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| nt roducti on

This report details the bl ow by-blow account of how | becane an
Amazon #1 Best-Seller within 48 hours of ny book’s official

| aunch. Best-selling books do not occur by accident. Every step
of the process is deliberate and cal cul at ed.

Wuld you like to call yourself “#1 International Best-Selling
Aut hor ?” What woul d that nmean for your business? O course, the
added credibility would increase the sales for any product or
service you recommend. That’'s a given. The question is, will you
foll ow these steps yoursel f?

In this easy-to-understand bl ow by-bl ow report, | show exactly
what steps | took to becone a best-selling author. Nothing is
hel d back. Nothing is hidden. | reveal everything. | tell you
everything you need to know about how to publish a book:

- How to select an appropriate topic and how to get your book

witten in no tine. I even show you howto find a ghostwiter if
you want one. (I, personally didn't use one. | wote every word
nyself, but | did use a few editors. |I'll show you exactly how

to do that.)

- The 7 things you nmust know before you even think about going
to the printers. If you mss these 7, your book will fall flat
on its face.

- The pros and cons of various publishing nmethods. How to get
publ i shed by a professional publishing house - and - how to do
it yourself.

- How to get your book registered with the proper authorities.

If you mss these little-known steps, no one will distribute
your book.
- How to get distribution for your book. I'll give you the magic

formula distributors are | ooking for.

- How to get your book into Amazon and other online distribution
sour ces.

- My checklist to see if your book has what it takes to becone a
best -sel | er.

- Much nore...



(Exclusive: I'lIl even consider publishing your manuscri pt

t hrough ny new publishing conpany. |'m not naking any prom ses,
but I'I'l only reveal nmy criteria to purchasers of this report.
We're | ooking for books in all fields. If you think your book is
good enough, this is the only way in.)

| even include the exact strategy | used. Since | followed a
very specific deliberate process, I'll tell you the exact
process (step-by-step) and the reasoning behind it.

(Warning: every part of this process is crucial. If one single
piece is out of place it won't work. If you only received our
emai |l s pronoting the book, you' ve only got 10% of the story.
There is much nore to it than that. |I'll show you every piece of
t he best-selling author puzzle and how you can put it together
yoursel f imedi ately. Anyone with a bit of talent and

persi stence can do it. | just take out all of the guesswork.)

O course, | nmake it even sinpler to duplicate how | becane an
Amazon #1 Best-Seller by detailing the precise tactics |
enpl oyed by including the actual marketing materials | used!

- See the actual emails | used to get people to buy the book.

- See the exact nethod we enployed to rally support behind the
book.

- Learn how to nmake people fall in love with your book before
t hey even see it.

- Learn the two clever tactics | used that blasted nmy book from
#2 to #1 - even past a book that was on CNN every 30 m nutes!
These two tricks nade the difference between “International
Best-Selling Author” and “#1 International Best-Selling Author.”

Al of this and nuch nore are included in this exclusive report.
Read it. Read it again. Then, apply every single proven step
because your book depends on it. WIIl you be next?
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How To Publish Your Book

1) Select An Appropriate Topic

This, of course, sounds overly sinplistic. However, this wll
make or break a book before it’s even started. Think about it.
The topic you choose will direct the witing, marketing, and
target audi ence. Furthernore, depending on how nuch information
there is out there already, your topic may be so narrowy
focused as to be irrelevant to the majority of the popul ation,
or so commonly discussed that it fails to incite interest.

Here are sone questions you should consider carefully when
deci ding on a topic:

a) What Is The “Unique Selling Point” O Your Topic?

This is the nost inportant part of the book witing process.
There is no point in witing a book that won’t be sold. Wy
spend your tinme witing a book that no one will ever read?
Before they can read your book, they nust buy it. In order for
themto buy it, you need to give your potential readers a reason
to buy it.

The best book is one that is bought. Shelf space is limted — so
why should a store put your book on its shelves? Besides, you' re
witing a book to nake noney. To say otherwi se is just kidding
yourself. You may be in it for the “art,” but you definitely
don’t want to be an unrecognized artist — not to nmention a poor
and unpai d one...

In the case of M ndControl Marketing.com ny unique selling point
is the sub-title: “How Everyday People are Using Forbi dden M nd
Control Psychol ogy and Ruthless Mlitary Tactics to Make
MIlions Online.” | haven’'t found a book out there yet that
conbi nes mnd control psychology with ruthless mlitary tactics
in a practical way for the average person to nake mllions
onl i ne.

Not only is ny topic unique, it’s also different enough to
separate itself fromthe hordes of books on marketing and
conpel I'i ng enough so regul ar people will be intrigued.
Furthernore, the principles in MndControl Marketi ng.com are
prof ound yet sinple enough to be illustrated in dozens of eye
capturing cartoons.



b) What Makes You An Expert On This Topic?

Along simlar lines to the previous question, this heavily

i nfl uences why peopl e should buy your book. Just ask yourself,
woul d you rather buy a book from “Mark Joyner, CEO of a Multi -
mllion Dollar Internet Marketing Conpany,” or “Mark Joyner,
regul ar guy”? O asked another way, whom woul d you rather trust
with your health: a doctor or a random guy off the street? The
answers should be i medi ately evident.

So, what are your qualifications? Wiere did you go to school ?
VWhat experiences do you have? Wiy shoul d peopl e trust you? Wat
makes you the expert they should listen to?

In the case of M ndControl Marketing.com | had already built a

| oyal follow ng online through years of hard work and constantly
churning out quality and affordabl e products. | nerely
illustrated what worked for nme online. Since it was clear to
everyone that | practiced what | preached and becane
overwhel m ngly successful, people were eager to check out what |
had to say.

c) How Much Prior Know edge And Experience Do You Have About The
Topic? |I's That Enough To Fill A Book?

Dependi ng on how nmuch you know about a topic, it will be easy or
difficult for you to generate content. Cbviously, the nore you
know about a certain topic, the nore you can wite just from
personal experience and know how and the | ess you have to
research online, in libraries, or other people.

In other words, wite about sonething that you know a | ot about.
It will save you tine and you wll be nuch nore confident.

For M ndControl Marketing.com | already had about 10 years of
experience in Internet Marketing. Al | had to do was break down
t he thinking behind what |1’ ve been doing instinctively al

al ong.

d) How Much WIlIl You Have To Research And Perform Due Diligence
On? And How Long WIIl It Take?



No matter how nuch you know about a particular topic, you'll

eventually have to do sone outside research. After all, you can
spout your opinions and theories all you want, however, they
w Il always remain just your opinions and nothing nore if you do

not have outside sources verifying and collaborating with them

This doesn’t nean that you should just regurgitate what others
have previously witten. It means that you shoul d use outside
studi es and research to support your unique theories. Properly
done, this will nmake you sound and | ook far nore credi ble than
you actual ly feel

Virtually every chapter in ny book cites studies, stories,
psychol ogi sts, biologists, or mlitary strategists to increase
my credibility and bring life to nmy theories. For instance, in
Chapter 10, | use the Vietnam War story of Killer Junior to
hanmer hone the concept of doing everything we can to overcone
l[imtations and succeed — even in |life and death circunstances.

e) How Many O her Books Are Already On The Topic?

If there are many books already, will your topic add anything
new to the discussion? Wiy shoul d peopl e buy your book on this
topic? If there aren’'t many books on the topic, will people
actually be interested in it?

These questions nmake i nmredi ate sense to ask, right? After all,
if your topic has al ready been beaten to death, what point is
there in going over well-travel ed ground?

However, you can nmake this work for you; put a new twi st on the
topic. For instance, there are mllions of marketing books out
there, but only one nmarketing book that dissects and intertw nes
m nd control psychology and mlitary tactics.

Li kewi se, you don’t want to choose a book that is so obscure
that you limt your market. For instance, there would nost
likely be few takers on a book that spent 200 pages descri bing
the reproductive |lifestyle of the garden snail.

However, if you can tie it in to a broader topic, then you ve
got sonething truly unique on your hands. How about a 200 page
book on Mal e/ Fermal e rel ati onshi ps using the reproductive
lifestyle of the garden snail as the basis for your theories..?
(Kudos to you if you can nmake it work — | sure can't!)



Again, few people may be interested in mnd control psychol ogy
or mlitary tactics, but nmany people are interested in making
mllions online. (Is this starting to nake sense?)

f) Be Honest

Do you think people will pay good, hard-earned cash for your
book? Why or why not?

There is nothing in life nore difficult than brutal self-
honesty. | nean, who wants to burst their own bubbl e? However,
it is inperative that you honestly assess the “sellability” of
your book. Renenber that a book is a considerable financial
investnment (1’1l get into this nore later.). WII enough people
want to buy this book to recoup your costs of printing,

mar keti ng, distributing, and shipping? WII enough people be
interested in the book so your nanme gains the enviable title of
“#1 International Best-Selling Author”?

Agai n, you must be honest. If you lie to yourself, the cold hard
facts of dismal sales will be nmuch harder to swallow than a
qui ck but relatively painless blowto the ego prior to printing.

Had | chosen a stupid topic and convinced nyself that it would
sell, the nonent of truth would have been devastating. Not to
mention that the whole Internet community would watch ny
failure...No way would | let that happen! | would rather take an
honest blow to ny ego than have ny business fail, that’s for

sur e!

g) Do You Like This Topic? Are You Passionate About It?

You are going to be spending a lot of tinme on this topic —

whet her writing about it or researching it. You better make sure
you can |ive, breathe, and eat the topic w thout grow ng sick or
bored. O herwi se, how w Il you finish the book?

Furthernore, your passion will translate onto the witten page.
Have you ever read an article or book by someone and coul d
instantly tell that they | oved what they were witing about?
Have you ever read about sonething when the author couldn’t care
| ess about what they were witing? How did you perceive the book
afterwards? Conpare that to the passionate witer. Mikes a

di fference, doesn’'t it?
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Li kew se, people will notice it in your witing. Had | hated ny
topic or felt contenpt for it, people would inmedi ately be able

totell. As it is, | love what | wote about (since that’s what
| love to do everyday) and peopl e have been witing in and
telling ne that they could tell | loved what | did. That’s
awesorne.

h) Can You Effectively Comruni cate To O hers About The Topic?

I f you cannot communi cate what you want to say, then you're
going to have a tough tinme witing the book — and an even
tougher tine selling it. Have you ever read a purely scientific
journal ? Now, | know a reasonabl e anpbunt of science, but cutting
t hrough that scientific munbo junbo is m nd nunbing, not to
mention, terribly frustrating.

Use small and comon words that everyone can understand. Don’t
al i enate your readers by making themfeel small and stupid. Wo
wants to be constantly confronted with their own ignorance and
limtations? | sure don’t. So, don’t do that to your readers.
Communi cate with themin a clear and conci se manner. Use
exanpl es and stories to illustrate what you nean. Provide

pi ctures and di agrarns.

One of the reasons | included the cartoons in

M ndCont r ol Mar keti ng. com was so that the average person coul d
pick it up, flip through, see the pictures, and instantly know
what | was tal king about. As a result, they could easily see how

to apply what | wote to their business — and thereby, increase
their likelihood of buying it.

2) How To Find A Ghostwiter

Al though | didn't use a ghostwiter, | can understand if you
choose to do so. So, here are sone things to consider first.

Do You Need A CGhostwiter?

Determine this first. Wiy try and find a ghostwiter if you
don’t need one? Here are sone hel pful questions to ask yourself:

a) How much tine do you have to produce the book?

11



b) How nuch tine do you have to dedicate yourself to personally
witing the book?

c) What is your book budget and does the ghostwiter fit into
it?

d) How confortable are you with your witing skills?

e) Are you a good witer? If not, do you have tinme to inprove?
f) Are you able to hand over creative control to soneone el se?
g) Are you confortable with claimng credit for soneone else’s
wor k?

If you have limted tine to dedicate to witing, don't like to
wite, and can afford it, then hiring a ghostwiter may be a
very valid option. If, however, you don't like to give up
control, have anple time, and are a decent witer, then perhaps
you woul d prefer to wite the book yourself. Choose whatever
fits your style best. In nmy case, | wote every word of

M ndCont r ol Mar keti ng. com nysel f.

How To Hire A Ghostwiter

Let’s just say that you do decide to hire a ghostwiter. Here
are sone things to | ook out for and consider:

a) Get several witing sanples on nmany different topics first.

b) Send them some sanples of your witing. Then, provide them
some topics to wite on, and see how closely they imtate your
style. You will want soneone who can adapt to your voice and
present you in the best possible |ight.

c) Find out how nmuch research your potential ghostwiter is
willing to do. Are they good at it? Do you have to provide al
the information?

d) Find out their rate. Make sure you find the best quality for
t he | owest cost.

e) Ask for sanples of previous ghostwiting.

f) Do you like the person? Do they |like you? Do you trust then?
These are very inportant. The nore soneone |ikes you and has a
feel for you, the better they can wite according to your style
and becone you. Trust your instincts.

12



g) Have friends and famly try to figure out who wote sonething
— your ghostwiter or you. The harder it is for themto
differenti ate between the two, the better your ghostwiter.

3) 7 Things You Must Know Before You Go To The Printers
a) Select A Marketable Title

Agai n, the best book is one that is bought. Does your title
captivate people’'s interest? This is one of your first and only
chances to get sonmeone to pick up and open your book. Just as |
explain in the Confidential Internet Intelligence Manuscript, it
doesn’t matter how awesone or great your book is if no one picks
it up. The sole purpose of the title is to get people to pick up
and open your book.

Thi nk about it. Wi ch book are you nore likely to pick up based
on title al one?

M ndContr ol Mar keti ng. com How Everyday Peopl e are Using
For bi dden M nd Control Psychol ogy and Ruthless Mlitary Tactics
to Make MIlions Online

or

M nd Control Psychology and Mlitary Tactics as Applied to
Onl i ne Marketing

Bot h explain what’s inside the book. However, which one do you
want to read? The first option is intriguing and exciting, using
words |ike “Forbidden,” “Mnd Control,” “Ruthless” and “Mke
MIlions Online.” Furthernore, it’s for “Everyday People” and

br oadens your market to people who normally woul dn’t consi der

t hensel ves marketers.

The second option sounds |ike a nmanual or a textbook. Sone of
the sanme words are in the title — however, it’s quite evident
that this book sounds |ike a snoozer to the average person.
Remenber, it's the sane content inside — but the readers don't
know that. Al they know is that M ndControl Marketing. com sounds
much nore interesting.

b) Be Controversi al

13



| don’t have to tell you that a book with built in controversy
(particularly with a stellar title) will generate you a ton of
publicity wi thout even trying. A controversial book wll

naturally generate discussion and put you on the nedia's radar.

The nore publicity you get, the nore people will hear about the
book. And the nore people hear about the book, the nore likely
people will check out the book and buy it.

Let’s look at the title of ny book again:

M ndCont r ol Mar keti ng. com How Everyday Peopl e are Using
For bi dden M nd Control Psychol ogy and Ruthless Mlitary Tactics
to Make MIlions Online

There are several things that are controversial about this
title. First, | have “Forbidden M nd Control Psychol ogy.” This
is sure to cause controversy — after all, is mnd contro
ethical ? And what about “Ruthless Mlitary Tactics”? |Is that
ethical as well? Furthernore, these questionably ethical tactics
are currently being used and they are used to “Make M I 1ions
Online.” |Is that even possibl e?

You see how before you have even opened the book, you’ re already
t hi nki ng about it, wondering what it’s about, and naking a

j udgnment on whether this book is ethical or not. Al so, notice
how the main thing called in question is the ethics of using
such tactics — not whether the tactics work. No one doubts that.

c) Solicit Testinonials From Experts In The Field

This way, you get to incorporate the testinonials into your
book. For instance, you can use testinonials on your book cover
to create excitenment as well as include themw thin the book to
further add credibility to it.

O course, the nore well known the expert, the nore weight the
recommendation carries. This nakes sense, right? Is a
testinmonial by Joe Schnoe on the cover of your book going to add
or detract credibility? What about that same testinonial from
the | eadi ng expert in your field?

Quick tip: Here's good way to cut cost if you have the tine.
Send out books for review by Priority Mail instead of FedEx. It
gets there in three days instead of overnight, costs about $10
| ess a book, and is a great option.

14



Quick Tip: | strategically placed the testinonials before the
Tabl e of Contents so that people would read the book
anti ci pati ng greatness.

d) Sel ect Appropriate Cover Design

The cover design nust create curiosity and interest in your
book. Despite the proverb, “Don’t judge a book by its cover,”
the reality is that people do. If your book cover is boring,
people will imediately think that the content is boring as
wel |l . Arouse people’ s curiosity by catching their eye. Mke
sure, of course, that the design matches the style and content
of your book.

|"d al so highly recommend using the testinonials you solicited
fromexperts to put on the cover of the book. Keep the
testinonials on the front cover concise and novi ng. Use | onger
testinmonials on the back.

e) Create A Table O Contents That Read Like Bullets In A Sal es
Letter

Many people instinctively rifle through books and scan the Tabl e
of Contents to see if there are any chapters in it that capture
their interest. It goes wi thout saying then, that your Table of
Contents should sell the content of your book. Just like the
bullets of a sales letter increase the desire to buy the
product, your Chapter Titles should increase the desire to read
t he whol e book. And of course, the only way to do that would be
to buy it!

Wi ch chapter title nakes you want to read nore? Which title
grabs your interest?

Fram ng: Beauty May Be Only Skin Deep, But Who Wants to be Ugly?
or

Whay Fram ng is Necessary

|’d bet ny noney that you chose the first title. If you | ook

t hrough M ndContr ol Mar keti ng.com s Tabl e of Contents, you Il see

at least fifteen nore exanples of attention-getting chapter
titles. Al throughout the Table of Contents, | do everything I

15



can to excite people so that they will not put the book down. As
aresult..they can take it all the way to the cash register.

f) Find Two O Three Good Editors

There’s nothing like a typo in a book to nake ne instantly
gquestion the credibility of the author. After all, if they can't
do sonething as basic as spell or check for punctuation, surely
they don’t know what they’'re tal king about! As unfair as that
instant judgment is, (and I'’msure there are tons of brilliant
peopl e who can’t spell.) in this age of conputers, there really
is no excuse for granmar errors. So, why give people an
unnecessary wedge in their mnds about your expertise?

Editors can also help you clarify clunky statenents in your book
and hel p you comruni cate your points in the best way possible.
The easi er peopl e understand what you're saying, the nore |ikely
they will read the whol e book.

Get two or three good and editors. Use nmultiple sets of eyes to
ensure that you catch all of the little m stakes and errors in
your manuscript. | had at |east three editors each read drafts
for M ndControl Marketing.comtwo or three tinmes. One of them
even read the draft five tines in two days! Better to spend one
day meki ng the necessary changes than to lose credibility over
an obvious spelling error.

g) Make Sure Your Book Leads To A Sale OF Sone Kind

Peopl e who buy your current products are nore likely to buy from
you in the future. Make sure that the people who buy, read, and

| ove your book know exactly how to find you. After readi ng your
book, people are nore receptive to what you recommend, so have a
resource page that directs themto your website. Do not throw
such a qualified | ead away.

W included several of our best product sites in the back of

M ndCont r ol Mar keti ng. com such as RO bot.com and StartBl aze. com
Since we know that readers of the book are interested in online
marketing, we direct themto sites that are geared towards
hel pi ng peopl e nake noney onli ne.

4) Pros And Cons O Publishing Methods
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There are two ways to get your book published. You can choose to
publish with a professional conpany, or you can choose to do it
yoursel f. Both have their good and bad points. It’s up to you to
decide which is better suited for your needs.

Publ i shing Wth A Professional Conpany

The main benefit of publishing wwth a professional conpany is
credibility. Wth a well-known conpany, you are buying the good
name and reputation the conpany brings to the sales table.
Peopl e assune that big-named professional publishers will only
publ i sh the highest quality of books. (If only that were the
case!)

Furthernore, a professional publishing conmpany has tons of
experience and knows the publishing industry in and out. They
know exactly what it takes to get distributed and onto bookstore
shel ves.

However, there are quite a few drawbacks. You have to go with

t he publi shing conpany’s schedule. There is so nuch bureaucracy
and red tape that it could take years before you see your book
publ i shed. You may al so have to change your content to what the
publ i shing conpany thinks is nore “marketable.” Plus, you get a
smal | er percentage of the profit.

You may not know this, but | actually was in talks wth a fanous
publ i shing conpany to publish M ndControl Marketing.com They

| oved the idea and the concept of the book and were eager to
publish for me. W were drawi ng up contracts and di scussing
terms and everything. Then, they told nme that it would take at

| east anot her year before the book would be out and ready. One
whol e year!

| don’t know about you, but I'’mthe type of person who
constantly has ideas and acts on them The idea of waiting a
year before benefiting fromthe book appalled ne. In a year’s
worth of tinme, through my own conmpany, we churn out at | east
twenty to thirty books. And | have to wait a year for ny own? |
could have three books witten in that anmount of tine! So,
decided to go at it on ny own.

Doing It Yourself

17



This is definitely not for the faint of heart. There are

t housands of tiny details — all extrenely vital to the
publ i shing business. So, the first thing | did was ny due
diligence. | bought and read books on self-publishing. After al
this researchm| began to see that although the initial cost of
production woul d be higher than had I gone with the professional
publisher, the benefits far out-wei ghed the costs.

Most people fear that by self-publishing, they seem|ess
credi bl e. However, done right, self-publishing doesn’t have to
be that obvious. First thing: create your own publishing
conpany. That way, although you are self publishing, it doesn’t
sound like it. The truth is, although there are sone publi shing
conpani es that sound i medi ately fam liar, nmany books are
publ i shed by | esser-known conpani es and have done just fine. So,
as long as the book | ooks and sounds professional, no one wll
be the w ser.

Second, you have control over production tinme. You can print
whenever you want. You can pronote whenever you want. All you
need is the book and a printer. (Mdxre on that later.)

Third, other than production and sone other mnor costs, you get
to keep the profits and share themw th you and you only. Now
that’s what | call a good notivating factor.

Finding A Printer

a) Figure Qut What Your Requirenents For A Printer Are

In ny case, | wanted a printer that would do a great job

qui ckly, at a reasonable price.

b) Know Al The Specs (Specifications) O The Book

The nore you know about the specs of your book, the easier it
will be to get an accurate quote. There's a website,

htt p://ww. booksj ust books. com which is like the Priceline of
publ i shing and printing.

It asks for all the specs of the book such as paper type, nunber
of colors in the book, and the type of binding. Then, after you

subnmit the specs, you receive offers fromprinters who woul d be
willing to do the job for you.

18



In our case, | realized it would be a |lot nore convenient to
find a printer in the Los Angeles area. | could save noney on
shi ppi ng (which can be quite pricey, depending on the vol une) by
pi cki ng the books up nyself or having the printers drop them
off. Plus, I would have nore control over timng, since | could
drive over to see the proofs rather than having to wait for the
printer to mail the proofs over.

So, | looked up “printers” in http://ww. super pages. com and
started calling any and every printing shop in our area. After
receiving many quotes, | finally found a printer that offered ne
the right conbination of price and delivery tine.

| ended up selecting Copy & Print Express in Beverly Hlls.
Their flexibility, understanding, and desire to accommobdate and
meet ny needs inpressed me greatly and | couldn’t have done it
wi thout them (see References for contact information)

c) Use Quark For Your Book

Most printers would |i ke the book to be done with Quark
software. Save the book on disk and take it to the printers.

d) Account For Editing And Proofing Wen Estimating The Printing
Ti me

After you take it to the printers, they will conme back with a
conpl ete blueline proof (you can pick other types of proofs that
you woul d i ke). Check for errors — renenber that this is your

| ast check before printing. If you catch any, correct them and
send the revised disk back to the printer. Renenber that these
changes will affect and delay the original estimated delivery
tine.

5) How To Get Your Book Registered Wth The Proper Authorities
Get An I SBN (International Standard Book Number)

The I SBN (I nternational Standard Book Number) is a unique
machi ne-readabl e identification nunber, which nmarks any book

unm stakably. It is divided into 4 parts: country code,
publisher ID, title ID, and an assigned check digit.
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For exanple, the ISBN for M ndControl Marketing.comis 0-9719-
3250-6. “0” stands for the country code, “9719” stands for the
publisher’s I D, *“3250" stands for the title’'s ID, and “6” is a
check digit that is assigned to this book.

a) Fill Qut An Application For An | SBN Prefix

I f you are planning on self-publishing the book then you wll
have to fill out an application for an I SBN prefix. You can find
the application on | SBN website at http://ww.isbn. org.

Here are a few things that the application will ask for:
conpany/ publ i sher name, address, phone nunber, rights and
perm ssions contact, |SBN Coordinator, D vision or Subsidiary
of, Inprints, Paynment, Processing Information, Publishing and
Distribution Information.

The cost of getting an | SBN vari es dependi ng on whet her you
choose express or regular processing. The price range for 10

| SBN's is $225 - $350. Keep in mnd that it can take up to 2-10
busi ness days until you receive your | SBN

b) Registering Your | SBN

Once you receive your list of 10 ISBN, take 1 of the 10 and

regi ster the nunber with the title of your book. The agency that
takes care of the registering process is R R Bowker Data

Col l ection Center. Bowker is the official |1SBN Agency in the
United States. You can find nore information about R R Bowker
at http://ww. bowkerlink.com

Once you get to the site, click on “Add/ Update in Books in Print
and Publisher’s Authority Database.” Once you get a usernane and
password, you can fill out all your book information and finish
the registration process. Once your book is registered, your
book is listed in a catal ogue of all registered books.

c) How To Generate Your EAN (European Article Nunber) Bar Code

In general, the I SBN nunber is supposed to go on the bar code
that’s on the back of the book. Although you m ght think the bar
code represents your ISBN, it actually represents your EAN- 13
(European Article Nunber) code.
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The EAN- 13 barcode is divided into four areas: nunmber system
manuf act urer code, product code, and the check digit. The nunber
system consisting of two or three digits, identifies the
country nunbering authority that assigned the manufacturer code.
Al'l books with an I SBN are part of “Bookland” (literally, the
“country” of books) and the nunber systemfor themis “978.”
Therefore, you will always see 978 as the first 3 digits in the
EAN- 13 of all books with an | SBN

The manufacturer code is a unique code assigned to the
manuf acturer by the nunbering authority. Al products produced
by a given conpany will use the sane nmanufacturer code.

The product code is a uni que code assigned by the manufacturer
to represent the book. Each product has its own code.

The check digit is an additional digit used to verify that a
barcode has been scanned correctly. The mathematical formula to
generate the check digit can be found on many different sites
online. Just do a sinple search for “EAN-13” or “EAN-13 check
digit” and you will find websites that show you how to conpute
the check digit.

Usi ng M ndControl Marketing.com as an exanple, renmenber that its
| SBN i s 0-9719-3250-6. The EAN-13 beconmes 978-09719-3250-0. |If
you notice, the ISBNis within the EAN. The “09719” and *3250”
represent the manufacturer code and the product code,
respectively. So when a store scans the bar code, the EAN 13
shoul d automatically be picked up.

You can either obtain the EAN-13 bar code froma printing
conpany for a small fee, or you can get the software online and
prepare the bar code yourself and put it on the book before you
send it off to the printers.

6) How To Get Distribution For Your Book (The Mgic Formul a)
Establish Rel ati onshi ps Wth Whol esal ers

Whol esal ers are the gatekeepers to all the nmajor bookstores. In
ot her words, they are the people who distribute your book to the
bookstores. Also, it’s nuch easier for you to get your book

di stri buted when you have a whol esal er working to get your book
out there.
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However, keep in mnd that if you' re not a major publishing
conpany, or if you haven't publish at |east ten book titles,
then it’'s very difficult to get your foot through the door.
Since | happen to know soneone who used to be a distributor,

got tons of great advice, telling ne which wholesalers | should
contact and how t he general process works.

Basically, the four |argest whol esalers in the book industry are
| ngram Baker & Tayl or, Bookazine, and Koen. \Wen you contact

t he whol esal ers, ask for the head buyer, the person in charge of
pur chasi ng books fromthe publisher, of whatever category your
book falls under. Once you get in contact with the head buyer,
they will usually request to see the book first. Then they wll
set up an account for you and place an order.

So, for M ndControl Marketing.com | contacted the head buyer for
busi ness books or small press books. Then, | made sure that they
recei ved a copy of the book.

Anot her benefit a whol esaler provides is the opportunity for the
publ i sher to set up displays in bookstores. They can al so work
wi th you on various pronotional opportunities for your book.

Some standard whol esaler terns to keep in mnd are: 50-55%

di scount on the purchase of the books, publisher is paid in 90
days, and the publisher pays for shipping and the books are
returnabl e.

Pl an Ahead

Pl an ahead of tinme how you want to package and send out the
books. You want to make sure the books are packaged properly
because if they get danmaged al ong the way to the whol esal er or
to Amazon.com they will be returned. Be sure to do this
especially if you think a large nunber of orders will be com ng
in. It wuld be a wise to have all the packaging information and
supplies ready to go.

7) How To Get Your Book Into Amazon.com And Ot her Online

Di stri buti on Sources

Anmazon. com
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a) Join Amazon.com s Advantage Program

You can find the application, which is fairly easy, at
Amazon.com Here is sonme information that you shoul d have
prepared before starting the application: suggested retai
price, description of book, author’s biography and 3 reviews
along with their sources.

It takes about 1-2 weeks to get your book approved after you
submit the application. Then, Amazon.comw || request copies of
your book to be put online. Make sure that you have your book
ready by the time your application is approved. You want to nai
out your books as soon as Amazon requests them

In the case of M ndControl Marketing.com Amazon.com put the book
onits site within a few days and approved the application in
| ess than a week.

Al so, Amazon.coni s Advantage programw || pay you 40% of your
retail price at the end of the follow ng nonth. For exanple, you
will get paid for all the orders placed in Septenber at the end
of Cct ober.

b) Upload A Picture O The Book

Once you're on Amazon.com you should upload a picture of the
book. You can either have Amazon.com scan the cover for you (of
course, this would require you to send thema copy of the book
first), or you can send the inage via File Transfer Protocol
(FTP). Sending the image by FTP is a | ot easier and faster if
you have the resources. | used FTP and the i mage of the book got
upl oaded within a day or two.

Make sure you follow the guidelines if you decide to upload the
i mge yourself. If the size of your inmage isn't exactly right,
the change in sizes may cause the imge to appear snaller and
uncl ear .

c) Join the Look Inside Program

This allows the public to view the inside of the book and see
actual chapters of the book. Only the publisher can enmi
Amazon. com and request that they consider the book for this
program This process takes about 1-2 weeks.
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d) Request Keywords For Searches

Make sure your book shows up when people do searches for
specific words by enmailing Arazon. com whi ch keywords you want.
For exanple, you may want your book to conme up when people do
searches in a specific category (e.g. marketing) or specific
parts of your title if it’s long and hard to renenber.

e) Place Your Book In Al Applicable Categories

Make sure your book is placed in as many different categories as
it fits in. For instance, M ndControl Marketing.com can belong in
many different categories: business, marketing, psychol ogy and
even mlitary. Once placed in these categories, you can becone a
#1 seller in these categories as well as an overall bestseller.

f) Sign Up For The Associ ate Program

You may want to sign up as an Anmazon.com affiliate so you can
make nmoney from selling your book to the public. The application
process takes no nore than 5 mnutes and is very straightforward
and sinple. Once the application is conplete, you are given an

| D, which can be used to build |inks and create websites.

Comm ssion rates are 15% of the sales price.

g) After Your Orders Cone In

Every time an order for you book cones in on Amazon.com you
will be notified via email. Once they have placed an order for
your book, you have 2 days to confirmthe order and 5-7 days to
ship the books out to them

If you plan on starting a major canpaign (and you should — nore
on this later.), Amazon.comreconmends that you | et them know

ahead of time so they can order a | arger nunber of books to
accommopdat e buyers.

Bar nes & Noble (bn.com
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First thing you need to be aware of is this: there are separate
applications to get into the physical and online Barnes & Noble
st ores.

a) Physical Barnes & Noble Store

Here are sone of the requirenents to get your book into an
actual Barnes & Noble store: an |ISBN, an EAN- 13 bar code, and a
whol esal er.

Quick Tip: Barnes & Noble will only work with a whol esaler to
get your book into the stores. If you don't have a whol esal er,
they will put your application on hold until an account has been
opened with one.

| f your book neets these requirenments, you need to send in a
revi ew copy of the book, any reviews it may have received, as
well as a recap of pertinent marketing or pronotion plans to
their Small Press Departnent. The review takes approxinmately 6-8
weeks and you will be notified by mail. You should definitely
take this waiting period into consideration when planning for
your book rel ease.

b) BN.com

Getting your book online at bn.comis sonewhat nore difficult,
especially for publishers who have never previously submtted
any books there. You need to fill out an information sheet about
t he publisher and the book it’s submtting. You also need to
send a review copy of the book to the Barnes & Noble
Distribution Center. The application process for this takes a
few weeks and | was contacted by phone to get the account
started.

Quick Tip: One thing that | | earned about Barnes & Noble is that
it includes all of the follow ng bookstores: Barnes & Noble, B
Dal t on, Bookstar, Bookstop and Doubl eday Book Shops. So once you
get your application approved for Barnes & Noble, you can
potentially get your book in these other stores as well.

Bor ders
Borders has teaned up with Anmazon.comto sell books online.

Since | had already taken care of getting our book into Amazon,
| only had to make sure the book could get into Borders.
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Borders requires the publisher to send in 2 copies of the book
and a cover letter including the conpany address and proposed
terms. The proposed terns are what the publisher is proposing
regardi ng fees, paynents, shipping and etc. The best thing to do
when putting together the proposed terns is to follow what’s
comon in the industry. You can |look this up on any site such as
Amazon. com or bn.com

Quick Tip: One thing that | | earned about Borders Group Inc. is
that it includes Borders Book and Music, as well as Wl denbooks.
So one application can get you into both places.
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The Exact Strategy | Used

In this section, | reveal what ny overall strategy was and the
reasoni ng behind it. Many of these strategies have already been
laid out in the previous sections of this detailed report. The
actual tactics | enploy are in the next section. Renenber, every
part of this process is crucial.

1) | Decided To Sel f-Publish

Al t hough I was discussing with a major publishing conpany, since
it wuld take at | east a year before the book would be out, |
decided that it would be faster and nore lucrative for me to do
it myself. This way, | controlled when and how t he book woul d be
rel eased. Furthernore, | didn't have to worry about pleasing
anot her conpany and cater to what they thought should be in the
book.

Quick Tip: Wen you sel f-publish, nmake sure you design the book
to | ook as “professional” as possible. | conpared ny book to a
prof essional ly published book to make sure | included all the
little things, such as: title page, copyright page,

acknow edgenents, and nore.l made sure everything was in place
so you can al ways nodel your format after m ne.

2) Solicited Testinonials From Fanobus People In The Field O
Mar ket i ng

| sent draft copies of ny book to a lot of experts in the field.

This way, | received feedback fromwell|-respected marketers as
wel | as got good fodder for pronoting nmy book before it was even
published. | would use these testinonials in a variety of

pronoti onal ways: on the book cover, within the book, on sales
materials, and on pronotional nmaterials.

3) Enlisted The Help O Editors

| wanted to make sure ny book was error free. This is key to
building credibility through ny book. If it were full of
spelling and grammar m stakes, it would instantly trigger
distrust in the mnds of the readers. As a result, | had a few
peopl e read the book several tines to ensure that there were no
such m st akes.
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4) Designed An Attention-G abbi ng Book Cover

| made sure that every word, graphic, and col or captured

interest. For instance, | nmade the entire cover a gl ossy bl ack.
On the front, | had the title in gleam ng white and red —
definitely junping out of the black. Also, | included quick

“soundbite” versions of testinonials that people could read and
absorb in a glance. For exanpl e:

“I'f you ever dream of nmaking a fortune online, this book is
mandatory reading. A masterpiece.” — Jay Conrad Levinson,
Aut hor, “Cuerrilla Marketing” series of books

Furthernore, on the back, | included a “Pop Quiz” in a white box
— strategically placed and worded to conpel people to pick up
the book. | included even nore testinonials to drive up desire.
In other words, | did everything possible to:

a) Get people to pick up the book
b) Get people to open the book
c) Get people to buy the book

5) Wote My Table O Contents Like Bullets In A Sales Letter

Let’s be honest. In a physical book store, your cover and Table
of Contents are the sales letter. They are the el enents that
create the necessary desire and action to buy your book. So, |
made sure ny chapter titles and subtitles elicited curiosity
that could only be satisfied by buying and readi ng the book.

6) Got My Book Onto Amazon. com

The reasoning behind this nove is pretty obvious. Wiich is nore
i npressive? To sell thousands of books on your website (which we
al ready do regularly), or to sell thousands of books on

Amazon. conf

| wanted to get ny book onto the Amazon.com bestseller list in
order to benefit fromthe publicity and opportunities that would
open up. There is nothing like a #1 Amazon.com Best Seller to do
just that.
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7) Found A Quick And High-Quality Printer

My book was al ready on Amazon.com and | needed to get a snal
order of books in to send as a thank you to our reviewers and
affiliates. | needed a printer who understood the urgency of the
matter and follow through.

8) Enlisted The Pronotional Help O Experts In The Field

| called and gathered the top experts in the field and asked
themto pronote the book ahead of tinme so that they could nmake

Amazon. com conmi ssions. | also had them|og onto Amazon. com and
put up their honest opinions and comments to further create
goodwi I | for the book. Then, on the actual day of rel ease, the

experts mailed out to their newsletters and began the fl ood of
sal es on Anmazon. com

9) Promoted To My Omn Newsl etters

| wote several emails to ny newsletters, giving thema heads up
about the book and then letting themknow it had been officially
rel eased. This hel ped drive the book to #2.

10) The Tricks That Blasted Me From #2 To #1

The Amazon.com #1 at that tinme was Rudy G uliani’s new book that
he pronoted every 30 m nutes on CNN. Now that’s a form dabl e
book to beat. (I nean, it’s Rudy Guliani, the mayor of
Anerica..)

| knew ny wi ndow of opportunity was limted. So, | enailed once
again, to all ny newsletters, asking themfor their help. | told
themthe situation, and |l et everyone know that if they went out
and bought M ndControl Marketing.comw thin the next 24 hours,
woul d send thema free $197 traffic increasing software.

| even extended the offer to people who had al ready bought the
book, nentioning that if they bought the book again, | would
send themthe free $197 software as well. Plus, this emi
spread like wildfire (the way exceptional deals always do) when
| nmentioned that they could forward the offer to their friends.

11) When M ndcontrol marketing.com H 't #1 On Amazon. com
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The first thing I did was print out the web pages that showed ny
#1 Amazon.com Best Seller status (the page with info on the
book, and the “Bestsellers” page). This was so that every tine |
sent ny book out to a distributor or a store, | could include
the printouts to verify that indeed, |I had instantly becone a #1
I nternational Best Selling Author!

And now, | get to use that title to add to ny credibility for
the rest of ny life. That’'s definitely an awesone feeling.
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The Precise Tactics | Enpl oyed

Here’s where | expand on the strategies. Although |I’msure the
strategy and the ideas were helpful, this next part will be

doubly so. | will give you everything that | did so that you can

duplicate the process — down to the very emails.

The following is the step-by-step, chronol ogical tineline (along
with all the marketing materials | used) of what | actually did.

Pr e- Producti on

Tuesday 12/20/01 — Friday 1/4/02 — In order to get testinonials

bef ore M ndContr ol Marketi ng.comwas finished, | sent a draft of
the book to several reputable authors. This way, | could get
testinmonials fromwell-respected authors on the cover of ny
book.

As a result, | researched and gat hered contact information for
reput abl e authors that | knew personally, but didn’'t have
contact information for on hand.

Several resources to | ocate people:

- Aesop. com publ i shed aut hors
-Google.comto find author websites and phone nunbers
- Bett erwhoi s. com

Monday 1/7/02 — | nmade 50 draft copies of

M ndCont r ol Marketi ng.com at Kinko’s. Then | prepared all the
FedEx envel opes ahead of tine so that | could i mediately send
themto the authors as soon as the draft copies were finished.

Tuesday 1/8/02 — | enailed the authors to |et them know about
the review copy and get a testinmonial fromthem Notice how it
isinplied in the email that the better the testinonial, the
nore likely it wll make it in the book — not to nention, the
cover of the book.

| al so make everything as easy for the authors as possibl e,
i ncluding a pre-paid, pre-addressed FedEx envel ope, an easy to
fill out testinmonial form and a personalized letter from ne.
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SUBJECT: FNAME, quick opportunity...
H FNAME,

Mark asked nme to contact you.

| just wanted to |l et you know that we are sending you a
draft copy of Mark's latest print book by FedEx for your

revi ew.

If you enjoy it, he would like to include your coments on
the jacket or inside the book in a “reviews” section. O
course we'll list your nanme and your conpany nane al ong
with it, sothis is a good exposure opportunity for you.

Natural ly, better reviews will get better

pl acenment in the

final print form (The best being displayed on the front

and back cover of the book itself.)

Pl ease be aware that the copy you' re getting is just a
draft. There are quite a fewthings left to be done, but
Mark wanted you to see it now so that we have enough tine
to include your comments in the final |ayout.

Pl ease wite back and |l et ne know t he best address to send

this to. W'Il send it out as soon as we hear back from
you.
We'll also be including a pre-paid return FedEx envel ope

for you to return the review copy when you are done.

| ook forward to hearing back fromyou soon.

Al'l the best,
SI G FI LE

Thursday 1/10/02 — | sent out a FedEx package to all the

aut hors. The package included three docunents:

a Confidentiality

Letter, an Explanatory Letter, and a Testinonial Request

1) A Confidentiality Letter
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Confidential: for FNAME only. Before reading, please agree
not distribute or discuss. Please return in the encl osed
pre-pai d FedEx envel ope al ong with your conments.

Thanks!

2) An Expl anatory Letter

Hey FNANE,
Thanks for taking a quick nonent to take a | ook at this.

Pl ease note that this is just a draft. 1|’ve left out the

i ntroductory chapters as they are not yet acceptable.

Those chapters will establish nmy credibility (sell mllions
of dollars of products online annually, devel oped sites
that get mllions of visitors nonthly, etc.) and explain
what it is I'’mtrying to do (use netaphors from psychol ogy
and warfare to illustrate inportant principles in Internet
Mar ket i ng) .

The title for the book is upin the air as well. |’ve
toyed with sone really nmelodramatic titles (like
“TheWar f or Your M nd. com — How | Use Forbi dden M nd Control
Psychol ogy and Asian Mlitary Tactics to Make M| 1lions
Online” — ny publicist is trying to talk me out of that),
but haven’t made a final decision

Any editorial advice fromyou would be greatly appreciated
but is not in any way expected. M nmain aimis to get
testinonial comments fromyou so that | may include themin

the book itself. Naturally, 1'Il take the best comments
and place them prom nently on the front and back book
cover.

As soon as you’'re done, please send this (along with your
comments on the included form back in the pre-paid Fed Ex
envel ope i ncl uded.

Thanks again for giving this a quick look. Since |l plan to

give this wide distribution, this will get your nane somne
addi ti onal exposure as well.
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Al the best,

Mar k

Mar k Joyner
CEO

Aesop. com

3) A Testinonial Request

H FNAME,

Pl ease conplete and return by one of the follow ng neans:
1) Fax to (323) 769-3649

2) Mail to the foll ow ng address:
Attn: XXXX

6741 Hol | ywood Bl vd., 2" Fl oor
Los Angel es, CA 90028-4604 or

3) Email comments to XXXX@esop.com

FNANMVE' s Testi noni al :

Si gnature Busi ness Nane Dat e
Monday 1/14/02 — Friday 2/1/02 — | gathered and conpiled all the
testinonials that the authors sent in. Also, | incorporated sone

of the suggestions and reconmendati ons the authors were kind
enough to provide nme into another draft of the book.

February 2002 — | applied for I1SBN. (see Part |, Section 5 for
detail ed expl anati on)

April 2002 — | registered ISBN wwth R R Bowker Agency. (see
Part |, Section 5 for detail ed explanati on)
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Monday 9/2/02 — Wednesday 9/4/02 — | |ooked for a printer. (see

Part |1, Section 4 for detail ed expl anati on)

Thursday 9/5/02 — | applied for the Amazon.com Advant age
Program (see Part |, Section 7 for detail ed explanation)
Thursday 9/5/02 — | re-emailed all our major contacts who had
not given us a testinonial yet. Even though, | had sent in an
advanced rough draft copy of the book back in January, sone
peopl e had forgotten to send in a testinmonial. So, | sent the

authors this emuil:

SUBJECT: FNAME, how was your weekend?
H FNAME,

| hope things are going well and you had a great |ong
weekend. | was wondering if you ve had a chance to wite
your testinonial for Mark Joyner’s book that we sent to you
a few nonths back. Mark is getting ready to rel ease the
book and we would | ove to have your nanme put in lights and
we may even put it on the front/back cover of the book.

Pl ease e-mail nme your testinonial as soon as possible. W
want to make sure that your testinonial is part of the book
before we send it out to the publisher.

| f you have any questions, please feel free to contact ne.

Al'l the best,

SI G FI LE
Thursday 9/5/02 — |1 had ny editors re-proof the final draft at
| east 4-5 tinmes, |looking for discrepancies, formatting errors,
etc...1 also did everything |I could to nake the book | ook as

prof essionally published as possible by adding Titl e pages,
Acknow edgenents, Dedication pages, Testinonials...etc.
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Tuesday 9/10/02 — | worked on getting the EAN-13 bar code. (see
Part |, Section 5 for detail ed explanati on)

Wednesday 9/11/02 — Friday 9/13/02 — | researched how to get
M ndCont r ol Marketing.comdi stributed in different bookstores.
(see Part I, Section 6 for detail ed explanation)

Thursday 9/12/02 — Amazon.com put M ndContr ol Mar keti ng. com on
the site and | | oaded the book cover onto the site. (see Part I,
Section 7 for detail ed expl anati on)

Friday 9/13/02 — Amazom comofficially notifies me that the
application for M ndControl Marketi ng. com has been approved.

Monday 9/16/02 — | enmailed all the major contacts to double
check their mailing addresses so | could send them a revi ew copy
of the book when it was finished.

| also wanted to rem nd people to send in their testinonials if
t hey had not already done so. As a result, nmany people sent in
their testinmonials before | started printing the book and |

i ncluded themin the book.

Here are the two different ennils | sent out:

Email 1
SUBJECT: FNAME, how was your weekend?
H FNAME,

| hope things are going well and you had a great |ong
weekend. | was wondering if you ve had a chance to wite
your testinonial for Mark Joyner’s book that we sent to you
a few nonths back. Mark is getting ready to rel ease the
book and we would | ove to have your nane put in |lights and
we may even put it on the front/back cover of the book.

Pl ease e-mai|l ne your testinonial as soon as possible. W

want to nmake sure that your testinonial is part of the book
before we send it out to the publisher.
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I f you have any questions, please feel free to contact ne.

Al the best,
SI G FI LE

Emai |l 2
SUBJECT: FNAME, how was your weekend?
H FNAME,

| hope you had a good weekend and things are going well.
Mark wanted ne to |l et you know that his print book

M ndCont r ol Mar keti ng.comis being rel eased very soon and he
woul d I'i ke to send you a personally signed copy to thank
you.

Can you please forward nme your address so that | can send
the book out to you?

Thanks and | hope to hear from you soon,
SIG FILE

Thursday 9/19/02 — The printer delivered our first batch of
fini shed books.

Thursday 9/19/02 — | nmade sure to immedi ately thank all the
peopl e who hel ped ne with testinonials and reviews by sending a
personal note and first edition copies of

M ndCont r ol Mar keti ng. com

Thursday 9/19/02 — | nmailed the applications along with revi ew
copi es of the book to Borders and Barnes & Noble. (see Part I,
Section 7 for detail ed expl anati on)

Tuesday 9/24/02 — | enmiled our najor contacts with Amazon.com
referral link information. The purpose was to give a heads up to
t he authors and super affiliates about when the book was being
rel eased and how they could pronote the book.
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SUBJECT: FNAME, did you get Mark’s book?
H FNAME,

| hope you had a good weekend and had a chance to read
Mark’ s book. If you still haven't received
M ndContr ol Marketing.comin a few days, please |let ne know

| just wanted to let you know that Mark is very excited
about his book and he wanted to nake sure that you could
benefit fromthe pronotions, so he has listed his book on
Amazon. com and you can pronpote it to your |ist and earn
conmmi ssions fromthe sales. Mark’s rel ease date for

M ndContr ol Marketing.comw || be next Tuesday, Cctober 1st,
but I wanted to nake sure that you were ready to go on
Amazon.

Here’s the link to becone an Anazon.comreseller — click on
“Join Now on the upper |left hand corner:

http://associ at es. amazon. coni exec/ pananma/ associ at es/ nt g/ bro
wse/ -/ 567864/ 002-2107310- 7731213

The application process is very sinple; | went through it
in5 mnutes. ©

Once you' re done, you can start building individual book
links in Associates Central, and you can start pronoting
Mark’ s book. And once you' ve becone a reseller you can
pronot e ot her books at anyti ne.

Here’'s what ny link for mark’s book | ooks |ike:
http://ww. anazon. con exr ¢/ obi dos/ ASI N 09171932506/ angi e38-
20" >M ndCont r ol Mar keti ng. com

Just replace “angi e38-20" with your own Associate ID and
your all set!

I f you have any questions about Mark’ s book or about
becom ng an Amazon.comreseller, please feel free to
contact ne.

Al'l the best,
SI G FI LE
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Tuesday 9/24/02 — Many people wote back i medi ately, nentioning
that they were excited to start pronoting the book right away.
However, since | wasn't releasing the book until the follow ng
week, | emailed thema follow up letting them know that they
should wait until the Cctober 1, 2002 to begin najor pronotions.

SUBJECT: FNAME, it’s nme again...
H FNAME,

| forgot to nention that any pronotions for Mark’s book
M ndCont r ol Mar keti ng. com woul d have to wait until next
Tuesday, Cct. 1st. So please do not nmail out to anyone
until then. | just wanted to give you a heads up and get
you prepared for the big day. Thanks. ©

However, on Friday you can nail out about the new program
“Querilla Marketing Bonbshells” with Jay Conrad Levi nson.
I f you haven’t heard anything about it, please |let nme know.

Al'l the best,

SIG FILE
Tuesday 9/24/02 — | spoke to a friend who used to be in the
whol esal i ng busi ness about distributors and whol esal ers. (see
Part |, Section 6 for detail ed explanation)
Friday 9/27/02 — | first hinted at my new book in a PS to an
emai | announci ng Phase |l of Guerrilla Marketing Bonbshells. The

PS prom sed advanced noti ce about ny new book to people who
signed up for GvB and w ot e back.

Usi ng cognitive dissonance (as explained in the Confidenti al
Internet Intelligence Manuscript), | instilled interest in the
book because |I didn’t tell my readers anything about ny book -
not even the title — except that it was new.

The PS al so assuned several things: 1) that people would sign up
for GVB, and 2) these very sanme people would wite back because
t hey *had* to know about my | atest book. Also, since they had
already witten in, they were interested in the book and woul d
nost |ikely buy from Amazon.comright away. This hel ped to give
an initial kick to ny book sales. The email is included bel ow
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FROM All our newsletters
SUBJECT: FNAME, Phase Il is here

H FNAME,

You' ve probably already heard, since the buzz around the
net is pretty intense right now, but Phase Il for CGuerrilla
Mar ket i ng Bonbshel |l s has begun (this is ny new joint

project with Jay Conrad Levinson - author of the best-
selling series of business books of all tinme: Querrilla

Mar ket i ng) .

That nmeans that nowis the tine when you can start telling

your associ ates about how they can get their first nonth of
GQuerrilla Marketing Bonbshells for free - and how they can

secure their position in the matrix under you (see below to
get started).

Al'l of those people out there you see pronoting GvB could
be benefiting *you* if you act fast. W' ve structured
Querrilla Marketing Bonbshells so we have one very | arge
conpany forced matrix (that way everyone benefits the nost)
with the best pronoters in the industry on the very top

| ayers.

And the pronotion that we'll be doing as the conpany w ||
benefit one and all.

Now, if you're thinking of joining the programjust for the
“spill-over,” please don't. W're targeting people who:

a. Want this product (anyone who wants to increase their
sales [for *any* product or service] with | owcost or free

guerrilla marketing tactics will love Guerrilla Mrketing
Bonbshel | s) .
b. Accept that they will need to work in order to earn

noney with this program

Since you'll be getting the first nonth for free, you may
as well give it a shot:

http://ww. gnkt gb. com page/

Since it's still very early, you'll be placed very close to
sonme huge builders who will be working hard for you every
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month (they know that to keep their “builder” status at the
top of the matrix they have to pronote every nonth).

But, again, join for the product (see “a” above).

I f you have any questions, just wite back and soneone on
my staff will get back to you soon. W're pretty fl ooded
wi th responses, though, so don't be alarnmed if it takes

| onger than our standard of “one business day” for a
response.

| recommend just signing up first and aski ng questions
|ater, to secure your position in the matrix (if the
Guerrilla Marketing Bonbshells product - and the idea of
i ncreasing sales for your business with free/l ow cost
guerrilla marketing tactics appeals to you):

http://ww. gnkt gb. com page/
Al'l the best,
Mar k

Mar k Joyner

CEOQ, Aesop.com

Founder of StartBlaze, RO bot, and nore
Aut hor of “M ndControl Marketi ng. conf

P.S. After you sign up, wite back with your usernane and
we' ||l give you advance information on how to get ny new
print book before we tell the rest of the world. Only if
you sign up for Bonbshells, though! Here's what a few
peopl e have said about ny new book (published by Steel

| carus):

“Best book of the new m |l ennium”
Robert Anton W/ son
Co- aut hor of IIlum natus, Author of “Quantum Psychol ogy”

“Riveting. Mnd Expanding. A nasterpiece.”
Joe Vitale
Aut hor of Hypnotic Marketing

Monday 9/30/02 — Since the authors already had a week to prepare
for the release of the book and to get their Amazon accounts set
up, all |1 had to do the day before the official release was send
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a quick rem nder about it. | also wanted themto put up a good
revi ew on Anazon. com and showed them how to do that as well.

SUBJECT: FNAME, a qui ck rem nder
H FNAME,

| hope you had a good weekend and you’ ve had a chance to
read Mark’s book “M ndControl Marketing.com” | just wanted
to remnd you that we're rel easing the book tonorrow and
wanted to give you a heads up so that you can be one of the
first ones out there pronoting Mark’s book. And to assure
your lists that they are getting a good read why don’t you
put up a testinonial on the site, ©

I f you haven’t signed up as an Amazon.com affiliate (it
only takes 5 mnutes) here’s the link once again — click on
“Join Now' on the upper left hand corner:

ttp://assocl at es. anazon. com exec/ panana/ assocl at es/ nt g/ br o
wse/ -/ 567864/ 002-2107310- 7731213

Here’s what ny link for Mark’s book | ooks Iike:

ttp://ww. amazon. coni exr c/ obi dos/ ASI N/ 09171932506/ angi €38- |
P0” >M ndCont r ol Mar ket i ng. conj

Just replace “angi e38-20" with your own Associate ID and
you' re all set!

I f you have any questions about Mark’s book or about
becomi ng an Amazon.comreseller, please feel free to
contact ne.

Al'l the best,
SI G FI LE

Monday 9/30/02 — | wanted to generate excitenent and tie

M ndCont r ol Marketi ng.cominto one of ny other products. As a
result, | guaranteed that people would see guerrilla marketing
in action when they buy the book. Al they had to do was go back
to Amazon.com often and watch the book ranking go up. (see
Guerrilla Marketing Bonbshells Update #2, Section 1)

FROM Mark Joyner
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SUBJECT: GM Bonbshel | s Update #2
H ~FNAVE~,

Just a quick note here to keep you up to date with what's
happeni ng at Guerrilla Marketi ng Bonbshel | s.

1. Overview - The Bonbshell Expl osion, My New Book, and

2. Your Stats
3. Marketing Focus: What to do... What not to do..

4. \Wat's the Next Step? <--- | MPORTANT

1. Overview - The Bonbshell Expl osion, My New Book, and
nore. ..

Want to see sone Guerrilla Marketing in action? Well, it's
actually ny own blend of Guerrilla Marketing and | nternet
Mar keting. Mre on that in a second..

| have to say, the support we've been generating for the
Bonbshells in just these last few days is far nore intense
than anything |I've seen to date. People are excited about
this new fusion of Internet Marketing, Network Marketing,
and Direct Marketing. (Tom Wod and Brett Radenmacher sure
are. They are two of the top builders working hard for
you. | had dinner wwth them on Saturday and they are
*fired up* about this new concept.)

The | ast few days have been quite intense around here at
Aesop since the launch of the Bonbshells. M new print
book “M ndControl Marketing. conf comes out on Anazon

tomorrow, as well. All of the press that's been
circulating around it will be used to drive nore interest
in the Bonbshells - and all of those new sign ups will be

pl aced right back into the matri x.

If you want to see sone Guerrilla Marketing in action, just
watch the sales for ny new book on Amazon tonorrow. After
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you buy your own copy, check the rank of the book. Then
keep checking it every hour:

http://ww. amazon. conl exec/ obi dos/ ASI N 0971932506/ aesop-
209229%38EM ndCont r ol Mar ket i ng. conBC/ AYBE/ 002- 2107310-
7731213

This will give you an inkling of the marketing muscle
behi nd t he Bonbshells..

Spread this information to your friends so they can watch
it as well. Then, once they've seen what we can do, tel
themto sign up for the Bonbshells if they want to | earn
how to get those kinds of dramatic results.

2. Your Stats

Wil e your full stats will not be avail able until Phase
11, we've created a place where you can check your current
nunber of direct sign ups:

http://ww. gnkt gb. coni stats. php

Renmenber, this won't reflect spill-over. This only
reflects the nunber of people who clicked on your link and
si gned up.

Spill-over will be calculated daily when Phase |11 begins.
You shoul d al so be getting your sign up notices now. | am
sorry it was not working over the weekend. W're happy to
say there were no tracking errors, though. You should be
getting your notices in real-time now from now on.

3. Marketing Focus: What to do... Wat not to do..

First, let's make it clear up front what the focus of this
programis: the CGuerrilla Marketing Bonbshells product.

W don't want a swarm of amateurs flooding in expecting
“free spill-over”. W want professionals who:

a. Are interested in a product that will increase their
sal es. (and/or)

b. Are willing to pronote this product |ike crazy.
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| see a few guys out there advertising guaranteed spill-
over Not only is it illegal to make that promise, it's also
not the way we do business here. That's not our focus.

Wth that said, clearly we are targeting the M.M pronot er
type in the early phases here before the product is
rel eased.

But, ask yourself: do you want a guy in your matrix who is

going to sit around and wait for spill-over (and then quit
when he doesn't get it), or do you want a guy who is
willing to work to build your matrix with you?

The answer i s obvi ous.

In Phase 111, we'll be focusing nore on people who
genuinely want this product. That will nmake the bottom
rows of your matrix that nuch nore solid.

But, nmeanwhile as we are here in Phase I1..
4. \Wiat's the Next Step?

Wil e we have at | east two weeks now before Phase |11, you
have a great opportunity in front of you *right now-.
You're probably already getting a sense of how big
Bonbshell's is going to be.

Early placenent is obviously inportant for the network

mar keter who wants to try for a large matrix (with a
maxi mum payout of over $100K per nonth, it's easy to
under st and) .

See section 1 above. At the end of that section | outline
a really aggressive tactic you can use to give people
l'iving proof of the value of this product.

They' || be able to see first-hand how powerful the
Bonbshel | marketing nuscle is. Then, once you' ve shown
them t he high sales rank on Amazon for ny book tonorrow
(you'll see — just watch), the sale of GWB should be easy.
Just say, “If they can do this in one day, inmagine that
same marketing nuscle pronoting this matrix every single
day. Don't you want to be a part of a matrix like that?”

Just wait till you see the great pronotional ideas we have

in store for you! Gve that one a shot and | et me know how
it goes.
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Al'l the best,
Mar k

Mar k Joyner

CEO Aesop.com

Aut hor, M ndContr ol Marketi ng. com

Founder of Cuerrilla Marketing Bonbshells

Monday 9/30/02 - At the sanme tine, | sent an announcenent of the
book’s release to all of ny newsletters. Again, this time, |
gave very little details about the actual book itself. Notice
how | strategically placed good reviews fromfanous authors to
further create desire and anticipation. Plus, | threwin the
controversy factor for good neasure.

Al so, | nentioned that M ndControl Marketing.com hadn’t been
rel eased yet and told themthat they were the first to know
about the new book. Therefore, they could be the first to buy
t he book and apply the concepts before everyone el se did.

FROM Mark Joyner
SUBJECT: FNAME, you want controversy??

H FNAME,

My new print book is out tonmorrow - and it's already
creating sone mgjor controversy. Wth atitle like this,
it's easy to see why:

M ndCont r ol Mar keti ng. com

How ordi nary peopl e use forbidden m nd control psychol ogy
and ruthless mlitary tactics to make mllions online.

“This book is mandatory reading. A nasterpiece.”
Jay Conrad Levinson, Author, Guerrilla Marketing

“Riveting. M nd-expanding. A nasterpiece.”
Joe Vitale, Author, Hypnotic Marketing

“This powerful, punchy book will snap your m nd open...”
Brian Tracy, Author, Create Your Om Future

“The best book of the new m !l ennium”
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Robert Anton WI son, Author, Illum natus! & Schroedinger's

Cat

We're going to announce it to the rest of the world

tomorrow, but we wanted to give you and a few ot her sel ect

RO bot affiliates the opportunity to get the word out
first.

Here's an amazon.com affiliate |link you can use:

htt p://ww. amazon. com exec/ obi dos/ ASI N 0971932506/ AMAZONI D’

>M ndCont r ol Mar ket i ng. com

Just replace the “"AMAZONID’ with your Amazon.com affiliate

| D.

| do ask that you wait till tonorrow norning before you
pronmote, though, as the amazon page won't be fully
functional until then.

(9am Paci fic Tinme Tuesday)

Enj oy!

Mar k

Mar k Joyner
CEQ, Aesop.com

Founder, RO bot
Aut hor, M ndControl Marketi ng. com

Tuesday 10/1/02 — Friday 10/4/02 — | spoke to different

whol esal ers and opened accounts with them (see Part |, Section

6 for detail ed explanation)

Tuesday 10/1/02 — | officially released M ndControl Marketi ng. com

to the public.

Tuesday 10/1/02 — | told all ny newsletters about the official

rel ease. Due to ny earlier efforts, M ndControl Marketi ng. com was

already in the top 10. Again, | used only the testinonials to
conpel people to check it out at Amazon.com Further nore, |

gave them an incentive to pronote the book (and increase book
sal es) by nentioning the Amazon.com affiliate program | even
make it really easy for themto do it by providing a link for
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themto use. The only thing people had to change was their
Amazon. com | D

FROM All our newsletters
SUBJECT: FNAME?

H FNAME,

Mark asked nme to give you a heads up: the official book is
finally out. Just three hours after its release, it's

al ready an Anmazon best seller.

Everyone's been waiting a long tine for this:

“This powerful, punchy book will snap your m nd open...”
Brian Tracy, Author, Create Your Om Future

“This book is mandatory readi ng. A nasterpiece.”
Jay Conrad Levinson, Author, Guerrilla Marketing

“Riveting. M nd-expanding. A nasterpiece.”
Joe Vitale, Author, Hypnotic Marketing

“The best book of the new mllennium”

Robert Anton W/ son, Author, Illum natus! & Schroedinger's
Cat

What book are they tal ki ng about?

Here it is:

“M ndCont rol Marketi ng. coni by Mark Joyner

How ordi nary peopl e use forbidden mnd control psychol ogy
and ruthless mlitary tactics to make mllions online.

Get it today before it's banned!
http://ww. aesop. com’ ntm ht m

Al'l the best,

Tracy O ark

Hospitality Agent
Aesop. com
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Tuesday 10/1/02 — | also sent out a simlar email to ny
custoners who had purchased fromnmy conpany in the past.

FROM Aesop. com

SUBJECT: FNAME, an Amazon best seller in 3 hours

Dear FNAME,

It's finally here.

Just a few hours after its official release, it's already
an Amazon best seller. Since you've purchased other Mark
Joyner products, we thought you'd |ike to see what people

are saying about his |atest:

“This powerful, punchy book will snap your m nd open...”
Brian Tracy, Author, Create Your Om Future

“This book is mandatory readi ng. A nasterpiece.”
Jay Conrad Levinson, Author, Guerrilla Mrketing

“Riveting. M nd-expanding. A nasterpiece.”
Joe Vitale, Author, Hypnotic Marketing

“The best book of the new m |l ennium”

Robert Anton W/ son, Author, Illum natus! & Schroedinger's
Cat

What book are they tal ki ng about?

Here it is:

“M ndCont rol Marketi ng. coni by Mark Joyner

How ordi nary peopl e use forbidden m nd control psychol ogy
and ruthless mlitary tactics to make mllions online.

Get it today before it's banned!
http://ww. aesop. com’ ntm ht m

Al'l the best,

The Aesop.com Team

Wednesday 10/2/02 — By this norning, M ndControl Marketing. com
had al ready been #2 for about 12 hours. However, | couldn't beat
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the #1 book. So, | gave people another incentive (of course,
didn’t violate any of Anmazon.conis Terns of Service) to buy the
book.

Notice howin the email, | assunmed that if the readers were
clever, they would want to help out with a cool idea | had. And,
since | stacked the odds agai nst ny book, they would naturally
want to help out the “underdog” trying to surpass the current #1
who, at that tinme, was pronoting his book every half hour on
CNN.

Then, | thanked all the people who already had purchased the
book and nentioned how much | really wanted to becone the next
#1 book. So, anyone who purchase M ndControl Marketing.comin the
next 24 hours and sent ne their Amazon.com confirnmation enai
woul d be sent a $197 software as a “Thank You G ft.” Instead of
telling them what the $197 software product that guaranteed to
increase their web site traffic was, | nmade it so they had to
buy the book in order to find out.

| even extended the offer to people who had al ready bought the
book if they went out and bought another one. Also, | included a
powerful PS that encouraged people to forward this offer to al

of their friends. Who can resist buying a $20 book for a $197
software? (You' re probably wondering even now, what it is.

You'll have to wite ne at http://ww. aesop. com support/|to find
out ..))

FROM WMar k Joyner
SUBJECT: Favor (FNAME?)

H  FNAME,

Can | trouble you for a quick favor?

It's very easy and | promse |I'lIl make it worth your while.
| want to do sonething kind of clever and I know | can
count on you for that. :-)

My new book is #2 on Amazon's best seller list right now,
but I'm shooting for #1.

Since the #1 book is all over CNNright nowit's going to
be hard to beat that.

| "' m asking everyone | know to buy a copy - but |I'm doing
themall a big favor in return. |'mgiving everyone a free
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http://www.aesop.com/support/

copy of sone expensive Internet Marketing software (sells
for $197 and it will help you get nore traffic to your
site) if they buy a copy of ny new book on Amazon in the
next 24 hours:

http://ww. aesop. com ncm ht m

(Aren't those reviews great? |'m so happy about that.
Peopl e have been really kind, and |I'm very appreciative.)

| know. | know. |I'mfoolish to give away nmy software for
free, but | really want to be #1.

Even if you already have a copy of ny new book (sorry, |
didn't check), I'll still take care of you if you buy
anot her copy within 24 hours after you read this.

Just send a copy of your Anmazon order confirmation here and
we' |l send you the software inmedi ately.

mar kj @ or ever web. com

| promse you'll love the software, *and* you'll |ove ny
book.

Al'l the best,

Mar k

Mar k Joyner

CEO Aesop.com

Aut hor, “M ndContr ol Mar keti ng. cont

PS. Forward this email to anyone you want to do a favor for

and I'l|l give themthe sane deal

Wednesday 10/2/02 — At 5:00pmthat sanme day — only a few hours
after I sent the email — M ndControl Marketing.comhit #1 on the
Amazon. com bestseller list. | was now a #1 International Best-
Selling Author. ©
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Checkl i st
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Checkl i st

woNOOIROME

Appropriate topic

“Unique Selling Point” of topic

Prior topic-related know edge and experience
Qut si de research about the topic

Mar ket research on the topic

Honest sel f-eval uation

Ghostwriter?

Mar ketable title

Controversial topic?

Testinmonials fromexperts in the field
Appropri ate cover design

Tabl e of contents that reads like bullets in a sales letter
Several good editors

Book | eads to anot her sale

Pr of essi onal publishing or self-publishing?
Find printer

Speci fications of the book

Ti mel i ne for book

Regi stered | SBN

Regi stered EAN- 13 bar code

Fi nd whol esal ers

Regi ster for Amazon.com

Joi n Amazon. com Advant age

Upl oad a picture of the book

Joi n Amazon. com | nsi de Look

Request keywords for Amazon.com searches
Book placed in all applicable categories
Joi n Amazon. com Associ ate Program

Confirm Amazon. com orders (when applicabl e)
Regi ster for Barnes & Noble

Regi ster for BN. com

Regi ster for Borders

Tel | people to buy the book

Sell lots of books
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Ref erences & Resources

How To Mar ket Your Book

Confidential Internet Intelligence Manuscri pt
http://ww.roi bot.com ciimcgi|

M ndCont r ol Mar keti ng. com
http://ww. m ndcontrol marketing. con |

| SBN & Bar Codes:

How to get an | SBN
http://ww.isbn.org

Regi stering your |SBN
http://ww. bowkerl i nk.com

How t o order Bar Code Products
http://ww. cr eat ebar codes. com nai n/

| nf ormati on about EAN-13
htt p: // ww. bar codei sl and. conf eanl13. phtm

How To Get Your Book In The Market pl ace

Getting your book into Barnes and Nobl e. com
http://ww. bar nesandnobl e. com hel p/ pub_sel | i ng. asp?user i d=0B3XR7
BF90

Getting your book into Barnes and Nobl e
htt p: / / wwww. bar nesandnobl ei nc. coni aut hor s/ advi ce/ ac_advi ce. ht m

Quide to Publishers to get their titles |isted at Borders
http://ww. border sst ores. com care/ care.jsp?page=10

Amazon. com Advant age program
htt p://ww. amazon. conl exec/ obi dos/ subst/ partners/direct/direct-
application.htm /ref=gw bt ad/002-2107310-7731213

Whol esal er s

| ngr am Books
http://ww. i ngrambookgr oup. coml Pub_Rel ati ons/
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http://www.roibot.com/ciim.cgi
http://www.mindcontrolmarketing.com/

| ngram Di stributors
http://ww. i ngranmbookgr oup. coml Pub_Rel ati ons/ resour ces. asp?LOOKU
P=DI STRI BUTORS

Koen Books
http://ww. koen. cont

Bookazi ne
http://ww. bookazi ne. com

Baker & Tayl or
http://ww. btol . com

How To Fi nd People’s Contact Information

Googl e. com
htt p: // www. googl e. com

Bet t er Whol s
http://ww. betterwhoi s.com

Anywho. com
htt p: // ww. anywho. com

O her Useful Sites

Copy & Print Express
Phone: 310-657-7777

Fax: 310-657-7510

Emai | . printexpr@ol.com

Finding a local printer in your area
http://ww. super pages. com

Getting quotes for printing books
http://ww. booksj ust books. com

Maki ng Conmmi ssions from sal es on Amazon
htt p://associ at es. amazon. com exec/ panama/ associ at es/ nt g/ br owse/ -
/ 567864/ 002-2107310- 7731213

Useful Enmil Addresses
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Amazon. com Advant age Program
advant age- or der s@nazon. com

Amazon. com Book Depart nment
book- dept @nazon. com

Amazon. com Correcting Errors in listing
book-t ypos@nmazon. com

Amazon. com Look | nside Program

submi ssi ons-request @nmazon. com

Barnes & Nobl e. com publ i sher/aut hor inquiry
publ i sher aut hori nqui ry@ook. com

Phone Nunbers

Wal denBooks (corporate office)
1- 800- 243- 7510

Barnes & Noble (corporate office)
1-212-633- 3300

Anmazon. com
1- 800-201- 7575

Steel Icarus Publishing Company

Phone: 323-769-3620
Email: info@teelicarus.com
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	Introduction
	Introduction
	This report details the blow-by-blow account of how I became an Amazon #1 Best-Seller within 48 hours of my book’s official launch. Best-selling books do not occur by accident. Every step of the process is deliberate and calculated.
	Would you like to call yourself “#1 International Best-Selling Author?” What would that mean for your business? Of course, the added credibility would increase the sales for any product or service you recommend. That’s a given. The question is, will you
	In this easy-to-understand blow-by-blow report, I show exactly what steps I took to become a best-selling author. Nothing is held back. Nothing is hidden. I reveal everything. I tell you everything you need to know about how to publish a book:
	- How to select an appropriate topic and how to get your book written in no time. I even show you how to find a ghostwriter if you want one. (I, personally didn't use one. I wrote every word myself, but I did use a few editors. I'll show you exactly how
	- The 7 things you must know before you even think about going to the printers. If you miss these 7, your book will fall flat on its face.
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	- Much more...
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	I even include the exact strategy I used. Since I followed a very specific deliberate process, I'll tell you the exact process (step-by-step) and the reasoning behind it.
	(Warning: every part of this process is crucial. If one single piece is out of place it won't work. If you only received our emails promoting the book, you've only got 10% of the story. There is much more to it than that. I'll show you every piece of the
	Of course, I make it even simpler to duplicate how I became an Amazon #1 Best-Seller by detailing the precise tactics I employed by including the actual marketing materials I used!
	- See the actual emails I used to get people to buy the book.
	- See the exact method we employed to rally support behind the book.
	- Learn how to make people fall in love with your book before they even see it.
	- Learn the two clever tactics I used that blasted my book from #2 to #1 - even past a book that was on CNN every 30 minutes! These two tricks made the difference between “International Best-Selling Author” and “#1 International Best-Selling Author.”
	All of this and much more are included in this exclusive report. Read it. Read it again. Then, apply every single proven step because your book depends on it. Will you be next?
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	This, of course, sounds overly simplistic. However, this will make or break a book before it’s even started. Think about it. The topic you choose will direct the writing, marketing, and target audience. Furthermore, depending on how much information ther
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	d) How Much Will You Have To Research And Perform Due Diligence On? And How Long Will It Take?
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