful.

If I had to give you the single most important info-marketing strategy, it would be to invest in your personal education through observations, reading, and testing.

Before I explain how to create your own information marketing business, let’s talk about why you’d want to build one of these unique moneymakers.

There are six advantages of an information marketing business:1. Replaces manual labor by “multiplying yourself” and leveraging what you know.

2. Buyers of your information products will buy more.

3. Little or no interaction with buyers is possible.

4. Few staff members are required.

5. Only a small investment is needed to get started.

6. Large profit potential exists.



So, let’s talk about these advantages.




1. Replaces Manual Labor by “Multiplying Yourself” and Leveraging What You Know 

How does the information marketing business replace manual labor by “multiplying yourself” and leveraging what you know? (Leveraging is just a one-word way to say “makes what you know do the work for you.”)

Whether you’re working for someone else or you’re a professional selling your services by the hour or by the job, you are being paid for what you produce. The moment you stop producing, you stop getting paid. This is true for everyone, even for professionals such as attorneys, doctors, CPAs, and businesspeople who have large incomes. Trying to multiply yourself by hiring employees to increase the amount of product you can sell is full of hassles. You have the employee who leaves and takes clients with him. You have training issues. You have liability issues, even if the employee does a good job. There are hundreds of ways an employee can get the business owner into trouble. The work and the aggravation never end.

With an information marketing business, you create a product once, and you’re done. It takes a lot of work to create the product, but you can sell it many times, often over a period of several years, without having to do any additional work. Creating an information marketing business is a terrific way to multiply yourself. Few other businesses allow you to duplicate yourself in this way. With an information marketing business, you take information you already know and create a product.

You might think you have to be a genius and invent a newfangled device or identify a trend before it happens. You might worry that if you create a product, you won’t know how to protect it through the trademark and patent process. You might not have any idea how to find a manufacturing and distribution company to put your product on the market.

With an information marketing business, everything you need to create a new product is already inside you. You don’t need dozens of experts. You don’t need newfangled distribution methods. An information marketing business allows you to take the information, the secrets, the techniques, the things that you already know, and leverage them. That’s the easy way to “multiply yourself.”

You may have a hobby and find yourself answering other peoples’ questions about what you do in online chat rooms on Google or Yahoo!. If that’s true, you can be sure  there are plenty of people who have not discovered those online discussion groups. You can package what you know into an information product and make money with your own information marketing business.

Or you may have developed great ways to perform services in a particular business. You can leverage that knowledge by creating a product to show others how to do what you do. By creating your product one time, you provide that business solution over and over again instead of performing the service yourself each time. That’s how you multiply yourself and leverage what you know!




2. Buyers of Your Information Products Will Buy More 

People ask me, “I’m already a consultant. If I create an information product that explains my entire process, won’t people just do it themselves and stop hiring me to do work for them?” Absolutely not.

People who buy your information products are much more likely to hire you to perform services than any other customer you market to. Quite simply, having your own published information product makes you the obvious expert. It shows the customer the complexity of the services and the special ability you have to perform them. The only possible conclusion for the buyer is that he should hire you when he needs additional help with his business or hobby. Publishing your own information product will only increase the services you’re currently providing and expand your business far beyond what you’re doing now.

In addition, the people who buy your information product will buy other information products from you, whether they are products you create yourself or products you license from others. You can also partner with other information marketers to sell your products or pay them to create products for you. Once you find a customer who wants information about a particular subject, that customer will continue to buy information from you on that subject.

Encouraging repeat business helps you further leverage yourself. You spend a certain amount up front to identify potential customers and to sell them your information product. That first product can then be used to sell them other information products. Once you’ve gotten a customer, you’re going to be able to sell that customer many things in the future, for as long as you continue to provide high-quality information at a good price.




3. Little or No Interaction with Buyers Is Possible 

One of the best things about the information marketing business is that very few customers will insist on coming to your business location to buy your products. This  means you can work at home with your computer in a closet or build your information product on your kitchen table. You don’t have to worry about customers showing up at your door to buy your new book. You can create products and sell them online from your beach home or as you vacation across the world. As long as you’ve got a way to create a product, you don’t have to be in any particular location for people to buy it.

Not only is this exceptionally convenient, but it also helps you get into this business with very little overhead expense.




4. Few Staff Members Are Required 

The information marketing business is a terrific business because you don’t need a lot of people to run it. Many info-marketers have no employees, and instead pay an independent contractor to help maintain the customer database, ship products, and handle customers’ questions. This is known as outsourcing. You can literally operate a business that makes well over $1 million a year with very little staff and very little operating overhead.




5. Only a Small Investment Is Needed to Get Started 

The information marketing business does not require a lot of equipment. It doesn’t require fancy offices, furniture, or multiple computers. It doesn’t require special licenses (in most cases). And it doesn’t require special education or degrees. You just need to leverage the information you already know. How? By 1) identifying a market of people who are excited about the information you have; 2) creating a product those people want; and 3) offering it to them in a persuasive way.

That’s why you can get into the information marketing business with a relatively low startup budget. One word of caution: Many info-marketers do not invest enough in their marketing and end up with a very slow start. Investing a little money in marketing up front will increase revenue more quickly. You can take a stair-step approach by investing a small amount in your first campaign and reinvesting your sales revenues into the next campaign. You can increase your marketing investments as you continue to have success in selling your product. That way, you can start with a very modest investment, but by continuing to reinvest profits into making new sales and getting new customers, you can build your business.

Just remember, you don’t have to go to school for 12 years, you don’t have to pass any exams, you don’t have to buy special equipment, and you don’t have to have huge facilities. But you must be willing to put some money on the table to find potential customers and to market your product to them. If you try to do this business without any investment at all, you’re certain to fail.

Even the smallest franchise has an initial investment of $10,000.00 to $15,000.00, and there are continuing fees. You should not be fooled into thinking you can start an information marketing business with no investment. Some think the moment they create a product and put a sales page on a website that people are going to suddenly flood that site and buy their products. That is a myth. Don’t believe it.

But don’t be discouraged! This is a very easy business. This is a business with a lot of profitability, but you will not create a business that generates more than $1 million a year by investing nothing. You must be willing to test a marketing strategy to find new customers (known in the business as a front-end marketing funnel) and test it until it produces positive results. When you get positive results, you must invest in expanding that marketing campaign and growing your customer base.




6. Large Profit Potential Exists 

Many info-marketers are making million-dollar incomes through their information marketing businesses. One day, without any products, without any customers, they went out and gave it a shot. They researched potential customers, they found out what those customers wanted the most, they offered it to them in a compelling way, and then they continued to sell their products until they were making a lot of money. Some info-marketers have $50-million to $100-million businesses. Some info-marketers are making in the high single-digit millions and have 5 to 10 staff. Other info-marketers are making a half-million dollars with one or two staff people. This is a business that is completely scalable, that is, you can make it as small or as large as you want.

[image: 002]

But don’t think an information business doesn’t require work. It does. You will have to work hard, just like any other entrepreneur does. Just like you see entrepreneurs working hard in the mall, in a retail store, or in a new restaurant they’ve created, you should plan on working hard on your information marketing business. The good news is, if you build an information marketing business and put in the necessary work, you can eventually replace your manual labor by multiplying yourself and leveraging what you know to create new products. Your customers are going to buy more from you in the future. You can run your business with little interaction with your customers. You can be successful using a very small staff. It takes a small investment, and the payoff can be huge—if you stick with it and continue to develop your business.
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Protecting Your Information Marketing Business

by Scott Letourneau 
Nevada Corporate Planners 
www.NVinc.com


 



 



 



Step one in creating your info-marketing business is the corporate structure. Building this right gives your business a solid foundation for creating a million-dollar business. One structure isn’t the best for everyone. This chapter includes everything you need to choose the best structure for you.
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First, let’s look at the basic question at hand: Why bother with incorporation at all?

If you’re like many small business owners, right now you’re operating as a sole proprietorship. That’s probably not because you’ve chosen to do so, but because you don’t consider your business large enough or sophisticated enough to need to incorporate—or maybe you’ve never thought about it at all. If you’re lucky, you’ll never have to pay the price for putting off that crucial next step . . . but that’s a very dangerous “if.”




Sole Proprietors Are Rolling the Dice 

In today’s ultra-competitive and dangerously litigious business climate, you can’t afford to throw the dice with your most valuable asset. Your exposure is far greater than you may think, both personally and professionally. As a sole proprietor without incorporating, regardless of the size of your business, you personally have unlimited liability if your company is sued. You could actually lose your personal assets.

Sharon McNair is a CPA and member of the Nevada State Board of Accountancy. She tells us that her fellow CPAs often advise their clients that they don’t have to incorporate until they reach a certain profit level—say, $30,000.00. She thinks this is madness, and we couldn’t agree more. Think about it, just being involved in a lawsuit is so very, very costly, regardless of whether you win or lose the case. It’s pretty twisted logic to think that a small business can absorb that financial blow better than a larger one.

Even worse, most people are naively unaware of what can happen to them, both professionally and personally, if their business is hit with even a frivolous lawsuit.

Here are just a few things you will struggle with or be completely unable to do if your business is sued:

1. You may not be able to get a loan for a new home, refinance, or take a second mortgage on your current home. (We’ll explain why in a moment.) At best, you would have to pay a much higher interest rate because you’re now considered a higher risk to the lending institution—through no fault of your own.

2. You may not be able to finance a new car.

3. You may not be able to lease office space.
[image: 004]

Smart Tip

As a business owner, you have two choices regarding a business name. You can use your legal name, such as “Paul Fredrickson Info-Marketing,” or you can make up a name, such as, “Action Business Resources.” If you choose to use a name other than your legal name, you must apply for a DBA name with your state corporate office.
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Beware!

Even if you incorporate or form an LLC, you must operate it as a separate legal entity; otherwise, you still risk losing your assets!



Why are loans so difficult to obtain for people who have pending lawsuits? If you haven’t recently applied for a home loan, a second mortgage, or financing for a car, you may not be aware of how times have changed. Five years ago, financial forms asked, “Do you have any judgments against you?” That meant, “Have you been sued, lost the suit, and had a judgment levied against you?” However, financial institutions have gotten smarter. They’ve tightened up the system they use to rate levels of risk for loan applicants. Today’s loan applications ask a very different question: “Are you currently involved in a lawsuit?” That means that if anyone tries to sue you for any reason, frivolous or not, at the very least you’ll be rated as a much higher risk. (Remember, that’s before the lawsuit is even decided.) And that translates to a lot of money out of your pocket! The result, you may be financially paralyzed!

Are you willing to forego that dream home or that new car because someone tripped on a pavement crack in your business’s parking lot? And just imagine what being unable to lease office space could do to your business. Creating a legal entity separates the business from you and your personal assets, so that any legal action can only affect that entity—and not you personally!

This is by far the biggest reason to incorporate or form an LLC. It makes no sense to have a sole proprietorship unless you have no assets or future assets coming . . . in which case, you shouldn’t—and wouldn’t—be in business at all.
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Smart Tip

Consider incorporating in Nevada first to help protect your corporate veil. Keep in mind that your corporation or LLC will still need to register to do business in your home state.






Be Sure to Play by the Rules 

It’s essential to do things properly when you incorporate. Remember, when your company incorporated, you created a legal entity separate from yourself. It’s imperative that your corporation is treated as such. If the corporation is sued and there aren’t enough assets or insurance to cover the liability, the plaintiff may decide to go beyond the corporation and after you personally to recover alleged losses. This is called piercing the corporate/LLC veil, and the consequences to you can be devastating. You are essentially a sole proprietorship again, financially paralyzed, with a lawsuit against you personally!

How do you keep this from happening? Your new corporate entity:1. Must follow corporate formalities, keeping recorded minutes and resolutions;

2. Must have proper capitalization, which is the amount of money you put into the corporation to get it started; and

3. Must not co-mingle funds with your personal account. Under no circumstances can you use corporate money to pay for your personal expenses.



Let’s take a closer look at how these three requirements can be breached or compromised.1. Lack of corporate formalities. Here’s an example: When an officer of the corporation goes on a business trip, the corporation must have a meeting to authorize that trip. This is hard for some to understand, especially if you’re a one-person corporation and you wear all the hats. Still, you must show in your corporate meeting minutes that the trip was approved, because the corporation is NOT YOU. It must be treated as a separate legal entity. Some people will tell you that an LLC doesn’t have to perform the same formalities as an S or a C corporation. (Actually, the main reason that CPAs sometimes recommend an LLC is because of lack of formalities.) While this is somewhat true, it is changing. We’ve discovered recent court cases involving piercing the LLC veil where the judge looked at corporate cases for guidance, particularly with regard to formalities. Accordingly, use of the term piercing the corporate veil has evolved to “piercing the entity veil” or “piercing the LLC veil.”

2. Lack of proper capitalization. When you form a corporation, it has to be capitalized. That usually means money is put into a corporate checking account, and stock for the corporation is issued to whomever capitalized it (usually an individual, but it could be another entity). There are certain guidelines in each state that ask, “Did you capitalize the corporation with enough money/assets, or was it too thinly capitalized?” But what exactly is “too thinly capitalized?” Lately, an unfortunate trend has been taking place in the courts. In some situations, they have adopted a sort of “20/20 hindsight,” and companies in high-liability sectors like manufacturing are especially at risk.For example, let’s say you’re a widget maker with five employees, and you’re capitalized at $50,000.00 and have a $1-million insurance policy, which is appropriate because widgets are cheap and you don’t sell many. Then one day, Joe Employee cuts off a hand with the box cutter and saddles you with a $3-million lawsuit. The court says, “Mr. Business Owner, when you formed this company, you should have known that Joe would slice off a hand someday, and you should have known that your insurance would cover only $1 million of the $3 million he’d want. Since you only have $50,000.00 in capitalization, we’re  going to consider your company too thinly capitalized. Therefore, we’re going to allow for piercing your corporate veil to recover the rest.” Crazy? Of course. But true.



3. Co-mingling of funds. As a sole proprietor, you no doubt have a company bank account. You can use that money for your business or personal expenses. At the end of the year, your CPA will help you determine which part of that money was deductible for business expenses and which portion was for personal expenses. Often, your CPA will find that you spent a lot of money on personal items that are not deductible business expenses. Still, the only consequence to you is that your net profit is higher than you thought, so you owe more in taxes than you expected.It’s very different in a corporation. There must be a separate checking account used for business purposes only. Using that money for personal reasons is called co-mingling of funds, and the consequences are dire. A judge may actually set aside the corporate veil because you ignored the fact that the corporation is a separate legal entity from yourself, leaving you totally exposed.








Choice of Entity Comparisons 

You have multiple choices when it comes to structuring your business; these are called entities. Entity is just a fancy word for saying “the way a business is structured.” We will cover five of the most common choices of entities you can choose from including the sole proprietorship, general partnership, C corporation, S corporation, and a limited liability company. Here is a profile of each entity, so you can choose the right structure for your company.


Sole Proprietorship 

A sole proprietorship is the simplest form of business. It is not a separate entity. Instead, as a sole proprietor, you own the business and are directly responsible for its debts. Just remember that whenever you do something the “simplest” way, it is typical for your results to be directly proportional to the effort required.


Management and Control 

As the business owner and sole proprietor, you retain complete management and control over your company. However, the price you pay for total management and control is near total risk for personal liability incurred through the acts of your agents or employees.


No Formalities 

With the exception of complying with applicable licensing requirements, you’ll find no formalities required of a sole proprietorship. However, when you conduct business under a name that does not show your surname or that implies the existence of additional owners, your state may require that you file a fictitious business name statement and publish notice. If your name is Joe Smith and your business is called “Joe Smith’s Services,” you may not have to file. If you name your business “Joe’s Services,” “Smith’s Services,” or “Smith and Sons,” chances are good that you will have to file. And if you want to deduct your expenses, you’ll still have to log them into a diary format on a timely and consistent basis—no matter which entity form you choose.
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Beware!


Simple vs. asset protection . Although the sole proprietorship is the easiest and most simple form of business operation, it also has the risk associated with losing your current and future assets. One lawsuit can wipe you out!




Transferability 

As the owner of a sole proprietorship, you can sell your business at will.


Duration 

The sole proprietorship remains in existence for as long as you are willing or able to stay in business.

For more details, go to www.NVInc.com/IMAresources.


General Partnership 

A general partnership is a business entity in which two or more co-owners engage in business for profit. For the most part, the partners own the business assets together and are personally liable for business debts.


Liability for a Co-Partner’s Debts 

Each general partner is deemed the agent of the partnership. Therefore, if you, as a partner, are apparently carrying on partnership business, all of your general partners can be held liable for your dealings with third parties.


Liability for a Co-Partner’s Wrong Doing 

Each partner may be held jointly and severally liable for a co-partner’s wrong doing or tortuous act (e.g., the misapplication of another person’s money or property).


Sharing Profits 

If you don’t have a formal partnership agreement, profits are shared equally among partners. A partnership agreement, however, usually provides for the manner in which you and your partners will share profits and losses.


C Corporation 

The label C corporation refers to a regular, state-formed corporation. To form a corporation, you must file articles of incorporation and pay the requisite state fees and prepaid taxes with the appropriate state agency (usually the secretary of state).
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Beware!


Simple vs. asset protection . Although the general partnership is the easiest and most simple form of business operation when two people are involved, it also has the risk of losing the current and future assets of both partners. One lawsuit can wipe both of you out!




Management and Control in Corporations 

Normally, a corporation’s management and control are vested in the board of directors, which is elected by its shareholders. Directors generally make policy and major decisions regarding the corporation, but do not individually represent the corporation when dealing with third persons. Instead, officers and employees, to whom directors delegate authority, conduct all dealings with third persons.


Board of Directors 

The board of directors is responsible for the corporation’s management and policy decisions. There are, however, a few instances when the shareholders are required to approve the actions of the board of directors, such as an amendment to the articles of incorporation, the sale of substantially all corporate assets, or the merger or dissolution of the corporation.


Corporate Officers 

Corporate officers, elected by the board of directors, are responsible for the dayto-day operational activities of the corporation. Corporate officers usually consist of a president, vice president, secretary, and treasurer.


Number of Persons Required 

In most states, one or more persons may form and operate a corporation. Some states, however, require that the number of persons managing a corporation be at least equal to the number of owners. For example, in certain states, if your corporation has two shareholders, it must also have a minimum of two directors.
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Beware!

Most who file C corporations do not fit the model from a taxation point of view (capital intensive). Be cautious of companies that promote a C corporation to help save you business taxes in year one without consideration of your business over the next three to five years.




Fringe Benefits 

Corporations may offer employees unique, and deductible, fringe benefits. Although, a C corporation employer can deduct the cost of a qualified educational assistance program, and employees can exclude up to $5,250.00 of such benefits from taxable income each year, there is a restriction on this benefit. Be sure to check with your CPA for C corporation fringe benefits that may apply to your business.


Lower Marginal Tax Rates 

C corporations have overall lower tax rates than pass-through entities like partnerships and S corporations. Even at higher levels of taxable income, the current tax cost of operating as a C corporation is generally lower than the tax cost of operating the same business in the form of a pass-through entity. Specifically, a C corporation will pay 15 percent federal tax on $50,000.00 in profit, which is much less tax than you would pay if that same level of profit flowed through a pass-through entity to your personal tax return. The key is to avoid or to reduce double taxation, which must be taken into account if you’re considering a C corporation. Also, some businesses, if formed as a C corporation, may be viewed as Personal Service Corporations, which pay a flat 35 percent tax rate from the first dollar in profits, or Personal Holding Corporations, which pay 15 percent tax on any undistributed profits of the C corporation. Check with your planning professional to make sure your business won’t fall under one of these definitions.


Corporate Formalities 

If you want to retain the corporate existence, limited liability benefits, and special tax treatment, you must observe corporate formalities. If you’re the owner of a one-person corporation, you will find that you must wear different hats depending on the occasion. For example, as a one-person corporation, you will be responsible for being the sole shareholder, director, and officer of the corporation. You will be required to hold annual meetings, take (and keep) corporate minutes of the meetings, appoint officers, and issue shares to yourself.
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Bright Idea

If you go from a sole proprietorship to a corporation or an LLC and you have a DBA name, make sure to refile it linked to the corporation or the LLC as the filer vs. you individually. If you keep the DBA filed by you and form a corporation or an LLC, you are still operating the DBA as a sole proprietorship until you make this change.





Duration of a Corporation 

As a separate legal entity, a corporation continues indefinitely. Its existence is not affected by death or incapacity of its shareholders, officers, or directors, or by transfer of its shares from one person to another.


S Corporation 

Generally, S corporations may have a maximum of 100 shareholders, and those shareholders must be individuals, although certain types of trusts and estates may qualify as a shareholder. Once your corporation makes the Subchapter S election to become an S corporation, profits and losses are passed through and reported on the individual shareholders’ tax returns. This is the same basic pass-through treatment afforded partnerships and LLCs. The key distinction of the S corporation is that profits and losses are not taxed at the corporate/ business level like they are if the business operates as a C corporation.


IRS Filing 

The S corporation must complete and file IRS Form 1120S to report its annual income to the IRS each year.
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Beware!

Do not violate the S corporation shareholder rules. Remember to file Form 2553; otherwise, your corporation will be taxed as a C corporation.




General Shareholder Requirements 

ALL shareholders of the S corporation must be U.S. citizens or have U.S. residency status. If for any reason S corporation shares are sold or transferred (even if by will, divorce, or other means) to a shareholder who is a foreign national, the corporation will lose its S corporation status and will be treated as a C corporation. This also means that C corporations, foreigners, or LLCs taxed as limited partnerships cannot be owners of an S corporation. This is important to know because it may affect your future investment options should your business require additional investors.


Only One Class of Stock 

S corporations may issue only one class of stock, which becomes a problem when you need investors.


Limited Partnership 

In a limited partnership, one or more “general” partners manage the business, while “limited” partners contribute capital and share in the profits but take no part in  running the business. General partners are personally liable for partnership debts, while limited partners incur no liability with respect to partnership obligations beyond their capital contributions. One way to reduce the personal liability of a general partner is to form a second entity to serve as the general partner of a limited partnership. Typically, you can use an S corporation or an LLC as the general partner. When that happens, the amount that the general partner can lose is limited to the value of the assets in the S corporation or the LLC. This method brings more operating expense to the limited partnership, but that can be overcome with an LLC taxed as a limited partnership. The purpose of a limited partnership is to encourage investors who will be risking no more than the capital they have contributed.
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Beware!

If you form a limited partnership for your business, the general partner has UNLIMITED liability. You must at least consider a separate entity to act as the general partner.



Another potential problem with the limited partnership is that limited partners can lose their limited liability protection if they become too actively involved in managing the business. This potential means that limited partnerships are not suitable for activities where all of the partners are heavily involved in the business.


Duration 

Death, disability, or withdrawal of a general partner dissolves the partnership unless the partnership agreement provides otherwise, or unless all partners agree in writing to substitute a general partner. Note that the death or incompetence of a limited partner has no effect on the partnership.


Formalities 

You will find that setting up and operating a limited partnership brings with it the same formalities as when you’re starting a small, for-profit corporation. Most states require that you file a certificate with the secretary of state, who applies restrictions on the use and availability of partnership names and sets forth statutory requirements that dictate how you add new limited partners and replace general partners.


Limited Liability Company 

Limited liability companies (LLCs) are a relatively new business form in the United States, although they have a longstanding history in Europe. LLCs were first formed in the United States in 1977, and were granted pass-through tax status by the Internal Revenue Service in 1988. As a result, LLCs can elect to be taxed like partnerships, with tax incurred only at the individual level when profits are paid as dividends.


Any Person or Entity Can Own an Interest in an LLC 

Generally, any legally recognized “person” may own an interest in an LLC, except a professional LLC where ownership rules are restricted to licensed practitioners. The question is, then, what is the definition of a “person”? The definition may be slightly different from state to state but includes the following: individuals, partnerships, domestic or foreign corporations, trusts, business trusts, real estate investment trusts, estates, and other associations or business entities.


Number of People Needed to Form an LLC 

You can be the sole owner of your LLC in all states except Massachusetts, which requires two people to form one.


Ownership Structure of an LLC 

An LLC’s owners are called members. A member’s interest in an LLC is represented by interest certificates. An LLC can be managed by managers or by members. An LLC is managed by its members, with each having control commensurate to his percentage of ownership, unless the members hire managers to operate the business. If the members hire managers to operate the business, the members can dictate the amount of control the managers will have.


Differences Between an LLC and an S Corporation 

Some differences between LLCs and S corporations are:
• “Memberships” vs. stock issuance. LLCs cannot issue stock, but rather, they offer “memberships.” S corporations, on the other hand, can issue stock and are owned by the shareholders.

• Management. S corporations are managed by the directors and officers, while LLCs are managed directly by the members unless they hire managers.

• Restrictions. S corporations have some restrictions that are not applied to LLCs. For example, S corporations are limited to 100 shareholders, while the number of members in an LLC is not subject to any restriction.

• Taxation. S corporation shareholders potentially will save self-employment taxes (15.3 percent) on distributions, whereas, with an LLC taxed as a partnership, generally the distributions are subject to self-employment taxes (exception is for passive members).

• Liability. If an LLC member is sued for someone or something unrelated to the operating business, the creditor will be limited to a “charging order,” which in most states allows the creditor to gain access only to the “economic interests” or profits distributed vs. the ownership of the LLC. In an S corporation, the creditor can take control of the S corporation stock and, therefore,  the S corporation itself, with more ease. That is why an LLC taxed as an S corporation offers more protection vs. a regular S corporation.






LLC Taxation 

An LLC may be treated as a partnership or a corporation for federal income tax purposes. An LLC is treated as a partnership for tax purposes if it elects to be taxed as a partnership under the “check-the-box” regulations.

A business entity with only one owner is classified as a corporation or is disregarded; if the entity is disregarded, its activities are treated in the same manner as a sole proprietorship, a branch, or a division of the owner. As of January 1, 1997, a business entity with two or more members may elect to be classified for federal tax purposes as either a corporation or a partnership.
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Beware!


Are LLC formalities required? Many incorporating companies will tell you that operating as an LLC is easier than operating as a corporation because the LLC does not require the same formalities as a corporation. This is NOT TRUE based on our research. We recommend that you also do formalities for an LLC, even a singlemember LLC disregarded for tax purposes.




The Default Rules 

A newly formed domestic entity will automatically be classified as a partnership for tax purposes if it has two or more members unless an election Form 8832 is filed to classify the entity as an association (and thus taxable as a corporation). If the entity has a single member, it will not be treated as an entity separate from its owners for federal tax purposes unless an election form is filed to classify that organization as an association.


The Federal Tax Identification Number


Each new entity requires a new Federal Tax Identification Number (also known as an Employer Identification Number, or EIN) to identify the entity for taxation purposes. What a social security number is to an individual, the Federal Tax ID Number is to the corporation. Generally, any corporation doing business within the United States is required to have an EIN. In fact, the EIN is necessary when filing tax returns and for establishing bank accounts.




In conclusion, if you have two partners, the LLC will be taxed as a partnership. If you have two members and you want the LLC to be taxed as an S corporation, you must first file Form 2553 to make the federal S election. If you have a single member LLC, the default rule is to be taxed as a disregarded entity, like a sole proprietorship. If you want the single member LLC to be taxed like an S corporation, then you would file Form 2553. In all of these cases, please consult a tax professional regarding your individual situation.

For more details, go to www.NVinc.com/IMAresources.




Factors Affecting Your Entity Choice 

Here are ten factors to consider when you chose the best entity for your information marketing business.


1. What Do You Expect Your Business to Do in Gross Sales During the First and Second Years? 

Gross revenue and question 2 on net profits, will greatly impact whether a regular corporation or a flow-through entity like an LLC or an S corporation would be best for you overall. The more net profit your business will have (with low overhead and expenses), the more likely your business could be a flow-through entity. An internet business that is purely online may fit this model. Flow-through entities include1. S corporations;

2. LLCs taxed as single member disregarded, S corporations, or partnerships; and

3. Limited partnerships.




2. What Will Be Your Business Expenses and Net Profit During the First and Second Years? 

Net profit is key to determining what you will do with the profit. Will you reinvest it into your business, or take the profits and purchase other assets like real estate? Typically, real estate would be helpful in a separate entity, and you would want the profits from your main business to flow through and use that for a down payment for real estate.


3. Do You Have a Partner for Your Business? 

This affects your ability to have an LLC taxed as a partnership. A spouse counts as a partner.


4. What Is Your Personal Income Level (Aside from this New Business)? 

This will help determine the potential savings linked to self-employment (SE) taxes. In 2008, SE taxes are 15.3 percent on earned income up to $102,000.00. An S corporation puts you in a position to potentially save on SE taxes. If you are already maxed out with your full-time job or another company, the above is a key component to know.


5. Will Your Business Develop a Net Worth? 

Meaning, will it develop systems and have a net value over time? Or is it based solely on your efforts, and the day you stop working is the day your company stops generating revenue?


• This mainly affects the difference between having an LLC or a corporation. An LLC has more protection if the owner is sued and loses for something unrelated to the operating business. For example, if you get in a car accident and are sued personally and your insurance provider does not cover all of it, you are personally responsible. If one of your assets is the stock in your corporation and you own that personally, potentially you could lose control of your corporation (and business) from a personal lawsuit.

• An LLC has an extra layer of protection called the charging order that makes it more difficult for a creditor to gain control of your ownership interest.

• If on the day you stop working there is no value in your business, then if you are sued and lose control of the company, it is not a major concern because without you as the major asset and income producer, there really is no value. For example, you may be a consultant with a contract with a client, in which case an S corporation may be OK to have. You may not be as concerned about losing control of your S corporation stock from a personal lawsuit because there is really no value in your business if you are not a part of it.




6. Is the Goal to Sell the Business Soon? 

This is important if you are considering becoming a C corporation because when you sell the business, you may experience double taxation. In this situation, typically at the sale of a business, the buyer will purchase the assets from your current company. This would mean that the C corporation would have income. When you shut down your C corporation, the corporation would pay taxes and you would pay taxes on the money taken out of the C corporation, which is double taxation. As an option in this  situation, a flow-through entity like an LLC, taxed as an S corporation, may have been a better solution.


7. Will Your Entity Keep Profits as Retained Earnings for Future Growth and Expansion? (Important if you’re considering a C corporation) 

If this is the case, you may want to consider a C corporation. If you plan to sell the business, a C corporation may not be the best choice. It is important to check with your CPA or a tax professional from a tax planning point of view.


8. Are You Looking for Investors for Your Company? 

This mostly will affect an S corporation or an LLC taxed as an S corporation. An S corporation or an LLC taxed as an S corporation has restrictions as to who can become shareholders. If your investor wants to invest in your company through his C corporation, LLC taxed as a partnership, or limited partnership, or is a foreigner, he CANNOT be a shareholder in an S corporation (or an LLC taxed as an S corporation). You do not have this problem with a C corporation, LLC taxed as a partnership, or taxed as a C corporation, or limited partnership.


9. Do You Have Other C Corporations? 

If you currently have a C corporation and you want to form a new entity, which also becomes a C corporation, you have formed a control group according to the IRS, which means instead of two federal tax brackets on the C corporations, you may only have one. For liability purposes, you still have two separate entities. This is an advanced subject, and if you fall into this situation, you need to speak to a tax professional who has experience in this area. In some situations, it may be to your advantage for the C corporations to be considered part of a control group, but not usually.
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Beware!

Companies that promote C corporations do not take into account if you have other C corporations and the ramifications of the control group status.




10. Are You a U.S. Citizen or a Resident Alien? 

This is an important S corporation question because nonresident aliens cannot own S corporations. If you are going to have a partner, and the partner is a foreigner, you cannot form an S corporation unless your partner is considered a resident alien. Or if your partner wants to have ownership in your new company as a C corporation, you cannot be an S corporation because the C corporation cannot own stock in the C corporation! FYI, a living trust can be an owner of an S corporation.

 
Why Do I Get Different Input From My Attorney and CPA?


Many business owners get frustrated when their attorney gives them advice that is the opposite of what they received from their CPA. It’s important to know that each professional has a different perspective. Here’s some advice for understanding these perspectives and getting them both working together for you.


❍ Tax perspective. One of the biggest challenges in business is conflicting information, especially from your professionals. The key is to understand their roles and why you are getting particular advice from each professional. For example, if you go to your CPA to ask if you should incorporate your business, he is going to give you advice from a taxation point of view, which is what he should do. He may recommend you remain a sole proprietorship because your business may not make enough profits to justify (from his point of view) setting up a corporation (usually an S corporation) to save you taxes. On the surface, this may seem to make sense, but what about the liability perspective and the marketing perspective?

❍ Liability (legal) perspective. If you went to your attorney, he would typically say, yes, you must form a separate legal entity and an LLC provides the most protection. Of course, the attorney—unless you ask—will probably not discuss the fact that an LLC can be taxed in four different ways: a disregarded entity, a C corporation, an S corporation, or a partnership. That is typically something you discover later on, once you meet with your CPA, which, of course, creates challenges after the fact. The attorney typically will not recommend you continue your business as a sole proprietorship because you will have unlimited personal liability. Even if you have insurance, you may still lose your personal assets. Why didn’t your CPA mention this part? That is not the advice CPAs give.

❍ Marketing perspective. Many times, the CPA will have a benchmark in his mind at what level of profits you will save on taxes before you should consider incorporating. Generally, that benchmark is around $40,000.00 in net profits (after all expenses). In this situation, an S corporation would put you in a position to save on SE (self-employment) taxes, which is 15.3 percent on earned income up to $102,000.00 in 2008. If your CPA recommends you do NOT incorporate because your company does not make enough profits and you decide to continue to operate as a sole proprietorship, what is the  marketing message you are sending to the world? “Hey, I am not profitable. That is why I am still a sole proprietorship, but would you like to do a joint venture with me anyway?” That makes no sense and may not be in your best interest. If fact, you may lose business without knowing it by operating as a sole proprietorship. You never know who will say to themselves, “He or she is not successful. I am not sure I want to do business with him or her.” This maybe the difference between being in or out of the game!






Disclaimer: The above comments are only suggestions. It is recommended that you speak with a professional about the best entity for your situation.

For more details, go to www.NVinc.com/IMAresources.




Best of Both Worlds 

Be aware of where the advice is coming from when you meet with your CPA or attorney. Typically, an LLC has the best liability advantage, and in many cases, an S corporation has the best tax advantages. What to do? How about an LLC taxed as an S corporation? That may be the best of both worlds for you (liability protection plus tax savings). The LLC has an extra layer of protection that is not available with an S corporation. This is called a charging order.

For more details, go to www.NVInc.com/IMAresources.




Choosing a Place to Incorporate 

Which state offers the most benefits? Is it Nevada, Delaware, or your home state? Many small businesses prefer to incorporate or to form an LLC in their home states. In general, it is less complicated and more cost effective to incorporate in the state  where you’re planning to operate your business. Unfortunately, keeping things simple and asset protection are inversely related. In many situations, Delaware and Nevada do offer advantages that may be appropriate for your business.

If you incorporate outside your home state, however, you still may be required to qualify to do business in your home state. The cost of a local incorporation is usually less than incorporating in another state and then qualifying to do business in your home state as a “foreign” (out-of-state) corporation.

If you have a partner and/or business activity in more than one state, you’ll have to decide where to domicile your corporation or LLC and again, register as a foreign corporation or LLC doing business in the state where the activity occurs. That decision should be based on multistate taxation rules and registration requirements, which vary from state to state.

Delaware and Nevada are often cited as the best states in which to domicile (or form) your new business. Both states have advantages, but not all may apply to your situation.


Action List

1. Define your passion and goals personally and financially over the next three years. Focus on your outcome and what you want to accomplish.

2. Develop your business startup to-do list and put in priority order with timelines to complete.

3. Develop a budget for your business startup, plus capital required during the first 90 days.

4. Speak to your professionals concerning what entity may be best for you.

5. Call NCP at (888) 627-7007 for a free 30-minute consultation for the startup of your business, fees, and timeframe, a $200.00 value!

6. Before you sign any contracts or leases or open a bank account or obtain a business license, form a separate legal entity for your business. Do not operate as a sole proprietorship!

7. Go to www.NVInc.com/IMAresources to review the information to help you stay on track!

8. Take care of your mental and physical health. Focus on what is working, what is great about today! Get in shape, eat better, and work out. You will need the energy to produce results and get off to a fast start.






Resources 


www.FastBusinessCredit.com for establishing business credit


www.BusinessLicenses.com for obtaining the forms for your business license


www.GoDaddy.com for reserving your domain name


www.GrowThink.com for business plan information


www.INCnationwide.com for incorporating in all 50 states


www.IRS.gov for tax forms and questions


www.NVinc.com/IMAresources.htm for complete information on incorporating and starting your business


www.TMexpress.com for information for obtaining a trademark
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Scott Letourneau is the CEO of NCP Inc. and an authority in helping people form entities, grow their businesses, and protect the assets of those businesses. His Top 5% Club is highly acclaimed by business experts around the country. Visit www.NVinc.com to receive your free guide, Costly Mistakes to Avoid When Incorporating in Nevada! Contact Nevada Corporate Planners Inc. at (888) 627-7007 for information and fees for us to help your information marketing business get off to a fast start! Or e-mail us at NCP@NVinc.com.
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Financing Your Info-Marketing Business

by Gerri Detweiler and Garrett Sutton, Esquire 
www.BusinessCreditSuccess.com


 



 



 



After you establish the legal structure for your company, it’s time to consider startup financing. Whether you are putting your own money into the business or borrowing your startup capital, it’s important that you create a plan for generating revenue and paying those debts. Also, here are some tips on minimizing this risk of creating your own business.
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When Melanie Benson Strick started her coaching and info-marketing business, Success Connections Inc., corporate credit was the last thing on her mind: “The first two years of my business, I had no idea how much money it would take to become profitable. Flying by the seat of my pants, I used two strategies: borrow from my credit cards and borrow from my father. Unfortunately, it wasn’t until I was up to my ears in debt that I knew about other forms of capital, and by then it was too late.”

Benson Strick, who is now a successful million-dollar lifestyle coach and seasoned info-marketer, says there was an upside to her early struggles: “The positive by-product of looking for a capital infusion was that I became proactive about revenue projections. I learned how to identify what was going out, what was projected to come in, and create strong strategies to pay off the debt, including using low-interest credit cards. There is no way you can stick your head in the sand and become financially profitable,” she advises.

According to the Small Business Administration, more than three out of five small enterprises will borrow to start or grow their ventures, frequently using credit cards, home equity loans, and loans from friends and family to get started.

Many entrepreneurs rely heavily on their personal credit to get started, but find it creates problems:1. Mixing business and personal funds can create headaches at tax time.

2. Personal guarantees put their personal assets at risk.

3. Their credit scores often sink due to the level of debt they are carrying for the business.



A smarter approach is to create a business financing strategy, just as you would a marketing or business plan. Even if you don’t intend to borrow, having access to capital when you need it will allow you to pursue opportunities when they arise.
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Stat Fact

There were 21 million small business loans totaling $601 billion reported to the Small Business Administration (SBA) by financial institutions as of June 2005. Small business credit card loans had grown by 25 percent from the year before, to a total of $19 billion.






Where Will You Find the Money to Start Your Info-Business? 

Information marketing businesses can be started on a shoestring. With just a computer,  for example, you can create an ebook and market it online. Or you may already have a successful business and want to develop another revenue stream. Karyn Greenstreet, founder of Passion For Business LLC, started her info-marketing business with revenues from her already successful coaching practice. She already owned a computer and office equipment, and had an established website. For her, creating and selling info-products was a logical expansion of her business, one that allowed her to reach many more small business owners than she could solely through coaching.

But most successful information marketers find that in this business, it takes money to make money. See the table for common startup expenses. A combination of capital and credit is needed for product production, online promotion, direct mail marketing, advertising, travel, support staff, etc. You can look to a number of sources for any necessary money.

 



 



Common Info-Marketing Startup Expenses





	
Computer, Office Equipment, Supplies 
	
Cost 



	Computer system with printer/copier/scanner
	$1,000–4,500



	Digital camera
	$100–700



	Digital video recorder
	$300–1,000



	Business phone with features such as hold and three-way calling
	$75–200



	Microphone for computer
	$25–200



	Voice mail
	$8–25/month



	E-mail hosting
	$0–25/month



	Website design
	$500–5,000



	Website hosting
	$50–500/month



	Online shopping cart
	$50–250/month



	Customer relationship management (CRM) software
	$600–10,000



	Uninterruptible power supply
	$125–250



	Hard-drive backup
	$150–300



	Surge protector
	$15–250



	Calculator
	$10–25



	Desk
	$200–600



	Desk chair
	$50–250



	File cabinet(s)
	$25–100



	Bookcase
	$50–100



	Computer/copier paper
	$25–50



	Logo design
	$150–300



	Business cards
	$10–50



	Letterhead, paper, and envelopes
	$50–125



	Printer cartridges
	$25–80



	Miscellaneous office supplies
	$100–150



	
Product Development/Production 
	
Cost 



	Graphic design for book cover, CD labels,
	



	and/or product cover design
	$50–500



	Recording and/or editing of audio program
	$100–1,000



	CD or DVD duplication and labeling (outsourced)
	$1–3 each



	CD duplicator (do-it-yourself)
	$200–1,000



	Audio album for multiple CD programs
	$1–3 each



	Printing: labels, covers, CD inserts, etc.
	$.50–3 each



	
Professional Services 
	
Cost 



	Full-service entity formation (incorporation)
	$600–2,000



	Trademark registration
	$325–1,000



	Copyright registration
	$35–100



	Business license (if required)
	$25–500



	
Shipping, Equipment, and Supplies 
	
Cost 



	Hand truck
	$55–125



	High-speed tape dispenser
	$16–25



	Carton stapler
	$200–500



	Electronic scale
	$50–700



	Paper shredder
	$25–150



	Sealing tape
	$5–8



	Shipping boxes, tubes, or cardboard mailers
	$.14–4 each



	Miscellaneous shipping supplies (bubble wrap, labels)
	$20–100





 


Friends and Family 

A handshake is not enough if you are asking friends and family members to lend money to your business or to invest in your startup. A legal agreement will spare both of you from misunderstandings, and may provide tax benefits. If you are not able to pay back a loan, for example, your lender may be able to deduct the loss if there is a written loan agreement. That may not be the case for informal loans. In addition, a well-prepared loan or investment proposal and professional agreement may loosen the purse strings faster than a personal plea for money.

Virgin Money (formerly CircleLending.com) is a popular resource for facilitating business loans between individuals. You approach people from whom you want to borrow money and with the help of Virgin Money’s service, present a professional proposal and loan request. If your lender agrees, Virgin Money handles the details, including loan documents, payment processing, reminder e-mails, and year-end statements, etc. See Financing Resources at the end of the chapter for more information.


Bank Loans 

It can be tough to get bank financing for a young startup business unless you are willing to pledge collateral (such as home equity) and have a strong personal credit score. It is still a good idea, however, to meet with a loan officer from a local bank or credit union active in small business lending. Ask the loan officer to review your business and financing plans. While you may not be ready or able to get a loan, your banker can provide you with valuable advice and help you position your business for a loan when you need it.

MaryAnn Shank had two websites under her belt when she decided to become a full-time info-marketer and website consultant. She successfully landed a loan from her bank to help her start up YourSBIcoach.com. “The track record I established with my previous two sites helped convince them I was likely to be successful with the new one,” says MaryAnn. With financing, MaryAnn was able to quit her day job and work full time in her new business.


Business Credit Cards 

It can be surprisingly easy to get credit cards in the name of your business. There is a distinct advantage to using business credit cards rather than personal ones. Many of these cards will not be reported on your personal credit report, which helps protect your credit rating from the damage that may be created by maxing out one or more cards. Some will also report to the business credit rating agencies, which helps you build a business credit rating. Finally, the rewards programs offered on business credit  cards can be very rich, allowing you to accumulate free airline miles, earn cash back, or collect other perks.


Your Customers 

Pre-sell your product at a discount before it even launches. If you have a strong following already, a joint venture partner with a strong list, or have found a hungry market, you may be able to pre-sell copies of your program or ebook, or seats at your seminar, ahead of time.

One author worked with an information marketing group that sold 100,000 copies of his book before it was even published! Those who pre-order often get a significant discount or valuable bonuses, and you get immediate up-front cash flow. Make sure it is clear when the product will be available, and check with your merchant bank to learn whether pre-billing is allowed under your credit card agreement. Another option: Sell a one-hour teleseminar at an attractive cost, and then use the income generated from that program to launch your full kit or seminar.
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Dollar Stretcher

Your personal credit will typically be reviewed for business loans, credit cards, leases, and more. Get your credit report at www.AnnualCreditReport.com and make sure it is accurate. You can get a free credit score review at www.Credit.com.




Private Lenders 

In the past, it was difficult to find private lenders and convince them to lend you enough money to get started unless you had a strong track record or stellar connections. But that has changed with peer-to-peer internet lending platforms such as Prosper, Zopa, and LendingClub. With Prosper, for example, you can post your business plan and financing needs, and individuals can bid to lend you money in increments as small as $50.00 up to a total of $25,000.00 The more individuals who bid to fund your loan, the lower your interest rate. Because the risk is usually spread over multiple lenders, it can be easier to raise money than trying to get a larger amount of funding from one source. See the Financing Resources at the end of this chapter for more information.


Terms from Vendors 

Borrowing money isn’t the only financing strategy available. Getting terms from vendors can be another way to manage cash flow. For example, you may be able to convince a printer to accept half of your payment up front with the rest due in 90 days. You then have time to sell your product to pay the second half of the bill. Just be prepared with a backup plan to cover the cost in case initial sales aren’t as brisk as you anticipated.


Case Study: DigitalGolf.TV


Digital Golf began as an information marketing business by showcasing exclusive interactive online video content on golf courses, equipment, and instruction, along with an innovative social networking platform for golfers to communicate and interact with players of all skill levels. It has expanded to offer golfers the opportunity to “test drive” top-brand golf clubs on the golf course or driving range. The test drive service delivers golf clubs directly to a golfer’s home or office based on a monthly membership fee, similar to the Netflix business model.

In 2004, Digital Golf was founded by the husband-and-wife team of Scott Walker and Nichole Neal Walker. Shortly after its founding, the company was selected to be a part of a technology incubator in Irvine, California, that promised access to angel and venture capital funding for internet startup companies. The incubator, however, proved ineffective and had a poor track record of providing funding for any company. At that point, the founders of Digital Golf were disappointed, but decided to take the leap and build the company by self-funding (which included a significant amount of personal savings, sweat equity, and a small amount of funding from family). The initial funds were used to develop the entire website and to produce the interactive and online video content featured on the site. As the company has grown and continues to scale nationwide, phase two of the company’s growth includes funds from business loans as well as fees generated from customers’ online memberships to the site. These funds are being used to acquire and amass a significant inventory of golf clubs and to market Digital Golf’s services to the 38 million golfers in the United States.




Barter 

Can you exchange services to help preserve cash? If you are selling a marketing program, for example, perhaps you can trade your program and a consultation with a graphic artist who can design your logo, business cards, and product covers. Consider joining a barter network if you need help finding businesses willing to trade. Make sure you put your agreement in writing.

As Michael D. Walker was putting together the joint venture partnerships that were ultimately crucial to the success of his info-business, Zentimental LLC, he found himself facing a welcome, but serious problem. As he added more JV partners each week, the momentum of his success began to explode. As a one-man operation, however, he  soon fell behind in putting into place the technical structure needed to handle customer orders, digital download pages, etc. It soon became apparent he needed a skilled webmaster to quickly and efficiently get his system in place, so he could launch his website, www.Zentimental.com. He couldn’t afford to hire someone outright, though, so he contacted several of his JV partners and asked who they were using. One name kept coming up: Corey Lewis of EasyTechVideos.com. Walker explained his situation and worked out a barter agreement under which Lewis immediately went to work solving the technical issues for the new site. In return, Walker agreed to promote Lewis’s services and provide a testimonial for his website, which he was glad to do after watching how fast Lewis went to work getting Walker’s site up and running. “Without the timeless concept of barter and a business partner who was agreeable to a creative solution, my site would not have been ready to launch on time,” says Walker.


Lease 

Even if your business is brand new, you may be able to preserve startup capital by leasing computers, office equipment, and other pricey items. A lease may offer tax advantages and will not be reported on your personal credit. Be sure to weigh the overall cost of leasing against buying, talk with your tax advisor, and read your lease agreement carefully before signing on the dotted line.


Partner Up 

Alexandria Brown, aka “The Ezine Queen,” used this strategy to publish her book Power and Soul: 42 Entrepreneurs Share Their Secrets for Creating the Business and Life Of Your Dreams. She enlisted 42 of her coaching clients to write a chapter in the book, for a minimum $1,500.00 entry fee. Writers received a case of 132 books and could order additional ones at a discounted cost. Brown was able to publish her book with a strong first-print run, and she had a team of enthusiastic co-authors to help promote it.

If you work with an established partner, negotiate terms carefully, so you each understand your roles and so you can exit the relationship if things do not work out. Get your agreement reviewed by an attorney.


Sell a Contract 

Alarm service companies, health clubs, cell phone services, and other businesses sell contracts for specified periods of time. Info-marketers can create membership or coaching programs for an ongoing membership fee. Get creative and see if there is a way you can sell programs or contracts that will allow you to collect payments on a regular basis from customers. This can give you predictable cash flow and help you better manage your business finances. Need a quick cash infusion? You may even be able to factor the ongoing payments, which means selling them for a lump sum of cash before they are collected.

 
Case Study: Fabienne Fredrickson, ClientAttraction.com


The way I financed the startup of my company was to make the transition from my corporate job a slow one. At the time, I didn’t have a lot of money saved, but I knew that I wanted to start my own business. So, instead of taking the great leap of faith too early, I strategically paced myself.

While still working in my corporate job, I decided to sign on a few clients from my new venture, speaking to them in the evenings and on weekends. It wasn’t easy to do both, and I often didn’t have a lot of sleep. But I knew that for me, this would be the only way to leave my job and still secure my future. So I essentially had two different income streams coming in, some from my individual clients, and the rest from the paycheck I was getting every two weeks from my sales job. The additional income I earned from my new clients helped pay for the startup expenses of my venture.

I used a six-month transition period to build my reserves on many different levels: in cash, equipment, supplies, and marketing materials. Slowly and diligently, I began purchasing the costly office equipment, supplies, and software I needed, while still collecting my paycheck. At the same time, I was using the additional income from clients to ramp up my marketing materials, my website, and logo creation, so that when I was ready to quit my job and go into self-employment, I wasn’t starting from scratch. I also collected clients along the way, so that when I was ready to quit my job, I was already at a half-full coaching practice, instead of staring at an empty client calendar. Those reserves really made all the difference for me, and without them, I’m not certain I would be in business today, let alone at the top of my game, teaching thousands of entrepreneurs to attract more clients and make more money.

What I see too many times today is people very anxious to leave their income-generating jobs and doing so before they have their ducks in a row financially and marketing-wise. When these new entrepreneurs see the mounting costs of startup expenses and no money coming in, it can really take a toll on their self-confidence and the belief that they can make it in business. Therefore, in my Client Attraction business mentoring, I strongly recommend setting up the foundation of the business before taking the leap into working solo, and not relying solely on credit cards to fund the business. That way, the transition can be a much smoother one, and the chances for success are much higher.







Establishing Business Credit 

Building a business (aka corporate) credit rating can help you bypass the common financing hurdles encountered by many startups. The first step is to separate credit for your company from your personal credit. When you get credit cards, lines of credit, or trade accounts, apply for them in your business name. Although you will likely have to provide a personal guarantee, at least in the early years, business loans are not generally reported on your personal credit reports unless you default.

While most business owners would like to avoid personal credit checks and personal guarantees, it is still valuable to establish separate company credit accounts because it helps protect your credit rating. If you rely on personal credit cards, your credit score will suffer if you have too many accounts with balances or are too close to your limits on your individual accounts—even if you pay on time.
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Beware!

Do not try to hide from a poor personal credit rating by using an Employer Identification Number (EIN) to replace your social security number. The Federal Trade Commission warns that this is an illegal scam.



To separate your business and personal credit, it is essential you set up the proper business structure and take steps to make sure your business is legitimate and stable:
• Create the proper business structure, whether it is an S corporation, a C corporation, an LLC or other incorporated entity. Sole proprietors cannot effectively build business credit.

• Make sure your business is properly licensed.

• Obtain a business phone line reported in the name of the business to 411 directories.

• Establish a business bank account.

• Create a business plan, even if it is simply a two-page synopsis.

• Secure credit or terms with vendors and financial institutions that report to major commercial reporting agencies such as D&B, Experian, or the Small Business Financial Exchange (SBFE), and pay them on time or, better yet, early. 


• Implement accounting systems that allow you to generate financial statements as requested (preferably by a CPA).

• Have the ability to make a persuasive presentation to a lender or an investor.






Finding the Best Business Credit Cards 

As soon as your new business becomes official, either by incorporating or obtaining a business license, your mailbox will likely be filled with offers for business credit cards. They’ll try to entice you with offers of low-rate balance transfers and loads of perks. But how do you decide which business credit cards are the best for you?

When choosing a business credit card, there are four things you’ll want to consider:1. Will the card help build my business credit rating? A few business credit cards report to the business credit reporting agencies, such as D&B or Experian. It is a good idea to choose a business credit card that does report to the corporate credit agencies in order to establish business credit references.

2. Will the business credit card affect my personal credit rating? Max out a personal credit card, and your FICO score will suffer. But if you use a business card that does not report your activity to the personal credit reporting agencies, you will help protect your personal credit rating.

3. What’s the cost? Most small business credit cards will hype very low-rate introductory offers and balance transfers. But before you get too excited, read the fine print. Watch out for rates that increase if you miss a payment on either that individual card or any other account that appears on your credit report. (This practice is known as “universal default.”) Also, pay attention to the interest rate after the promotional rate ends, if you will carry a balance.

4. What are the perks? This is the fun part of choosing a business credit card. Rewards are rich for business credit cards—just make sure you can actually use them. If you will carry a balance, weigh the cost of the card against the benefits you’ll earn. For entrepreneurs who carry balances, a low-rate card will usually win out over one with rewards.



For updated information on how to find the best business credit cards, see Financing Resources at the end of this chapter.
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Smart Tip

A good corporate credit rating is a business asset. Even if you have plenty of financial resources to start your venture, establishing a strong corporate credit rating will make your info-marketing business more valuable if you decide to sell or expand it in the future.







Help! My Credit Is Bad 

If you have poor personal credit and can’t qualify for any business credit, you have several options:
• Borrow from friends or family or private lenders who may be more interested in your business or in giving you a hand than in scrutinizing your credit rating.

• Get serious about improving your credit. Barter, lease, or ask for terms from vendors while you work on raising your score.

• Ask the bank where you have your business bank accounts if it reports to D&B, Experian, and/or SBFE. If it does, ask for a secured business loan to establish a payment history. With a secured loan, you will put up a security deposit for the loan.

• Take on a partner with good credit to apply for initial business loans. But be careful before giving someone else ownership in your firm. A solid legal agreement is crucial.
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Beware!

Watch out for companies that encourage you to misrepresent your business status to get loans or payment terms from vendors. Falsifying loan information is illegal and can spell the end of your business.






Accepting Credit Cards 

Accepting credit cards for payment is essential for most information marketing businesses today because most of them sell on the internet. To accept credit cards, you must apply for a merchant account, and your terms will depend on the type of risk your business presents. Finding a merchant services company willing to allow you to process credit cards can be frustrating for a new info-marketer. Internet-based information marketing businesses usually fall into the high-risk category, making it challenging to get started. First talk with the bank or credit union where you hold your business account to find out what it can offer, and then compare that offer to other merchant processing services.
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Smart Tip

Find financial averages by industry as well as a list of the safest and riskiest businesses at www.BizStats.com.



Another alternative at the beginning is to use third-party services such as PayPal or Google Checkout. While these payment options are popular, there are many buyers who  still would prefer to pay by credit card directly. See Merchant Services at the back of this book in Appendix B, Info-Marketing Resources and Vendors for a list of merchant and payment services.




Know the Numbers 

You must have a clear grasp on the bottom-line numbers of your business. These will be essential if you want to go to a financial institution to borrow money, if you want to get investors or angel funding, or if you want to thrive rather than survive! It is essential to:

Hire a Knowledgeable CPA or Tax Professional with 
Small Business Experience






You must be able to produce financial statements that adhere to industry standards (not to mention the fact that you want to minimize taxes). The financial statements you should prepare on a regular basis (monthly or quarterly) include:
• Balance sheet. The balance sheet provides the company’s net worth at any given point in time. The balance sheet consists of assets (what the company owns), liabilities (what it owes), and equity (or net worth). A balance sheet must always “balance.” In other words, assets must equal liabilities plus shareholder equity.

• Income statement. Also known as a profit and loss statement, an income statement describes the company’s profits or bottom line over a period of time. The income statement typically includes revenue, expenses, and net income (including income before and after taxes, and if applicable, income per share).

• Personal financial statement. Your lender may require a personal financial statement, which will be similar to your business financial statement. It will include your income, assets, and liabilities.

• Set up your bookkeeping system. Your system can be as simple as a spreadsheet, or you can do it yourself with a program such as Quickbooks, Peachtree, or Microsoft Accounting Express. If you don’t have the time or experience to keep good records and update your system, it is a good idea to hire a bookkeeper. Be very careful about choosing someone who is bonded, insured, and has a good reputation. More than one business owner has lost his business due to embezzlement by a bookkeeper.
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Beware!

Do not try to “buy” good business credit! Some companies will offer to “sell” trade references for a large sum of money. This may result in your company being blacklisted.




No one can protect your company’s money like you can. Keep a watchful eye on your assets and liabilities, so you can spot problems quickly. Successful info-marketers monitor these numbers regularly.




Resources 


Books 


The ABC’s of Getting Out of Debt, Garrett Sutton, Esq., Warner Books


Own Your Own Corporation, Garrett Sutton, Esq., Warner Books


Consultants and Other Experts 


Melanie Benson Strick, Million Dollar Business & Lifestyle Coach, 14320 Ventura Boulevard, #222, Sherman Oaks, CA 91423, (877) 830-3139, www.SuccessConnections.com



Alexandria K. Brown, The Ezine Queen, (877) 510-2215, www.AlexandriaBrown.com



Gerri Detweiler, Business Credit Expert, SuccessDNA Credit Center LLC, 2248 Meridian Boulevard, Ste. H, Minden, NV 89423, (888) 227-3158, www.BusinessCreditSuccess.com (A free business credit audio program is available at www.BusinessCreditSuccess.com/EntrepreneurBook.)


Fabienne Fredrickson, Client Attraction Mentor, P.O. Box 62, Stamford, CT 06904, (866) RAINMAKER, www.ClientAttraction.com



Karyn Greenstreet, President, Passion For Business LLC, P.O. Box 331, Revere, PA 18953, (610) 346-6601, www.PassionForBusiness.com



Jim Reed, CPA, nationwide preparation of taxes and financial statements as well as bookkeeping, (888) 838-6682, www.TetonTax.com



Garrett Sutton, Corporate Attorney and Rich Dad’s Advisor, 348 Mill Road, Reno, NV 89501, (800) 600-1760, www.CorporateDirect.com



Corporate Credit Agencies 


BizCreditReports, national reseller of Experian credit information, offers affordable credit solutions for small businesses, www.BizCr.com



D&B Small Business Solutions (formerly known as Dunn and Bradstreet), http://smallbusiness.dnb.com



Equifax, www.Equifax.com



Experian, www.SmartBusinessReports.com



Small Business Financial Exchange, www.SBFE.org



Internet Resources 


Small Business Administration (SBA), www.SBA.gov



BizStats.com, small business financial and risk information, www.BizStats.com



Financing Resources 


Business Credit Cards. A free list of the best business credit cards can be found at www.BusinessCreditSuccess.com/card_ratings.php



Online Lending Communities: Prosper, www.Prosper.com; Zopa, www.Zopa.com; Lending Club, www.LendingClub.com



Priority Leasing, leasing for all types of small businesses, (800) 761-2118, ext. 30, www.PriorityLeasing.com



Virgin Money (formerly Circle Lending), facilitates interpersonal loans and offers free guides for business owners seeking loans or investment capital, www.VirginMoney.com
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Garrett Sutton is a corporate attorney advising small business owners. As one of only three Rich Dad’s Advisors, he teaches corporate formation and business finance strategies to thousands of new business owners each year. He has written several best-selling books, including Own Your Own Corporation and How to Buy and Sell a Business. He also hosts a syndicated internet radio show, Wealth Talk America (WealthTalkAmerica.com). His firm provides asset protection and business-building services to thousands of clients around the country and internationally.

 




Gerri Detweiler is a sought-after source on credit topics and has authored and co-authored several best-selling books on consumer financial topics, including The Ultimate Credit Handbook. She has been interviewed in thousands of news stories, sharing credit advice for consumers and entrepreneurs. Garrett and Gerri are co-founders of BusinessCreditSuccess.com, a service dedicated to helping small business owners successfully establish strong business credit ratings.
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Simple and Easy Strategies for Creating Products You Can Sell for Years

by Kendall SummerHawk 
www.KendallSummerHawk.com


 



 



 



Creating products is as easy as typing or talking. With questions of business structure and financing taken care of, now it’s time to create your products. And the best part is, with info-marketing, you work to create a product once, and you get paid many times over.

[image: 025]


Who hasn’t dreamed of owning a business that gives you the luxury of sitting on a sunny beach under an umbrella with nothing but miles of sand and time stretching out before you and money flowing in while you peacefully relax?

Information marketing is one of the few types of businesses that can actually make your dream of enjoying both financial success and an ideal lifestyle come true. The reason is simple. The beauty of information products is that they leverage your time because once created, they live on indefinitely, continually bringing in steady income, new leads, new sales, and new clients for your other information marketing programs and services.

When I first started my business, I thought I was going to be coaching small business owners on marketing. On a lark, I decided to create an audio program on cassette tape of the topics that my clients seemed to struggle with most, just to see if I could sell a few copies every month and make a few extra dollars. Little did I realize I would end up creating a fast-growing information marketing business that now brings in a high six-figure annual income and is quickly approaching the $1-million-a-year mark.

Information products (CDs, DVDs, workbooks, books, ebooks, reports, manuals, etc.) are the heart of positioning yourself as an expert, attracting more clients, and creating ongoing income that flows in, even when you’re on vacation, spending time with your family, or sleeping!

And, if you’re an entrepreneur who cares about doing well AND doing good, information products help you reach out and touch the lives of a wider audience. It’s not unusual for information marketers to have clients around the world, which means you not only get the satisfaction of creating a lucrative business that earns money for you day and night, but you also get to enjoy the personal fulfillment of knowing your information is helping large numbers of people solve a problem or achieve an important goal.
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Bright Idea

You can bundle an information product with other services to generate more leads and clients. For an example of this strategy, go to www.KendallSummerHawk.com/success.html.






Information Products You Can Create 

An information product is typically written or recorded, and then packaged and delivered either via the internet or by mail. At first glance, the number of different ways you can combine and package your information can look daunting. Take a closer look, and you’ll see that each different combination uses just one (or more) of these three simple formats: audio, video, or print. That’s it! No matter which format(s) you  choose to use, the steps to producing your information product are the same, so once you’ve made your first product, you’ll be able to make your next one even faster.

To help you visualize what an information product looks like, let me summarize 38 different ways you can combine audio, video, or printed information into popular selling products.
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Smart Tip

People will buy the same information in multiple formats, so you can offer the information on audio, in printed reports and workbooks, and in a video.






38 Different Types of Information Products 


Paper 

1. Reports. 1 to 50 pages, delivering information on a highly focused topic

2. Tip sheets. One page, very specialized “how-to” information

3. Manuals/workbooks. Typically 50 or more pages published in a three-ring binder or a spiral-bound format

4. Books 

5. Boxed sets of books 

6. Home study course. Typically includes printed workbook, audio CDs, and even video

7. Test/assessments. Self-scoring or computer scoring

8. Seminar or workshop transcripts 

9. Newsletters. Can be printed or online

10. “Back issues” of newsletters or reports 

11. Continuity programs. Such as “book or CD of the month”

12. Sets of cards. Reminder cards or study cards, like recipe cards

13. Forms/checklists. Detailed, step-by-step information

14. Posters 

15. Multi-author publications. Several authors contribute to one product, and each gets to sell it


Audio and Video 


16. Audio. Live recorded speeches, seminars, or consulting sessions

17. Audio. How-to instructions you can record on your computer or via teleseminar 


18. Audio. Interviews of respected experts on a specialized topic

19. Audio. Interviews of success superstars on how they did it

20. Audio. Interviews of YOU as the expert on a specific topic

21. Audio. Roundtable discussions

22. Audio. Collection of radio broadcasts

23. Audio. Subliminal, self-hypnosis, etc.

24. Video. Live recorded speeches, seminars, or consulting sessions

25. Video. How-to instructions and demonstrations

26. Video. Interviews, conversations, roundtable discussions

27. Video. Interactive with a workbook




Internet Products 


28. Ebook. Book delivered in downloadable format over the internet

29. Downloads. Clients download manuals or audios over the internet

30. Membership site. Clients pay a monthly/regular fee to access information on a password-protected website

31. Course/lessons. Clients receive a series of lessons

32. Online certification courses 




Combination Products 


33. Trainer kits. Multimedia, used for certification courses

34. Computer software 

35. Combination packages. Mix of different products, offered at a special price

36. Customized. Same basic information customized to different markets or different clients

37. Licensing. For reproduction

38. Private-labeled. For other marketers to brand and sell



If you have a topic you’re passionate about or have experience with, then you’re already on your way to creating your first information product. Chances are good that if there is a topic YOU are passionate about, then there are plenty of other people who are passionate about it, too.

Popular topics that people always want to learn more about include:
• Business growth/development

• Business marketing

• Sales

• Team building

• Diet 


• Health

• Exercise

• Relationships

• Sex

• Cars

• Hobbies

• Sports

• Golf

• Animals

• Real estate investing

• Stocks

• Personal finances
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Bright Idea

See a sample of an information product that has sold more than 500 copies at $157.00 each (totaling more than $78,000.00) in just one year at www.KendallSummerHawk.com/pricing.html.



Within these topic categories are many small subcategories that make excellent material for a surprising number of information products. People are hungry for detailed how-to information on an unlimited number of specialty topics.

For example, let’s say you’re a golfer, and you’ve figured out a way to shave two strokes from your golf game. That’s a topic that thousands of other golfers would potentially be interested in. Or let’s say you are an expert at selling to big corporations. Do you know how many other salespeople would pay (and pay handsomely!) to get their hands on your sales system? Plenty!

Here are just a few ideas for the information products you can quickly and easily create and begin selling:
• Idea 1. You can create a number of different, small, subtopic-specific audio and workbook information products, starting with how to give a presentation, how to get the appointment, how to follow up, how to close the sale, or how to get a repeat sale.

• Idea 2. Then you can bundle in your personal worksheets, checklists, forms, scripts, and a day-by-day planner to create a high-ticket home-study program.

• Idea 3. To maximize the sales of your home-study program, you can offer ongoing monthly support via teleseminars for a fee. (A teleseminar is simply a telephone call on a special telephone line that can accommodate multiple people at once—called a bridge line—that you rent by the hour.) This type of program is called a continuity program. Your continuity program can include online links to articles, a members-only community forum, and past recordings and transcripts.

• Idea 4. But wait, that’s not all. Once you’ve begun making sales and have clients enrolled in your continuity program, you can periodically offer them additional  products, services, a high-end personalized coaching program, consulting, or workshops. See what I mean about leveraging your time?





Let’s say you’re passionate about dog training, only not just your everyday, run-of-the-mill dog training, but agility training. (Agility training is where the dog is taught to quickly and accurately go through a series of obstacles in a timed competition.) You can easily create a how-to audio, workbook, or video guide that spells out how to get started agility training a dog. Better yet, you can create a series of information products, each one specializing in agility training for a particular breed. The information may be nearly the same in each product, but to the individual dog owner, seeing a book that specializes in her breed of dog is a sure bet she’ll want to buy it.


One more tip to keep in mind: When choosing your information product topic, it is helpful to select a topic that already has other books, audio programs, and courses written about it. I know this sounds like the opposite of what you might think, but being the first to launch a new topic is a lot riskier than producing information on a topic that people are already known to buy. I recommend sticking with delivering specific, detailed, how-to information on a popular topic.


[image: 029]

Smart Tip

Once you have the title of your information product, be sure to purchase the matching domain name.






Selling and Delivering Your Information Product Online vs. Offline 

You can start out by selling and delivering your information product strictly online, which will save some money when you’re first getting started. Online products are also easy to update or modify. However, you’ll probably want to quickly move into being able to sell and deliver shippable information products such as CDs, workbooks, and DVDs, for these four reasons:1. Shippable information products command higher prices because they have a higher perceived value.

2. Shippable information products typically have a lower return rate.

3. Shippable information products give you the opportunity to include additional marketing information in the box or packaging.

4. Shippable information products can be easily displayed and sold at tradeshows, speaking events, or conferences.



If you’re starting out with online delivery, then you’ll offer your audio information product as an MP3 file download. (An MP3 file is simply a file format that can be downloaded into an iPod or other MP3 player, listened to online directly from your website, or downloaded to your clients’ computers for listening later.)

If you’re including a companion workbook with your audio (more later on how to quickly and inexpensively do this), then you’ll turn your workbook into a downloadable PDF file called an ebook.




Create Your Information Product Content Quickly 

Now, let me show you a simple way to create the actual content for your information product. You don’t have to be a writer or a professional speaker to quickly make your first product because you’re already knowledgeable about your subject.

The simplest way to create your information product content is to ask your buying audience what their biggest challenge is. If you already have a database of contacts in your target market, then you can send out an e-mail survey. Your survey can very simply ask your audience this question:

“What is your biggest question (or challenge) about X?” (“X” is your specific topic).

You can use an online survey system such as www.SurveyMonkey.com or www.AskCampaignsThatMakeYouRich.com, which will let you see your survey results tallied by the most popular entries first.

If you don’t have a database of contacts, you can still use a survey. You can partner with others who have a list, asking them to send out your survey. What’s in it for them? If you offer them your information product to sell for a commission once it’s completed, they will be interested in helping you get the information you need to create your product. One other way to find out what the biggest challenge is in your topic area is to simply ask other people you know who are also interested in your topic. You can send them an e-mail or pick up the telephone and conduct an interview to get the information you need.


[image: 030]

Smart Tip

Aim for completion, not perfection! It’s better to have a less-than-perfect product to sell than no product at all.



Now, to finish creating your content, all you need to do is jot down your tips, techniques, strategies, or steps that solve the most popular questions or challenges your target audience  says it has. Aim for ten specific challenges and three to five tips, strategies, or techniques for each of the ten challenges.

Keep in mind that you don’t need to deliver ALL of the information available on your topic. Your clients are simply looking for ways to get started or to get unstuck. Your information will help them do that, and if they need or want more, they can purchase your additional offers of other information products, workshops, consulting, or coaching.




The Type of Information Product to Create First 

Keep it simple, so you can get started quickly. For your first information product, I recommend a simple 20- to 50-page report, an audio CD, or a workbook. Let me show you how you can easily record an audio CD, and then use it to create multiple spin-off products with very little extra work.
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Stat Fact

One audio CD can hold up to 80 minutes of recording.



One of the quickest (and my favorite) ways to create an information product is to record a teleseminar, and then have the recording transcribed and bound into a workbook. A teleseminar is simply a seminar delivered via the telephone. The reason I like using a recorded teleseminar to create an information product is because you can turn that one call into multiple products in just a few short hours.

For example, with a single, one-hour recorded teleseminar you can:
• Create a CD audio program that you sell.

• Transcribe the call and create a companion workbook that you bundle with your CD, increasing the perceived value and, therefore, the price of your product.

• Print a single section of your workbook as an article that you distribute to online and offline publications to drive traffic to your website.

• Edit one section of your CD into a separate audio file, creating an audio tip that you use as a sample for your website visitors to hear, so they’ll want to buy your product.

• Edit sections of your CD into three- to four-minute, separate audio tips that you post on websites such as www.YouTube.com to generate traffic to your website.

• Use your separately edited audio or written sections as a weekly, downloadable course that clients can purchase and receive online. 


• Include your separately edited audio or written sections as a bonus with another product you sell or as a bonus with someone else’s product.





You can keep repeating this process to quickly create a library of information products people want to buy. Once you have created multiple audio programs, you can bundle them together into a big-ticket kit or home-study course. See the figure below for an example of creating multiple products from one basic product.

 



Example Making Multiple Products from One

Example of six different ways to make multiple products from a single one-hour audio recording.
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Use the Telephone to Create Your First Information Product in One Weekend 

People like to learn in different ways. Some prefer to read, but given the number of hours people spend in the car or commuting, audio is popular with just about everyone. It’s also the fastest, easiest, and least expensive way to create your first information product.
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Stat Fact

One hour of raw, unedited audio recording will take approximately three hours to edit.



How would you like to create your first information product in just one weekend? It’s simple, using a telephone and a few other easily available online resources. Here are the specific steps to follow:1. Decide if your recording will be just you or if you prefer to have someone interview you. Interview-style recordings are great because they sound natural and engaging. Plus, it’s often easier to talk about your topic if you’re speaking to someone you know.You can ask a friend to interview you, or even better, ask someone who is already in your field. Be sure the person has a pleasant sounding voice, does not speak too quickly, and is genuinely interested in your topic.



2. Next, you’ll need a way to record your teleseminar. One simple way to record your call is with an online service you’ll find listed at www.BestInfoProductResources.com. For just a few dollars each month, you can record as many calls as you want. They’ll store the recordings for you and allow you to easily create links from your website back to the call (very handy for selling your information product online), or you can download the audio file for editing on your computer.If you prefer, you can also record a call directly onto your computer, using a digital recorder. Olympus makes several good ones for this purpose. Once the files are recorded, you’ll eventually need to upload them to your website if you plan on making your information product available online (which I highly recommend).



3. Now you’re ready to actually record your call.Don’t worry about scripting out your information. To sound natural, don’t worry about sounding perfect or about making mistakes. You can edit those out later, if needed. It’s normal to have a few “ums” and “ahs” in our speech, and it’s more important to sound friendly than it  is to sound canned or stiff. Your clients listening to your audio want to feel they know, like, and trust you, so just be yourself.



4. You want your finished CD to be about 45 to 60 minutes long. Usually that means your initial, raw recording will be between 60 and 70 minutes long. Where do the extra minutes go? Onto the cutting room floor when you edit your audio.

5. Once you have your recording done, it’s time to edit out any obvious mistakes or bloopers. A one-hour, raw recording takes approximately three hours to edit. You can edit the recording yourself, using software like Cool Edit or Sound Forge, or you can hire an audio editor to take care of this for you. You’ll find an editing service I’ve used many times at www.BestInfoProductResources.com.

6. To finish up your editing, you’ll want to record an audio introduction and ending. It’s nice if the introduction is in someone’s voice other than yours. If you had someone interview you, then you can ask that person to record your audio intro and ending.The introduction welcomes the listener, gives a little bit of information about you, and explains the benefits of listening to the audio. This is an important step because you want to remind your clients why they made a good choice in purchasing your information product.

Your audio ending thanks your clients for listening, and then tells them about other programs, products, and information they can purchase from your website. Be sure to say your website address, plus spell it out. You can see a sample audio intro and ending script at www.KendallSummerHawk.com/audioscript.html.








Instantly Increase Your Sales Price by Adding a Workbook to Your Audio CD Even If You Hate to Write 

Hate to write or don’t have the time? No problem. You can create a workbook that looks great and instantly adds value to your audio CD with little effort. Here’s how:
• Send your edited audio recording file to a transcription service to have it converted into a written document. I like the service at www.TheAdminSource.com, or you can use www.Elance.com.

• Add to your workbook transcription any checklists, tip lists, resource lists, or recommend readings that will help your client in using your information. Here’s a tip: Use size 12 font (or even larger on pages offering a tip list or checklist) and leave plenty of wide margins on the top, bottom, and sides, plus ample white space between sections. Doing this will make your workbook easier and more appealing to read, plus it will beef up the page count, which  increases its perceived value and the price you can charge. It also leaves room for your client to make notes in the margins.

• At the front of your workbook, include a title page, a table of contents, and a short, introductory letter from you, welcoming your reader to the exciting world of learning the information in your workbook and audio.

• At the end of your workbook, add a one-page biography with a photo of yourself, plus a few pages of information on how to contact you, how to either hire you for consulting or coaching, or how to purchase your additional products, services, or programs.
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Dollar Stretcher

You can add professional music to your audio beginning and ending for just a few dollars by purchasing royalty-free music at www.MusicBakerycom.



Now you’re ready to proofread your workbook (I recommend also having someone else proofread your workbook for you, to catch any typos or mistakes you might have missed) and send it to a local copy shop for printing.




Creating High-End Packaging for Your Information Product on a Tight Budget 

Whether you’re selling your information product online or offline, you’ll need to have a CD label designed, along with a matching cover for your CD case. And if you’ve created a companion workbook, then you’ll need a matching workbook cover and back cover designed as well.
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Beware!

Do not print hundreds of copies of your information product workbook or audio CDs just to save a few dollars per copy. It’s best to print just a few at a time, so you’re not stuck with excess inventory sitting in your garage. The amount of profit you make per copy will more than make up for the difference you’ll pay in printing smaller quantities.



If you’re thinking your information product needs to look like a “real” book, then I have good news for you and your wallet—it doesn’t. In fact, trying to look too much like an off-theshelf book is a detriment to charging more for your product. Why? Because books typically sell for less than $50.00, and most are even less than $20.00. Compare that to information products, where, depending on your topic and your audience, you can charge anywhere from  $29.00 to $97.00 for a single CD and workbook combination; $97.00 to $497.00 for information products that include two to six CDs plus a workbook; and as much as $2,000.00 for larger multimedia home-study programs that include multiple CDs, workbooks, samples, and even DVDs.
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Dollar Stretcher

Print your information product workbook on plain paper and with black ink. Save the color printing for your front and back covers.



You can create your own CD labels and covers yourself, using software such as PhotoShop or Illustrator. Or if you shop around a bit, you can have a design made for you for less than $200.00, by hiring a local graphic designer, a design student from your local college, or a designer from one of the resources listed at www.BestInfoProductResources.com.

If you’re selling and delivering your information product online, you’ll use your designs on your website as a mock CD label and the CD case graphic icon. Remember the phrase “a picture paints a thousand words”? Well, in this case, a picture SELLS a thousand words! You can see samples of online mock CD labels and covers at www.KendallSummerHawk.com/products.html.

If you’re creating shippable information products, then you can either burn your own CDs for shipping or use a duplicating service such as the ones recommended at www.BestInfoProductResources.com. You can have a quantity of just 50 CDs burned with a full-color label for less than $2.50 each.

The pages of your companion workbook can be inexpensively printed on regular paper with just black ink (even if there are photos included), but you’ll want to print full-color front and back covers. For just a few pennies more than printing on regular paper, I like to have my product workbook covers printed on heavy cardstock paper and then laminated to create a nice, upscale look and feel. The workbook is then completed with spiral binding that looks great and is easy for your client to handle. You can have a 100-page workbook printed for less than $10.00 per copy in small quantities. Ask your local printer for a quote.

The entire CD and workbook package should have an inviting look and feel to it, so your client wants to pick it up, listen to it, or handle it.

If you’re planning to sell your information product in bookstores or at conferences or tradeshows, then you’ll need to purchase an ISBN. An ISBN is a number used worldwide by booksellers to track inventory. You can purchase a block of ISBNs at www.Bowker.com.
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Bright Idea

The more different kinds of media you include in your information product, the higher its perceived value and the more you can charge for it.



Once you assign your product its individual ISBN, you’ll need to have a bar code created that you include on the back cover of your shippable CD case and workbook cover. The bar code includes the ISBN and is what booksellers use to scan and catalog your product into their computer systems. In addition, many associations and conferences will not allow you to sell a product that does not have an ISBN and a bar code label on it. You can purchase individual bar codes for as little as $25.00 at www.Symbology.com.

 
Quick and Simple Title Tips


Your information product needs a catchy title. Best-selling titles spell out exactly what your clients are going to learn if they purchase your information product. Great title examples are:
How to Charge What You’re Worth and Get It! 
10 Simple Steps to Increase Your Fees, Starting Today


 



Secrets to Contacting Celebrities 
Get Past the Velvet Rope!


 



The Official Get Rich Guide to Information Marketing 
Build a Million-Dollar Business Within 12 Months







Title Tips 
❍ Long titles are GREAT!

❍ Use a numeral in your title, not a written number (“5,” not “Five”).

❍ Use BENEFIT words and phrases.

❍ Don’t try to be clever—aim for clear.





Two Easy Title Formulas

Formula #1

“How to _____________, So You Can _____________________”

Formula #2

“# Secrets/Strategies/Keys/Skills: How to ___________________ , So You Can _______________”

Here are benefit words to include in your title:

Easy 
Reduce 
Learn 
How to 
Sure-Fire 
Free 
Strategy 
Discover 
Avoid 
Tips 
Increase 
Simple 
Learn How 
Mistakes 
Now 
Decrease 
Quick 
Proven 
Strength 
Improve 
Fast 
Discover How 
Techniques







Additional Ways to Create High-Priced Information Products 

Higher-selling information products typically combine audio or video with printed workbooks, forms, samples, and checklists. These are often called multimedia products. Multimedia products have a higher perceived value and, therefore, can command a higher price (often from $997.00 to $2,000.00). They’re really not all that complicated to produce either, once you have the basics under your belt.

For example, you can host a live workshop or a seminar and have both the audio and the video digitally recorded. Then, you can turn your recordings, along with your seminar workbook, into a complete home-study program or course.

To fill the seats at your seminar, you can offer registration at a discounted price, telling people it is a special offer because you are recording and filming.


How to Create an Information Product Even If You’re Not an Expert on the Topic 

You don’t have to be an expert on a topic to create your information product. Instead, you can interview experts and create a compilation product. The advantage of using this method is that you often don’t have to pay the experts (although they will expect to be able to sell the final product for a substantial commission later), and the experts you interview will often announce and promote the product to their lists, helping you make more sales much faster than you could on your own.
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Beware!

Do NOT try to make your information product look like a “real” book. That will lower the amount you can charge.



Another advantage to using this method is that you gain instant credibility just by being associated with a stable of stars in your topic area.

If the idea of a compilation, interview-style information product appeals to you, then just  follow the same step-by-step system already outlined in this chapter. Your project may take a little longer because you will have to coordinate your interview schedule with the schedule of each expert, but you won’t have to create any of the content yourself.


Creating an Information Product That You Can Sell Online and Offline Is Really as Simple as It Seems 

Sure, there’s work to getting started, just like with any business. But there is truly no other business that allows you to make 10 to 20 times (and even more) profit on your product with so little in startup costs. Think about it, no rent to pay or employees to hire. You can make, sell, and deliver your information product completely online if you choose to, and then branch out into selling at conferences, workshops, and seminars when you’re ready. You can sell your information product over and over again without any additional work. Plus, you can use your information product as a lead generator for your additional high-ticket products, programs, or services.

The only thing you REALLY need is the desire to create a fun, profitable business with limitless potential and the motivation to get started … now.




Resources 


www.BestInfoProductResources.com for a list of resources to help you create and sell your information products www.KendallSummerHawk.com/products.html to see samples of what information products can look like
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Kendall SummerHawk offers online and in-person membership coaching programs, plus info-products for women entrepreneurs who want to create their own information-marketing business. One program even offers clients the opportunity to travel to Arizona, where Kendall and her horses coach them on reaching new business goals. The horses “tell” the client where she needs to be more decisive and powerful by the way they respond to the client during a series of exercises. Kendall is known as the “Horse Whisperer for Business.” She can be reached at (520) 577-6404. For a FREE copy of her special report, “How to Create Multiple Streams of Income in YOUR Business,” visit her site at www.KendallSummerHawk.com.
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The Five Keys to Effectively Marketing Your Business


by Diane Conklin 
Complete Marketing Systems LLC 
www.InfoBizBuildingBlocks.com


 



 



 



Selling your products is essential for you to make money. Now that you know how to create products, you have to identify a market and sell them. In this chapter, we will show you how to use print and online resources to collect sales leads and convert them into customers.
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A t this point, you’ve already come up with the topic for your product. It should be in an area you already know something about and have a certain level of experience or expertise in because selling what you know is usually the easiest and fastest way to start your information marketing business.

The fun part of your new adventure is about to happen, as you begin to build your list of prospects, turn them into clients, build your business, and market your products and services, turning new clients into cash and profits for you. Here, we are going to focus on marketing your information marketing products and services.




Is There a Difference Between Marketing and Sales? 

One of the first concerns many new information marketers have is they don’t like the thought of selling things. “Sales” is a dirty word for most people, but if you think about it, you’ll realize that nobody makes any money in this world without somebody buying something.

A tank of gas to power your car, a ticket to see the hot, new movie, a new pair of running shoes, groceries so you can eat—all are examples of things we buy, but we don’t really feel like we’ve been “sold” something when we spend money on them.

The real issue isn’t that people don’t want to buy; it’s that nobody likes to be sold. Everyone likes to buy. With the right marketing, with the right product or service to the right people, they will buy and buy and buy. And you’ll make money when they do because you’re providing them a quality product or service—and you both feel good about it.

So, yes, there’s a difference between sales and marketing. One good definition of marketing is everything you do to create or to put yourself into sales situations. In other words, marketing is anything and everything you do to create an opportunity and a desire within a prospect or a client to buy your products or services.
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Smart Tip

It’s always easier to sell if you offer the fish instead of the fishing pole. Nobody wants to do the work. We all really just want the final outcome. If you can find a way to give people the final product instead of making them do it themselves or work to get it, you’ll always sell more.



Sales, on the other hand, is about getting face-to-face with a prospect or in front of a group of prospects. This is when the money is exchanged. Sales can be made through a sales letter, by getting one-on-one with the prospect  (but don’t worry, this isn’t the way you’ll be selling), from the platform, or on a teleseminar or a webinar, just to name a few.

Sales is really about helping people solve their problems. It’s providing solutions for people and getting paid to do it. Sales, done right, is always a win-win situation. That’s the kind of sales all of us want to be involved in.




Why Marketing Is So Important 

Marketing is the most important thing you’ll do in your business. Using sound marketing principles, strategies, and techniques will allow you to build a large list, form great relationships with your clients, and provide them with outstanding products and services—things they want, get value from, and that you’re proud of.

The marketer always wins because, as a great marketer, you always have the ability to make money, no matter what the economy is doing, whether the housing market is going up or down, when the stock market is soaring or when it’s crashing. None of that will matter to you. If you learn good marketing techniques and put them to work in your business, you will be a success.




Where You Start 

Now that you have your product idea or topic area, you need to do a little research to make sure there are people to sell your products and services to.

One good place to start is the Standard Rate and Data Service, also known as the SRDS (www.SRDS.com). The SRDS is a catalog of more than 100,000 media sources. It’s a great resource to see if your topic has newsletters, magazines, radio stations, and other media dedicated to it. You can also find out how many subscribers the publications have, whether the subscribers have purchased anything and how much they typically spend, where the names were obtained (direct mail, magazine advertisements, etc.), and lots of other information that will help you determine whether you have a viable product, a big enough market, possible joint venture partners, and much more. The SRDS is the first place to get ideas of available lists if you’re going to consider renting or purchasing a list.

If you look up your topical area and don’t find any publications, this might be a sign that your area of interest isn’t one that will be profitable for you. If there aren’t people already selling to your target market, there more than likely isn’t a market for your product or service, or it might mean the market is very, very small. Either way, you should choose another topic for your product or broaden your topic.

Another way to find out about your topic is to do a search on the keywords of your topic. Use your favorite search engine to do this, like Google (www.Google.com), Yahoo! (www.Yahoo.com), Overture (www.Overture.com), or any of the other engines. If websites come up, you should click through to them to see what they’re offering. What kind of products or services do they offer? Is there an offer for something free on the website? Is this a company you could do a joint venture with? Use keyword searches to get a basic feel for the information that’s available about your topic.


Keyword Searches

 Keyword Selector Tool

 



Not sure what search terms to bid on?

Enter a term related to your site and we will show you:
• Related searches that include your term

• Estimated number of times that term was searched on last month





 




Get suggestions for: (may take up to 30 seconds)

marketing
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Note: All suggested search terms are subject to our standard editorial review process.Searches done in January





	
Count 
	
Search Term 



	
1025908 
	
search engine marketing 



	224156
	marketing



	
178835 
	
internet marketing 



	
115802 
	
email marketing 



	
112973 
	
marketing agency 



	
40797 
	
business marketing 



	
37534 
	
network marketing 



	
34475 
	
email marketing software 



	
32056 
	
direct marketing 



	
31654 
	
marketing campaign 



	
25234 
	
marketing research 



	
24523 
	
email marketing solution 










It’s even a good idea to order one or several of the products being sold on a couple of the sites. This will let you look at others’ products, see what their follow-up processes are (if any), see examples of sales cycles as they make additional offers to you to buy, and see the different media they use to entice you to buy again.

Using Google is a great way to find websites and companies that are selling products complementary to yours. These are great companies to approach for joint ventures. If the products and services are in direct competition with what you are selling, then it’s probably not a match for a joint venture, but you can learn a lot from what they’re doing and how they’re doing it.




Joint Venture Your Way to Millions 

You will hear about, and use, joint ventures a lot as an information marketer. Joint ventures are a great way to make money and a great way to build your prospects list. Due to space limitations, we won’t be covering all the details of joint ventures here, but it’s important for you to understand how they work and, more importantly, how you can use this strategy successfully in your business.

There are a variety of ways to do joint ventures and several different types of joint ventures. The main ways you’ll be doing joint ventures will be for you to go to others and have them market your products and services to their prospects and clients, or for you to market somebody else’s existing products and services to your list. A joint venture is just two people working together to market a product or a service, so they both benefit.

No matter how you do a joint venture, it’s important for both parties to get what they want out of the relationship. Typically, in a joint venture, both parties want to make a profit, but not always. If your goal for the joint venture is to build your list, you might be willing to give up more of your profit as a way to entice the list owner to do the deal with you.

Again, there are many ways to do joint venture marketing, but in the two ways listed above, it would be typical for each party involved to split the profits on the deal—typically 50/50.
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Beware!

All joint venture opportunities are NOT created equal. One of you might grow resentful if you feel like the work isn’t distributed fairly and the profits are being split 50/50. Make sure your initial agreement is detailed, and keep communications open. It’s also a good idea to have a buyout clause in all of your JV agreements.



Learn as much as you can about joint venture marketing as your information marketing  business grows because it’s a great way to make money. There are people who use this strategy to run their entire businesses, and they make millions of dollars every year doing so.




Building Your Herd 

Now, you’re ready to begin finding people to sell your products and services to. These people are known as prospects, potential clients, or leads until they buy from you. Once they buy, or you convert the sale, they become clients.

You want as many prospects as you can get, but more importantly, they should be qualified prospects. It doesn’t make any sense to just have a lot of names on your list; you want names of people who have a genuine interest in your topic. For example, if you’re selling dog training and obedience materials and courses, it doesn’t do you any good to have a list of 100,000 prospects if all of them are plumbers. Plumbers probably aren’t greatly interested in dog training and obedience materials. This example may seem obvious, but you have to think about such things when you start building your list of prospects.

Your goal is to market to people who have an interest in and want what you’re selling. So, if you’re selling dog training and obedience materials, find people who have just bought a new puppy or who have dogs as pets. You might joint venture with a dog groomer, a dog boarding facility, or a vet to build your list of names. These JVs give you qualified leads that you can pretty easily turn into clients because you have a great message-to-market match.

By looking at the SRDS and doing research with the search engines, you have another opportunity to start building your list of prospects immediately by doing joint ventures with companies that have products and services complementary to yours. You can also use these contacts in other ways. For example, you might place a classified ad (similar to the one on page 67) in their ezines in an effort to get their clients interested in your products and services. Most information marketers are looking for content, so offer to write an article, a series of articles, or a regular column in their online and/or offline newsletters. In return, you simply insert a one-paragraph biography at the end of each article, with your contact information and website listed, and make sure when your articles are used, the bio is always included at the end of the article. This way, readers always have a way to get in touch with you. This is a fair exchange; after all, you’re providing the other info-marketers with free content for their newsletters.

You can go to any of the following websites to find listings of ezines you might want to write an article for or place a classified ad in: www.EzineArticles.com,   www.DirectoryOfEzines.com, www.EzineFinder.com, or www.EzineSearch.com. Also check your favorite search engine to find additional sources.


The 9 Costliest Mistakes All Information Marketers Make and the Secrets You Need to Know to Avoid Them!

To find out how you can avoid these 9 costly mistakes and watch your profits 
explode by using proven strategies to grow your business, go to 
www.InfoBizBuildingBlocks.com.



A big advantage of using strategies that employ other marketers’ lists is that your message comes with an implied endorsement from a person your prospect already has a relationship with. We buy from people we know, like, and trust, and if somebody we already know, like, and trust says we should look at your offer, then it must be good—because they wouldn’t have you in their material if you weren’t doing good things.

Once you have articles written, you can submit those articles online, always making sure you include your bio with your website address listed. As your articles get used and spread around the internet, you will begin to see an increase in the number of people on your list. Article submission can help your list of qualified prospects grow very quickly. See the sample submission on page 68.

For additional resources on article submission, check out these websites: www.ArticleSubmitterPro.com, www.Articles-Submitter.info, www.SubmitYourArticle.com, and www.ArticlePR.com. You can also do a search for other possible places for submissions—either yourself or by getting help with the process, through automation.

Just as placing classified ads in relevant ezines online is a great way to build your list by using other people’s lists, you can also build your list by placing classified ads in newspapers, trade journals, and other offline publications. Of course, you aren’t limited to classified ads. You can also place small display ads, half-page ads, or full-page ads in these publications.

When you’re first starting out and want to keep your costs low, it makes sense to begin with small classified ads and move your way up to the bigger ads once your classified ads are working. Make sure when you place an ad offline that you ask if your ad also goes into their online publications—many times this can be arranged at little or no additional cost to you, and can be very profitable.


Sample Ad Submission

 Why Every Successful Business Owner. Entrepreneur, and Online Marketer Are Using 
Direct Mail As Part of Every Marketing Campaign. And How Adding It To All of Your 
Marketing Campaigns Can Add Thousands. Even Hundreds of Thousands of Dollars. To 
Your Bottom Line Profits Every Time!

 



A lot of marketers and business owners don’t understand the importance of direct mail in their business. A predominant attitude is why should I spend money on mail when I can send my marketing messages out by email - which is free.

 



First of all, email isn’t really free, but we won’t debate the details of that here.

 



There are growing problems with email deliverability, getting through spam filters, getting emails opened, and the latest experts are predicting there will soon be a charge for every email you send - much like putting stamps on the envelopes you mail.

 



Direct mail is still the best way to market to your prospects and clients.

 



With the increases in postage that are happening on a regular basis, many business owners are mailing less and less; which gives you a distinct advantage. Mailing when others aren’t sending mail increases your response rates and keeps you out of the clutter.

 



Direct mail works, it always has, and it always will.

 



Certainly, I’m not recommending you use it, or any other marketing methods, exclusively, but you do need to use it in your marketing plans. Integrated marketing strategies and techniques are the way of business today.

 



The smart marketer and business owner uses every advantage they have and every advantage they can find, even making their own advantages if they have to. One very big advantage you’ll have is using all methods and media available to you in your business - including email marketing, fax blasting (when appropriate and without breaking any of the rules or laws about this), voice broadcast, all types of internet marketing, and direct mail. And, use them every time you put a marketing program together. Use integrated marketing methods for all of your marketing plans and you will be much more successful, and make a lot more money than if you only use one marketing method or media.

 



If you would like to use this article for your readership, you may do so as long as you include this complete bio with it:

 



Diane Conklin is an entrepreneur, marketing and business coach, trainer, consultant, event planner, speaker and copywriter. Diane is a direct-response marketing expert who specializes in showing small business owners, entrepreneurs, coaches and consultants how to integrate their marketing methods and, strategies, with their media to get maximum results from their marketing dollars.

 




For more information, marketing tips and strategies go to www.infobizbuildingblocks.com or www.CompleteMarketingSystems.com.



There are many other ways to build your list. You’re only limited by your imagination in the number of ways you can creatively build your herd and sell more and more products and services.

As with most other areas of your business, it makes sense to start with the basics, and as your business grows, continue to add more and more ways to add qualified prospects to your growing herd. A few of these other ways include having your own blog; having a presence on MySpace.com, You Tube.com, and eBay; doing press releases; getting free press through public relations and other means; list rentals, purchases, and swaps; and participating in forums and membership sites.




Direct Response Marketing and Your Money 

Now, you have qualified prospects who have an interest in your products and services. How do you convert those qualified leads and prospects into buying customers, clients, and raving fans? You do it with good, solid marketing strategies, by underpromising and overdelivering, by providing good content, by following up, and by continuing to market and sell to these people over and over again.

You’re going to get your best marketing results and make the most money by using direct response marketing strategies and techniques. Direct response marketing is not the advertising you typically see on TV, in newspapers and magazines, or anywhere else. That type is called image advertising, and it’s what all of the big companies use. Companies like Coca-Cola, IBM, Apple, and Nike use image advertising. These companies have millions of dollars to spend to get their names out to you. They do it many times, over and over again, and what they bank on is your remembering their name over somebody else’s. That’s not the kind of marketing you want to do to grow your business. You can’t compete with the big boys, so don’t try.

In your local area, you don’t have to look any further than the Yellow Pages to see image advertising. The ads all look alike—that’s called me too advertising. You just do precisely the same thing everybody else is doing. It must work if everybody’s doing it, right? Wrong! None of them are measuring results, so they don’t know if their ads are working or not. All of those advertisers in the Yellow Pages have businesses, but they don’t know what to do. So, they do what the Yellow Pages rep tells them to do, which is to put a typical ad in there with the company’s name, location, hours of operation, and phone number.

The successful direct response marketer asks this question about any ad he places anywhere, really about any marketing he does: “How will I know how much business I get from this ad?” Then, he places some type of measuring device on the ad. For example, in the Yellow Pages ad, you can make an offer of 10 percent off when customers bring the coupon attached to your ad into the store, or you can offer them a free report by calling your special 800 number (which is set up solely to measure how  many calls you get from that one ad), or you can use a host of other ideas. The point is, again, you must be able to measure the response from each specific media, each specific campaign, and each specific ad.

Use marketing methods that are measurable, so you quickly know whether or not your efforts and money are pulling in a return. If they’re producing good results, you roll out the plan and do more; if they aren’t, you stop and regroup—quickly, so you can make a lot of money in a short period of time.

Direct response marketing is the kind of marketing you do if you want fast, trackable results from your marketing. It’s the kind of marketing where you can spend $1.00 and get back $10.00, do it quickly, over and over again, and know what your results are within a few days, hours, or minutes—depending on what media you use to market your product.

If you use traditional image advertising methods, you’ll never be able to measure the return on your marketing dollars. There will be no way to measure it because you won’t know where your clients are coming from. You just keep spending money on marketing, hoping it’s working. If you place the typical image ad, with no measuring device, you could be wasting thousands of dollars every year with no return on your investment and not even know it.




One-Step or Two-Step Response Methods of Marketing 

You’ll use one or two basic response methods to get people to respond to your offers. They will usually either be a one- or a two-step process.

In the one-step process, the marketing is designed to get an order directly from that step. In other words, the ad is going to ask for the order. Examples of these ads can be seen in most offers you get in the mail. You look at the piece of mail, and if you want what they’re offering, you place your order by mailing in the card, calling a phone number, faxing in an order form, or something of that nature. In this example, your client would put all of his contact information and credit card information on the form, you would get the order and fulfill it, and then start your follow-up process. You have a new client or an order from an existing client in one easy step.

The two-step process is disguised a little, in an effort to make the sale a little less obvious. In this instance, the marketing is designed to get action and interest from the prospect or client first, and then make the sale in the second step, after the prospect has raised his hand to say he’s interested in what you have to offer. A two-step process is being used when your prospect asks to get something from you; it’s usually something free, like a special report, an audio CD, or a DVD, and can be sent by regular mail, e-mail, or possibly downloaded online.

In most instances—not all, but most—you will use the two-step approach when you’re trying to build your list and get new prospects, and the one-step approach when you’re selling to current clients or to people who already know you and have an established relationship with you.




Multistep, Sequential Marketing Campaigns 

One marketing message is almost never going to produce the kind of results you’re looking for. You have to employ multistep marketing campaigns, using different media, to get your message out.

For example, let’s say you’re going to have a workshop or a seminar, and you want to let your clients know about it, so they can register and attend. If all you do is send one e-mail or sales letter, you probably aren’t going to get a very good response. People are busy, and there are so many advertisers vying for our attention that many people will miss your message if you only send it once.

Instead, put together an integrated, multistep marketing campaign that might include as many as 6 sales letters that go out in the mail, 12 to 15 e-mails, 2 voice messages or voice blasts, messages in your online ezine every week up to the event, 2 teleseminars or webinars, and maybe 4 faxes (if you have permission to fax your clients, otherwise you could be in violation of the law).

In this example, there are about 30 contacts, maybe more, depending on the marketing cycle. A marketing cycle refers to the timeframe of your marketing plan, or how long you start marketing prior to an event. Usually you’ll need to start marketing for a live event, like a workshop or a seminar, at least three to four months prior to the event. See the example on page 72.

If you’re trying to sell one of your products, you still send multiple marketing messages to your clients and prospects to give them multiple opportunities to invest in your program.




Integrated Marketing Systems Through Seven Different Types of Media 

Whatever types of media you decide to use to market your information marketing business, you will want to use direct response marketing methods. Direct response marketing is based on direct selling methods, and it is about selling directly to the client by using media. Simply put, it’s marketing that concentrates on getting clients and making sales, and being able to quickly and accurately measure your results, so you immediately know what kind of return you’re getting on your marketing dollars.

 Multistep Marketing Campaign
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Direct response marketing can be used with all of the different media you use in your integrated marketing campaigns. You should be using direct response marketing methods when you advertise in newspapers, magazines, and trade or association journals, in all your direct mail campaigns, and when you’re marketing online.

Many people think of the internet as a business. It really isn’t a business; it’s a type of advertising or marketing media. The internet is just one way to get your message out to the public.

One of the mistakes a lot of information marketers make is that they use only one marketing method. One is always the worst number—in marketing and in business. If something happens to the one stream of income, the one marketing method you’re using, the one media type you like, you and your business could be in serious trouble.

If you think about sitting on a stool, you’ll quickly get the analogy of one being the worst number. It’s pretty tough to balance on a one-legged stool. There isn’t any stability, it’s wobbly, and without much outside interference, you’re going to fall off, just like your business will if you’re only using one type of media to market your products and services. A stool with three or four legs is much more stable; it gives you security. You don’t really worry about falling off. Your business is the same as the stool. Using a multistep and a multimedia approach will maximize your profits and stability.

The smart marketer uses multistep campaigns and multiple marketing messages via a variety of different media to get her message out. This method allows your message to be picked up and acted upon by more people.

As much as we’d like to think everyone is on the internet, it simply isn’t true. If the internet is your only means of marketing, you’re missing out on a lot of potential customers. Although more and more people are now reading the newspaper online, there are still people who get the paper delivered to their houses and sit down with their morning coffee to read it.
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Beware!

One is always the worst number in business. You never want to become dependent on only one marketing stream, one lead source, one vendor, or one employee. If that one thing dries up, stops working, or goes away, so does your business. Your business has much more stability if you have three or four sources you’re using and getting good results from.



Another type of marketing media you want to use in your information marketing business is classified advertising. This method is available both online and offline. The offline media where you can place classified ads are numerous. A few of the offline media include newspapers—local newspapers including the penny saver and papers that people get delivered to  their homes, and national newspapers, like USA Today, the Wall Street Journal, and others, that might or might not be a fit for your products and services.

Placing classified ads in trade journals for your industry or niche is a great way to grow your herd and market your product and services. There might even be magazines or newsletters applicable to your topical area in which you can place a classified or a display advertisement. To see some of the possibilities, stop by your local bookstore and see what magazines you can find on the shelves or look at a newsstand in the airport the next time you’re waiting for a flight.

Always start with a small classified ad as a test, and if that ad pulls, then roll out your marketing campaign to do more and more ads in other places. The other thing to try, once you have a classified ad that works, is to expand up to a small display ad. Again, start with a small test, and then roll out big once you find an ad that pulls in the numbers you need to make money.

Direct mail is one of the best ways to market your products and services. With the right message to the right market, you can send postcards, sales letters, and a variety of offers in the mail and get massive returns on your marketing dollars. This is a tried and true method of marketing your products and services that many marketers underuse, especially today because of the popularity of the internet.

Although television can also be a good media source to market your products and services, it tends to be very expensive. So, television as a media source is probably not the area in which to start out your marketing, but it might be added later as you have the money to do so.

The most common way to see information products sold on television is through infomercials, which are very expensive to make, produce, and make profitable. They are a very effective way to make a lot of money, but they carry with them a lot of risk. So, this is definitely a media to add to your marketing plan once you’re established and making money with other, less expensive media.

There are other media in which you can advertise and market your services, including radio, teleseminars and webinars, telemarketing, podcasts, and a host of other online and offline media.

The real issue to concern yourself with is using multiple marketing methods and different media to get the message about your products and services out to your prospects and clients. Use an integrated marketing approach in which you don’t become too dependent on any one media or find yourself bringing in new clients in only one way.

There are marketers who try to build their businesses and lists by using only online marketing, and there are others who are getting new clients into their funnels only through speaking on other event promoters’ platforms. These are good strategies for your information marketing business, but you don’t want to become too dependent on  any one method alone. Instead, you want to use all of the methods outlined here in conjunction with one another. If something happens and one of them slows down or dries up completely, you will still have new clients, money, and resources flowing into your company, while you add more and better methods and strategies to your thriving business.
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Diane Conklin is president of Complete Marketing Systems LLC, which specializes in strategic planning, implementation, and execution of business and marketing systems for information marketers, entrepreneurs, and coaches. Areas of expertise include: direct response marketing (including direct mail); strategic planning; list building and management; business system development; product development; teleseminar planning and implementation; and event marketing, planning, and management. You can find more resources and get a free CD on the 9 Key Building Blocks to Your Information Marketing Business at www.InfoBizBuildingBlocks.com, or call (321) 449-1151.
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How to SELL Your Information Product Online or Offline


by Michele PW (Michele Pariza Wacek) 
Creative Concepts and Copywriting LLC 
www.MichelePW.com


 



 



 



There are hundreds of marketing options found on- and offline, but they all have one thing in common—a powerful sales presentation. You can create great marketing materials by harnessing the powerful “direct response techniques” to sell your information products.
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Let me tell you about John. John was a busy employee. He had a good salary, decent benefits, but he wasn’t happy. He cast about for something else to do, something that would add more meaning to his life, and finally hit upon a business that intrigued him—creating an info-marketing company.

He took a few months to create his first info-product, and because what he really liked about info-marketing was how you can sell things online, he thought he’d start by creating a website. He decided to do it himself and save a few bucks. After all, how hard could it be?

Over a weekend he got a website up. And then he sat back and waited.

Well, a few months passed, and nothing happened. No leads, no sales. Not even a phone call or an e-mail.

Hmm . . . Maybe he was wrong to save a few bucks. Maybe he needed a professional. So, he contacted a company that built websites, and they put together a big, flashy, really cool-looking website.

It cost a pretty penny, but that’s OK. You gotta spend money to make money, right?

Well . . .

The problem was, that pretty, expensive website wasn’t doing any better than his little, cheap, homemade website. Still no leads, sales, or customers. But now he felt even worse because he was out a big wad of money and had nothing to show for it.

I hear stories like John’s all the time. And I’ve made plenty of mistakes myself over the years of being an entrepreneur. But here’s the scoop about mistakes entrepreneurs make—there’s both a good side and a bad one.

First, the bad. As a new entrepreneur or small business owner, you tend to make a lot of mistakes. Worse, some are quite costly, and by costly I don’t mean just financially. They can also cost you a great deal in time (which in some ways is worse—you can always make more money, but you’ll never get time back).

But there is a silver lining in that black cloud. And the silver lining is this—everyone tends to make the same mistakes over and over again.


Two Common Mistakes Entrepreneurs Make

1. They spend thousands of dollars on a pretty site that doesn’t sell. Pretty doesn’t sell. Words sell.

2. They don’t respect the power of words. Just because you know how to write a sentence doesn’t mean you should be writing your own promotional copy. Copywriting is a learned skill. Professional copywriters study direct response techniques. To effectively sell with your promotional materials, you either need to study direct response techniques yourself or hire a professional.



Why is that good? Because I have the chance to educate you BEFORE you fall prey to these repeated mistakes.




Avoid Common Website Mistakes 

Over the years of working as a professional copywriter and marketing strategist, I’ve seen two particularly big mistakes entrepreneurs make when creating their promotional materials.

First, they drop a lot of money into a pretty, but ineffective, website. Second, they don’t learn about direct response copywriting and how to write it.

Let’s start with the first.

I can’t tell you how many people I’ve run into over the years who have told me about spending $5,000.00, $10,000.00, or even more on a website that gets them virtually no response.

No leads. No customers. And no sales.

As soon as I look at it, I know why.

The website is usually very pretty. It has attractive colors, an expensive logo, and probably some sort of Flash introduction. (Flash is what looks like animation on websites.) All of the money went into graphic designers and/or web designers. If they spent any money on the writing, it was probably the cheapest part of the bill.

Unfortunately, pretty doesn’t sell. (Neither does Flash. Nor expensive logos.) Now, if you’re one of those unfortunate souls who dropped a bundle on a pretty logo and website, you may be feeling sick to your stomach right now. (But never fear, I’ll show you how to fix your problem in a moment.) However, if you haven’t spent that money, you should feel like celebrating. After all, I just saved you a big chunk of money!

So, if pretty doesn’t sell, what does? Ah, now we come to the second mistake, not understanding direct response copywriting. But I’m getting ahead of myself.

First the definition: Copywriting is writing promotional copy, NOT copyrighting something to protect intellectual property (note the difference in spelling—copywrite /copyright). If you’re in the business of copyrighting intellectual property, you either work for the government or you’re an attorney. If you’re in the business of copywriting, then you’re in the business of writing promotional materials to sell products or services.

If you’re like many entrepreneurs, when it comes to writing the copy on your website, your first response is, “That’s not such a big deal. I can write. Why should I pay someone to do that?”

Well, that’s true. I’m sure you can write. But (and this is a big but) can you write words that will persuade people to take action? That will cause people to whip out their wallets in a frenzy because they can’t wait to throw money at you?

Oh, you can’t?

Well, that’s why you need to understand direct response copywriting.

Take junk mail. That’s an excellent example of direct response copywriting. Junk mail (also known as direct mail) is designed to get a response from the recipients all by its little self. It’s like a salesperson, except you don’t pay it a salary, benefits, or even need to give it a vacation. It works 24/7/365 with nary a complaint. And as it works, it continually brings in leads, customers, and sales.

The beauty is, the direct mail letter does all of the heavy lifting for you. (That’s why it’s called direct response—because prospects directly respond to the promotional materials.)

But direct response copywriting is not limited to direct mail. You can (and should) use it on your website. When you do, you’ll find you end up getting more leads, sales, and customers from your site.

And isn’t that the point of a website? To have it be a sales tool?

Better yet, once you master the basics of direct response copywriting, there’s no end to where you can use it. Send an e-mail to your prospect list. Place an ad in a trade magazine. Drop your customers a postcard or a letter. You can use direct response to both gain customers and deepen your relationships with them, so they not only buy once from you, but they buy multiple times, and they tell all their friends about you.




Five Steps to Get Started Creating Great Sales Letters 

Now that you understand direct response is the way to go, where do you begin? Here are five tips to get you started.
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Beware!

While it’s not a good idea to have too narrow a target market, it’s much worse when it’s too broad. It’s OK to be specific about who you’re trying to attract. You’ll have much better results if you can niche your target market down to prospects that are easy to identify, find, and communicate with.




1. Know Who You’re Talking To 

You need to both identify and understand your prospects (also known as your target market). The more specific you are about who you’re selling to, the easier it will be to write your promotional materials.

Why is that? Because you’re going to know exactly who they are, what their problems are, and exactly how you can help them.  And the more specific you are, the more your prospects will relate to what you’re saying.

Another big mistake entrepreneurs make is trying to market to everyone. If I hear anyone say “women are my potential customers” or “anyone with skin is my target market” (yes, that really was a direct quote from someone who sold Mary Kay or Arbonne or something like that), I will send my border collies (all three of them) to your house and force you to play fetch with them until your arm falls off.

Seriously, the quickest way you can end up with the most dismal results imaginable is to try to talk to everyone. Come up with a specific customer—the more specific the better—and make sure your marketing materials speak directly to that customer.


2. Focus on What’s Keeping Your Customers Up at Night 

This is where understanding who you’re talking to helps. Let me give you an example.

Let’s say you’re a personal trainer and sell workout programs. Everyone needs to exercise, after all. So your target market is everyone . . . right?

Well, not so fast. While I agree that exercise is good for the vast majority of people, the vast majority of people are not going to be your target market. Why? Because of their views and attitudes.

Do you think someone who is training for a marathon views exercise differently from someone who is 20 pounds overweight and has never worked out a day in his life? Does the marathon runner have different issues keeping her up at night vs. someone who is sedentary? Of course. The marathon runner is probably worried about things like “how can I beat my last time?” whereas the sedentary person is probably worried about “I know I need to start working out. I really want to lose these 20 pounds, but I just can’t bring myself to exercise.” Do you see how differently you would approach each of those potential customers?

So, why do you want to focus on what’s keeping your customers up at night? Well, that’s what will motivate them to look for a solution. Think of it like this—no one wakes up in the morning and says to themselves, “I am SO happy and fulfilled in my life, but you know what? I think I could be even MORE happy than I already am. I’m going to do a search on the internet for ways to make me even happier.”

People do wake up and say, “I’m stressed about my career. I’m scared I’ll never find that special person. I’m overwhelmed. I’m in debt. I want to lose 20 pounds. I want to come in first in my age class at my next marathon.”

Then, they sit down at the computer and start searching for solutions to those problems.

So, if your copy addresses that problem first thing, right on top, your prospects will know they’re on the right website. They’ll see you’re talking to them, and even more importantly, they’ll feel like you understand them. And feeling like you’re understood is very powerful and very persuasive.


3. Make Sure You Write Benefits, Not Features 

This one is probably the hardest one to “get,” but also one of the most critical. People buy benefits, not features, so if you only talk about features, you’re just asking for people not to buy what you’re selling.

So, what is the difference between features and benefits? Features are a description of a product. For instance, let’s say we’re talking about a red pen. If you’re talking in features, you say “the pen is red.” If you’re talking in benefits, you say “the pen is red, so if I drop it in my purse, I can find it easily.”

There’s another example I’ve started using, and that’s diet pills. The feature of a weight-loss pill is that it’s a pill. No one says “Wa-hoo! I want to take more pills, so I’m going to take a weight-loss pill.” No. People take weight-loss pills because they want to lose weight, and they want it to be easy. The benefit is you want to lose the weight, and you want it to be easy. That’s why people take weight-loss pills, NOT because it’s a pill.

As much as you possibly can, write about why someone should buy your product. No one buys diet pills because they like taking pills; they buy them to lose weight. Think of the solution your product or service provides and write about that.

So, how do you write features and benefits? Try this exercise: Take a piece of paper. Draw a line down the middle. On the left side, list all of the features of your product or service. Go on. List them all. When you think you’ve thought of them all, come up with three more.

Now, on the right side, turn all of those features into benefits.

How does this work? Here’s an example:
Cell phones are small and portable, so you can easily take them everywhere you want to go.





The little word “so” (or “so that” if that’s easier for you) will naturally get you thinking about benefits.

And keep going deeper. Just keep asking “so.” Like this:
Cell phones are small and portable, so you can easily take them everywhere you want to go, so you never worry about missing an important call ever again.





Ah. Now we’re getting into the real benefit. Why would people want to carry cell phones everywhere? Not because they like the idea of carrying one more piece of  technology around with them, but because they want to be able to make or receive a phone call wherever they are. And why do they want to do that? Not because they want to always take phone calls, but because they might miss something if they don’t have access to a phone.

That’s what you need to do. Get as deep as possible into the benefits. Then, once you know what those benefits are, that’s what you tell your customers.


4. Overcome Those Objections 

This is a biggie. Because the moment you start asking someone for money, objections to giving you money are going to rear their ugly heads.

Think of it as a defensive mechanism. There just isn’t enough money in the world to buy every little thing. We need to make choices with our money. There’s only so much we can buy. And yes, we can always go out and make more, but again, we have to make that choice that what we want to buy is worth going out and focusing on making more money.

As you can see, it’s not personal. It’s a defensive mechanism that allows us to function in our society.

So, now that you know this, what do you do about it? You have to overcome those objections in your copy.

The first big objection you need to overcome, no matter what it is you sell, is money. No matter what it costs, there’s still going to be an objection. It might be a small objection or a big objection, but it’s an objection nevertheless.

What do you do? First, you need to acknowledge it’s an objection. Second, you need to show how they’re getting so much value for their money that it makes no sense for them NOT to purchase it. Third, compare it to something else, so your price looks good in comparison. For instance, if you’re selling a home-study course based on your services, you can tell people how much it would cost them to hire you to do XYZ, so in comparison your product looks inexpensive.
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