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Introduction
If you have ever had the desire to write successfully and market your
book, maximizing your profits, this book is for you. The fact is that
only one out of every 100 authors earns more than $50,000 per year;
most are living hand to mouth. The publishing business is rapidly
changing and many of the books on the market contain outdated
and incorrect information. I created this system to help you maximize your revenue for best results. You will learn how to set up your
own publishing company, including the following important skills
and tasks:
■

Tips on setting your goals to increase your chances for success

■

Three simple and effective ways to get your book written

■

The biggest obstacle to completing your book

■

Systems to write, print, and sell your book

■

The differences among self-publishing, vanity publishing, and
traditional publishing

■

How to design your front and back covers for maximum effectiveness

■

The vital importance of your title and subtitle and how to create
them

■

Effective systems for setting up and selling books via your Web
site

■

Where to get your book printed and in what quantities

■

Why you must understand the “funnel system” if you are to
make REALLY BIG MONEY

and much, much, more.
1
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About the author
I am the son of an American diplomat, born in Japan, raised in the
Philippines, not coming to the United States until I entered college.
After completing graduate school I moved to New York City where five
major Fortune 500 companies fired me in succession. I finally reached
the conclusion that I was not meant to be an employee, but selfemployed, and everyone involved was in complete agreement.
In 1984 I was fortunate to attend a seminar given by the late Howard
Shensen on becoming a speaker and seminar leader. He became my
mentor. One of Howard’s many important teachings was to include a
book as an “add-on sale” to each of his seminars. He had a book for
each of his seminar titles. I learn slowly, sometimes, and have been a
little lazy in producing the books to accompany my seminars.
Hopefully this book will help you to learn from my mistakes and
prevent you from making them yourself.
Although I am a speaker, author, and consultant, I am no longer just
one of these. A more correct title in today’s Internet age would be
“Information Marketer.”
I speak 80 to 100 times per year and have given over 1,300 one-day
seminars during the past 15 years. Many of these engagements are my
own self-promoted events in my various niche markets in addition to
more “traditional” speaking engagements.
I consult with organizations of all sizes, as well as with entrepreneurs
in various areas of business. My areas of expertise include marketing,
customer service, leadership, and presentation skills. I have worked
with the “big guys” like AT&T, IBM and Chemical Bank, as well as a
select group of individuals.
I create and market information products in a number of niche
markets. In some of these markets I have created joint venture partnerships with other experts. I have also produced hundreds of audio
and videotape programs for numerous niche markets, both for my
clients and myself. I have authored three books and have four more
on the way. The latest include: Speaking for Millions, Consulting Secrets
to Triple Your Income, and Marketing and Promoting Your Own Seminars
and Workshops.
In addition to running my own highly successful information marketing business, I also coach other speakers, consultants, and authors. I
work with them to maximize their revenue through the creation,
marketing, and sale of information products. My work helps people to
maximize their chances for personal and financial success.
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A guarantee with no reservations
Let me offer you my 100%, Unconditional Guarantee. This is FOOLPROOF! If you are not completely happy with any product or service
you buy from me, just give me a call for a complete refund. No
“weasel” clauses, no third degree!
How can we do afford to do this? Simple…my materials work!

Why write?
In my own non-scientific surveys at the seminars I’ve conducted over
the years, I have found that there are three major reasons people want
to become writers. They want to become one or more of the following:
■

rich

■

famous

■

known as an expert

Most certainly you can become rich if you write a book. Following the
right road map (my teachings in this book) will certainly get you started in the right direction. Becoming famous is also a distinct possibility
if you promote yourself heavily.
If your goal is to be viewed as an expert, there is no better way than
with your own book. On one of my many business flights, I was seated
next to a gentleman who is a major venture capitalist. The conversation turned to the usual, “What do you do for a living?” I began
explaining what I do and he asked for my business card. Wouldn’t it
have been impressive to hand him a copy of my book instead of my
card?
We, as a society, tend to revere authors and put them up on a pedestal.
Therefore, having your own book not only becomes a great source of
profit financially, it also becomes a great (maybe your best) piece of
promotional literature. Don’t most people believe that if you have
authored a book, you are an expert in your field?

Why people (like you) don’t get started
During many years of giving seminars, I’ve encountered thousands of
people who said they wanted to write their book. So why aren’t more
people actually writing? Again, through my non-scientific surveys, I
have determined that there are three major reasons:
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■

perfectionism

■

laziness

■

lack of a “blueprint,” some place to begin the writing process

Well, perfectionism is another area in which I am an expert. People
want to make it perfect from the very beginning. This reminds me of
a saying in the industry, “Don’t make the perfect the enemy of the
good.” This is why we have second and third editions!
If you insist on having it perfect you’ll never get it written. I encourage you to get it out there, warts and all. If there are errors or problems
in the book, put a statement like this one at the beginning of your
book:
There are inevitably mistakes in this book. If you find any,
typographical or otherwise, and point them out to us, we
will give you $1.00 for each mistake you identify.
Now you will have other people helping you perfect your book.
Hopefully, you will not have to pay out hundreds of dollars, since you
will have done some editing. But even if you did pay $100 to people
who find errors in the book, this will make your second edition that
much better. By the third edition it will be nearly perfect.
They (and I really don’t know exactly who “they” is) say that the
number of books read is actually something under 50% of those
purchased. Sad but true! And the number of books actually read
completely, cover to cover, is somewhere between 1% and 15%.
So, does your book need to be perfect? A resounding “no!”. Get it out
there. Get it working. Perfectionism? Get over it!
Some people are just plain lazy. (Since you’re reading this book you are
probably not one of these.) For those people, I really have no answer.
I just can’t tell them what to do. Maybe their goals are not strong or
important enough to get them going.
Many people don’t get their book written or published due to a lack of
a good blueprint. Without a plan, publishing your book can seem a bit
overwhelming. If you’re one of those people, keep reading. The steps
we discuss throughout this book will clear up some of the mystery. It’s
OK to be cautious, but don’t let caution stop you cold. Even if you
don’t understand the terminology or maybe why you need to take
some of the steps we’ll discuss in this book, jump in! Do it! It will
become clearer as you experience it. The blueprint is what this book is
all about. Keep reading and then start doing.
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What are your goals?
What do you want to accomplish in writing your book? You must
clearly define the goals you want to achieve. How much money do
you want to earn? How soon do you want to earn it? Remember those
three reasons for writing that we discussed earlier — money, fame and
positioning? If you don’t know where you are going, you will surely
get there. Even if you don’t know where “there” is! So, you decide how
much you want to earn and how soon you want to earn it. That way,
when you get there, you’ll know where “there” is.
Be specific. Exactly how much time do you want to invest? How
much money do you want to earn for the time you invest? This is
the goal that will get you started and keep you going throughout
your plan.
Write your goals. Keep them in front of you. And keep reading this
book.

Your publishing options
There are three primary options in publishing:
■

Traditional or royalty publishing houses

■

Vanity publishing houses

■

Self publishing

In the traditional or royalty publishing house you, the author, usually
receive an advance payment. This is an advance against future royalties. Let’s see how this works…
Let’s say you write a book on martial arts. The publisher gives you an
advance of $5,000. Your book is going to sell for $20.00 each. After all
of the expenses and fees charged to you by the publisher, you may net
in your pocket $.50 per book. These figures are approximate and I am
told fairly representative of the royalty publishing industry.
Now, you have to sell 10,000 copies just to earn the advance that was
provided up front by the publisher. After recovering the advance, you
start earning a whopping $.50 per book that is sold through traditional channels. Even if the figure were $.75 per book, I still believe it’s
highway robbery. To add insult to injury, you usually have to wait six
to nine months for the checks to arrive.
In addition, it probably took you several trips to the publisher where
you no doubt needed to beg, cajole and plead just to get them to read
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your manuscript. They probably wouldn’t even talk directly to you, so
you had to hire an agent. Of course, the agent wasn’t free. So, out of
the tremendous $.50 per book you are earning, you now have to pay
an additional 10-15% off the top to your agent.
Oh, did I mention that after the agent has finally convinced the
publisher to read your manuscript and all is in agreement that they
will publish your book, it can still take one to two years before it will
actually be printed and distributed?
For most of us, going through the traditional publishing gauntlet is
unacceptable.
Even more unacceptable than the traditional publishing houses are
something called vanity publishers. There are a number of them out
there. I’m sure you have seen their ads. “Authors Wanted.” When you
see these words it is a dead give-away that this is a vanity publisher.
The scam is to get you to submit your manuscript to them. Lo and
behold, as soon as you do submit your manuscript, they send you a
letter back a letter saying…Guess what?…you’ve been accepted!
You’ve been accepted to pay 300% more than what you would have to
pay if you published it yourself and we will do no marketing for you.
Basically, these folks are in the book printing business. Vanity publishers make their money printing several copies of your book and selling
them to you at 300% more than you would have paid if you had
published it yourself. Unacceptable.
This leads us to the third and best option: publish it yourself! I suspect
that’s why you picked up this book in the first place!

Benefits of self-publishing
The benefits of self-publishing are:
■

You make the profits

■

It can be done fast

■

You are in control

Or, put slightly differently: You do the work, you take the risks, and
you reap the rewards.
Let’s say, for example, you produce the martial arts book yourself and
that you sell it for $20 per copy. Now, if you print enough of them you
can get the costs down to $2 per book. If you print even more you can
lower your costs to about $1 per copy. That is a lot different income
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scenario from the measly $.50 per book you can expect to get through
the traditional royalty publishing houses.
These numbers are estimates, but I believe they are pretty close to
accurate. You do the bulk of the work. You earn the greater profit.
Now, let’s look at another advantage: time. Following the methods I’ll
be teaching in this book, you can produce your book, from idea to
finished and printed copies, in three months. That’s fast!
If that’s too fast for you, it’s OK to slow it down a bit, because you are
in control of the process.
When you give your book to a traditional publisher, you relinquish
virtually all control. They decide on the title, how many pages, the
front and back covers, and much, much more. You might find yourself saying, “Whose book is this, anyway?” Do you want someone else
controlling your book?

Who shouldn’t self-publish?
Clearly, some people should not self-publish. Who are they? They are
people that do not enjoy selling and promoting themselves. If you are
not detail-oriented and organized you may either not wish to selfpublish or hire a consultant or coach to keep you on track, coaching
and advising.
Many details of the publishing process will be explained throughout
this book. If, however, you may need some additional help, contact
me. I can offer consulting and coaching services to help you through
the writing and publishing process.

How is this approach different/better?
What is different or better about my approach? My approach is exclusively about maximizing dollars. It’s not about producing the “perfect
book.” I’m not in the business of teaching you how to produce a
perfect work of art.
This book is to teach you how to make books that make money. Now,
I’m not suggesting that you produce a shoddy product; that’s not in
your best interest in any event.
This program is not about creating an image or increasing your prestige. My approach is to teach you how to maximize your earnings.
It’s about money!

CHAPTER 1

Establishing Your
Publishing Empire
Naming your publishing company
There are many factors to consider in naming your publishing company. The first and most important thing to do is consult with, believe
it or not, a search engine specialist. I have given you information on
Kimberly Judd in the Million-Dollar Rolodex at the back of this
book.
The way the search engine lists you and the proper positioning of your
publishing company are crucial to your long-term success. This has a
lot to do with how you name your company, so that issue deserves the
proper consultation and research.
A search engine specialist will offer a wealth of information on choosing the name that will give you the best positioning. The right name
will optimize the number of people who will be able to locate you
easily when they search on the Web. In turn, the number of books you
sell will be much greater. So, first things first…consult an expert before
coming up with your name.
By the way, never (and I mean never!) use your own name in the name
of your publishing company. Why? If you use your own name,
“Gleeck Publishing,” it reeks of self-production. Admittedly, we are
self-producing and self-publishing; however, we do not want to present that image to the consumer. We do not want to appear to the
consumer picking up our book, say, in a bookstore, to be the author
and the publisher and everything else. So, we create a publishing
company.
For example, my most recent endeavor is “Fast Forward Press.” That
does not have my name in it, although it will be revised in the near
future, after consulting with my search engine specialist. I have
learned that numbers in front of the name can provide better posi9
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tioning. Therefore, 1 Fast Forward Press would provide better positioning according to the specialist.
Check it out. Go to Yahoo and conduct a search. Examine the search
results and you will see that their listing is in alphabetical order. And,
if there are numbers in the title, they will be at the beginning of the
listing. That is where you want your publishing company to be
listed…at the top!
The name you choose should not be limiting. The more generic the
name, the more variety of subject matter you can publish under it. If
you named your company Martial Arts Press or Karate Press, the name
limits you to publishing authors who write in that field.. This is not
necessarily a bad thing; it just means that you may have to form additional companies to create opportunities to publish in other topic areas.

Establishing your publishing company
Consider how you wish to create your company, financially. It is
important to know the differences among:
■

sole proprietor

■

partnership

■

corporation

■

Limited Liability Corporation (LLC)

Each has its own set of rules and tax advantages and disadvantages.
The only way to know the best solution is to ask an expert. If you
don’t already have an accountant, I strongly suggest you establish a
relationship with one you trust. I have included the name of Chris
Trinka in our Million-Dollar Rolodex. Chris and I have worked
together and he has assisted many of the students I coach.
Legal advice can be invaluable when deciding how to set up your
company. Again, if you do not already have legal counsel that you
trust, I have included the name of Steve Soden in the Million-Dollar
Rolodex. I always say it is better to spend $100 learning how to avoid
mistakes than to make a mistake that can cost you $10,000 or more.
Trust me! You can make a lot of mistakes setting up your company.
Wouldn’t it be more practical and cost-effective to invest some time
and money doing it right the first time?
Just let me say this about partnerships. Fifty percent of all marriages
end in divorce. Many, many more than 50 percent of partnerships end
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in “divorce.” So, unless you have something extraordinarily special and
rare, be very careful with whom you set up a partnership relationship.
Consult with your legal and financial advisors and then create the
company that will best meet your needs today, with an eye on tomorrow.

Setting up your bank account
In establishing your business account it might be nice to have a friendly banker helping you make some money decisions. Use the bank that
you have your personal accounts with. You already have a relationship
and history with this institution. Let it work for you now.
There will be some up front costs getting the accounts set up. Using
your existing bank may reduce or eliminate some of the set up costs.
Doing this after you have consulted with your accountant and attorney will help the banker in deciding which accounts will be best for
your business. And yes, it is absolutely necessary to keep the company
account completely separate from your personal bank accounts.

Accepting credit cards is mandatory
Accepting credit cards is a mandatory service. It is not something you
might do, it is an absolute must. Once again, your local bank is the
best place to begin. Since you have established your business account
with them, the natural next step is to let them handle your merchant
account as well. It is a very simple process and your bank will usually
be very accommodating.
Many other companies will provide merchant accounts, however. Fees
vary. Start where you are already known and investigate the others
later. If you cannot get a merchant account through your bank, ECommerce Exchange is another valuable alternative. The number
is in our Million-Dollar Rolodex. If you use my name, you may receive
a discount or they may waive some or all of your fees. I suggest you
consider maintaining a merchant account with E-Commerce
Exchange in addition to your local bank.
Having a shopping cart program for Web-based transactions is vital to
your success. I use and recommend a superb program called Web
Marketing Magic. (See the Million-Dollar Rolodex.) There will be
more fees to create this account. However, without it, you will not be
able to take online orders, which will significantly alter your income
potential.
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Setting up a Web-based marketing system
Your Web site should be set up differently from the way most Web
consultants would normally advise. We will discuss this in much
greater detail in Chapter 6 in the section titled “Your Web site”). For
now, let me say that your Web site is the backbone of your publishing
company’s marketing program. Your site will need several features,
including:
■

Order taking

■

Auto responding

■

Auto tracking

■

Automatic compilation of your customer database

■

Affiliate programs management

■

A broadcast module

■

An ad tracker module

■

An up sell module

■

An eBook module

All of these items will be discussed more thoroughly in later chapters
of this book And all of these services are available with Web Marketing
Magic. All these features provide a great deal of automation based on
a proven model that works.

Associations in the publishing industry
There are many associations throughout the publishing industry. Most
are terribly traditional in their approach and advocate bookstore selling and the use of usual marketing channels. Some usable advice is
available through these associations and joining for a year may be of
benefit.
I maintain that these things are not essential. If you follow my system,
step by step, you will have everything you need for your success.

CHAPTER 2

Researching
Your Book
For your book to be successful it must contain current, immediately
usable information. To be most effective your information must be
well-researched. People won’t tolerate 10-year-old information.
Periodic updating may be necessary. How often to update depends
upon your subject matter. In the Martial Arts example, given earlier,
the information does not change as rapidly as Internet information. A
book on Martial Arts may need to be updated every three to five years,
whereas a book on the Internet may need to be updated every six
months or, at the very least, once per year.
Currently updated, immediately usable information, and specific
how-to details are critical to encouraging people to buy additional
products and services after purchasing your book. Having current
information reduces return rates as well, thus maximizing your
income.

What should you write about?
Start with the things that you know. Write about your business,
personal and family history or background, or a subject of special
study. I’ve had people say to me, “Fred, I want to write a book about
basket weaving.” I ask them, “Do you have a background in basket
weaving? Do you have a degree in it?”
If they tell me they do not, I want to know why they have chosen this
particular subject. Usually they have chosen this subject because they
know a little something about it and they feel it will make them rich
or famous if they write a book on the subject.
My advice is to write about a topic that you have a strong interest in
and a good deal of knowledge about. I would begin with a subject that
13
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you already know and have in your head. If you want to write about
basket weaving as your third, fourth or fifth book, fine.

Internet
The Internet is the greatest research tool available today. One
of my favorite search engines is google.com. Give it a try! Put in your
subject, such as Martial Arts, and after it completes its search you’ll
have a list of some 5,000,853 pages on the topic.
Next, with Google, you can narrow your search by giving it a limiting
factor, say New York, and it will re-sort the list. This provides a new list
that is smaller, maybe 1,000,219, which is still just a little too big. So,
add another limit and search again. You end up with a set of a set of a
set. You end up with a manageable list of information that will
provide a wealth of assistance in researching your book’s material.
Google.com is just one of hundreds, maybe thousands, of search
engines you can use to gather information on just about any subject
imaginable. It is fast, easy to use and, usually, free.

Interviews
Once you have compiled a workable list of articles from the Internet,
you are ready to contact some of them and gather more information
and possibly interview some of the authors.
One of my latest ventures is to create a Web site, www.coachingasabusiness.com. First, I did a search for professional coaches. After
narrowing the list to the top 15 to 20 names, I called each one, introduced myself, and told them what I was doing. Then I said to each one
that I know they are a professional coach, I saw their Web site, and
that I would like to interview them for about an hour. I further explain
that I would like to tape the interview and then sell the tapes.
What’s in it for them? They get their name out there. What do I get?
I get to talk to the top 15 coaches in their field and sell their tapes.
There is no easier way to create what is known as back-end products.
I also gain the information for my Web site.
But I’m getting ahead of myself. We’ll discuss back end products in a
later chapter (see Chapter 6). While conducting the interview, you will
learn of other Web sites and other people to interview. You can include
all of this information in your book.
Of course, you will have to acknowledge each of your sources and this
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really becomes the interviewees’ quid pro quo. This is not a bad thing.
By giving credit for your sources the contributors are more willing to
share information and gain additional exposure for their material.
Some people feel that they have to come up with all new original
material. The answer is clearly, NOT! Look at Anthony Robbins, for
example. He took an existing technology — neural linguistic programming — massaged it, put his own spin on it, and became both famous
and wealthy.
This was not his original idea. There is nothing wrong with using other
people’s information; just give credit where credit is due. It is important to get permission to tape the interview, whether you are
interviewing in person or on the phone. Your notes will be more
complete and you can avert potential legal problems.

Books and magazines
I have made “best friends” of my librarian and I suggest you do the
same. Find everything you can on your subject both at the library and
in bookstores. Take copious notes. I take notes on every book and
magazine I read. Then, when I am writing that chapter I massage the
notes together and the notes become the chapter.
Once again, there is nothing wrong with using other people’s material to help you create your book. It is not illegal, immoral or
unacceptable as long as you stay clear of plagiarism and copyright
violations.

Keep a large binder
In addition to high tech methods of gathering your research, you will
want to keep a very large binder. Your binder should be divided with
a separate tab for each section of your book. As you come across information that you may want to include in a particular chapter, store it
in your binder under the tab for that section of the book. Then, when
you are sitting down to write your book, you will have all of your
research stored, separated by chapters, ready to be compiled into your
own words. This is definitely a real time saver when it comes to organizing your material.
If you’re more technically inclined, use a freeform text database or
even a bibliographic database to store this information.

CHAPTER 3

Writing
Your Book
Write it: Let me count the ways
Actually, there are only four good ways to write your book:
■

Write it yourself

■

Record it and have it transcribed from tape

■

Use speech recognition software and talk to your computer

■

Get a professional to ghost-write your book for you

The actual writing of the material is the hard part for many of us. I
much prefer to speak at one of my seminars, tape the session, and then
have it transcribed. From the transcription I create the book.
That is how this book was created.
I spend about 60 hours brainstorming my idea, categorizing the information and forming an outline. As I’ve said before, I am a perfectionist
and I’ve already covered the downside of perfectionism and book writing. My goal in creating the outline is to make sure that each piece of
information is given in the correct section of the book. That way it
truly is a step-by-step process for the reader.
I use specific goals in creating one of my books. How many pages are
appropriate? How many words? For a non-fiction book, I like to have
somewhere in the neighborhood of 200 pages and about 50,000
words.
When doing the writing yourself, it is helpful to set daily goals of
either number of words or pages that you will complete before you
stop for the day. I ask my students to commit to completing four pages
per day. At this rate you will have a completed book in less
than 60 days. Theoretically in 50 days!
17
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A method of organizing a book is called the 25 X 4 X 2 method. It is
one that I have used many times when I am coaching writers. It works
like this.
1. First you choose 25 major headings that you want to incorporate
into your book. That’s where all of your research and the outline
come into play. These headings become the chapter titles.
3. Then, you select four sub-headings for each of the 25.
These sub-headings become the meat of each chapter.
4. You write two pages on each of the sub-topics. Voila!
You now have a 200-page book.
Another method is equally simple. For example; 101 Ways to ??? There
is any number of ways to fill in the question marks.
Following this plan, your major headings are each of the 101 ways to
do whatever it is you’ve chosen to write about. Then you brainstorm
and write two pages on each of the listed techniques. A good example
of this is a recipe book, say, 101 Ways to Prepare Chicken. Every one
of the recipes becomes one of the 101 ways. You can come up with
many subjects that will fit into this format.
Once again, 101 major headings times two pages each at four pages
per day, you have a 202-page book in less than two months.
Pretty exciting, isn’t it!
The third method, transcription, is my writing method of choice.
Here, you record all of your information on audiotape, either by doing
a seminar (my favorite) or recording your thoughts using your outline.
Then send it off to a transcriptionist.
The transcriptionist I use is VerbatimIT by Alan Kelley. You will find
Alan’s contact information in the Million-Dollar Rolodex. (Are you
beginning to see why I call it that?)
Now you might think that this is very expensive, but I have found it
to be a savings in the long run. On average it costs about a penny per
word if you have a good clean recording. So, our average book of
50,000 words would be about $500. I don’t know about you, but I will
gladly pay $500 to have 85 to 90% of my book written.
Whenever I update my seminar I always assemble a small crew to
record the session. The benefits are two-fold; I can have it transcribed
into an updated book and I can offer the tape as an add-on sale at the
end of the seminar. Bonus! This will more than pay for the cost of the
transcription.
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Oops! I’m getting ahead of myself; we will be discussing this in greater
detail in a later chapter.
Here’s a little tip if you are using professional word processing software, such as Microsoft Word, to do your writing. Such software
always has a word count feature. You can check the number before
you start writing for the day and use that as a guide to how much you
need to write that day to meet your goals.
Or else, figure an average of 50,000 words per book; divided by 200
pages; equals 250 words per page; times four pages; equals 1,000 words
per day as the bare minimum. This breaks it down into small do-able
steps. Forget about perfectionism and you can do it.
Speaking of software, IBM has a program that allows you to speak to
your computer. It is called ViaVoice. Some time is needed to learn
how to use this program, but it might become another tool to assist
you in writing your book. Other brands of voice recognition software
on the market have a wide range of prices. Each has its advantages,
though none of them are equal to having Alan Kelly transcribe for
you.
Ghost writing … can be a wonderful way to have your book written.
This is probably the most expensive method, but allows you the freedom to pursue another endeavor (maybe begin researching your next
book), while someone else puts your efforts into a readable format.
Dan Shafer of Ghostwriting Unlimited (http:://www.gui.com) is the
man I refer to for this specialized writing. Dan is an accomplished
author, speaker, and well-respected businessman.
I have had the pleasure of working with him and his team of “miracle
workers” for some time. Dan and his team of writers will work your
material into a professional book in only a few short weeks.

Editing you book
DO NOT DO YOUR OWN EDITING.
There, can I make that any more definite? Find a cheap editor. How do
you find a cheap editor? My first suggestion is to go to the local college
English department. They will usually have a list of students that offer
editing services and they are the cheapest. Regular full time editors
charge upwards of $50 to $75 per hour; a cheap editing service will run
in the range of $35 to $50 per hour.
Students, on the other hand, will usually work for a few dollars and a
hot meal, or something like that. The point I am making is that
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students are the least costly editors and, if you get the right one, can
still be very good.
The people that I recommend change all the time. If you’re in the
market for an editor, please call me at 1-800-FGLEECK. I’ll give you
the best people I know at that time.
Once again, this is not optional! You must have someone other than
yourself, do the editing. So, when you are planning your budget, be
sure to include the cost of editing as a definite necessary expense.

Interior design: What is it?
Typesetting is no longer needed, thanks to the invention of the
computer. It used to be that you typed up the book and then sent it
to the typesetter. Now the computer does all of that for you. Interior
design is making your book look good between the covers. It is the
process of choosing the elements of style for the book, for example:
■

Proper margins

■

An appropriate and readable typeface (font) and size

■

The correct spacing between lines (leading)

■

Where to place the chapter headings and sub-headings

■

Putting the page numbers in an appropriate place at the top or
bottom of the page

■

Adding lines or borders, etc.

If you choose to utilize the services of a professional, the costs can be
as much as $1,200 to $2,000 for a book this size. Pricing is often
figured on a per-page basis and depends upon the complexity of the
book. (Textbooks would cost more than a novel, for example.)
You will find that some printers offer this service and will do a nice job
for your book. If you’re looking for a professional look and design
expertise, I use and recommend TLC Graphics. Their work is beautiful and, in addition to being talented designers, they also have a lot of
business sense. Tamara Dever interfaces beautifully with the printer
and makes things happen with a bare minimum of my involvement.
Choosing to do your own typesetting is a viable option, but there are a
few things to consider before going this route. First, most printers do
not accept word processing files. This leaves you the option of either
sending them printouts of each page or buying a page layout program.
Without getting technical, the former will essentially produce a fancy
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photocopy of what you send in. The final product will never look
better than what you send. Your book will be readable and saleable,
however, and many small publishers take this route. The latter option
— buying a program such as PageMaker or QuarkXPress — is an expensive and time-consuming endeavor, but can be quite rewarding. Both
programs have a high learning curve and cost from $500 to $800 or
more. Some software training is highly recommended for either
program. Even a one-day seminar can give you a big jump on the learning process. If you plan to publish many books and enjoy the creation
process, this may be a good investment. There are several typesetting
pitfalls to avoid if you’d like to produce a professional-looking book.
For details visit the TLC Graphics website at www.TLCGraphics.com
and read their article, “Avoiding common novice errors when preparing your manuscript.” In the end, be sure to weigh your costs with your
desires before jumping into the typesetting. The cost of hiring a professional may sound steep, but when you add up the cost of buying
software, training, and your time (which may be better spent marketing your book), it may just be a good option.

The book cover
What is the goal of your book cover? That’s right, to get it picked up
off the bookshelf. It takes an average of only a few seconds for a potential buyer to make the decision to pick up yours or another. Many of
you will have your book available through traditional bookstores.
Even if you don’t use that method of distribution, you will want your
cover design to attract the potential reader. Both the words you choose
and how they are arranged can do that. In other words, what you say
and how you say it are the key elements in good cover design.

Cover elements
First, the book needs a compelling title. The beginning word should be
the key word or focus word of your book. For example; my little book
on negotiating is called “Negotiate Everything.” People will remember
the word negotiate and that is how they will ask for this book,
whether they are in a library or bookstore. They will say, “I am looking for a book on negotiating and I can’t remember the exact title.”
I titled two of my books, “Speaking for Millions,” and “Consulting
Secrets to Triple Your Income.” You get the idea. Using the key word
in the title helps people find it when they conduct their search.
The subtitle should further explain or tweak the interest of the reader.
It should amplify what the title is hinting at. For example, my “Speak-

22

Publishing for Maximum Profit

ing for Millions” title could have a dual meaning. Does it teach tou
how to speak in public or how to make millions speaking in public?
Its sub-title is “The Inside Secrets on How to Make Really Big Money
as a Professional Speaker.” Oh, it’s both! The title gives the impression
that inside are the secrets that no one else has revealed until now.
“Negotiate Everything” has a subtitle of “How to Get the Absolute Best
Deal on Every Product or Service You Buy.” Doesn’t that just beg you to
take it off the shelf? Everyone always wants to get the best deal, right?
These are two of my titles and subtitles and I think you can see how
the key word in the title and catch phrase in the subtitle work to get
your book picked up from the bookshelf.
This book, the one you have in your hands right now … why did you
pick it up? The title “Publishing For Maximum Profit” has publishing
as the first word. Did you want a book on publishing? Yes. The subtitle, “Inside secrets to triple your income in the next 18 months,”
tells you a little bit about what you could learn by reading it. It
worked. You bought it! (Thank you.)
Check out your local bookstore. Most of the books are not shelved
with the cover facing the customer. The books are shelved with the
spine facing out. So this area needs some special attention also. Have
you ever watched the people in the bookstore try to read the titles of
books on the shelf? Notice their heads tilted to read the titles. If your
title is printed vertically instead of horizontally it will stand out from
most of the other books on the shelf. Think about it.
Finally, the back cover. I use a specific pattern on the back and I suggest
you use a similar format. In one of the upper corners I recommend that
you tell all of the minimum wage employees of Barnes & Noble,
Borders and every other bookstore, where your book needs to be filed
on their shelves. The book you are reading should say publishing/reference. You’ll see this or a similar code on most non-fiction books.
The headline should really grab the reader’s attention. On my
“Negotiating Everything” book the back cover headline says “Why
not get the best deal on everything you buy?” Doesn’t that just make
you go, Yeah! You’re right, I should! In other words, it makes you
want to pick up the book and find out how.
At the very least the reader will continue to read the little paragraph
that follows the headline statement. This should be very short and
contain one or two more statements that expand on the headline.
Below the little paragraph will be a few bullet points on what you will
learn by reading this book. These bullet points will bring out a few of
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the most essential tips that will be learned from reading the book.
Using this book as an example, one of the points might be, “Why
most authors and publishers earn 300% less than they should.” That
is going to make someone think, “Wow, I really want to know why,”
and turn to that page. I usually like to have five or six of these bullet
points below the headline paragraph, each one extolling a feature,
not just a benefit of reading further.
These will be followed by a few testimonials, which will be discussed in
detail below, page 29, and beginning on page 73. Select the top three
or four testimonials from the most influential people in your field. If
these are not available, use reviews from your peers in the industry.
Following the testimonial section will be a little blurb about you.
Why should people listen to you? Make a few pertinent statements
leading to your expertise in the field of which you have written. You
may have other subjects of knowledge; however, this blurb should
only contain the strengths for this book. As you write other books the
blurb will change to reflect the subject of that book.
On the bottom of the back cover is a statement that asks the potential reader to buy the book. Say something like; “Can you become a
professional publisher making a six-figure income? Yes, you can.”
Many authors use a nice touch by including their photograph on the
right side near this statement. You will also want to leave room for
the bar code in the lower right corner. The details of bar codes will be
covered on page 28.

Cover design
Cover Design — front, spine, and back — are all essential elements that
combine to create a book that jumps off the shelf. It is the most important part of your book if you are marketing through traditional
channels. You could do the design work yourself or hire a professional
designer. With cover design being so important, you'll probably want
to work with a designer who specializes in book covers. While most
graphic designers could help you with at least some aspects of a cover
design effort, a designer whose specialty is cover design will be able to
guide you through the whole process, and provide you with experience
and knowledge that can save you time, hassle and money.
Some printers have cover designers on staff. You’ll likely get a simple,
clean, and effective design for a few hundred dollars. For top-notch
cover design, I again recommend Tamara Dever of TLC Graphics.
They do award-winning work and charge approximately $1,200 to
$1,500. They specialize in working with small and independent
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publishers — many of them first-timers. Some of the top designers
will charge $1,700 and up for their work.
The choice is yours, but remember that your cover is a billboard for
your book. Potential buyers will either consider your book or not
based on what catches their eye and looks credible.

Peer reviews/testimonials
Prior to designing the back cover you need to create your wish list of
the most prestigious and influential people in your field. If you are
writing a book on the military you might want to have General Colin
Powell or General Schwartzkopf. If it is a book on martial arts a quote
from Bruce Lee, if he were still alive, would be a definite plus.
Occasionally, when the quote is really special, you may want to put it
on the front cover.
For example, in publishing, a testimonial from Jack Canfield and Mark
Victor Hansen of “Chicken Soup” fame on the front cover could be a
very strong incentive for some folks to purchase your book.
How do you get these valuable testimonials? Never pre-judge the
people on your wish list. Many of them are surprisingly approachable.
Some, of course, are not. Don’t make the decision for them. Ask everyone on your list.
■

Call them on the telephone

■

Mail them a note with a small sample of your work

■

E-mail them with an attachment from your book

Be persistent and, most of all, polite, never pushy. If you offer to
promote their book or event along with their quote it can become an
additional source of advertising for them.
Use the same approach in contacting your friends and peers. Give
each a copy of one or two chapters and ask them for a quote or review.
You want their comments to be very specific and pointed. I refer to
these as killer quotes. We’re not looking for the simple little “terrific book”. We want comments like, “Last year I increased my earnings
by 38% after reading your book!”
Ask everyone on your list. It may be very surprising which ones will
give you their quote. You’ll never know until you ask!

CHAPTER 4

Forms and Other
Necessities
I don’t want to make this section too complicated. Every project
requires a certain amount of “housekeeping” and that is the focus of
this chapter. Even though this isn’t the most exiting stuff, it’s one of
those “must be done” things.
Many forms are required to publish a book; however, each one is fairly
simple to acquire. Although each form has it’s own special purpose,
some of these forms are very similar in their function. Sometimes talking about these forms may seem to involve a whole new language.
Don’t let this confuse or frighten you. Request each form in the order
I am giving and everything will be done when you are ready to market
your book.
There are many other forms used in the publishing industry. I am only
going to address the ones that you must receive to publish in today’s
market.

ISBN (International Standard Book Number)
The ISBN is a unique number that identifies your book much the same
way that your social security number identifies you. Publishing
companies purchase these numbers in blocks. The first part of the
number represents the publishing house and the last few digits represent the number of the book.
All intellectual material, videos, audios, etc, have their own ISBN
number. To purchase your set of numbers I recommend RR Bowker.
A group of 10 will cost approximately $250. The ISBN is absolutely
necessary and must be included in your budget.
I purchased a block of 100 numbers back in the early 1980’s. The first
part of each number identifies my publishing company, Fast Forward
25
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Press. The final part of the number identifies by number the next book
I will be publishing. So far I have used about half of the ISBN numbers
that I originally purchased. A separate number is used on each of my
books, tapes, and any other material that I offer.

SAN (Standard Address Number)
The SAN identifies who you are and how to contact you in the
publishing industry. It is a seven-digit number that is maintained by R
R Bowkers and will cost about $120.
A SAN is very helpful if you are dealing with wholesalers and distributors and is primarily used for ordering and billing purposes, to avoid
errors. Although not mandatory, I mention this for your information.
You may hear the term bandied about and wonder what it is.
A SAN number is like a dog collar with a tag that says who to call if
you are lost. I don’t recommend that you run right out and get this,
just tuck it away for future reference. Your contact at R R Bowker is
Diana Fumado.

LCCN (Library of Congress Catalog Number)
The Library of Congress is the main library in the United States. All
books are listed in this library and many of the forms that you fill out
require this number to be listed.
It is very easy to get your LCCN. Jump on line and contact them
through their Web site. Simply go to the frequently asked questions
page and you will be able to download a PDF file containing the steps
to register your book. After completing the application you will
receive your number via e-mail.
You can apply for numbers at any time during the creation of your
book or after it is finished. So, don’t delay, do it now and that will be
one less thing you have to worry about.

ABI (Advanced Book Information)
Completing this form announces to the publishing world that you
either have a completed book or one on the way. This is one list you
really want to have your name on. It’s called Books in Print and is used
by most every bookstore and distributor of reading material.
When a customer is seeking a book and does not know the title, but
does know the subject or author, they can ask their bookstore to
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search Books in Print. If the book is currently in print (and the author
has completed the ABI), they will be able to locate a copy.
It is very important to keep this information current. I had sent in the
ABI form for my book “Speaking For Millions” and had to change my
publication date. I did not update my form and began receiving orders
for a book that did not yet exist. Gratifying, but not the best form of
business practice, since I could not deliver the orders.
To get the ABI form contact Jennifer Pohler of R R Bowker. You
only need one of these forms as you can make as many copies as you
like. Once you have sent the completed form, updates are a snap.
Contact www.bowkerlink.com and simply update online. This form
does require the LCCN, so be sure to get that before sending in your
ABI.

To get Fred's 7-day course, “How to Double or
Triple Your Income as a Publisher," (normally $77)
send an email to tips@selfpublishingsuccess.com.

CIP (Cataloging in Publication) Data Bank
Open any book and you will see the cataloging in publication information. This is a system used by all libraries to correctly shelve each
of the books. Every book in print today must have this information
and even though it looks simple, DO NOT TRY THIS YOURSELF.
It is very complicated and needs to be done by a professional.
Unique Books is an expert in this area as well as distributing to
libraries across the country. Unique Books’ main focus is distributing
to libraries; however, they have a division devoted to helping people
like you and me get our CIP information block done correctly.
Having Unique Books market your book to libraries is a definite plus.
They can place an order for any number of books, although they regularly order 20 copies of my books on various topics. As a distributor
they take a commission, usually 55%, and send the balance for each
book they sell. On a $20 book, ordered in quantities of 20 or so, there
can be a nice tidy little check for doing absolutely nothing.
Libraries are a great place to have your books. You never know what
might result from someone reading your book in a library. One
gentleman used the information in the CIP data block to call me and
thank me for writing such a great book.
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Besides assisting, the library is obtaining and shelving your book and
the CIP can lead to some pleasant surprises and new contacts.

Bar Codes
The bar code, also known as a UPC label, is a machine-readable,
scannable, series of numbers that represent first, your ISBN and
second, the sales price of the book. Bar codes are absolutely necessary
in our high tech world. With few exceptions, the retail stores require
this code to facilitate their sales information recording.
Fotel is one of the companies that will produce bar codes that your
printer can add to your back cover. One of the reasons I use Fotel is
that I can purchase small quantities of bar codes on gummed labels.
These are great for items other than books, such as tapes, videos or
anything requiring shrink-wrap.
Some vendors, like Amazon, have special packaging requirements
where these labels are invaluable and necessary. When dealing with
some companies, again like Amazon, you may want to have different
pricing and a separate bar code label makes this simple.

Copyright (Form TX)
The three methods of copyright are:
■

Simply write your material

■

Use the copyright symbol

■

File form TX

Just by virtue of writing the material, certain copyright laws become
enforceable. Adding the copyright symbol in front of your work
provides added protections. The most complete protection comes
when you file the form TX with the government.
To file the form TX, once again go on line to www.loc.gov.copyright/forms. Here you will find a downloadable PDF file that you
complete. After your book is complete you will usually send two
copies to the copyright office and they will register your book.
Copyright law is something best left up to the attorneys as each level
affords various protection.

CHAPTER 5

Printing
Your Book
You have some choices to make when it comes to printing your book.
■

Produce an e-book

■

Print a physical book

■

Do both

There are literally hundreds, maybe thousands, of eBooks on the
market today. These books may or may not be available in printed
form and there are advantages in both methods.
Let’s take a look at eBooks first. Clearly, the biggest advantage of an
eBook is cost. There are no physical paper and ink pages to print. No
packaging costs. No shipping costs. No up-front minimum number of
copies that you must pay for and store until they are sold. Does it
work? Definitely!
Let me tell you about an idea of a friend and business associate of
mine, Dean Jackson. Dean is an expert on eBooks and has developed a partnering system that is really quite clever. An associate of
Dean’s is a marriage and family counselor. He wanted to coach clients
over the telephone, charging an hourly fee. Dean wanted to make
money and found a way to “marry” their two objectives.
Dean interviewed the counselor for several hours and produced the
text for the e-book. It is marketed through his Web site www.stopyourdivorce.com at a price of $29.99. All of the proceeds from the book
go to Dean. The counselor gets all of the money on the back end in
terms of personal therapy and coaching of the clients developed by
the Web site and the e-book. Great arrangement! Dean gets all of the
up front money and the counselor is earning $200,000 a year coaching clients strictly over the telephone from all over the country.
29
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Now, if you think about it, this model could be expanded to any different number of markets where there is a back end product or service.
Someone else can produce the eBook for you, or better yet, you can
produce the eBook and provide the back end service, reaping the profits of both. Wow, think of the possibilities!
By the way, current eBook pricing is usually $29.99 for maximum
sales. It seems that just under $30 is what people are willing, without
knowing who you are, to pay for an e-book.
What stops someone from stealing your book if you publish as an ebook? There is a format known as PDF. The software, produced by
Adobe, known as Acrobat Reader, will convert a document
produced in a word processing package to a file that can be read by
any other computer, regardless of the computer’s format. Basically,
Acrobat Reader takes a “picture” of your work and converts it into a
PDF file. Since it is no longer text, it cannot be altered.
Another advantage of PDF files is size. If the text document of your
book is 300k, it will be about half, or 150k, once converted.
Also, offers can be embedded in the book as a measure against piracy.
These are usually an offer of a product or service (sometimes several
offers) available only to registered owners of the e-book. The key to
these offers are their value, which is usually, significantly greater than
the price of the e-book. If a customer purchased your book and then
copied it and sent it to a friend, the friend would not receive the offers
that were imbedded in the book. These offers are digitally delivered
and cost you NOTHING. So, that friend that received the copied
version now wants the added value of the book’s offers. The only way
they can get them is to purchase their own copy of the book and
become a registered owner. This is also known as the “registered
user” concept.
Another feature of eBooks is electronic Web Links. Links enable the
reader to click on an item in the book and be immediately whisked to
that Web site. These links are not usable in the copied version of the
book.
You will want to have a number of these links in your e-book. Not only
links to your own offers, but those of other related products or services. The links that you incorporate will also be revenue producing.
Let me explain how that works. Imagine you are a publisher and have
written an eBook on do it yourself publishing. (Hmmm, sound familiar?) You might want to have links to illustrators, printers, cover
designers, etc. Now, are you going to do this out of the kindness of
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your heart? Maybe, but you could make affiliate arrangements with
the referrals that you will link with for a commission on any business
generated by your link.
For example, if anyone wants to market any or all of my products and
services through their eBook or Web site, I set up an affiliate agreement utilizing my program named Web Marketing Magic, (See
pages 45 and 85). I assign them an affiliate code. All business that is
generated using that code is given a 50% commission. This is standard, common practice and is a winning arrangement for both parties.
So, for this reason, you will want to have many links throughout your
e-book.
I know a man selling an eBook that contains nothing but hundreds of
links to various products and services. He not only gains from the sale
of the e-book, but also, every sale made through one of his links. It’s a
beautiful thing!
Now, you may be tempted, as I have been, to include links without
charge, thinking you are doing a “good thing.” I have found the opposite to be true. People perceive that if something is free, it is usually
worth what they paid for it. So, if the information is beneficial and has
value, you should charge an appropriate fee.
When it comes to printing a physical book on paper, three options are
available to you:
■

Traditional short-run printers

■

Docutech printers

■

My quick and dirty system

Each has its reason for being and the method you choose depends
upon how much you want to spend, how much time you have, how
many books you want to print, and which standard of quality is
desired.
No matter which method you choose, the first item you will need to
complete is a request for quote or RFQ form. Every printer will want
one of these and you can get one from any book printer and make as
many copies as you like. It will contain items like: the title, how many
pages, what kind of paper, what color ink, how many copies, detail on
the cover, etc. In other words, the RFC contains all of the technical
information needed to produce the book to your specifications.
Since this form will contain a great deal of technical jargon that may
be foreign to you, it would be educational to call two or three of the
traditional printers and let them educate you. Usually they will have
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800 telephone numbers and they are used to talking with “dumb
folks” like us everyday. It is part of their job to teach us what they need
to know so we will send our printing work to them.
If you don’t know what something is, ask. Many times they will send
you samples to help you in your decision.
One important consideration in choosing a printing company is their
location. Why? Because books weigh a lot. Shipping is extra. Guess
who pays the extra? So choosing a company that is close to you can
really save a lot of the cost. If you live close enough, the printer may
even let you pick them up yourself.
By the way, almost every printing company has the capability of using
your computer media, be it disk or CD, as the source for printing your
book. You do not need to print hard copies to send to the printer.
Many prefer that you send it via e-mail.

Traditional short-run printers
If you choose to use a traditional print house, you should mail, fax or
e-mail the RFQ form to the top 40 printers, of which there are several
in our million dollar rolodex. Some will not respond. This is to be
expected. They may not be able to meet your specifications or they
don’t print in the quantities you desire. There could be many reasons
you do not receive a response.
The traditional short-run (meaning they aren’t printing millions of
copies) printer offers the highest quality. As usual, this comes with a
price.
The lowest price per book may not be the best way to go, though. Of
the printers that do respond, you will need to look closely at the minimum print run — usually 1,500 to 3,000 copies. This requires the
greatest amount of up-front capital. I’ve had quotes on a 200-page
book, printing about 3,000 copies, at about $1.70 per book. The price
may be right; however, I do not want to do that, nor do I recommend
that you do this for your first printing, even though the cost per book
may be lower than the other two methods we will discuss.
Another concern is time. The traditional book printer can take four to
six weeks to complete your printing job.
So the traditional short-run book printer is going to:
■

Provide the highest quality

■

Provide the largest quantity

■

Require the largest cash outlay

■

Take the longest time.
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The Docutech alternative
Docutech is a brand name for a special type of printing machine
produced by Xerox Corporation. Many printing companies around
the country offer this type of equipment.
Again, utilize the million dollar rolodex. I have listed several printers
that offer the Docutech printing method. You can also do an online
search through Google, to find a printer in your area that uses the
Docutech method.
You will receive a good quality book from this method. If we say that
the traditional short run printer is the top of the scale, at 100, then the
Docutech method would be about an 87. Why sacrifice quality? The
answer is lower quantities. Using this method you can have runs from
100 to 1,000 copies, which is better than having 3,000 copies.
Another advantage in Docutech is speed of printing. While the traditional printer can take weeks, the Docutech printer will usually
complete your book in 10 to 14 days. The faster it is done the sooner
you start making money from its sales.
Thirdly, your paper selection will be limited to the type that the
machine will process. Similar to other Xerox type machines. The cover
quality is very good, including full 4-color processing. The cost per
book will be slightly higher than the traditional method, in the neighborhood of $2.80 per book for a small run of 500 copies. The Docutech
method is only practical on runs up to about 2,000 copies. After that
there is no significant cost savings. So, all in all, this method is a satisfactory alternative to the traditional short-run printer. A slight
decrease in quality, but still, pretty darn good.
So the Docutech alternative is going to:
■

Produce small-quantity runs

■

Very low costs

■

Good quality covers and Xerox quality pages

Digital Printing
Digital printing speeds the production process compared to conventional printing. Working from digital files saves seven steps in the
printing process (creating film, imposing the film, creating a color
comp or blue line, stripping up the book, hanging the plates, bringing the press up to color and ink drying). Time savings can be
measured in weeks.
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Publishing experts consider Print Quantity Needed (PQN) the new
industry standard. PQN was perfected as a more flexible, timely and
cost effective production method than either traditional printing or
Print On Demand (POD) for most books and collateral publishing
projects. Instead of printing large quantities to keep the unit cost
down, PQN permits authors and publishers to print just the quantity
they need and reprint as demand dictates. PQN helps keep initial
printing costs to a minimum. PQN proves useful for test marketing
books—both covers and content.
I recommend Bill Frank at One 2 One Direct, (866) 220-0121. They
help authors and publishers get into print quickly, affordably and
easily. A short-run, digital book printing company that specializes in
PQN, One 2 One Direct has successfully helped numerous customers
navigate the book printing process.
Patient and helpful staff members at One 2 One Direct help guide
authors and publishers through the myriad of choices when printing
a book. Each staff member has helped print literally thousands of
books. The staff understands the unique customer needs of authors
and publishers. They help simplify and clarify the process.
One 2 One Direct provides complete services in printing and finishing, digital document management, customization and variable data
solutions, and even distribution and fulfillment. You can find them
at www.121direct.net.

Publishing quick and dirty
The third method is my quick and dirty system. Yes, there will be a
slight, additional sacrifice in quality. On our scale of traditional being
100, I would put this method at about 60.
Before you make any decisions, read on. The quick and dirty method
allows you to print in small quantities and that is exactly what you
want to do when you start out. Test the waters, and if it sells, then
you can upgrade to the better quality printing.
Print-on-demand companies are ideal for quantities of less than
1,000. For example, if you print 250 copies, there is usually a small
set up fee and the total cost for the finished copies will be only a
couple hundred dollars. That is usually less than $1.00 per book and
the quality is good — not the same as the traditional short-run printer — however, it will work and the book will be saleable in most
bookstores. Their best feature … SPEED. They will print your books
usually in just a few days.
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The beauty of this system is that you get the job done quickly, very
inexpensively, and without sacrificing a whole lot of quality.
Now, who in their right mind, unless they knew their book was
already a tremendous hit, would do anything else?
START WITH THIS. When your book is selling and you are making
money, you can always upgrade the next printing. You’ll have the
money to do it then.
So the quick and dirty alternative is going to:
■

Produce very small-quantity runs

■

■

Good quality covers and fair quality pages

Extremely low costs

Book size
Standardizing the book size can be important, mainly when it comes
to packing your books for shipping. Just imagine! If you produce several books and each is a different size, packing becomes a bit of a
problem.
Using a standard 8 1/2" x 11" sheet, folded in half, produces a book that
is 8 1/2" x 5 1/2". This is the standard used by many short-run or printon-demand printers.
You can choose to have this trimmed to another usual-sized book of
8 1/4" x 5 1/4".
The third most common size is 6" x 9".
No matter which size you choose, make sure it is a size that you are
comfortable with and will want future publications of the same size. A
little planning now can eliminate problems tomorrow.
You will see the advantage of the smaller book if you remember the
guy on the plane that didn’t have a business card. A smaller book is
much easier to whip out for that great impression. And, if you use the
quick and dirty method, your book doesn’t cost much more than a
good business card.
Speaking of costs, let’s summarize what we’ve been discussing, using
our down and dirty pricing:
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Cover design.............$150.00
Interior design ..........$150.00
Editing ......................$250.00
Printing.....................$250.00
Wow, that’s it? $800.00! We can produce an entire book, cover and
interior design, editing, and printing for less than one thousand
dollars. That’s right! Now, we’re not talking about the best looking
book on the planet. But, quite frankly, I don’t care. I want to get my
book out there. See if it works.
Not only are my costs low, but this book is the front end to all of the
other products that I have imbedded in it. We’ll be discussing the
imbedded products later on. So, now you have an idea of how little the
costs can be for a very saleable book that you can use to test the waters.

Typefaces
There is no mystery here. Go to your local bookstore and look at a lot
of books. The typeface is the print on each page. Find one you like,
make a copy of it, and send it to the person that is doing your interior design. There are no set rules here. It’s a matter of taste and
readability. Use the one that is pleasing to you.

Art/Illustrations/Pictures
Art, illustrations, and pictures can be an important part of your book.
Keeping these to simple line-art or drawings will hold down the printing costs. The use of more sophisticated art requires costly printing
techniques, such as half-toning and screening, which will inevitably
increase the cost of printing your book.

Paper
There are literally hundreds of different types of paper with different
fiber contents and weights. Many printers have books of sample
papers that they will be happy to send to you.
If you are using either one of the lower cost printing methods, choice
of paper is usually not available. When using a traditional short-run
printer, the easiest thing to do is find the one you like and send a
sample to your printing company.
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Spine/Binding choices
Here, I only recommend one of two choices, perfect bound or ring
bound. A perfect bound book is the normal bookstore book with the
flat spine.
In certain markets, like some of the niche markets I work in, if you
use a regular bookbinding and try to sell it for $99.99 or more, you’ll
be laughed at. But, if you place your book in a nice 3-ring binder with
dividers and give it the look of a manual, it suddenly becomes the
$99.99 asking price. I’ve known some ring bound books, in the right
market, with the right material, to sell for $200, $300, and up.
Your choice of binding depends upon your purpose for the book and
market in which it will be sold. I market ring bound books through
Amazon.com for ninety-nine bucks without any problem. If I were to
put that same book in a bookstore it will need to be perfect bound and
the price will be adjusted.

Shrink-wrapping
Shrink-wrapping is a process of sealing your book or product in a
clear plastic cover. There are many different manufacturers of this
type of equipment and new models arrive on the market rapidly.
Searching the Web is the easiest way to locate the equipment that
you may want.
I use a rather simple device; I put the object into an envelope, press
it closed with a heat element, and then use a heat gun (similar to a
blow dryer) to shrink the material around the object. Why do I do
this?
■

Protects the item

■

Keeps grouped items together

■

Reduces returns

Many printers will have shrink-wrapping available. As yet, One Call
Prints All does not. This is not something that you will need right
away. However, there is a funny thing about people; once they have
broken the shrink-wrap on a product they now feel that they own it
and cannot return it.
Please be sure, when doing business with any of the companies I have mentioned in this book, to use my name. I have
done business with many and most will pass on a discount
to you because you are one of my students.

CHAPTER 6

Promoting, Marketing,
and Selling
No matter how good your book is, 95% of its success will depend upon
your marketing and sales efforts. Here is a key to understanding:
having a book alone will not make you wealthy. If you don’t have a
back end, you will never make any real money.
Having a book that you use as your front end, your beginning product for all of the other offerings, is what will make you money. You
must understand this!

Forms of payment
Another given, you must accept all forms of payment. You must make
it easy for people to buy what you are offering. Cash, checks, credit
cards, wampum, whatever they want to pay you with. It doesn’t matter.
I love to barter. It’s a great way to do business. People offer to barter
with me for all kinds of stuff. I love to barter! To me, it’s a great way
to do business. Of course, you need to include your bartered items as
income, when reporting to the IRS.
What I am saying is that you need to be open to all forms of payment
when selling your books, back end products, and services.
Will you get stung once in a while? Absolutely. Is it worth the risk? You
bet! This is just a normal cost of doing business. So, if someone gives
you a bad check for your book, what have you lost? The cost of the
book. Now, they have your book and usually they will want some of
your back end offerings. Since they gave you a bad check they will
probably have someone else order the other products and you’re
ahead in the end.
I keep a “do not sell list” in my database. If someone returns one
item, well eh, maybe it wasn’t the right item for them. I understand
39
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that. They order and return a second item; I’m suspicious. A third time
and they are on my list.
After a third return I will not remove them from my database since I
want to maintain their record and not sell to them on future orders.

Book pricing
Bookstore books fall in the ten to thirty dollar price range. This seems
to be a standard and the public expects to pay that for an informational
type book. These will be perfect bound, as we have discussed earlier.
If you tried to market a ring bound manual for ninety-nine or one
hundred twenty-nine dollars in a bookstore it just would not sell.
People freak out when it doesn’t look like a bookstore book.

Traditional book selling
There are two basic methods of selling your book.
■

Indirect

■

Direct

The indirect or traditional method consists of getting an agent and
marketing through distributors, wholesalers and bookstores, etc.
Amazon.com is an example of an online indirect seller.
Direct selling is when you sell directly to the end user, either from
your own office or through a fulfillment house. Anytime you transact
directly with the end user you are involved in a direct sale.
We will spend a great deal of time discussing direct selling throughout
the balance of this book.
Since some of you may choose to use the services of an agent and
market through more traditional means, here is a little information on
how that works.
It has been my experience that book distributors can be some of the
most arrogant people on earth. I’m not quite sure why, because, in my
opinion, they are dinosaurs on the verge of extinction. But, as I said,
that is my opinion.
By the way, if you would like to meet these folks, en masse, you can
attend the B.E.A., Book Expo America. This is an annual convention held in the late spring, usually in Chicago, and is the largest book
fair in the country. It is a great way to learn the workings of the traditional book selling market. The convention is filled with everyone
who is anyone in the traditional book-producing field.
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First you hire an agent. The agent proceeds to seek a distributor and
other outlets that will sell your book. In presenting your book to these
outlets you usually have to do a lot of begging and then there is no
guarantee that they will accept your material. It is a major process and
involves the decision makers in the distributorship and can even
include the executives of major chain bookstores.
All of these executive committees decide which books the consumer
will be offered for their buying pleasure. They can be very persnickety
and extremely difficult to do business with, especially if you were to
approach them directly.
Let’s say you do get them to accept your book. Here’s the beauty of it,
at least for them. They place an order for a number of your books and
have the right to return them, in any condition, for a full refund. Plus,
you can wait up to six months for payment on any that did sell. If you
had published through a royalty publisher, as we discussed earlier, you
now get your 50 cents per book on the book that sold for twenty
dollars. Whoopee!
As you may have guessed, I am not a big fan of the traditional book
selling method.
I would love to have all of the bookstores come begging to carry my
books, but for now, I primarily supply them through the wholesalers.
There are two major wholesalers in the United States, Baker &
Taylor and Ingram. Wholesalers are the companies that deal with
the bookstores and the majority of books in the store will have arrived
through one of these two major wholesale suppliers.
It is important to get set up with a group known as PMA, Publishers
Marketing Association. They have an agreement with Baker &
Taylor and Ingram especially set up to handle small press items such
as yours.
First, you should, most certainly, contact Baker & Taylor and Ingram
directly. Depending upon how many titles you currently have, they
may be able to arrange a direct outlet for you. Usually they require 10
titles before they will deal with you directly.
Wholesalers will receive a discount rate, usually 60% of your sales
price. So, if your book sells for twenty dollars and they order 10 copies,
you will receive about eighty dollars. Now, looking at what the books
cost you, about twenty dollars, you have still made about four times
profit. Admittedly, not much money. However, your book will now be
available in bookstores, and this is what you want. This is the front
end product.
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When your book becomes available to the larger audience of a bookstore, you will increase your back end sales at a much greater profit
margin. So, the sacrifice of lower upfront profit is worth it and we
didn’t have the difficulties of dealing directly with the bookstore.
Occasionally you will get a call from the small “mom & pop” bookstore. By all means, let them buy your books. Just don’t give them any
credit terms. Tell them you are happy to send them five copies of the
book; however, you do business only on a pre-payment basis. Then, ask
them for their credit card. Always include shipping in the total charge.
They will not want to order your book at full retail as there will be no
profit margin for them, so you will need to offer a discounted price to
them, as well. Customary discount for this type of sale is 20%.
Consider establishing some kind of discount schedule, such as: one to
four copies are full retail, five to ten are 10% off and so forth. For large
orders of 50 or more you may want to go with 40% or even 45%.
Don’t forget, this is the front end product, the leader to additional
sales of your other products and services. You want your book in as
many outlets as possible.

The new model-Sell it yourself
The new model is to sell it yourself, starting with the least expensive
methods and those that fit with your personal style. It is important to
work within your own comfort areas. Then you will continue to develop and grow because you are doing what you enjoy and are making
money while you’re doing it.
The basis for all of this is a Web-based system that will, by virtue of the
way it is set up, do most of the work for you. This includes:
■

Taking the orders

■

Fulfilling the orders (in the case of an e-book)

■

Entering customer information in your database

■

Tracking sales information

and much, much, more.
I know this sounds very self-serving, but the program I recommend is
one that I own. I have purchased the rights to market this software
from its creator. As a licensee of the product, Web Marketing
Magic, I keep 50% of all sales of the product that I produce and am
authorized to set up affiliates.
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If you would like to become an affiliate and market this product you
will earn 50% of my 50%. The client is authorized to use the software
for one year at a fee of $600, so I keep $300 and as my affiliate you
would receive $150 for each subscriber. So turn on as many people as
you want to this software. Just get paid for it. I will be happy to assist
you. Anyway, about the Web Marketing Magic, here’s how it works.

Your Web site
Web Marketing Magic works through your Web site.
The model used by most Web sites consists of a lot of free information
and interesting things to look at. Although these sites attract attention, they do not generate income for the site owner. The revenue
generating model that I’ve seen consists of a very simple sales letter
system like what you’ll see when you visit www.seminarexpert.com or
at any of my own Web sites, for that matter.
What we want these sites to do, like my friend Jonathan Mizel says,
is one of three things:
■

Buy my product

■

Opt into my mailing list

■

Go away

We don’t want to give anything away for free unless it’s a free look or
tease of a chapter or two from our book.
Ask yourself, how many times have you gone to a Web site, played
around in it for a couple of hours and bought nothing? I don’t want
people to do that to me, or to you. I still believe that people should
have to pay for information because that is how we are getting paid.
We are information marketers, we are book sellers, we are writers and
we should get paid for our information. This is not optional in my
view.
First, you create a Web site. In the site you have a tease for the potential customer. Maybe it’s the first two or three chapters of your book.
I prefer to use a long letter format that describes all of the features and
benefits of my product. In it we attempt to convince and cajole them
into purchasing the book, preferably as an e-book. Why? Because
that’s the one that costs us next to nothing.
So, first we need a site that really sells. And, we price the book at
$29.99. In our site we also include freebies and bonus material with
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the purchase of the book. My research has shown that thirty dollars is
kind of a breaking point in which people are willing to go out on a
limb for a small amount of money. Anything more and it gets more
difficult.
Darrell Boyce and a few others that are coming on board in the near
future are developing a templated Web site. Actually they are developing three different templates where you can choose what you want
it to look like and they will develop the site designed around your
material. Right now they estimate the cost to be approximately $200
and possibly even less.
Excellent copy in your site is the difference between a 1% response and
getting a 3% response. I strongly recommend that you enlist the services of a great copywriter and want to refer you to Alex Mandossian.
Copywriting can be a very expensive proposition because good copywriters are worth their weight in gold. Since this is true, you may want
to have him write the entire sales letter or write it yourself and just have
him tweak it for you.
Whomever you get to help you set up your Web site, it is imperative
that they know and understand the workings of Web Marketing
Magic, if you choose to use it. The design of your site and all of the
links and how they interconnect are critical to your success using my
method of marketing.

Do you want fries with that?
One of the many features of Web Marketing Magic is that when someone clicks on the order button it automatically offers an up-sell item or
two. Kind of like fast food restaurants, “Do you want fries with that?”
Web Marketing Magic comes up with an offer of something like, for
an additional twenty dollars you can have the deluxe version of this
book and this and this and this as bonuses. The initial order time is
the best time for an up-sell since the customer is already in a buying
frame of mind.
This module of Web Marketing Magic is called Do You Want Fries
With That? Now, instead of a $29.99 sale you maybe have a sale of
$49.99 or more. All right on the Web. And what did it cost you, a little
bandwidth and online time. Very nice!
I have been asked why I can sell an eBook for $29.99 and the same
physical book would sell for just $20.00. At first glance this would
seem unfair. However, with the eBook you get bonuses. Sometimes

Promoting, Marketing, and Selling

45

the person will have purchased the book just to get the bonus. So,
occasionally, the front-end book could actually be a back end sale to
one of the bonuses that you will offer.
The physical book does not contain any of the bonus material. The
customer can order these items as an up-sale from the purchase of the
book. A true back end sale.

Web Marketing Magic can do that
Web Marketing Magic is a fantastic program with so many features
that I can’t possibly describe them all to you here. I’ll touch on a few
and the rest you will learn if you decide to become a subscriber.
Web Marketing Magic is extremely user-friendly and automates many
of the things you used to have to handle manually or separately. The
shopping cart is built in and will auto-respond to your customers
with additional items in your inventory. It maintains your database
and continually updates it for you. And, the real beauty is that it
doesn’t sit on your server taking up precious storage space.
When a customer clicks on an order button, the transaction automatically, without them knowing it, jumps to the Web Marketing Magic
server, which then does its thing, and then returns the customer back
to your site. All of this is transparent to the user.
A big advantage to this is that you only need one online merchant
account for all of your Web sites. Each one will jump to the Web
Marketing Magic server, utilize your account, and then whisk them
back to the site they were on. Other marketing programs require
a separate merchant account for each Web site. That, along with
the database handling, is more than worth the annual subscription
cost.
Web Marketing Magic is so easy to use even someone that is computer
brain-dead, like me, can use it.
If you were to purchase these components individually the cost would
be significantly higher and they would not be as simple to integrate
the way Web Marketing Magic does. Everything is in one place, simple
and easy to use, and very reasonably priced. You don’t need any
special equipment of an elaborate, expensive Web location. All you
need is the same ordinary online service that you currently have for
$14.95 a month. That is why I recommend it so highly and decided to
become a licensee of this wonderful product.
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Choices in ordering
You want to give people a million ways to place their order. Well, at
least you want to make it as simple as possible.
■

Online

■

E-mail

■

Regular mail (aka: snail mail)

■

Fax

■

Telephone

We’ve already covered a wonderful online system. E-mail, fax, and snail
mail are all pretty self-explanatory. You would think the telephone
would be also, but, the subject of 800 numbers usually causes a big stir.
Let me say this…. Get an 800 number! Now, I mean a real 800 number,
not an 888 or an 877 if at all possible. Why? The original 800 number
says you are established and have been for a while. This lends more
credence to your business. The 888 or 877 say “Johnny come lately”
to your customers.
Even better than a basic 800 number is the personalized or vanity
number; mine is 1 800-FGLEECK. This really says longevity to the
buying public. If I had a choice between a basic 800 and a vanity 877
number, I would choose the basic 800 number. The public is becoming aware that the new numbers mean a newer business. Be patient
and get a good one.
When you do receive your number, be creative in what the number
can spell. I discovered that mine also spells 1 800-345-DEAL. I use this
number when marketing my book and product line for Negotiate
Everything. I thought it was pretty clever.
A caution when using words instead of your number. Given a chance,
people will misspell anything. When giving out my number in
anything other than print form, I always spell it out. Instead of 1 800345-Deal, I say 1-800-345-D-E-A-L. This way there can be no mistake.
Usually!
When you give out your 800 number be aware of what you are
promoting. My number 1 800-FGLEECK is very useful if I want people
to recognize my name and call me. However, if I am suggesting that
someone can order my book directly from the publisher, I will ask
them to call 1 Fast Forward Press at 1 800-345-3325 and not use 1 800
FGLEEK, even though they are one and the same number. Why?
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Because I don’t want them, necessarily, to know that I am the author
as well as the publisher.
The major objection in peoples’ minds to getting a toll-free number is
cost. Let me destroy that myth right now. In over sixteen years of
having my own 800 number, my largest bill has been $132.00. We did
a lot of business that month. Now, would a $132 phone bill be that
big of a deal if those calls brought in around $3,000 worth of business?
Of course not! So, get one, it’s just a cost of doing business. Do beware
of scams and get one from a reliable, reputable service company.
I use and recommend Matt Stracner, Zirvo Communications, 800447-9476. They offer long distance and 800 numbers and have the
best rates, six-second increments, as well as great service. He saved
me 30+% on my long distance services!

Free methods
Whenever you are promoting something, it is always advisable to
investigate any free method of promotion first:
■

Online

■

Radio

■

TV

■

Print

Online promotion is a subject that is so broad that I cannot address it
and do it any justice as part of this book. (That’s a future book?) All
can say is check into it. There are many opportunities out there.
Radio is an excellent means of getting the word out. I can refer you to
a true guru in radio advertising. Alex Carrol and I have a joint
venture and he can be reached at www.radiopublicity.com. Alex sells
an eBook and will then up-sell you to a whole bunch of things.
For print advertising, contact Paul Hartunian. You can send him an
e-mail at Paul@hartunian.com. Be sure you tell him I sent you and he
will respond by sending you a wealth of information and, of course,
how to order from him. It’s all good stuff. He is a genius when it comes
to print advertising.
If you get the material from both of these gentlemen and study it, you
will have everything you will ever need to know when it comes to
promoting yourself in print and on radio.

Speaking engagements
Your book can open the door to many speaking engagements for you.
People of like minds, continuing education, associations, and others
will ask you to speak. Some will even offer to pay you to speak.
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I recently returned from a speaking engagement in Brussels where
they paid me $5,000 for a one-hour talk. Then I was allowed to sell my
materials in the back of the room after my speech. This, being one of
my niche markets, grossed about $9,000. The cost of the materials sold
was some where around $1,000, so my net profit was approximately
$13,000. Not bad for one hour of work.
Public speaking is a great source of income, if you do it correctly. You
can make an additional two to three thousand dollars every time you
speak. But, that’s another whole seminar that I offer on professional
public speaking and a book called “Selling From the Platform.” If
someone called me and said they had 500 people that were my exact
market, but they didn’t have the budget to pay me to speak, you know
what I would say? If they could prove to me that there would be 500
of my market people there I would go, even if I had to pay my own
way, because I can sell them my materials after my speech and make
some real money.
Speaking engagements will also help you to enlarge your database.
Any way you can add people to your database will be a long-term
benefit. You can e-mail information and back end product offers as
often as you like.

Writing for Ezines
Writing articles for Ezines, in trade for your advertisement in their
publication, is another way to get free promotion. Why would they
want you to write for them? Well, consider this, you are an Ezine
publisher and you produce an Ezine every two weeks. What is it that
you need most? Articles! You are going to provide content for their
publication and they are going to what? Provide a link to your Web
site so that you can sell their readers your front and back end products
and services.
Now if they have a circulation of 35,000, you’re going to get tons of
orders. You bet I’ll write an article for their Ezine. I’d be crazy not to.
The best approach is to contact the editors of your target Ezines. Ask
each if they accept articles from outside writers; if so, what are their
criteria for selecting the writers. The editors usually have two criteria;
are you a good writer and can you meet their deadlines. It would be a
good idea to have a sample or two ready to send, via e-mail, for their
evaluation. Should you receive a call from an editor, it is always an
excellent idea to have two or three articles waiting in the wings, ready
for immediate delivery.
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Searching the Web is an excellent method of building your database
of editors. I use Google for my searches. You could set up your database, using Web Marketing Magic, and e-mail an approach to the
editors, in much the same manner as your customer database. You
may receive requests for articles from some of the editors and it may
be necessary to follow-up several times with others. Your approach
might be like this:
Hi, my name is Fred Gleeck and I write articles on this and that topic.
If you are interested, I would like to speak with you about writing articles for your Ezine. I have sample material available and would be able
to be a regular or one time contributor, based upon your need. In
return, I request a resource box at the end of the article which allows
the reader to click over to my Web site at www.mysite.com.

Trade journals
One of my niche markets, the self-storage industry, has a monthly
publication which is more commonly referred to as a trade journal.
Every month I write an article for them and in return they run an
advertisement stating that Fred Gleeck is the author of blah blah blah
and if you would like free tips send an e-mail to blah blah blah.
Every time the publication comes out, I receive three or four orders for
my manual on self-storage marketing at $99 each. Then I get some
additional orders for several of the back end products. I also receive
phone calls for some of my more expensive consulting services and
speaking engagement offers. There are always several responses
requesting the free tips and each one that sends an e-mail is automatically entered into my database.

Unattended database entries
This is another feature of Web Marketing Magic that is absolutely fabulous. Whenever someone sends me e-mail or contacts my Web site to
place an order, their address is automatically entered into my database. No secretaries, no administrative assistants to pay for data entry.
The auto responder part of this system will automatically respond to
their requests for information and you can have as many of these
responders as you can want.
Imagine if you had 50 different products available; you could have a
separate set of responses for each of the products that would go out
automatically based on which site sent the information to the database. I get excited every time I think about it.
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Low cost marketing methods
Direct mail is a very low cost system of developing sales. You can send
out postcards to the folks on a mailing list. These lists can be
purchased from various vendors that will send you lists of your target
market. You can also create lists from directories of organizations that
you belong to.
I recently purchased two lists to the tune of twenty-one cents per
name. They are the PMA (Publishers Marketing Association)
and NSA (National Speakers Association) membership lists. Each
list consists of a name, address, city, state, zip code and e-mail address.
I have hired an excellent lady, named Debbie Data, to enter these
into my database. She works through the list, updating it each time I
receive a new directory, which is about once each year. When she is
finished compiling the data she puts it on a disk, I load it into my
system and it updates my mailing list. That’s it. I’m done. Now the
auto responder can send each of these a postcard.
What’s on the postcard? That’s right, a note asking them to go to my
Web site for some important information.
What’s on my Web site? The long sales letter that contains the features
and benefits of my book and the whole thing goes into motion, again.
It doesn’t get any better than this! Feel free to contact Debbie at debdata@bellsouth.net.
Also available are card packs. You provide your information and the
vendor sends it out in a shrink-wrapped package of cards from multiple advertisers to a selected market.
The key to card packs, and any kind of advertising that you must pay
for, should be to self-liquidate. Let me explain. If I place an ad in a
self-storage trade journal, for example, and I pay a thousand dollars
to advertise my manual on self-storage marketing, how many sales
must I make for the add to pay for itself? Since it sells for $99, I must
sell at least 10 manuals to break even. This is what it means to selfliquidate.
Besides receiving the orders, I will also receive several requests to be
added to my mailing list. This is another way to increase the size of my
database.
When people come to my site I want them either to purchase my first
product offering of $29.99 or opt into my list.
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If you opt into my database then I am going to give you some good
information and keep trying to bump you up to buy the first $29.99
product. Once you have purchased the first product, then via e-mail,
I’m going to try to bump you up to other products.
Now, I’m not going to try to sell you in the little e-mail that I send to
you; instead I am going to send you something like, “Hey (person’s
name), you know I’ve given you some great ideas, now here’s another
one.” And I direct you to the site that sells just the product that I want
to bump you up to.
I believe that you should have a different site for each product that
you sell. No site should have more than one product because it is too
confusing. This can be done with multiple sites or one site with multiple extensions.

To get Fred's 7-day course, “How to Double or
Triple Your Income as a Publisher," (normally $77)
send an email to tips@selfpublishingsuccess.com.
One of my Web sites, www.selfpublishing.com has several extensions,
such as boot camp. This extension has a sales letter describing the
features and benefits of attending my publishing boot camp held in
Las Vegas.
So, that is how it works; you keep getting a select few e-mails from me
that contain some great tidbits of information and every so often I
send you to one of my sites that attempts to bump you up to the next
higher product level, each time you have bought from the previous
level. And all of this is done automatically by the autoresponder in
Web Marketing Magic.
You can earn money while you sleep.

Bounce-back offers
Let’s assume you get lucky, receive an offer from a royalty publisher,
and they offer you a large advance. I would say don’t do it unless you
are allowed, by contractual agreement, to include at least three bounce
back offers and a final full page advertisement at the end of your book.
The bounce back offer is imbedded within your book and entices the
reader to contact you directly. Since they have purchased your book

52

Publishing for Maximum Profit

through the publisher’s market, usually a bookstore, they have made
their purchase indirectly. In other words, they did not purchase directly from you or your fulfillment house.
Why would you want to do this? They have purchased your front end
product and you want to offer them your back end products and enter
their information in your database. The bounce back offers need to be
delivered digitally to maximize your income. Each one should be a
different offer and should include a substantial bribe to get the
readers’ attention. An example of a bounce back line might be: for
more information on blah blah blah (subject), please contact
www.tips@yoursite.com.
The full page at the end of the book should be a very substantial offer,
like $100 in free materials. Remember, these materials are delivered
electronically and the perceived value is high while the cost to you is
negligible. This page should also offer other ways to contact you for
the free offer. The usual methods of contact include phone, fax, and email.
Be specific with the publisher by stating on which pages of your book
you would like the offers placed.
We want to create a whole new network with these offers. This entire
concept assumes one thing: that we are delivering a quality product.
If you do not deliver quality in the first product, trust me, you will not
receive orders for the back end products. So, it is in your best interest
to over deliver rather than under deliver on all of your products and
promises. Satisfied customers will come back again and again when
you offer them quality products and services.

Online bookstores
There are two major online bookstores, www.amazon.com and
www.half.com. Several others like www.borders.com and
www.barnes&noble.com can be more difficult in terms of placing
your book on their service. However, if you can do it, do it. Along with
the better-known sites, other lesser known and specialty sites may be
able to carry your book. New book sites are popping up all the time.
Again, I refer you to www.google.com.
I suggest that you periodically run a search for new online bookstores.
You want to have your book in every one of them. Even if you are only
making a small profit, or no profit at all, you still want the front end
book to be available everywhere. A small sale can still bring in the
more profitable back end and that is where the real money is made.
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Remember, even if your profit is 50% on the front end book, your
greater income will be from the back end sales of other products and
services.
Let’s examine Amazon.com in more detail. I sell everything I offer
which includes books, tapes and videos through Amazon.com. As I
mentioned earlier, it is necessary to have your ISBN on everything
they carry so they can scan it into their system of inventory. When
you introduce a new product Amazon.com will order only two or
three pieces, put it on the shelf and see how it sells. The more expensive the item the fewer they will order.
The Amazon.com process is similar to selling on consignment. You do
not receive any income until the item is sold. At the end of each
month you receive a check for the items that sold during the previous
month.
One really nice feature of Amazon is that you can go into their system
and see exactly what has sold and know in advance what your check
will be. It is simple to log into their system and very easy to use.
As with any indirect sales venue, it is extremely important to have
your bounce back offers strategically placed in every book, tape, and
video, since you are not able to contact the buyer without them first
contacting you.
Even with substantial bounce back offers, the average response will be
about 20%. Some folks just like to remain anonymous. I’ve even had
competitors purchase my products, just to see what I am doing.
It’s really important to remember that it really doesn’t matter how
much you are making on the front end; the book is the first in the
stream of business, not the end. This is so often overlooked by the big
authors and publishers today. They get so enamored with their book
that they forget it is only a stepping stone to bigger and better sales.
To get set up with Amazon go to their Web site, www.amazon.com/
advantage, and there is a step-by-step process to create your account.
It is really very simple. You do not need to have a separate merchant
account when dealing with Amazon as their people handle everything
for you.

Using affiliates for added profit
Affiliate tracking is a feature that is indispensable when using Web
Marketing Magic as your management package. Referencing a large
number of affiliates in your book and Web site is, as I have said before,

54

Publishing for Maximum Profit

a great additional source of income. These are helpful even if they are
selling products similar to your own.
Why would you want to do this? Well, think about this: where do you
want your customers to go when everything you have to offer has
been made available to them? By all means, refer them to everyone
you have made an agreement with and reap the benefits of your affiliations. What other way can you earn 50% profit and exert absolutely
no effort?
Web Marketing Magic will track all of the direct sales for your products
and all of the sales made through your affiliates, automatically letting
you know whom you need to write a check to at the end of the
month. I can’t imagine anything easier.
Take precautions with your choices of affiliates. If you produce a quality product and refer someone to an affiliate with an inferior product,
the customer will blame you since you are the one who referred them
to the other product. Yes, they will be upset with the producer, but will
be even more angry with you and their trust in you has been broken.
This then, harms future sales of your own products. So, screen carefully before you affiliate.

Fulfillment
There are three ways to fill orders for your books and other products:
■

Electronically

■

Ship it yourself

■

Have someone ship it for you

Internet distribution of eBooks is the simplest and most cost effective
way to ship your books. If you produce other materials, such as audios
and videos, it is necessary to have a system that will take the order,
package the order, collect payment for the order, and ship the order.
Now, if you are very organized, this method may work for you.
In the beginning you may want to handle fulfillment yourself; however, as your business grows, you may want to hand this duty to
someone else. Fulfillment is very time consuming work and I feel that
my time is better spent writing new books, and creating new and
better back end products. So I prefer to have the product handled by
a fulfillment house. Fulfillment companies will take the orders,
process the payments, pack the items and ship them out, all for a fee,
of course. You can expect that a service like this will cost about 35%
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of your retail sales price. If your book sells for twenty dollars you can
see that about $7.00 would be spent on the handling of your customer
order.
This is a worthwhile expense, in my opinion, because I don’t want to
be distracted by this aspect of my work. I’m in the business of informational marketing, not shipping and handling!
In most cases, the fulfillment house will not perform the duplicating
function for audio and video. It will be necessary to have this done by
a company specializing in duplication of the media that you are using.
You will find Duplication Depot, operated by Gary Brown in the
million dollar rolodex. Tell Gary I sent you. He and his crew do a fine
job and they will ship your finished product to your fulfillment house
directly.
Beware of companies that offer all services in a bundle — the one-stopdoes-it-all type places, doing the set up, printing and/or copying, and
fulfillment of orders. Their services can be extremely costly. Usually
you are presented with a very lengthy contract that contains so many
“if, then” clauses that you’ve agreed to pay a 3% surcharge per book
because you have blue eyes and are left handed.
I prefer to use a company that charges a flat fee per item; that way you
do not have to go through any mental gymnastics figuring out how
much they are charging for their services.
If you are marketing audio and videotapes, some interesting methods
of fulfillment are on the horizon. In today’s market the length of time
it takes to download an audio or video on your computer is prohibitive. Who wants to wait four, five, six hours or more for their
information to download from a Web site? No one I know. In the not
too distant future these items will all be available on CDs and I can
foresee other special download devices in the development stage.
Like the new audio equipment for downloading music, there will be
something that will attach to your computer to speed download an
audio or video and record it on a device that you can take from room
to room or even in your car.
For today, the cassette tape and the videotape or DVD are the best
method of fulfilling an order for items requiring sound or pictures.
Most people that I know dream of the day when they will do everything over the Web or through fulfillment houses so they don’t have
to stock or keep anything. It’s a clean way to do business and costs
only a little money.
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Whatever the format of your materials — book, audio, or video —
there are times you will want to ship or deliver items yourself: orders
for onesies or twosies that come directly to you, gifts for friends and
associates, promotional copies, etc. I always keep a supply in my office
for these occasions.

Return handling
For whatever reason, returns are an unfortunate part of this, or any
business. Many of my students are particularly concerned with how to
handle the return of an e-book. It is very simple. You just give them
their money back. Yes, they do get to keep the book; however, they
will not be able to participate in the bonus material offered throughout the book. If you set everything up correctly, the bonus material
will keep them from asking for a refund.
When you produce a quality book with exciting and desirable bonus
material, returns are usually 2% or less.
It is unfortunate that some people do behave like thieves and always
want something for nothing. This is just one of the costs of doing business. Consider what the book actually cost you; it’s next to nothing.

Reverse shoplifting
No, I haven’t lost my mind. This is a really interesting technique to
getting your book into traditional bookstores. I call it the gorilla
technique. You take three or four copies of your book to your local
Barnes & Noble bookstore, go to your section and leave them on the
shelf. Someone comes along, picks one up and takes it to the front
checkout. The cashier will attempt to ring it up and, surprise, it’s not
in the system. The cashier will contact the manager and they, too, will
not be able to locate the book in their system, but, being an intelligent
being, they will let the customer buy it anyway.
You start selling a bunch of books and they are going to start ordering
them to stock their shelves. How are they going to place an order?
Through their distributor or wholesaler. These people, in turn, will
place an order with you or your fulfillment house.
This is a great way to get your books into bookstores without using the
traditional methods of distributors. Your only cost is a few copies of
your book and the back end profits are more than worth this sacrifice.
Now that you have used a clever technique to get your books into the
hands of your intended customers for little or no cost, if your back end
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is strong it might be worth putting 100,000 copies on the shelf if you
have the cash flow to accommodate it. You have also stimulated
demand at the bookstore for your books.

Bookstores
This system was designed in such a way that you do not need bookstore sales. Once you have stimulated the interest of a bookstore and
they have expressed an interest in ordering, make them pay for all
orders up front. This keeps your cash flow moving and eliminates
traditional bookstore red tape.

Miscellaneous marketing techniques
John Kramer wrote a book titled 1,001 Ways to Market Your
Book. This volume is filled with wonderful marketing tips and I
suggest you get a copy and read it.
One technique he uses in his book is very interesting. The book has
several chapters and at the beginning of each one is a little blurb from
someone considered to be an expert on that subject. In the chapter on
fulfillment, he had one of the fulfillment houses write a two-page article and include their contact information. The fulfillment house
contracts with John for this article, paying a sponsoring fee. Using this
method, John, had most, if not all, of the front end costs for his book
paid in advance by various sponsors.
Now the front-end book can be profitable before you have
sold its first copy.
Another sponsoring technique is to contract with a large company,
like Citibank or another large banking chain. As part of their customer
building campaign they might offer a book titled, “25 Ways to Make
Money Without Having to Go to Work” to each of their new account
holders. Maybe they advance order 10,000 copies for a regional
promotion as customer give-aways. What a great way to get your book
into the hands of people!
Think sponsorship. Who can use your book? Perhaps there is a particular niche market that would benefit from your book. Keep thinking!
Testimonials are another way to market products. I am not speaking of
the generic blah, blah, blah type, but the ones that are very personal.
From people who have benefited from your material and taken the
time to write a letter of thanks.
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If the person will allow you to do so, use their name, address, and
phone number in your advertisement. Maybe you can even scan their
letter and include all or part of it in your ad campaign. No, they will
not be inundated with phone calls. They could get a few, but what this
really says to the person reading your ad…. Wow, this guy must really
be for real!
Of course, if the person does receive a phone call from a potential
customer, you have made an agreement ahead of time, that they will
really talk you up, and for that, you will reward them with free product. Certainly, you do not want to use the person’s home phone
number. We don’t want them being awakened in the middle of the
night with a phone call from Denmark or somewhere, because someone just saw their number on your Web site.
You would use a business number, cell phone, or other number that
won’t disturb their personal life. (For details on securing testimonials
for your book, see page 24.)

CHAPTER 7

Maximize Profit
with Your Book
Fill the funnel
If the book is all you are selling, you’re dead. We’ve talked about that;
if you want to make 300% more than what most authors make, you’ll
need to follow this advice.
Your book is just the beginning, not the end of the process, so you
have to be thinking about your book in terms of what it is going to do
and what it will provide for you in terms of additional sales opportunities. In order to understand that, we first have to fill the funnel.
By filling the funnel, I mean getting people to identify themselves as
interested in what it is you have to sell. They may not necessarily yet
be willing to buy, but are certainly interested. If they buy from you
directly, you have their contact information. If they don’t buy directly from you, you’ll need a bounce back offer to get them into this
funnel and you may get as many as 20% who respond to that offer.
Here’s how it works. You must meticulously maintain your database.
You will actually have two databases: one in Web Marketing Magic
and a separate database that you will use to feed the one in Web
Marketing Magic. Actually, you will transfer information between
them both.
I use a software product named ACT. This is known as contact
management software and I find that ACT is very versatile for my
needs. It functions like a combination of address book, pending file,
and sales record. It does not have the auto responding and broadcasting capabilities found in Web Marketing Magic. So, I use the two in
combination, importing and exporting data files between the two
programs. The features of a program like ACT will eventually become
a module of Web Marketing Magic, but, for today, I recommend and
use both.
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So, how does it work? Let’s say I was a guest on the Oprah show and
said to the listening audience, if you want more information or would
like to be on my mailing list, send an e-mail to tips@fredgleeck.com.
This information would go directly into the database of Web
Marketing Magic. But, if I had said contact me at my 800 number I
would have to enter that information into ACT and then export it into
Web Marketing Magic. This way I can have multiple databases and set
them up on an unlimited number of auto responders.
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With ACT I can track how much a particular person has spent in any
area of my various subject fields. Maybe I want to create a list of everyone that has spent $100 on written material and market audio
materials to that select group only. Maybe I want to seek out a list of
only seminar attendees for a special video series.
Going back to my Oprah example, if there were 50,000 responses from
the show, I could have a special database just for products discussed
on the show. I could also track how responsive people are to a particular program. This affords me an opportunity to improve my
promotion skills in various media formats. The options are endless.
There are other contact management and database software packages
out there and I estimate you would spend $3,000 to $4,000 putting
together an entire program like the combination of ACT and Web
Marketing Magic.
Now, how does this fill the funnel? It doesn’t. It is how to manage the
funnel and it is best to have the tools in place before you begin or you
could have a real mess on your hands.
There is only one way to fill your funnel. Publicity. I’ve already
given you referrals to two gurus on print and radio/TV media. Use
them. They really know their business and you will benefit if you
follow their advice.
You also fill your funnel by contacting people and keeping track of
them in your databases. Everyone you come into contact with is a
potential customer and everything you do should lead these people to
your Web site or 800 number.
Maybe you are teaching a class, either privately or publicly, speaking
to groups, either through associations or putting on your own seminars, writing articles in trade magazines or participating in
teleconferences, referrals, and online newsgroups. Whatever your
method, your database needs to be grown and maintained constantly.
I have had some interesting experiences with online newsgroups.
Recently I promoted www.radiopublicity.com on a very small newsgroup and they were surprised to receive over one thousand dollars in
orders.
The key to newsgroup promotions is that you cannot promote your
own product. So, how does that benefit you? Simple. You form
alliances with other companies and promote each other. These
alliances should be formed with the companies where you have an
affiliate arrangement already in place. This keeps the cash flow going
strong for all parties involved.
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Another advantage to these alliances that I call my “buddy system” is
personal reviews. We can support each other at sites like Amazon.com.
If you place your materials with Amazon, there is a special area in their
site for product reviews. The more reviews listed with your product,
the more interest and sales will be generated.
Each member of the alliance will write a very specific, pointed review
of your product. By specific I mean, providing information that is
measured in time and money. It should say something like:
As a result of Fred Gleeck’s speaking program, I increased my income by
$28,000 in the next two months and sold an additional $14,553 in back
end products within 30 days of taking his seminar.
That is very specific and will generate a great deal of interest in my
seminar.
If you had 15 or 20 of these listed along with your product on Amazon
you would definitely increase interest in your product. So, buddy up
and stack the deck in each other’s favor.
Another method of attracting new people for the funnel is pay per
click search engines. I use a great number of these and find them to be
very effective. Contact www.payperclicksearchengines.com and you
can pull up a list of companies that provide this type of service.
One of the most powerful and well known pay per click is
www.goto.com. Each time a person clicks on a site like this the advertiser is charged. Depending upon the type of service the advertiser
pays from pennies to hundreds of dollars per click.
Let’s take the example of the martial arts book. To be number one on
the list you might pay 10 cents per click. Your book is selling for
$30.00 and is being delivered digitally, so it will take one sale in 300
clicks to break even. By the way, if your Web site is producing 3%
buying ratio it is considered to be very, very good. Many of the 300
people that click on your site may not buy; however, they might (you
guessed it) opt to be added to your e-mail list. Now you have them in
your database and they are receiving your information and, every
third contact, your sales letter.
The beauty of www.goto.com is that they will set up your account
with a dollar amount or you can give them your credit card and have
them bill you on an open account. This way you can control your
budget and determine how many clicks you want.
Let’s assume that the cost per click for the number one position on the
list in your area of expertise is 25 cents. You decide that you want to
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test this market and allow $50 to see what your exposure will develop.
That means that you can receive 200 clicks and then the advertisement will stop.
The object of the funnel system is to get as many people as possible
into it. Most people, since they do not know you, will opt to enter
the system for the lowest possible price. Because of this you will
want to have several items in all price ranges. Here is how that might
work:
■

You have a series of pamphlets at $9.9;, just under $10, these will
be digitally delivered in a PDF file

■

Your book is available at between $10 and $30

■

You have a two-cassette tape audio set at $50

■

You have a four-tape set for $100

■

You offer a coaching or a tele-seminar for around $200

■

You have a home study course or a live seminar for about $300.

In other words, you develop a series of price points anywhere from ten
to one thousand dollars and create a mix of products along those price
points.
If someone wants to enter the funnel at the $200 level, are you going
to say no? Of course not! Maybe they heard you on Oprah or the radio
and because of that they are already sold on you and your knowledge.
You are going to want to do one of two things:
■

Trade them both up and down your price points

■

Use the lower priced items as bonuses to entice them into the
higher end items

In other words, you want them to buy anything and everything that
you sell. This is where I would introduce the really high-end items like
personal coaching or consulting.
The point is that you must have several products and services that you
can sell to each customer.
Your personal contacts, wherever you go, can help you fill your
funnel. Everyone you meet is a potential customer. You don’t know
until you add them to your funnel. Maybe the person you are speaking with won’t ever become your customer; however, they may refer a
friend, who refers a friend, etc.
Be open to people and your funnel will be filled continuously.
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Don’t give away your shoes
I’d like to share a story and a caution with you that I have been telling
since the early 1980s. This relates to the concept of you being an
information marketer and not giving away your information for free.
Imagine that you had been buying the same brand of shoes from the
same shoe store for the past twenty years. Today you decide that you
want a couple pair of new shoes, so, you go to your favorite shoe store,
pick out a couple pair and take them to the cashier. You say to the
cashier, “I’ve been a loyal customer for the past twenty years and have
purchased all of my shoes from this store. Since I have been so loyal I
think these two pair should be given to me, free.” What do you think
the cashier is going to say? Right, not going to happen.
So what I am suggesting is this…. You are in the business of selling
information. When someone comes up to you and says they would
like your help and want to pick you brain, I want you to imagine in
your mind someone grabbing you by the shoulders and shaking you.
And, inside your head are tiny little shoe racks in your brain; with
each shake tiny little pairs of shoes begin falling off the racks and out
your ears. As the tiny shoes fall, you imagine people catching them
and running away.
What are these people really doing? They are stealing your inventory.
What I am suggesting is that you be cautious whenever someone
wants to get information that you would normally sell. I want you to
understand that, on occasion, it might make sense to give away a
couple pair of free shoes if you think you’re going to get greater and
more shoe sales, but in general you don’t want to be giving away shoes
for free. Why? Because you’re in the business of selling those shoes.
Most of the people in the information marketing business allow themselves to be stolen from on a regular basis. I am suggesting you stop
doing that — in a nice way.
When asked if I feel that the person is behaving in an inappropriate
manner, I simply say that I would be more than happy to answer
their questions just as soon as we have set up some kind of formal
agreement.
■

Would you like me to fax over a contract right now?

■

How would you like to pay for that?

■

Do you want to give me your credit card or would you rather
send over an advance?

Maximize Profit with Your Book

65

Don’t be embarrassed to ask for payment for what you do; you sell
information. For some reason people feel that people selling a tangible product are more entitled to charge for their product than
someone selling information. That is absolutely incorrect.
Information can sometimes be much more valuable than physical
products; therefore don’t let people steal your tiny shoes.
Don’t be confused about what I am saying. I am referring to the
person that will approach you at a party or social event. You may want
to give them just enough to entice them, but there has to be a point
in which you say that’s enough.
If you are giving a seminar and people have paid to attend and hear
what you have to say, by all means, give them their money’s worth
and then some more. You owe it to your audience to give them
anything and everything they ask for, just as if they have given you
their credit card and said, “OK, Fred, what’s your hourly rate?”
Then I would spill as many beans as I had to give you value for your
dollar in terms of the amount of time you wanted to spend with me,
just like a lawyer.
Lawyers, by the way, are very good at this. They understand that the
only thing they have at the end of the day is billable hours. Just like
lawyers, we have to maximize our billable hours.
Maximizing your billable hours needs to be controlled and managed.
Here’s how I do it. I decide what I will spend time on each month. I
will need X hours for personal stuff, X hours to develop my products,
X hours to write articles, X hours to do seminars, and X hours to
consult and coach.
How do I keep from running out of available time and still get everything done? Let’s say I have decided to set aside 15 hours per month
for coaching and consulting and I do believe that I gain as much from
my clients as they get from me and I’m getting paid for my time. They
keep me current; when I am giving my seminars I can always add that
I was talking to a client the other day and blah, blah, blah. I can use
real life examples in my products and speeches that are completely
current by continuing to set aside one on one and telephone consulting time each month.
No matter how successful you become, always make time to consult
on a regular basis, because you are not only getting paid for your time,
your clients are educating you.
What do you do when you have no more hours available? It’s just like
anything else in life; the more it looks like you need the business, the
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less you will get it. So, when your time is limited and people are wanting more and more, the simplest way to control it is to raise your fee.
The more demand there is for your time, the greater the fee, and the
less negotiable you become.
This has the added advantage of increasing the quality of your clients.
If you are charging $100 per hour and there is such a large demand for
your time, then raise your fee to $150 or $200 per hour or more. This
is the gravy on top of the meat and potatoes, which is and always will
be, product sales.
If you have a large volume of product sales, you will not be dependent upon coaching and consulting income and can charge a rate that
is appropriate for the value of your time. It is important to remember
that the income generated from consulting is secondary to that which
is earned by keeping the funnel full.

Autoresponders
Autoresponders are the wonderful automated robots found within
web-based programs that allow you to follow-up with people automatically, online. This is the software that makes contacts and sales
with your customer databases, while you sleep.
Let’s say you have 10 different products and 15 reports. Your customer
has responded through one source or another and ordered your report
series. You could set up an autoresponder series for each of the reports
that will automatically send three consecutive content heavy reports
and then a sales content letter. These are delivered via PDF files
through Web Marketing Magic.
What is the autoresponder series trying to accomplish? It is attempting to sell the next item in your pricing plan. In this example, that
would be your book. Once they have purchased the book there is a
new series of autoresponders that again deliver three content messages
of substance and one sales letter for the next product in your plan. It
is important to remember that the content messages must contain
good usable information for this plan to be effective.
Another helpful little trick is to space your messages as randomly as
possible. In other words, don’t send a message every day or even every
third day; keep them erratic to be most productive. In this manner,
you can send an autoresponder message that is totally appropriate to
the products they buy.
If the potential customer has opted to be on your e-mail list, your goal
is to have them purchase your first product, your eBook preferably,
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since it will be delivered digitally via a PDF file, at little or no cost to
you. As you can see, autoresponders are absolutely necessary to your
success.
Using autoresponders can be helpful in tracking marketing response
from other media in addition to your Web site. A little while ago I was
a guest on a radio program promoting my new book, at the time,
Speaking for Millions. The program host asked me, “So, Fred, if our
listeners would like more information on this, how would they go
about it?” My response was, “Thank you for asking; all they would
need to do is send an e-mail to me at tips@professionalspeakingsuccess.com and by doing that we will send them some information.”
By the way, be sure to keep the Web site name something familiar and
easy to remember. You can be even more specific with the site name. I
could have used tipsdj@professionalspeakingsuccess.com which would
help me to identify the radio station that I was broadcasting from.
Before the broadcast, I had set up Web Marketing Magic to recognize
a response from this site with a particular set of autoresponders
specifically for this broadcast. Web Marketing Magic can also be
programmed to send the responses to a special database so that I
can see how many responses and sales were produced through the
radio show.
When I have finished recording the data from the show, I can merge
the database into any of my other databases for future autoresponder
messages.
It is extremely important that your autoresponder messages be well
written. If you need assistance in this area please hire a good copywriter. I have mentioned some earlier and you will find them listed in
the million dollar rolodex. A well written, well-designed message is the
key to achieving autoresponder success. Once again, the goal is to
maximize your income with the least amount of effort.
You may, from time to time, get requests from folks to be removed
from your lists. This, again, is a normal part of doing business. That’s
OK; just mark their file with a “do not solicit” notation. Web
Marketing Magic will do this automatically if the customer makes
their request through the e-mail system.

Creating a product line
Why do we need to develop products on different media? Because
people learn in different ways, for example:
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■

Reading

■

Listening

■

Watching

■

Experiential event

Your Book
Your book is the beginning product and possibly the most important
in your product series, even though it will not be your biggest moneymaker. Why is this so important? Perceptions.
Even if you had fifty audio series and thirty videos already available on
the market, there is just something so credible about having a book. It
doesn’t matter that it’s a One Call Prints All version. People do
perceive you are more substantial and believable and even more
successful when you have a book.
Once you are generating cash you can upgrade the quality of your
book if you deem it to be necessary.
We will only touch lightly on the development of your product line,
as it is a subject that I have developed into another entire program and
including it all here would be overwhelming.

Special Reports
The first of these is a series of special reports that build upon each
other. Each will be from five to ten pages in length and contain very
specific information. These reports will be delivered digitally and
therefore the cost of production is minimal.
Each report will include a contact box with your contact information
and suggestions of products that may further their knowledge or build
upon the information they are currently reading.
Bonus material is an added little extra that provides added value to
your product. For example, in this book the bonus material is the
million dollar rolodex and the Web site references. The book would be
just fine without them; however, the addition of this material adds
something special and they become wonderful selling points. To be
effective, bonuses don’t have to be long or exhaustive; they just have
to be important and have elements that your customer would really
want or need.

Audio Programs
Audio programs provide another dimension of learning for some
people. Three methods of creating an audio program include:
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Studio recordings

■

Interview recordings

■
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Live seminar recordings

Studio recordings are done in a recording studio in a soundproof
booth with a microphone. It is extremely difficult to create the enthusiasm necessary for a quality recording when you are only talking to a
metal microphone. Very few people can pull this off, except for
incredibly dynamic speakers like Anthony Robbins and Dennis
Waitley. Even they can be somewhat monotonous when they are just
“yakking” into a microphone.
A recording studio just doesn’t work for me. I don’t think it is nearly
as effective as recording a live seminar.
Live seminars are effective in creating the energy needed in an audio
recording. When speaking in front of a group the interaction of the
group carries through to the recording. You, as the speaker, are more
enthusiastic and your enthusiasm is reflected back from a group that
is interested in what you are saying, creating a dynamic and exciting
recording.
The downside to live seminar recording is people do not always speak
loudly enough to be picked up by the microphone when asking questions. You don’t want complaints from the customers that they could
not hear the questioner. If at all possible, any question that is asked
should be repeated back to the group for the benefit of the listener.
Then there is no doubt that the question was heard on the tape.
This type of live recording is best done in front of a really small group
of six to ten people. The small size is also good for the group in that
they get a really personal approach to the seminar.
Interview recordings can be done very well for audio formats. You
provide an extensive in-depth interview outline for the person who
will conduct the interview. Simply give them your 25 x 4 x 2 outline,
and if they have an interest in your topic, the interview can go on for
hours.
I’ll give you a little tip on one method that I use. Since I do a lot of
audio recording and creation of products, I have developed a technique that does both at the same time. First I choose a subject in
which I have an interest. Then I approach a good resource in that
subject area and offer to create a product for them. I’ll spend a day
picking their brain on tape and then sell the tape to other people. It’s
a great way to run a business. You can create products around topics
you don’t know anything about. You can just be a promoter.
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A word of caution when it comes to teleconference recordings. Unless
you use highly specialized recording equipment, the quality is very
poor and the people sound like they are a million miles away. The
inexpensive equipment does not have the capability of picking up the
voices and cleaning out the “noise” that can come across regular telephone lines. There is equipment out there that can clean up this type
of recording or record a much clearer master; however, the pricing is
quite prohibitive, in my opinion.
When recording seminars in front of a large audience, additional,
more specialized equipment will be needed. I still use my Marantz
recorder and this was purchased through Kingdom.com at about $300.
In addition, you will need a few wireless microphones and they range
in price from $100 to $400 depending upon the quality of the microphone. The number of microphones you need will depend upon the
size of your audience. Each microphone will be received by mixing
equipment, which then feeds the sound into the recorder. The mixer
is used to adjust the sound quality and level before it is recorded, keeping the recorded sounds in balance. The mixers cost from $200 to
$300 on the low end, and can be as much as $1,000 or more for truly
professional studio quality recording. The amount you need to invest
will be dependent upon how many seminars you want to record and
the size of your audiences.
You will need some specialized equipment to record your own seminars. I use and recommend the Marantz PMD 101 audio recorder.
Yes, this is an everyday, regular use, cassette recorder that records on
regular 60-minute audiocassette tapes. Professional recording people
will tell you that this equipment is insufficient. In the not too distant
future that may be true; however, it is a low cost method that, very
effectively, does the job.
The future may be digital recording or MP3 and, when the cost is
reduced and delivery methods are in those formats, I will be using
them. Today the delivery method is audiocassette tape. If I made digital recordings I would need additional equipment to re-record the
digital recording onto audiocassette.
For now, I record a master tape and make sub-masters from the original master tape. When using audiocassette tape it is necessary to keep
the master recording as clean as possible. Making multiple copies
downgrades the quality of a taped recording; therefore, I use the
master to make sub-masters and use the sub-masters for the duplication process. Each sub-master will produce 30-40 quality recordings
before it must be retired.
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I highly recommend www.kingdom.com for all of the recording
equipment you will need. Kingdom is the largest mail-order supplier
of this type in the world. They specialize in the religious market and
have the Marantz recorders and duplicating machines as well as a
specialized master recording tape.
Commercially purchased 60-minute cassette tapes usually run much
longer than 60 minutes. How much longer is the variable? This can
create huge problems when it comes to duplication. If your master
recording was done on a tape that is 67 minutes and you are duplicating on a tape that is 65 minutes, some material will be lost.
Kingdom has standardized all of their master tapes at 60 minutes. It
makes sense that your master tape must always be shorter than the
duplication tape and Kingdom’s master tapes have always worked very
well for me. The folks at Kingdom are wonderful to work with and
they have a phenomenal return policy. Their catalog is available at
their Web site and they offer 800 service and, of course, you will find
them listed in the million dollar rolodex.

Video Recordings
Video recordings can be another part of your product line. The effectiveness truly depends on the content of the material. If you have
demonstrations, drawings or examples, a video would be very useful.
When making a video recording you will do one of the following:
■

Video tape a “talking head”

■

Video tape a live seminar

■

Video tape using paid actors

A recording of a “talking head” with nothing for the viewer to gain by
watching the tape, begs the question, “Why did I need this video?”
and is a bad use of videotape. If your seminar does not involve some
type of demonstration, it should not be on video. This would be better
presented on audiocassette tape.
Video taped performances, using live actors, will produce a higher
quality recording, if properly prepared in advance. It is imperative to
have a well-written script before hiring paid actors for your video.
Trying to “wing it” the day of the recording will only increase your
cost and the end result will be less than desirable.
Live seminars present some challenges; however, with the right equipment, they are very successful. You can hire a professional recording
company and they will have state of the art equipment producing the
highest quality recording. Their equipment, such as, Ikegama cameras
and BetaSP decks, can cost upwards of $50,000. In order for the
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company to amortize their expenditure, it is necessary to charge
$2,000 to $2,500 per day of recording.
Other companies specialize in digital, SVHS, and VHS recording
equipment. Digital is the high end and VHS the least costly in terms
of equipment. These companies usually charge about $750 per recording day. The recording company will record the session, edit the tape,
and produce one master and one duplicating tape for their fee.
Generally, unless you are knowledgeable in producing video recordings, this task is best left to the professional.
If you decide to purchase your own equipment and record seminars,
you will need to invest in the best equipment you can afford. For
sound, I still recommend the Marantz recorder. It is truly a workhorse
and made to take the abuse of being moved from site to site.
When it comes to cameras you will probably need to invest $3,000 to
$5,000 in order to get one that will have the ability to send the sound
directly to the tape recorder. This will help to eliminate some of the
ambient noise in the room. I have had some videos where the sound
quality was so substandard that I included the audio taped version
along with the video at no extra charge.
When doing your own recording at live seminars it is mandatory to
have back up equipment. I have had cameras fail mid-way through the
seminar. It could have ended in disaster without the back up camera I
had rented for the day.
Make certain, whether you are producing audio or videotapes, that the
customer gets their money’s worth and more. I cannot stress this point
enough. If the customer perceives that they are getting what they are
paying for then they will continue to buy products in your plan. If you
produce a four-audiocassette tape series and each tape is 10 minutes
long, no matter the content, the customer will not perceive that their
money has been well spent.
When planning your recordings some tapes may be a little shorter
than the others, but the difference should not be significant. When
using a C-60 audiocassette tape you need to plan tape separations by
topics as much as possible. The majority of the tape should be utilized
before moving to the next tape. Blank space at the end of the series
can be partially filled with marketing of other items in your product
line and contact information.
The cost of production versus sales price is a very important factor
when producing both audios and videos. Generally, you want to have
a 1:15 or 1:20 ratio of cost to price. For example, you want to produce
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an audiocassette series that will sell for $100 per set. The production
cost should be around $5 and not exceed $7.
I bring my duplicating equipment to each seminar that I am recording and make copies available at the end of the seminar. The back of
the room sales generated are much higher when the client can take it
with them immediately.
Videotape length will be somewhat subject regulated. For example, a
martial arts coaching tape should be broken up into 20 to 30 minute
segments. This allows the person watching to absorb the material and
maybe even try a few of the maneuvers offered. An informational
video can be longer, depending upon its subject matter.
The quality of the recording will also depend on the purpose of the
video. When recording a seminar as a back of the room sale or up-sale
of your book, the quality isn’t nearly as important as the content.
If your video is demonstrating something, on the other hand, such as
martial arts, the quality and lighting play a much more important
role. If you are marketing directly to the consumer, the perception is
that the tape will be made to professional standards. This would be
true, also, for an entertainment type video.
In both audio and video recording, the use of music as an intro and at
the end as an outro is completely unnecessary. You, also, do not need
to have another speaker make a formal introduction before you begin
your recording. This adds to the cost of production and, unless your
music is an original composition or completely copyright free, you
can run into some major legal issues. Unless the purpose of your tapes
is to compete with other audio and video productions of the
Blockbuster type, you will be doing a lot of unneeded work.
For the tapes I do for my seminars, for example, I use no microphone
intro, no music outro, no editing, no nothing because people are paying
for content, they’re not paying for style. In fact, the more slick that you
make your products, the tougher it is to compete against, if you’re trying
to compete against, a blockbuster video that sells for $14.00 to $19.95.
That’s not what you’re trying to compete against.
You actually want to make an effort to have your tape or video not
look too professional in some ways, because people will associate it
with a lower end product. So music intro and outro is not necessary;
however, it can be workable.
My point is, that whatever you do, you have to stick within your
budget, whatever that may be. I would start with the minimal necessary and then upgrade later as your time and money permit.
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If you are holding large group seminars in Las Vegas and want to make
recordings, I have already invested in the audio recording equipment
and do offer it for rent at very reasonable rates. In the very near future
I will be adding the video equipment. This serves two purposes: I can
amortize the cost of the equipment and I can attend any of the seminars that I have an interest in. Just contact me at fgleeck@aol.com.
If you are not in Las Vegas and want to video tape your seminar, an
alternative low cost source of video expertise might be to contact the
local college or trade school film production division. They will have
knowledge of equipment and lighting and usually lower fees since
they are students. They may or may not have their own equipment,
which is simply remedied by renting what you need.
Whenever you hire someone to perform a service or provide a product, it is advisable to request samples and referrals. This would be
especially important when using the services of an amateur.
Another important item to consider when taping, either audio or
video, is sensitivity of personal material from the taped audience. I
always let the audience know that I am taping the session. When
doing a seminar, it is announced prior to the customers’ enrollment.
Sometimes I offer a discounted price in order to attract a larger audience for that particular session. Why might this be important? If a
customer says something personal during the session and it is later
used in some form of litigation, I don’t want to become involved. You
can put a disclaimer statement in the enrollment form releasing yourself from such involvement.
If you are a seasoned seminar presenter, like I am, the actual recording
process is just a part of what I do during the session. I am very
comfortable with watching the length of time that I speak before I
need to flip a tape or change to another tape. This is much simpler
with a small group. However, I also do my own recording while
presenting to large group seminars. If presenting is new to you, it
might be wise to assign the taping duties to someone else. They could
be a member of your back of the room sales team or a professional
recording company; this totally depends upon your budget.
When making tapes that are not done in front of a live audience, you
will want to amend the content. In other words, you do not want your
products to overlap their content 100%. When the recording is a live
session, it will be the full seminar. A recording done with the microphone alone will usually be a condensed or an abridged version. This
will add to your line of products and pricing plan.
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Many of my students have asked about the style of speech when
making a recording. Should they use their natural speaking voice or
should they “juice” it up a bit? To this I like to state a quote from
Jimmy Stewart, “I can’t understand why I get paid for this; I don’t feel
like I’m acting.” As an accomplished actor, Jimmy was able to make
every move and every sound seem perfectly effortless and natural.
What I am saying is that you need to make your recording using a
voice in which you are natural and comfortable. It needs to be real! I
believe your content can be delivered in a relatively entertaining fashion; however, that is not the goal of an informational recording.
People purchasing informational recordings are not expecting
Hollywood style material; their goal is to learn the material, not be
entertained.
Do not duplicate your book on tape; this is too great of an overlap in
your product line. How-to manuals do not sound right when presented as an unabridged dramatic reading. It’s just not that kind of
material. This type of recording is best saved for fiction.

Seminars
Seminars are another method of creating income. This can be a very
difficult business and (surprise, surprise, surprise) I have a Web site and
a product line teaching how to give successful seminars. It is located
at www.seminarexpert.com. There you will find a sales letter promoting my front end product on successful seminars.
Let me preface this section by saying that most people lose a lot of
money doing seminars improperly. You will need to learn the business
completely and I will provide only a brief overview here.
I follow a strict formula when presenting information through seminars. It is: TR = SR + PS + CB.
This means, total revenue (TR) at your seminar is equal to seminar
registration (SR) plus product sales (PS) plus consulting business (CB).
The SR and PS come in almost immediately, meaning you receive the
registration income up front and product sales take place in the back
of the room at the end of the seminar. Most attendees want to
purchase the back end right then and there.
I look at the consulting business as the gravy on top because it has a
varied and wide time frame in which the business comes to you. It
might come in within a week or two or it could be two, even ten years
after the seminar. Even though I think of consulting income as a
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bonus, it is still a very important part of the equation of total registration.
Most of the costs of doing seminars the old way were in the area of
promotion. Paper, printing, mailing costs all add up. Today’s method,
based upon Internet promotion, eliminates many of those costs and
can be very easy if you know what you are doing and have formed
many joint ventures.
Let me give you an example of how this all works. As we discussed
earlier, I have set up many affiliate agreements. Each of my affiliates
that creates a link on their Web site promoting my seminar will receive
50% of the registration fee. So, when it comes to promoting a new
seminar I simply e-mail all of my affiliates an announcement. At the
same time I’m sending e-mails via an autoresponder to the selected
lists from my database.
This is similar to the airline theory. I know that on a specific date and
time I will be holding a seminar. I will hold that seminar whether
there are 20 or 250 people in attendance. What will it cost me to add
another chair to the room? Absolutely nothing.
There might be times that I would give the entire registration amount
to the promoter if it means getting more warm bodies in the room.
Why? If you understand the PS, then you understand that these can
be more lucrative than the registration sale. Some affiliates and I have
agreements where they keep the entire fee and handle the registration
process, sending me a list of attendees.
As you can see, there is more than one type of affiliate agreement
being used today. I would prefer to comp the registration if it meant
having 125 people in attendance rather than 35 or 40 paid admissions.
There are some problems with giving people entrance without the fee.
One is perceived value. If something is free it is often perceived to be
of no value. Another being, that if you have both paid and comped
attendees, the people receiving the comps must be sworn to secrecy.
A third problem is that people attending for free are less likely to
purchase products at the end of the seminar. Once again, this goes
back to the perceived value. This is why the 100% affiliate relationship
works so much better. The customer has paid the registration fee to the
promoter and all of the attendees are now paying customers. I have a
filled room and tremendous potential for back end sales.
Occasionally you will comp a product or seminar, but this should be
an exception, not the rule.
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Generally speaking, a seminar is given by one and sometimes two
presenters, lasting no more than one day.
Boot camps are seminars with multiple presenters, usually held in a
remote location. These normally last three days and have a great many
hands on activities scheduled throughout the event. The biggest activity during these events is often the product sales arena. Each and every
speaker is hawking their products and a tremendous amount of material and money changes hands. If you don’t have a product to sell, you
are in the wrong business.
The sponsor of the event has some special perks when you set it up
correctly. Recently I sponsored a major event through my Web site
www.publishingprofit.com. The number of people scheduled to
attend was large enough that I was able to contract guest speakers
without charge. Not only did they pay their own way, they also gave
me 50% of their sales.
Now, that is the way to set up a boot camp! I not only earned the RS,
I sold product and earned the PS and the CB and 50% of everything
each of the other speakers sold during the event.
This only works if you have scheduled enough people to attend the
event. All of the speakers are willing to come based on the expected
product sales. If you don’t provide the people, they will only come
once.
Celebrity speakers can be a big draw at an event like this; however,
usually they will demand a fee for speaking. I prefer not to use celebrities because it only lowers your profit margins.

Teleseminars
Teleseminars are a phenomenal way to back end your book and other
products. What a great way to make the most of your time. This is a
telephone conference call where you get say 150 people or so together, charging $100 each. A friend of mine recently earned $15,000 in
literally one hour, conducting a teleseminar.
When you set up the teleseminar you have the choice as to whether it
is a one or two-way conversation. A teleseminar can also be recorded
and sold as another addition to your product line.
When I was seeking information on how to set up teleseminars there
was very little good information out there and the few services I did
find were too pricey. So, I set up another Web site, www.telephonebridgesavers.com. Some services have a limited number of connections
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available and others can handle an unlimited number of call-ins. This
is yet another way to add to your product line.

Online courses
Offering online courses is another type of product that you can offer.
These are set up on a Web site and students can access the course after
paying their registration fee and receiving an access code. Some courses are augmented with teleconferencing as an added feature.
One great way to interview as an instructor for an online course is to
send the administrator a copy of your book with a business card and
a note saying simply, “Love to teach one of your courses.”
Www.gurus.com is an interesting site that allows people to post themselves as experts in various fields. There are a few other sites like gurus
and each has its own format for qualification. Get on line and check
out your opportunities.

To get Fred's 7-day course, “How to Double or
Triple Your Income as a Publisher," (normally $77)
send an email to tips@selfpublishingsuccess.com.
It is imperative throughout all of these electronic processes that we do
not forget that we are dealing with people. Never forget that in today’s
world of high tech, we must maintain high touch. This is particularly
important with what I refer to as “hyper responsive” customers. You
will soon learn to recognize them. They are the folks that buy just
about everything that you have in your product line. Acknowledging
and appreciating them can be done in several ways:
■

A little faster telephone response

■

A little faster e-mail response

■

A little more time spent one on one

■

Preview of new products that you will introduce

Whatever ways you choose, when a customer spends a lot of money
with you, you owe them just a little bit better treatment than the average customer. You can track these folks in your database and I highly
recommend that you find some special way to reward them.
No matter what the product, when dealing with information it is vitally important that the information is current. Unless your material is
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completely evergreen, meaning that it can go on forever just as it is,
you have to redo your products every once in a while or this information can become very old and crusty.
The seminar that I do as an up-sale to the book you are reading has
recently been updated. It wasn’t too funny when I discovered that in
the audiotape version I had references to the President that were three
Presidents ago.
I also decided to revise the manual that accompanied the seminar. The
old version was 200 pages. This was not only too much information,
it was extremely bulky and heavy to ship and the printing costs were
eating away some of the profits from my registration sales income.
The new manual for this seminar is twenty-six pages; much more
manageable.
So, what I am saying is this: don’t be afraid to change how you have
always done things. You are in the business of selling information and
your customer deserves the best, most current material available.
In summary, keeping the funnel full is dependent upon a continuously growing product line, be it reports, books, audios, videos, seminars,
boot camps, teleseminars, CDs, MP3s or anything else you can imagine. You must produce a quality product that is content heavy.
Content is king! That is why television shows and networks pay handsomely for writers of material like Friends and other successful
programs. It is content that makes things work and it is content that
will make you rich.
You must have a delivery system, like Web Marketing Magic and ACT,
that will allow you to automate the process. This is what will allow
you to laze on the beaches of the Bahamas and listen for the “Ca
Ching” of the cash flowing into your bank account. So, while you are
enjoying the sunshine on the beach, keep dreaming up new and better
products that can flow to the customers of your ever-filling funnel.

Generating consulting work
This is one of the few times that I will suggest giving something for
nothing, because it can end up being the catalyst to many profitable
hours of consulting work. Many times I have been in the situation
where I have asked a speaker, “Can you tell me a little more about such
and such?” The normal response is, “You know, Fred, that’s a good
question and if you like we can set up a few hours of consultation time
and cover that area more thoroughly.”
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This sounds pretty good; however, it usually does not work because
the person that asked the question may not be motivated to set up and
pay for the consultation.
First, you must make it very clear that you are available and willing to
coach people in their particular need area. In your book, on your Web
site, during your seminars, etc., in any of your product offerings,
simply let people know that coaching is another method available in
which they can receive personal, individual training.
The coaching concept is beginning to receive greater growth and
people are willing to pay for your services. The best way to entice them
into this aspect of your business is to be generous with your information. This type of work will come more readily if you do not withhold
information from your audience.
Assuming you have the right match between student and coach,
coaching or consulting is great for both parties. For the student it is
really the only method that directly addresses their particular area of
need. For the coach it is a wonderful way to keep in touch with the
people who are purchasing your products.
I feel this is vitally important since I learn so much from my students.
In my opinion, if you are not setting aside five to ten or more hours
per week to consult, you are missing out on a great deal of growth
opportunity.
One of the top coaches in the country, Claude Diamond, has a
wonderful telephone interview that, in just a couple minutes time,
can size up the prospect and determine whether they are a candidate
for his services. He can be reached at www.claudediamond.com. If at
all possible, I suggest you get him on the telephone and ask him if you
can record the interview. Claude is absolutely brilliant in his
approach. It can’t hurt to let him know that you are one of my
students, either.

CHAPTER 8

Your Next Book
and Beyond
I believe we will always have regular bound books; however, the
majority of how-to or informational books and manuals will be in the
form of eBooks, delivered electronically. In the next five to seven years
audio and video will be digitally delivered, reducing the cost of product and postage to near zero. I am convinced that it is only a matter
of time.
What that means to you, as an information marketer, is that if you
understand product development and are prolific in your development of products, in the very near future your profits are going to go
right through the roof.
Think about it. The cost of writing a book is your time. Audio production is very cheap. Video production is a little more expensive;
however, can be easily amortized by the price that can be charged for
it. The major cost of audio and video production is the cost of duplication, packaging and shipping of the finished product, not the
information they contain. The same is true for large heavy books and
other printed matter.
All of that will be going away, just disappearing. The content, the
knowledge that you have, will still be in demand and you will be
positioned to deliver it. Remember, it is content that will make you
rich.
Do you continue to self publish or do you now work through a traditional publishing house? My answer … it depends. If you are
approached after you have written three books and say, boy, we sure
would like to be publishing your books … well now, the shoe is on the
other foot, isn’t it? This is no longer you begging them to publish and
promote your book and you accepting their skimpy little offer. Now
you get to say, I’ll contact my lawyer and have a contract drawn up.
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If that becomes your case, I would consider working with a traditional publishing house. My contract would always contain a clause about
bounce back offers, though, or there would be no deal.
The greater your product line, the greater the chances of a substantial
offer. It is not unheard of to have a publishing company offer one and
a half million dollars plus a percentage of the sales if you have a
demand for your material and a large product line. In other words, it
behooves you to be prolific.
Should you publish other people’s material? Again, it depends upon
your direction and goals. Perhaps in some niche markets where there
are knowledgeable people that are not marketing oriented. As the
publisher you gain by offering the writer a royalty fee, which, you
remember, is usually on the small side.
You might consider licensing your products. There are two types of
licensing agreements in use today:
■

Standard license agreement

■

Master license agreement

The standard license allows you to market, sell, and deliver my product to anyone at whatever price you choose. The license provides you
with a master copy from which you produce as many copies as you
want to sell and I maintain full control of the content at all times. The
usual licensing fee is ten to twenty times the normal selling price of
the item.
So, let’s say you thought you could sell a large number of one of my
seminars. I have them priced at $197. You would purchase a license
agreement for between $1,970 and $3,940. In order to break even you
would need to sell between ten and twenty seminars. Of course, the
goal is to make money, not break even, right?!
The master license not only allows you to sell the product; it provides
you with the licensing rights, allowing you to license others to sell the
product as well.
I would only want to sell these in limited quantities, about ten to
fifteen master agreements. Master agreements usually will sell for
twenty five to thirty times the retail sales price of the individual
product.
Now, why on earth would I want to make licenses of either type available? After all, you are going to pay me one fee, up front, and I will
never receive another penny from you, no matter how many of my
products you sell.
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The answer is cash flow. You have just increased my cash flow with a
substantial shot in the arm. Also, greater exposure. You may, and probably do, have a completely new set of customers in your funnel that
will now be introduced to my products. Most importantly, every one
of your customers is now introduced into my funnel. Think about it.
If I had 3,000 licensees marketing my products, my phone would be
ringing off the hook. Wow! It is a very exciting idea!
The next question…why would you want to be a licensee of my products when you could be an affiliate and make 50% for each product
that you sell? If you are only selling a few of my products this may be
the best method. However, if you have a large customer base and could
market hundreds of my products…. You do the math…. You would be
making 100% instead of 50% on each item that you were licensed to
sell. Your only costs would be duplication, packaging and shipping.
The same costs you have for your own products. You have just expanded your product line without the research and development time and
costs, and it becomes more valuable to your customer base.
Do you remember the hyper responsive customers that we discussed
earlier? They will purchase most everything that you recommend or
add to your product line. Licensing is another way to form relationships with your competitors and change your businesses into a
strategic partnership.
If your competitor is the entrepreneurial sort, they will understand
this concept and be receptive. People who do not possess an entrepreneurial spirit will not understand partnering with their competitor to
expand their own business. However, if you have some big name
people in your niche market, you should approach them with the idea
of licensing their product to you and vice versa.
I don’t understand it, but there are folks out there who will purchase a
license agreement and do absolutely nothing with it. Over this, you
have no control. Does it make any difference….No! I will sell a license
agreement to anyone who is willing to purchase it, as long as they are
honest and reputable business people marketing a quality product line.
Just as with affiliations, you want to partner with people who meet
your standards of quality, as it is your reputation that is on the line.
So, licensing, if you have a good product, can be another way to further
develop and expand your business. You may want to discuss this
further with Paul Hartunian, the PR guru that I mentioned earlier.
Do you expand your product line in one market area or do you expand
to others? Personally, I recommend that you stay within your niche. If
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you stick within your niche and you introduce a new book, you will
have a natural market of people that will buy your new book. If you
flit from subject to subject your marketing will be more difficult.
Notice that all of my books and products are directed toward the
venue of authors, speakers, and consultants. This is my market of
interest and expertise. Within this market area there is tremendous
amount of room to grow and develop my product line. When deciding upon your market area look for a wide field that has within it
additional growth areas. Start with one aspect of the niche and expand
from there.

In conclusion
Ok, we’ve covered a lot of material and there’s a natural tendency to
say ohmygosh, what do I do now?
Just follow the steps.
The important thing is to begin. You’ve got the idea for your book, so
develop it, write it, and begin to market it. Don’t wait until it’s perfect.
Perfect it in the next edition, or better still, let your customers help
you perfect it.
Get your publishing company established; set up your Web site or sites.
Begin setting up the automated system that will run on autopilot and
make a lot of money.
Get help from the people that I have listed in the million dollar
rolodex.
Don’t set this book down and walk away. You have an idea, you know
what your goals are, jump in, get started…
JUST DO IT!

APPENDIX I

Additional
Resources
Special Offer
I have just finished writing a book called “How to Double Your Sales
on the Web in 90 Days or Less.” You can buy copies of this book and
sell them for any price that you want. I suggest you sell them for
somewhere between $9.95 and $19.95. Regardless of what price you
sell the book for, every dime in profit is yours! You owe me nothing.
To get copies of the book all you have to do is call Bill Frank at 661702-9010. He will ship you as many copies as you like at cost.
Why would we make such an offer? The back end, of course. The book
directs the reader to our site, which is www.doublemysales.com. In
reality, we are directing them to Web Marketing Magic.
So, now, even before you get started with your own product, you have
a product that you can sell or give away or use as a bonus.

WEB MARKETING MAGIC. COM (The Details)
Shopping Cart
The shopping cart part of this program is what allows you to perform
sales on-line in your Web site. It also calculates the sale, adds the
appropriate sales tax and shipping, and charges the total order to the
customer’s credit card.
The shopping cart appears to be part of your Web site; however, it is
not. Without the customer being aware, the shopping cart zips their
order to the Web Marketing Magic server and then zips back to your
site for continued shopping.
Even if you do not have your own online merchant account, with this
program, you can still take orders and process them off-line.
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How is this different or better than alternative products on the
market? Most of the shopping cart systems must be installed and
configured on your Web site. This requires you to purchase your own
secured server certificate, which is a very expensive proposition.
With Web Marketing Magic you only need to tell us what products
you sell and we take care of the rest. You literally can be up and
running in five minutes.
Additionally, the shopping cart is fully integrated with the client
management and marketing system and the affiliate tracking system.
I know of no other program that functions like this.
Cost: Similar shopping cart programs cost approximately $1,000.

Client Management System
This is the brain of the system. It stores all of your customer information in one central database. You can search your database to learn
how much total business has been done by a particular client, learn
what products they have and have not purchased, and learn which of
your products are selling well.
The client management system also acts very much like a contact
manager (ACT or Microsoft Outlook), allowing you to make notes in
a particular client file. The information can also be imported from and
exported to other databases that you want to maintain.
How is this different or better than other products on the market? Its
uniqueness lies in the fact that it integrates with the shopping cart and
the autoresponder. No other product available today can do this.
Cost: Since there isn’t another product that has these functions, it
would be necessary to have a programmer create the program for you.
Estimated cost $3,000.

Broadcast Module
Broadcasting allows you to quickly, easily, and cost-effectively send
messages to all of your customers. It can be segmented to send to any
one group with the click of the mouse.
For example, you might have your database separated into two groups,
those that have purchased product (publish 1)and those that are simply
thinking about buying (publish 2). In other words, they have opted to
be on your mailing list. You can send one message to all of the folks in
publish 1 database thanking them for their order and promoting the
next product. Another message can be sent tempting publish 2 list to
purchase. And this can be done simultaneously, while you sleep.
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How is this different or better than other products? No other system
has this function.
Cost: Approximately $1,000 if it were available.

Smart Auto-Responder Module
This invaluable part of the program enables you to send follow-up
messages to your clients who have expressed an interest in, or have
already purchased your products or services. These messages can be
sent as often as you like, with no limit to the number you can send.
Messages can be sent at any time interval of your choosing.
Using this component of the system will dramatically improve your
sales because repetitive, timely contact is the key to getting customers
to purchase and do it more often.
How is this different or better than the others? All other autoresponders are set up on a per auto response charge. This system is unlimited
and each contact is automatically entered into your database and now
becomes a part of your client management system.
Because of the integration with the shopping cart, we are the only
company that can automate a post sales, product specific, follow-up.
Set it up once and it is done forever. That is, unless you want to change
it, which is very simple and easy to do.
The main reason that this is so amazingly profound is that your ability to sell other products and services depends on how well you can
target customers with specific offers based upon what they have
already purchased or inquired about.
NO OTHER SYSTEM CAN DO THIS.
The advantage is that you will sell more products than someone without this system. Why? Because the process of manually managing
your client and potential client base seems simple, in theory. However,
it is extremely time consuming and few people do it because of the
enormous amount of effort involved.
Cost: Auto responses only, about $60 per month is an average company expenditure. This depends upon how many auto responses you
order each month. The management of your auto responses is unavailable anywhere and I can’t begin to put an estimated cost on this.

Forms
Each customer who visits your Web site and wants to order product or
be added to your e-mail list will need to provide you with certain vital
information, like their name, address, etc. Forms are used to capture
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this customer information and until now, were a fright filled nightmare to create.
Most form designers produce a particular type of form known as “form
mail.” This is a form, sent via e-mail, to you. This might be OK if you
have a very limited number of responses per day. These would have to
be manually entered into your database. No longer.
The form is connected directly to the server containing your database
and is automatically entered into your client management system,
allowing you to search and send broadcast messages to a targeted
audience.
Why is this different or better than other products? Very few forms are
designed to integrate with your database. This saves time and we all
know, time is money.
Cost: Form designers usually charge between $300 and $500 per form.

Ad Tracker
One of the biggest challenges in advertising is knowing precisely how
well something works. Unlike other systems that keep track of the
number hits on your site, Ad Tracker tracks the dollar effectiveness of
your online advertising campaigns.
This module is the only application that can accurately report revenue
generated by your banner advertising.
How is this different or better than the other ad trackers? All others
will give you data as to the number of hits you receive, but in reality
that is much less valuable than knowing how many people actually
buy from you as a result of a particular banner ad.
This system can be set up in a matter of minutes and requires NO technical knowledge at all.
Once again, this is the only system in the world that can report
campaign specific sales revenue information from a given banner ad.
Cost: If you were to hire a programmer to write a program like this, it
would cost somewhere between $1,500 and $2,000.

Affiliate Module
This module will enable you to recruit hundreds or thousands of other
Web site owners to resell your products for you. As discussed in this
book, this is with the understanding that they will be paid a commission for their efforts, based upon their sales. What a great way to
increase traffic, free, and only pay for the sales that result!
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How is this different from competitors’ products? It is easy to use
and much more affordable than similar (although not really) products. It is the only one that is integrated with a shopping cart;
therefore, you do not have to “mickey mouse” a group of software
together that wasn’t designed to work together. This would also call
for the assistance of a programmer and that is never an inexpensive
proposition.
Cost: What there is available runs approximately $1,000.

Coupon Module
Everybody loves coupons and this module enables you to create
special offers on your Web site. They are great for creating a sense of
urgency and scarcity. This will dramatically improve your sales.
Here is how the Coupon Module works: You create an offer like
“Between now and the end of the month you get 25% off of any
purchase over $100. Hurry; this offer is only good for the first 100
people who take advantage of this offer.”
The system will automatically track the number of people who have
taken advantage of the offer and it will prevent ordering after the
passing of the expiration date. It also prohibits any orders after the
specific number that you set has been reached. It will simply respond
with a message to the customer, “Sorry, offer has expired. Thank you
for your order.”
How is this different or better? It is already integrated with the shopping cart. That means you will not have to force a coupon system to
work with another shopping cart system. They already “play well
together.” The system will also track the total sales resulting from the
coupon offer.
Cost: To create a coupon system similar to this would run approximately $1,000.

Tell a Friend
What better time to ask for referrals than when someone has just
completed their order? Most people selling items on their site will
have a “thank you” screen, which appears after an order has been
placed. This wastes a tremendous opportunity!
Web Marketing Magic will not only thank your customer, it will ask
for referrals at the same time. This enables the customer to tap into
their address list and send you the names of people that may be interested in your products and services.
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How is this different or better than competitive software? Well, there
aren’t any others. This is totally and completely unique.
Cost: A programmer could add this to your site for about $500.

EBook Module
This feature allows you to upload your PDF files and then deliver them
to the people ordering from you. When an order is processed and
approved (paid for), a password is generated by the system that allows
the customer to download the file they have purchased. Size is not a
factor. Whether it is a short report or a several hundred page e-book,
you can use this module to deliver your “stuff.”
How is this different or better than other eBook systems? The PDF
reader does not have to be a resident on the recipient’s computer. The
reader resides on the Web Marketing Magic server and transcribes the
material as it is downloaded to the customers system.
Cost: A comparable program would cost $500 or more.
To purchase a copy, go on-line at www.webmarketingmagic.com and
sign up for a 30 day free trial. After that, you’ll be convinced of the
power of this program and you’ll be hooked.

APPENDIX II

Rolodex and
Sample Forms
Fred Gleeck’s Key Contacts for you to call. ALWAYS USE MY NAME!
Contact Management (Database) Software - ACT! from Symantec
1-800-441-7234; www. symantec.com
Accountant: 1-212-628-3139, Chris Trinka
Incorporation/Attorney: Steve Soden; Soden and Steinberger
619-239-3200
Copywriter: 1-925-254-1926, Alex Mandossian,
ohanalex@home.com
Editor: Bronwen Brown, 1-212-987-2487
Search Engine Optimization: Kimberly Judd,
kjudd@cybermarkint.com
Website Registration: www.godaddy.com
($8.95 a year for dot.coms, nets, orgs.)
Computer Hardware/Software: Macwarehouse/Microwarehouse 1-800-622-6222
Supplier of Cassette Tapes/Duplicating Machines - Kingdom
1-800-788-1122
Deborah Data: Data Entry work (from cards of directories);
about 21¢ each entry; 1-888-420-3282
Audio/Video/CD Duplication: www.duplicationdepot.com 1-800-950-0608 (ask for Gary Brown)
Cassette Packaging: Blackbourne: 1-888-676-6773
(ask for Sylvia Tapelt)
Telephone Bridge Lines: telephonebridgesavers.com: 1-800-345-3325
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Website Design/Webhosting Services: at webproblemsolver@aol.com;
1-212-240-1903 (Darrell Boyce)
Transcription Services - VERBATIMIT.com - 1-802-864-5696
(ask for Alan Kelly)
Book Design: Tamara Dever, TLC Graphics, www.tlcgraphics.com,
(tamara@tlcgraphics.com)
One-2-One Direct; Digital Printing on Demand: 1-661-702-9010 or
1-866-220-0121 toll-free (Bill Frank), custserv@121direct.net,
www.121direct.net
Franklin Covey Group: 1-800-487-1847
(Time Management Seminars)
Robert Pike: Creative Training Techniques: 1-800-383-9210
(Take ONLY this seminar from them)
Credit Card Merchant Accounts: e-commerce exchange:
1-800-675-6573
Wall Calendar/Smart Chart (for your speaking office to keep
your schedule) 1-800-872-0232
Viking Office Products (Office supplies/products) 1-800-421-1222
American Society for Training and Development: www.ASTD.org;
1-800-628-2783
National Speakers Association: nsaspeaker.org; 1-480-968-2552

Website References:
www.webmarketingmagic.com: system for automating
your process as a speaker
www.seminarexpert.com: the site for those speakers interested
in seminar marketing
www.radiopublicity.com: the site for learning how to generate
more radio interviews
www.telephonebridgesavers.com: the site for setting up
teleconference lines
www.consultingexpert.com: the site for those speakers interested
in doing consulting work
www.speeking.com: the site for those interested in professional
speaking
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Sample Seminar Evaluation
How Would You Rate This Session in Terms of Content? (10 is best)
1

2

3

4

5

6

7

8

9

10

How Would Your Rate This Session in Terms of Presentation? (10 is best)
1

2

3

4

5

6

7

8

9

10

What Did You Like Best About the Session?
________________________________________________________________
________________________________________________________________
________________________________________________________________
What Did You Like Least/What Would You Change?
________________________________________________________________
________________________________________________________________
________________________________________________________________
Additional Comments:
________________________________________________________________
________________________________________________________________
May We Use Your Comments in Our Promotional Material?
If Yes, please sign here: __________________________________________
Would you be interested in? (Check if interested):
_____

One on One Coaching

_____

Additional Fred Gleeck Seminars

_____

Monthly Mastermind Meetings

Name: _________________________________________________________
Address: ________________________________________________________
City: ________________________________ State:________ Zip: ______________
Email address: __________________________________________________
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Sample Checklist for Seminars
■

My Promo Material

■

Breakfast items
■

Tiered Brochure

■

Profile Sheets

■

Bus Cards

■

Canvas Bags

■

Investing for Beginners/Consultants Manual/Negotiate Everything

■

Order sheets

■ Handouts

■

Evals

■ Sign in sheets

■

Name Tags

■

List of attendees with payment records

■

Webmarketingmagic.com stuff

■

Receipts for Credit Card Payments

■

Cash Receipt booklet

■

Product to be sold at the seminar
■

Tapes

■

Workbooks

■

Taping Device

■

Freebies Promised if any

■ Recording Device(s) — audio/video

■

TV/VCR if necessary

■ Pen/Pencil

■

My books to show people at seminar

■ Clock

■

My book covers to show points at seminar

■ Franklin

■

Water to drink

■

Any other promotions to give people

■

Sign in Sheets/Registration Sheets

■

Business Cards: mine and webmarketingmagic.com cards

Rolodex and Sample Forms
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Sample Hotline Message
(Self-Storage Bootcamp Hotline Message)

(1-702-617-XXXX)

Thanks for calling about the new and revised one-day self-storage
marketing seminar.
If at any point during this message you’d like to speak to someone live
and in person, please call my office directly at 1-800-345-3325.
I don’t care what you know about self storage, or how long you’ve been
in the business; you need to take the time to come to this one day event.
Whether you own or manage one or 10 facilities, these techniques work.
In one day I’ll revolutionize the way you do business. And I guarantee it.
Before I even start to tell you about what you’ll learn at this amazing
event, let me give you our guarantee.
If you don’t make at least 10 times the cost of this seminar in additional
profits over the course of the next year, I want you to call me and ask for
your money back. If you aren’t 100% satisfied, for any reason whatsoever, I want you to take me up on this guarantee.
I am the only one in the storage industry who offers this guarantee. Why
is that? I think you can figure it out. The trade shows put on by the various associations don’t even offer a guarantee. Why not? Because so much
of what they offer is weak. Very weak.
The concepts I’ll give you in this one day work. They have been tested
with clients around the country for the last 5 years.
If you’re looking for a way to spend a relaxing day away from the office,
this won’t be it. People are usually exhausted by the end of the day. The
reason? Because I pack the seminar with information. All meat. No fat.
Just lots of easy to use, fully explained tested marketing techniques that
are easy to learn and use.
Here’s what we’re going to cover in this information-packed one-day
session.
I’ll show you a way to properly design your next yellow page ad. Follow
the suggestions I’ll give you and you’ll get twice or three times as many
calls. These are the results my current customers are getting. And you can
too. Just follow the step by step instructions I’ll give you.
This one section will pay for the cost of the seminar many times over.
If you aren’t selling any of what I call add on products like boxes and
locks, I’ll show you how to do it right. Most storage facilities generate 2%
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of their gross sales from add-on sales. My customers are getting 7 times
that much. You’ll learn the secrets to putting an additional $5,000 a year
in your pocket from this idea alone.
I’ll divulge a secret 3 part system to increase your closing ratio over the
phone by a minimum of 15%. And I’ll show you how to do it in less than
3 minutes. Just think of how much more money you’ll make as a result.
I’ll show you a way to create an item out of thin air to give away to
customers that has as much as $500 of value that will cost you less than
a buck. Don’t give away free rent. Do what I describe in this secion of the
seminar.
I’ll give you my 4 step program to increase repeat customers by 22% or
more. Wouldn’t that be nice?
Not using the internet to market your facility? I’ll reveal the real story on
the internet and it’s viability in the storage industry.
I’ll also share a simple concept that will increase a customer’s average
length of stay by 50%. Just think how much more money you’d be
making if each customer stayed 50% longer.
Referrals are a very low cost marketing method. I’ll give you a step by step
system to increase them by a 30% minimum.
There is so much more that you’ll get from this 1 day event, I don’t have
the time to tell you it all in this brief 4 minute message.
But I guarantee you’ll leave with a ton of great, usable ideas. And if I
don’t, you get every single penny back. How can I do this? Easy. The ideas
work.
The problem is that we keep the seminars very small. No more than 25
people. So you’ll get plenty of individual attention. So you need to call
and register right away. The number to call is 1-800-345-3325.
Can’t make it to the seminar? Call the office for a complete set of audio
tapes with phone follow up.
Given all the competition in the storage industry, you need to hear this
information. And you need to hear it now. Make your facility virtually
immune to competition. Register now to attend this 1 day business
changing event.
Call 1-800-345-3325 now to register.
I look forward to seeing you there.
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Sample Speaker Release Form
I, ___________________________________________________ , hereby grant Fred
Gleeck the exclusive rights to the content that I will present at the Publishing
Profit Bootcamp in both video and audio form. It is agreed that Fred will own
the copyright to the materials that are delivered here in Las Vegas, on March
2-4, 2001.
This does not prevent me from delivering the same or similar information at
another venue, but the rights and copyright to THIS presentation (audio and
video) for this event belong exclusively to Fred Gleeck.
If I am selling any products at this event, there is a 50-50 split of the product
sales. If the products sell for $100, Fred Gleeck will receive 50% of the gross
sales of the products at this event.
As a speaker at this event, you have the right to sell the videos and audio
tapes at 55% of the list price. You will pay 45% of the list price + actual shipping costs. This will be lower than the price we offer any and all dealers, who
normally receive 45-50% off the price of our products. If you’d like, we will
drop ship the audios/videos for you.
Speaker: ______________________________________ Date: ________________
Fred Gleeck: __________________________________ Date: ________________
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Sample Bootcamp Schedule
(All times are approximations and are subject to change)
Friday, March 2, 2001
Noon - 1PM . . . . . . . . . . . . . . . Fred Gleeck
1PM - 2PM . . . . . . . . . . . . . . . . Jerry Jenkins
2:15PM - 2:30PM . . . . . . . . . . . Break
2:30PM - 3:30PM . . . . . . . . . . . Ted Ciuba
3:30 PM - 4:00PM . . . . . . . . . . . Break + Networking Session
4PM - 5PM . . . . . . . . . . . . . . . . Raleigh Pinskey
5PM - 6PM . . . . . . . . . . . . . . . . George Tran
6PM - 6:15PM . . . . . . . . . . . . . . Break
615PM - 7PM . . . . . . . . . . . . . . Hotseats
(Don’t stay out TOO late, remember, we start at 8AM on Saturday)
Saturday, March 3, 2001
8AM - 9AM . . . . . . . . . . . . . . . . Fred Gleeck
9AM - 10:15AM. . . . . . . . . . . . . Kimberly Judd
10:15AM - 10:30AM . . . . . . . . . Break
10:30AM - 11AM. . . . . . . . . . . . Wade Thomas
11AM - 12 NOON . . . . . . . . . . . Tami DePalma
12 NOON - 1:30PM. . . . . . . . . . Lunch (On Your Own)
1:30PM - 2:30PM . . . . . . . . . . . Claude Diamond
2:30PM - 3:45PM . . . . . . . . . . . Yanik Silver
3:45PM - 4:15PM . . . . . . . . . . . Break + Networking Session
4:15PM - 5PM . . . . . . . . . . . . . . Mystery Guest(s)
5PM - 5:30PM . . . . . . . . . . . . . . Mystery Guest(s)
5:30PM - 6PM . . . . . . . . . . . . . . George Tran
6:15PM - 6:30PM . . . . . . . . . . . Break
6:30PM - 7PM . . . . . . . . . . . . . . Fred Gleeck
7PM - 7:30PM . . . . . . . . . . . . . . Hotseats
(Remember, 8AM start time on Sunday as well;
you DON’T want to miss Alex!)
Sunday, March 4, 2001
8AM - 10AM . . . . . . . . . . . . . . . Alex Carroll
10:15AM - 10:30AM . . . . . . . . . Break
10:30AM - 11AM. . . . . . . . . . . . Fred Gleeck
11:00AM - Noon . . . . . . . . . . . . Hotseats
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Sample Individual Speaker Evaluations
Speaker Name: _______________________________________________________
How would you rate the quality of the CONTENT this speaker provided you
with? (10 is BEST)
BAD

1

2

3

4

5

6

7

8

9

10

GREAT

How would you rate the quality of the PRESENTATION this speaker delivered (their speaking skills)?
BAD

1

2

3

4

5

6

7

8

9

10

GREAT

What did you like best about this speaker?
_______________________________________________________________________
What did you like least about the speaker?
_______________________________________________________________________
Speaker Name: _______________________________________________________
How would you rate the quality of the CONTENT this speaker provided you
with? (10 is BEST)
BAD

1

2

3

4

5

6

7

8

9

10

GREAT

How would you rate the quality of the PRESENTATION this speaker delivered (their speaking skills)?
BAD

1

2

3

4

5

6

7

8

9

10

GREAT

What did you like best about this speaker?
_______________________________________________________________________
What did you like least about the speaker?
_______________________________________________________________________
Speaker Name: _______________________________________________________
How would you rate the quality of the CONTENT this speaker provided you
with? (10 is BEST)
BAD

1

2

3

4

5

6

7

8

9

10

GREAT

How would you rate the quality of the PRESENTATION this speaker delivered (their speaking skills)?
BAD

1

2

3

4

5

6

7

8

9

10

GREAT

What did you like best about this speaker?
_______________________________________________________________________
_______________________________________________________________________
What did you like least about this speaker?
_______________________________________________________________________
_______________________________________________________________________
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Sample Bootcamp Evaluation
Overall, how would you rate this event?
BAD

1

2

3

4

5

6

7

8

9

10

GREAT

Which speaker(s) did you like best and why?
_______________________________________________________________________
_______________________________________________________________________
_______________________________________________________________________
_______________________________________________________________________
Which speaker(s) did you find the least beneficial and why?
_______________________________________________________________________
_______________________________________________________________________
_______________________________________________________________________
What comments would you like to give us that we may QUOTE you on?
(PLEASE be SPECIFIC)
_______________________________________________________________________
_______________________________________________________________________
_______________________________________________________________________
May We Use Your Comments in Our Promotional Material?
If Yes, please sign here: _________________________________________________
Would you be interested in? (Check if interested):
_____

One on One Coaching

_____

Additional Fred Gleeck Seminars

_____

Monthly Mastermind Meetings

Name: _________________________________________________________________
Address: _______________________________________________________________
City: ________________________________ State:________ Zip: ______________
Email address: _________________________________________________________
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Sample Registration Information
When & Where:
Nov 18th – Los Angeles; Nov 19th – San
Francisco; Nov 20th – San Diego; Dec 2nd – Tucson; Dec 3rd
–Phoenix; Dec 4th – Albuquerque
All seminars are from 9AM - 4PM
How to Register: You must call or fax to register. Registration is
strictly limited to the first 35 people. This cannot be altered. If the
past is any indication of the future, spaces fill up very quickly. If you
are interested in attending, call or fax the form on the next page
immediately to be assured a space. Don’t wait and “do it later.”
Guarantee (100% No B.S., Iron Clad, Double Guarantee): I
understand that some of you don’t know me. That is why I make the
following iron-clad double guarantee. If for any reason whatsoever
you don’t feel like you have received more than your moneys’ worth
by the lunch break, simply hand in your materials for a complete
100% refund. No weasel clauses, no hassles, no questions asked. In
addition to that, if you do not generate an additional $5,000 over the
next year as a result of these ideas and concepts, please call me and we
will send you a quick and courteous refund. I have never had to give
anyone their money back from a seminar in the many years I have
been doing them. I think this is because of the incredible amount of
usable information I pack into such a short period of time.
Early Registration Bonus: The first 5 people to register are entitled to a special free gift worth $99.
Methods of Payment: Visa, Mastercard, or American Express.
Check in advance, check at the door (with credit card guarantee) or
cash.
Fees: $297 for the first person and $197 for any additional people
from the same organization. This includes all seminar materials.
Lunch will be provided.
Who Should Not Attend? If you are the type of person who is
content to do things the way you always have, this seminar is definitely not for you. If you don’t have an open mind or want to learn
the latest ideas that have been tested with spectacular results, it
would be best not to attend.
Comprehensive Workbook: The seminar includes a comprehensive workbook for you to take with you. At the completion of this
seminar you will have a complete roadmap for making competition a
thing of the past.
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A Plan of Action: You will leave this seminar with a comprehensive plan to boost occupancy and ensure long term growth. You will
walk out knowing exactly what to do next. I will give you a plan,
without needing a big bucks budget, to make your competitors’ heads
spin.
Unable to Attend?: It is always preferable to attend any seminar in
person. That way you get your individual concerns and questions
answered. However, if it is absolutely impossible for you to make it,
call us and we’ll arrange for a special price on our “home study”
materials. Telephone follow-up is included.
Tax Deductibility: In all likelihood this seminar is tax deductible.
Check with your accountant to be sure.
Certificate of Attendance: Everyone who attends the seminar will
receive a certificate of completion. Please don’t be fooled by various
certification programs you see advertised in the industry. The only
certification you need are your results and your numbers. I will
choose a manager who has taken a facility from 65% occupancy and
moved it to 90% in 3 years over any manager with some piece of
paper on their wall. The only indicator of how good you are, is your
numbers. The numbers don’t lie.
Cancellations: If for any reason you have to cancel your reservation, I will refund your money in full if it is more than 48 hours
before the seminar. After that time I will give you full credit towards
a future seminar, my consulting time, my products, or any combination of those items. Cancellation guidelines are set up to ensure that
no one is closed out from attending who wanted to come only to
have someone else not show up.
NOTE: Hundreds of people have been exposed to this material and
felt it was the most valuable information they have ever heard in the
storage business. Check out some of the comments from others. Find
out for yourself with absolutely no risk. If you don’t agree, you don’t
pay. Plain and simple.
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Sample Seminar Registration Form
3 ways to register: Phone/fax/mail
Phone: 800-345-3325 Fax: 1-212-996-1884
SELF STORAGE SUCCESS® (A division of Fred Gleeck Productions)
317 East 90th St.; Suite 2B. New York, NY 10128
Cities/Dates: Nov 18th – Los Angeles; Nov 19th – San Francisco; Nov 20th –
San Diego; Dec 2nd – Tucson; Dec 3rd – Phoenix; Dec 4th – Albuquerque.
All seminars are from 9AM - 4PM (Sharp. We start and end exactly on time.)
Attendance for each seminar is strictly limited —
no exceptions, register early!
____ Yes, I/we would like to attend the 51 Secrets of Self Storage Marketing Seminar.
Please save me ____ space(s). (Payment must be received to ensure a space).
____ No, I cannot attend, but am interested in the home study materials at a
special price.
Fees: $297 for the first attendee, $197 for each additional attendee from the
same organization
Total Fees: $ _______ (Please list all who will attend and which seminar they
will attend, below)
Method of Payment:
____ Check: Please find my check enclosed for $297 (+ $197 per add’l person or
seminar) made payable to Fred Gleeck Productions (please complete information below)
____ Credit Card: ____ Visa

____ Mastercard ____ Amex

Card Number: ____________________________________ Exp: ________
Signature: ______________________________________________________
Name: _________________________________________________________
Company: ____________________________________________________
(Please print name of “primary” attendee or whoever will be paying)
Address: ______________________________________________________
City: ____________________________ State: ______ Zip: ____________
Phone: ( ) _______ - ___________
Fax: ( ) _______ - ___________
Person(s) Attending:
Name: _________________________________________________________
City: ___________________________________________________________
Name: _________________________________________________________
City: ___________________________________________________________
Name: _________________________________________________________
City: ___________________________________________________________
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Sample Product Pitch
Transcription of My Product Pitch to the Self Storage Market
Now’s time for the 2 minute commercial. Does everyone have an
order sheet in front of them? Good.
Now, let me tell you before we get started that I have been very fortunate over the last few years trading commodities. If you don’t buy
anything from me here today, I will not miss a meal.
But, if you don’t buy the materials, it may have a very significant
impact on your finances. The things that I want to talk to you about
will have a dramatic effect on your bottom line profits.
There are a lot of items on this list, so I just want to go through each
one fairly quickly and tell you what they are all about. Now looking
at the order sheet you see the first item. It’s a video called Turning
Calls Into Visits.
In the storage industry there are 4 steps to success. First, you have to
get people to call your facility. That is the marketing side. That’s what
you are here for today: the first step, which is getting the phone to
ring.
Second, you have to get those who call to come in and visit you.
That’s where the video Turning Calls into Visits would be great. It will
show you specific ways to increase your closing ratio over the phone.
This video also comes with a test to see how well your folks understand and retain the information.
Third, you have to get those who visit to sign on the dotted line to rent
a storage unit. This video concentrates on helping managers improve
their face to face closing skills. This one also comes with a test.
And lastly, you have to get them to stay forever and tell all of their
friends. The two customer service videos are geared to specifically
help you in those areas.
30 Days to Better Telephone Technique is a generic telephone skills
video. It isn’t specific to the storage industry, but it is incredibly
helpful. This video will help ensure your people give good service
over the phone.
The Add-on Sales Video will help you double or triple your sales of
boxes and locks. It is set up to be played when people walk into the
office.
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24 Quick and Easy Ways to Radically Improve Customer Service is a
generic video that will help you improve your overall customer service skills at your business.
Turning Contacts Into Clients is geared to showing you how to
generate customers without going the traditional sales route. This
video will be very helpful with managers who are going to Chamber
of Commerce meetings to show them how to make those meetings
really pay off.
In the section where it says Multi Tape Audio Program, the first item
in that section is today’s seminar on audio. Why buy this program
if you came to the seminar? To answer that question, let me first tell
you that I have at least 2 clients who buy each new seminar that I
tape. Although the outline is the same, the questions from the
group are very different. I think you will find it very valuable to
have.
Each year we have a marketing bootcamp. This is a very much
expanded version of today’s seminar over a three day period.
Two cassette audio programs on specific issues include Increasing
Your Yellow Page Ad Response by 250%. This expands on the information we’ve talked about today on designing yellow page ads.
Direct Mail Secrets covers how to substantially increase your direct
mail response.
Attracting Highly Profitable Commercial Tenants is a cassette
program which will help you target commercial groups very specifically. It’s worth going after these folks very specifically because you
will make a lot more money than generic direct mail campaigns that
are a waste of your time.
Like we talked about, you need to show people how and why you are
different. A USP is essential to this process. And that 2 cassette
program will show you how.
In addition to everything else, you get a one year subscription to the
newsletter which is the only one of its kind in the industry.
The total for all 8 videos, 22 audio tapes and a newsletter comes to
$1,074. And that would be a great deal.
BUT, what I’d like to do is have you subtract the cost of today’s seminar, which is $297 from that total. If you do, you get a magic number
in Las Vegas.
What are you coming up with? $777!
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And here’s the deal. If you don’t make at least 10 times that amount
in additional profits over the course of the next year, I want you to
send it all back.
Please fill out the order sheet and hand it in to me before the end of
the day.
And, if you order the “whole enchilada” as I call it, I’ll also give you
a copy of my new book: “Secrets of Self Storage Marketing Success”
which runs over 250 pages. But you can only get the book if you get
the big package.
Again, fill out your order sheet before the end of the day. I’ll fill the
orders on a first come, first served basis.
Now let’s go to lunch!
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Sample Guest Speaker Agreement
Fred Gleeck Productions
209 Horizon Peak Drive
Henderson, NV 89012
Dear Speaker:
Thanks for agreeing to speak at the Publishing Profit Bootcamp. Your contribution will be a great addition to the event. I just have a have a few quick comments
to help us make this a great event for all of who attend.
1

All speakers will be required to sign a release form before speaking. This form
MUST be signed BEFORE you speak.

2

Concentrate your presentation on information that can be immediately
used and implemented. Give people a clear understanding of not just
WHAT to do but HOW to do it. Keep the presentation logical and easy to
follow. Cut out the “war stories” in favor of concise, highly applicable ideas
and content.

3

Regardless of how much time you’ve been given to speak, try and save 10
minutes at the end for Q&A from the audience. This will better serve everyone.

4

Please ask participants to wait for a “Mic Runner” to bring them a mike
before letting them ask their question. Just to make sure, please repeat questions from the audience members once asked. Also, please watch for
signals from the audio/video tapers for signs as to when to PAUSE your
presentation for tape changes.

5

Please leave us a high quality original of any and all handouts that you use.
This will allow us to duplicate them and put them in the materials when we
send out to those who purchase the audios and videos. This will only help
you to promote yourself and your services to those who listen/watch on
tape.

6

Please be flexible and understanding if things don’t work perfectly. It’s the
nature of the beast. Be prepared to roll with the punches, whatever happens.
This could mean your speaking time gets moved or shortened. I apologize in
advance for any inconvenience this might cause.

7

Stay around even when you aren’t speaking. There will be a lot of great information, but also, the participants may want to ask you questions. Please be
available for them. It will only help you in the long run.

8

If you have products to sell, please feel free to pitch them. BUT remember, in
order to be successful selling your products, you have to deliver great
content. Talk to me for help in this area. It’s my specialty.

9

HAVE FUN! We want to provide you and the attendees with a rich content
and an enjoyable experience. You’re part of making that process happen!

Thanks Again for Speaking at this Event!
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Sample Seminar Welcome Letter
Fred Gleeck Productions
209 Horizon Peak Drive
Henderson, NV 89012
1-800-FGLEECK (345-3325)
fgleeck@aol.com
Dear Publishing Profit Bootcamp Attendee:
Thanks for being here! You’ve decided to spend a good deal of time
and money to come to this event. I want to make it worth many
times what you paid to be here. We have some dynamite speakers
who have been instructed to “spill their guts” about everything that
they know to help you catapult your business into the stratosphere.
If anything goes wrong during this event, I apologize in advance. We’ll
do everything we can to make things “perfect” but there are always
those things that happen which we have no control over. Sorry.
If you have any questions during the course of the event, please ask
Michelle. She’ll be your main contact person. Enjoy your free time
(which will be limited), but remember, our goal is to give you as much
information and content as possible in the shortest amount of time.
In order to give you the maximum value at this event, please help us
by doing the following:
■

When you have a question, please wait for a microphone to come
to you so everyone can hear. Also, we’ll be audio/video taping this
event, so we want to make sure and get your comments on tape.

■

We have a jam-packed program. Please be at the sessions ON TIME.
They will start ON TIME. If we don’t, we won’t be able to give you
the value for the money.

■

Turn all cell phones off so the group won’t be disturbed by interruptions.

■

Many of the people have valuable items that they will make available for you.

■

Talk to the speakers at the breaks and “pick their brains” to get
maximum value from the bootcamp.

■

Network with other people at the event. You’ll find all kinds of
people who can help you get what you want and vice versa.

Thanks again for attending. I look forward to giving you an amazing
educational experience.
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Profit-Building Tools for Speakers, Authors,
and Consultants
If you’re an author, speaker, or consultant (or aspiring to be one of these)
then you must have the tools to succeed. These programs will help you maximize your chances for success. In contrast with many programs on the
market, ours are filled with highly usable content that can be immediately
implemented to maximize your income.

THE AUDIO SERIES:
How to Self Publish Your Own Book, Get Famous and Make
Well Over $250K a Year
This one-day seminar on audio-tape will give you a great overview of the selfpublishing process. It will provide you with everything you need to get started
and how to develop a back-end set of products and services. You’ll learn: How
to quickly and easily set up your own publishing company; Dealing with
publishing minutia: ISBNs, copyright registration, etc.; Tested systems to
research, write and sell your book in 90 days or less; 3 simple ways to get your
book written quickly; Keys to designing your front and back book covers for
maximum effectiveness and much more. To learn more about this program go
to www.selfpublishingsuccess.com.

How to Start and Build a Web-Based Consulting Business
If you have expertise in a topic, you can get paid for that expertise as a consultant. Most consultants spend their time chasing down prospects that have no
interest in their services. This one-day seminar on audio-tape will show you
the right way to prospect for high dollar customers and get paid while you’re
doing it. You’ll learn: Your single most important asset as a consultant and
how to cultivate it; Automated methods for capturing names into your web
marketing system; Tips to selecting your niche to maximize your income;
Understanding the funnel system and how to generate a steady flow of qualified leads and much, much, more. To learn more about this program go to
www.consultingexpert.com.

Marketing and Promoting Your Own Seminars and Workshops
Whether you’re a speaker, author or consultant, seminars can be a very attractive source of additional revenue. There’s only one problem. You can lose a lot
of money if you don’t know what you’re doing. This program will show you
exactly how to promote your own events and make money doing it. I’ve done
over 1,300 one-day events myself! You’ll learn: How to select the right seminar topic and maximize your total revenue; Pricing your seminr to maximize
your total revenue; Which days and months to do seminars to generate the
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maximum response; How to use e-mail marketing to increase attendance with
a minimum of cost and much, much, more. To learn more about this program
go to www.seminarexpert.com.

How to Double Your Sales on the Web in 90 Days or Less
If you want to make your website successful you have to do two things. First,
you have to design a site that REALLY sells. Secondly, you have to find an
effective way to drive traffic to your site. The problem is that most people
don’t truly know how to do either effectively. This program will show you
how to do both! You’ll learn: The three fatal flaws that most people make on
the web; What most people do backwards and how you can avoid doing them;
Why it makes sense to give away something of highly perceived value; Your
website focus: what it should be; Creating great copy — a mandatory item;
Why fancy sites don’t guarantee success; What a killer sales letter is and how
to write one; What kind of shopping cart you must have to maximize sales;
Are pay-per-click search engines the way to go?; Myths about traffic on the
internet and what you need to know now; Using newsgroups to market your
site; Keys to success in affiliate marketing programs; and much, much, more!

How to Make $5,000 a Day as a Professional Speaker
If you want to really make a living from professional speaking, you NEED this
program. In a fast moving interview, Fred Gleeck reveals the secrets of how to
get started and thrive as a speaking professional. Other programs may give you
part of the story; this program gives you the whole story! You’ll learn: How to
develop a video demo that will get you booked 20% more often; 3 promotional tools every speaker must have and how to do them correctly; How to
properly target a niche market to increase your fees and virtually eliminate
your competition; Why you should never speak for “free” even though you
may not be paid a speaking fee; Tips to using your own public seminars to get
more private speaking engagements and much, much, more. For more information go to www.speeking.com (yes, that is the correct spelling).

Creating and Selling Information Products
If you’re an information marketer, you need to create information products to
be truly successful. Not only will creating products enhance your image, it will
also allow you to make money while you sleep. This program will show you
how to turn your products into a solid money making machine that requires a
minimum of effort. You’ll learn: 3 ways to produce audio programs; Why you
must have both books and ebooks; Key mistakes to avoid when producing your
videos; Are cassettes still the way to go or must you have CDs?; Why the book
is the toughest part — do that and you’re 90% there; Reasons why you should
never do your videos without help; Why your outline is key to your success in
any information product; Maximizing your product sales at live events; Using
seminars to market and sell your products; and much, much, more!
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24 Direct Marketing Secrets to Your Professional Services
Business
If you market any service whatsoever, this is a program you can use. You’ll get
the inside secrets on how to do marketing that REALLY works. It’s called direct
marketing. It’s the only kind of marketing I do. It’s the only kind of marketing
you’ll want to do after you listen to this program. It’s packed with highly relevant usable ideas. You’ll learn: How to create a “Unique Selling Proposition”
that will position you as the absolute expert in your field; Understanding the
only 3 Ways to Increase Business in any field and how to maximize those
numbers; Return on Marketing Dollars R.O.M.D. — how to increase the
amount of repeat business that you generate by 30% or more; A comprehensive system to generate referrals that will double or triple your business; How
to properly use the concept of a free recorded message to generate a steady flow
of qualified leads; Fully tested methods to creating expert status for yourself;
Why your database is your single most important asset and how you can do it
right; Tried and tested systems for generating publicity that will bring you in a
steady flow of cheap, qualified leads; and much, much, more! For more information on this program go to: www.directmarketingexpert.com.

How to Get Your Own Radio Show in 30 Days or Less
If you’ve always thought about having your own radio show, now you CAN!
This lively interview format 4 cassette program will give you everything you
need to have your own radio show in less than a month. Follow the steps in
this program and you’ll be on the air in no time. Having your radio show will
allow you to promote yourself and your services in a way you’d never thought
possible. This program will walk you step by step through the process.
Nothing is left to chance. If you’ve ever wanted to be on the air, this program
will show you how.

Ordering Information
Product

Price

Qty.

Subtotal

Self Publishing Program .............................$197........... _________....._________
Consulting Business Program ....................$197........... _________....._________
Marketing Your Own Seminars..................$197........... _________....._________
Make $5,000 a Day Speaking .....................$197........... _________....._________
Selling Informational Products ..................$197........... _________....._________
Marketing Professional Services.................$197........... _________....._________
Double Your Sales on the Web ..................$127........... _________....._________
Get Your Own Radio Show ........................$127........... _________....._________
Package A: Any 3 items above
(plus one hour consulting time)................30% Off ..... _________....._________
Package B: Any 5 items above
(plus 2 hours consulting time) ..................40% Off ..... _________....._________
Package C: Everything above
(plus 3 hours consulting time and
unlimited email support) ...........................50% Off ..... _________....._________
Total: (Please add $3 per item for Shipping) .................................$_________
Guarantee: EVERYTHING we sell comes with a no B.S, money back, lifetime
guarantee. If you’re not happy, SEND IT BACK!
Name: _________________________________________________________
Company: ______________________________________________________
Address: ________________________________________________________
City: ________________________________ State:________ Zip: ______________
Phone: ____________________ E-mail: ____________________________________
___VISA

___MC

___ Am Ex ___Personal check (payable to Fred Gleeck)

Acct No. _____________________________________ Exp. Date _________
Signature _______________________________________________________
(Credit card charges will appear as Fred Gleeck Productions)

Please send this form along with your check or credit card information to:
Fred Gleeck Productions • 209 Horizon Peak Dr • Henderson, NV 89012
Phone: 1-800-345-3325 • Fax: 1-702 -17-4278

Ordering Information
Product

Price

Qty.

Subtotal

Self Publishing Program .............................$197........... _________....._________
Consulting Business Program ....................$197........... _________....._________
Marketing Your Own Seminars..................$197........... _________....._________
Make $5,000 a Day Speaking .....................$197........... _________....._________
Selling Informational Products ..................$197........... _________....._________
Marketing Professional Services.................$197........... _________....._________
Double Your Sales on the Web ..................$127........... _________....._________
Get Your Own Radio Show ........................$127........... _________....._________
Package A: Any 3 items above
(plus one hour consulting time)................30% Off ..... _________....._________
Package B: Any 5 items above
(plus 2 hours consulting time) ..................40% Off ..... _________....._________
Package C: Everything above
(plus 3 hours consulting time and
unlimited email support) ...........................50% Off ..... _________....._________
Total: (Please add $3 per item for Shipping) .................................$_________
Guarantee: EVERYTHING we sell comes with a no B.S, money back, lifetime
guarantee. If you’re not happy, SEND IT BACK!
Name: _________________________________________________________
Company: ______________________________________________________
Address: ________________________________________________________
City: ________________________________ State:________ Zip: ______________
Phone: ____________________ E-mail: ____________________________________
___VISA

___MC

___ Am Ex ___Personal check (payable to Fred Gleeck)

Acct No. _____________________________________ Exp. Date _________
Signature _______________________________________________________
(Credit card charges will appear as Fred Gleeck Productions)

Please send this form along with your check or credit card information to:
Fred Gleeck Productions • 209 Horizon Peak Dr • Henderson, NV 89012
Phone: 1-800-345-3325 • Fax: 1-702 -17-4278

Ordering Information
Product

Price

Qty.

Subtotal

Self Publishing Program .............................$197........... _________....._________
Consulting Business Program ....................$197........... _________....._________
Marketing Your Own Seminars..................$197........... _________....._________
Make $5,000 a Day Speaking .....................$197........... _________....._________
Selling Informational Products ..................$197........... _________....._________
Marketing Professional Services.................$197........... _________....._________
Double Your Sales on the Web ..................$127........... _________....._________
Get Your Own Radio Show ........................$127........... _________....._________
Package A: Any 3 items above
(plus one hour consulting time)................30% Off ..... _________....._________
Package B: Any 5 items above
(plus 2 hours consulting time) ..................40% Off ..... _________....._________
Package C: Everything above
(plus 3 hours consulting time and
unlimited email support) ...........................50% Off ..... _________....._________
Total: (Please add $3 per item for Shipping) .................................$_________
Guarantee: EVERYTHING we sell comes with a no B.S, money back, lifetime
guarantee. If you’re not happy, SEND IT BACK!
Name: _________________________________________________________
Company: ______________________________________________________
Address: ________________________________________________________
City: ________________________________ State:________ Zip: ______________
Phone: ____________________ E-mail: ____________________________________
___VISA

___MC

___ Am Ex ___Personal check (payable to Fred Gleeck)

Acct No. _____________________________________ Exp. Date _________
Signature _______________________________________________________
(Credit card charges will appear as Fred Gleeck Productions)

Please send this form along with your check or credit card information to:
Fred Gleeck Productions • 209 Horizon Peak Dr • Henderson, NV 89012
Phone: 1-800-345-3325 • Fax: 1-702 -17-4278

