Cashvertising How To Use More Than 100

Secrets Of Ad Agency Psychology Make Big
Money Selling Anything Anyone Drew Eric
Whitman

'A brilliant advertising copywriter and
a great team leader. His ideas are
equally applicable to writing a novel,
making a film, launching a product,
managing a football team, instituting
life changes and any activity you can
imagine. Genius' - Sunday Times Life 1is
a zero-sum game. Drawing on Eastern and
Western philosophy, and colourful
characters from Picasso and Socrates to
Warren Beatty, this book represents a
lifetime of wisdom learned at the
creative cutting edge. Predatory
Thinking is a masterclass in how to
outwit the competition, in ordinary
life as well as in business. It is the
philosophy that has underpinned Dave
Trott's distinguished career as a
copywriter, creative director, and
founder of some of London's most high-
profile advertising agencies.

The 16-Word Sales Letter(tm) is a copy
system that has generated over $120
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million dollars for Agora Financial 1in
the last two years alone. It's a simple
formula that could help you generate
millions in online sales... No matter
how competitive your niche is....No
matter what kind of product or service
you're selling...And no matter your
level of experience.That's because it
can not only help you identify a new
big idea for your market, but also help
you structure your sales message for
maximum emotional impact. If you're a
copywriter, marketer or entrepreneur,
you're about to discover a secret that
could help you dominate your market,
crush your competitors, and potentially
add millions to your business and
personal bank accounts.Advanced Praise
for The 16-Word Sales Letter(tm) "This
is the book I've been waiting for. For
years, I've been asking myself: How can
a guy whose native language 1s not even
English be one of the best U.S.
copywriters in history? Now I have the
answer... nicely reduced to a simple,
understandable formula. And the best
thing is that it's a usable formula.
Anyone seriously interested in

copywriting should discover Evaldo's
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secret." --Bill Bonner, Founder of
Agora. "It's not often that I come upon
a copywriting strategy that feels new
to me. And even less frequently do I
encounter one that is both new and
exciting. Evaldo Albuquerque's "16 Word
Sales Letter(tm)" is such a strategy.
I'm going to recommend this as a must-
read to all my copywriting proteges."
--Mark Ford, best-selling author and
chief growth strategist for
Agora."Evaldo is the world's greatest
copywriter you've never heard of. Why
haven't you heard of him? Because while
others are selfpromoting ... heck,
while they're eating, sleeping and
relaxing... he's cranking out the next
blockbuster. He never stops. He's a
9-figure sales machine and our
business's secret weapon. This book 1is
your blueprint to how the machine
dominates. Read it and put it into
action. Your royalty check will thank
you." --Peter Coyne, founder of
Paradigm Press, Agora Financial's
largest imprint. "I'm recommending this
book to everyone in my company, and
making it required reading for all new

hires. When it comes to books on
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"writing" I try to read everything new,
and no matter how many books I pick up,
I rarely find any ideas that are
innovative (or even useful), but this
book shattered my expectations--I found
page after page packed with fresh
ideas. It's engaging to read, and very
easy to implement the writing
techniques. Evaldo has uncovered a new
way to write sales copy that is perfect
for today's buyers; I really love this
book, and after you turn the first two
pages, you'll see exactly why. It's a
must-read primer for anyone who writes
sales copy.... Read this book--and
learn from one of the best." --0Oren
Klaff, best-selling author of Pitch
Anything and Flip the Script "Few
people know his name. Yet, those at the
highest levels of direct response
advertising consider Evaldo Albuquerque
the Michael Jordan of modern financial
copywriting. His new book, The 16 Word
Sales Letter(tm), reveals for the first
time the secret to his astonishing
success. In split tests, the selling
formula Evaldo reveals in his book has
won, repeatedly, against ad copy

written by the world's top copywriters.
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When asked at a recent seminar I gave
what are the two best books I've ever
read on copywriting, my answer was
Breakthrough Advertising by Eugene
Schwartz and The 16 Word Sales
Letter(tm) by Evaldo Albuquerque."
--Caleb 0'Dowd, www.roitips.com

Rand Fishkin, the founder and former
CEO of Moz, reveals how traditional
Silicon Valley "wisdom" leads far too
many startups astray, with the
transparency and humor that his
hundreds of thousands of blog readers
have come to love. Everyone knows how a
startup story 1is supposed to go: A
young, brilliant entrepreneur has a
cool idea, drops out of college, defies
the doubters, overcomes all odds, makes
billions, and becomes the envy of the
technology world. This is not that
story. It's not that things went badly
for Rand Fishkin; they just weren't
quite so Zuckerberg-esque. His company,
Moz, maker of marketing software, 1is
now a $45 million/year business, and
he's one of the world's leading experts
on SEO. But his business and reputation
took fifteen years to grow, and his

startup began not in a Harvard dorm
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room but as a mother-and-son family
business that fell deeply into debt.
Now Fishkin pulls back the curtain on
tech startup mythology, exposing the
ups and downs of startup life that most
CEOs would rather keep secret. For
instance: A minimally viable product
can be destructive if you launch at the
wrong moment. Growth hacking may be the
buzzword du jour, but initiatives can
fizzle quickly. Revenue and growth
won't protect you from layoffs. And
venture capital always comes with
strings attached. Fishkin's hard-won
lessons are applicable to any kind of
business environment. Up or down the
chain of command, at both early stage
startups and mature companies, whether
your trajectory 1is riding high or down
in the dumps: this book can help solve
your problems, and make you feel less
alone for having them.

American advertising pioneer CLAUDE C.
HOPKINS (1866-1932) is still renowned
today for developing such marketing
innovations as coded coupons that could
be used to track the success of varying
offers. His methods are still prized
for their efficacy today. In this

Page 6/37



groundbreaking 1923 work, written after
he retired as president and chairman of
one of the world's biggest ad agencies,
Hopkins shares the secrets of
successful marketing that are just as
relevant today as they were almost a
century ago. Learn: . how advertising
laws are established . the importance
of just salesmanship . why businesses
must offer service . mail order
advertising: what it teaches . what
makes headlines effective .
understanding customer psychology . how
to use art in advertising . how to use
samples . the best way to test
campaigns . the impact of negative
advertising . and much more.

Creativity and Problem Solving (The
Brian Tracy Success Library)

A Painfully Honest Field Guide to the
Startup World

Why No One Is Buying Your Product

A Step-by-Step Guide to Writing That
Sells

Breakthrough Copywriter: A Field Guide
to Eugene M. Schwartz Advertising
Genius

An Expose of Insipid, Insufferable,

Ineffective Advertising
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12 Months to $1 Million

This book is for everyone who needs to write copy that sells -
including copywriters, freelancers, and entrepreneurs. Writing
copy that sells without seeming ““salesy’” can be tough, but is
an essential skill. How To Write Copy That Sells supplies
specific copywriting techniques for everything from email
marketing, web sites, and social media, to traditional media
ads and direct mail.

Offers tips and strategies for building and developing a
successful and profitable Internet-based business.

Kennedy dares marketers to dramatically simplify their
marketing, refocusing on what works. Updated to address the
newest media and marketing methods, this marketing master
plan — from marketing master Kennedy—delivers a short list
of radically different, little-known, profit-proven direct mail
strategies for ANY business. Strategies are illustrated by case
history examples from an elite team of consultants—all
phenomenally successful at borrowing direct marketing
strategies from the world of mail-order, TV infomercials, etc.,
to use in ~ordinary” businesses including retail stores,
restaurants, and sales.

There was one copywriter who made millionaires from people
who read his book, although they never wrote an ad. Eugene
Schwartz wrote a classic on copywriting that is probably one
of the most powerful, and profitable, books on copywriting
and marketing ever written. That book has been kept
available only as a rare hardback gift edition. Generations of
copywriters haven't had access to this material. And the world
would be a poorer place, except... Fortunately Schwartz was
also prolific as a speaker. So we are able to bring notes of his
lectures and a review of his classic text to life again. You can
learn: - How to create ads which sell your products at the
expense of your competition - Find which roles your customer
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really wants to play and align these to your product - Discover
how to get a product to sell no matter how people have
already heard about it or how many products like it are
already out there. - Learn how to control your audience by
being their friend. Get Your Copy Now.

How to Get As Many Clients, Customers and Sales As You
Can Possibly Handle

Predatory Thinking

Cashvertising

You Do Not Have to Be an Attack Dog to Be Successful in
Sales

How the Flexible Work Revolution Can Increase Productivity,
Profitability and Well-being, and Create a Sustainable Future
The Adweek Copywriting Handbook

50 Scientifically Proven Ways to Be Persuasive

Advertising is a ubiquitous and powerful force,
seducing us into buying wanted and sometimes
unwanted products and services, donating to
charitable causes, voting for political
candidates, and changing our health-related
lifestyles for better or worse. The impact of
advertising is often subtle and implicit, but
sometimes blatant and impossible to overlook.
This revised and fully updated new edition of
The Psychology of Advertising offers a
comprehensive and state-of-the-art overview
of the psychological findings on the impact of
advertising, and discusses the research in the
context of recent developments in the fields of
social and consumer psychology. Key questions

covered in the volume include: What impact
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does advertising have on consumer behavior?
What causes this impact? What are the
psychological processes responsible for the
effectiveness of advertising? How do
consumers make sense of advertising
messages? Which messages "get across"
successfully and when, and why? How do new
online and digital technologies affect consumer
judgement and choice? Engagingly written, and
including a comprehensive glossary of
frequently used concepts, The Psychology of
Advertising is a uniqgue and invaluable resource
for advanced undergraduate and graduate
students, and for researchers and lecturers in
social psychology, marketing, and
communications. It is also a valuable guide for
professionals working in advertising, public
health, public services and political
communication.

10TH ANNIVERSARY EDITION Is the financial
plan of mediocrity -- a dream-stealing, soul-
sucking dogma known as "The Slowlane" your
plan for creating wealth? You know how it goes;
it sounds a lil something like this: "Go to school,
get a good job, save 10% of your paycheck, buy
a used car, cancel the movie channels, quit
drinking expensive Starbucks mocha lattes,
save and penny-pinch your life away, trust your

life-savings to the stock market, and one day,
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when you are oh, say, 65 years old, you can
retire rich." The mainstream financial gurus
have sold you blindly down the river to a great
financial gamble: You've been hoodwinked to
believe that wealth can be created by
recklessly trusting in the uncontrollable and
unpredictable markets: the housing market, the
stock market, and the job market. This
impotent financial gamble dubiously promises
wealth in a wheelchair -- sacrifice your adult
life for a financial plan that reaps dividends in
the twilight of life. Accept the Slowlane as your
blueprint for wealth and your financial future
will blow carelessly asunder on a sailboat of
HOPE: HOPE you can find a job and keep it,
HOPE the stock market doesn't tank, HOPE the
economy rebounds, HOPE, HOPE, and HOPE.
Do you really want HOPE to be the centerpiece
for your family's financial plan? Drive the
Slowlane road and you will find your life
deteriorate into a miserable exhibition about
what you cannot do, versus what you can. For
those who don't want a lifetime subscription to
"settle-for-less" and a slight chance of elderly
riches, there is an alternative; an expressway
to extraordinary wealth that can burn a trail to
financial independence faster than any road out
there. Why jobs, 401(k)s, mutual funds, and

40-years of mindless frugality will never make
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you rich young. Why most entrepreneurs falil
and how to immediately put the odds in your
favor. The real law of wealth: Leverage this
and wealth has no choice but to be magnetized
to you. The leading cause of poorness: Change
this and you change everything. How the rich
really get rich - and no, it has nothing to do
with a paycheck or a 401K match. Why the
guru's grand deity - compound interest - is an
iImpotent wealth accelerator. Why the guru
myth of "do what you love" will most likely
keep you poor, not rich. And 250+ more
poverty busting distinctions... Demand the
Fastlane, an alternative road-to-wealth; one
that actually ignites dreams and creates
millionaires young, not old. Change lanes and
find your explosive wealth accelerator. Hit the
Fastlane, crack the code to wealth, and find out
how to live rich for a lifetime.

Learn how small changes can make a big
difference in your powers of persuasion with
this New York Times bestselling introduction to
fifty scientifically proven techniques for
Increasing your persuasive powers in business
and life. Every day we face the challenge of
persuading others to do what we want. But
what makes people say yes to our requests?
Persuasion is not only an art, it is also a

science, and researchers who study it have
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uncovered a series of hidden rules for moving
people in your direction. Based on more than
sixty years of research into the psychology of
persuasion, Yes! reveals fifty simple but
remarkably effective strategies that will make
you much more persuasive at work and in your
personal life, too. Cowritten by the world’ s
most quoted expert on influence, Professor
Robert Cialdini, Yes! presents dozens of
surprising discoveries from the science of
persuasion in short, enjoyable, and insightful
chapters that you can apply immediately to
become a more effective persuader. Often
counterintuitive, the findings presented in Yes!
will steer you away from common pitfalls while
empowering you with little known but proven
wisdom. Whether you are in advertising,
marketing, management, on sales, or just
curious about how to be more influential in
everyday life, Yes! shows how making small,
scientifically proven changes to your approach
can have a dramatic effect on your persuasive
powers.

"A thesaurus that works as hard as you do . . .
you'll wonder how you ever managed without
it." -- Advertising Age Listing more than 2,500
high-powered words, phrases, and slogans,
Words That Sell is the ultimate reference for

anyone who needs instant access to the key
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words that make the difference in selling.
Arranged by category for handy reference, it
covers everything from "snappy transitions" to
"knocking the competition,” from "grabbers" to
"clinchers." There are 62 ways to say
"exciting" alone; 57 variations on "reliable"!
Whether you are selling ideas or widgets,
Words That Sell guarantees the expert sales
professional an expanded, rejuvenated
repertoire and the novice a feeling of
confidence. Features: Cross-referencing of
word categories to stimulate creative thinking
Advice on targeting words to your specific
market Tips on word usage A thorough index A
concise copywriting primer A special section on
selling yourself The first real improvement to
the thesaurus since Roget, Words That Sell is
an indispensable guide to helping you find great
words fast.

Building a StoryBrand

The Millionaire Fastlane

The Revolutionary Formula for Creating Killer
Copy That Grabs Their Attention and Compels
Them to Buy

Rich Dad Advisor's Seriesl] : SalesDogs

Ogilvy on Advertising

Choose

The Way to Greater Profits with Measurable
Radio Advertising
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The hallmark of an exceptional career is the ability to devise
innovative solutions for work challenges. Therefore, creative
thinking skills are vital for your professional advancement.
Recent research has revealed a direct causality between
ideas and profitability, which means that in today’s
competitive and technology-rich work environment, the most
crucial element separating an extraordinary career from an
ordinary one is creative thinking skills. As one of the world's
premiere success experts, Brian Tracy knows anyone can
become more creative by practicing with a few helpful tools.
This concise, easy-to-read book guides you to immediately
begin generating a stream of productive ideas. In Creativity &
Problem Solving, Tracy reveals 21 proven techniques that will
help you: Stimulate the three primary triggers to creativity
Inspire a creative mindset in staff through recognition,
rewards, and environment Use methods to solve problems,
improve systems, devise new products, and come up with
fresh, exciting marketing angles Ask focused questions to
generate elegant solutions Understand the difference
between mechanical and adaptive thinking Rigorously
evaluate new ideas without shutting down the creative
impulse Containing mind-stimulating exercises and down-to-
earth strategies, Creativity & Problem Solving will help you
tap into the root source of their own intuitive genius--and gain
the winning edge they’ve been missing all this time.

The success of the modern B2B marketing team will be
evaluated by the revenue impact it delivers to the company
and Yaag has laid out a crisp and compelling model on how
to transform marketing into a revenue-generating team. - Jeff
Davis, Founder and Principal, JD2 Consulting and award-
winning author of Create Togetherness “A must-read
operating manual for marketers who want to deliver
exponential revenue.” - Sangram Vajre, Author, Co-founder

at Terminus and the hostpggjglgipMyFunnel, a top-50



business podcast in the world “All'your marketing channels,
properties' and activities are a waste of time unless they
contribute to revenue. Yaag’s book gives you an approach to
make your marketing count.” - Vinod Muthukrishnan, Chief
Growth Officer at Cisco It doesn’t matter how sophisticated
your martech stack is, what your marketing budget is or how
many people you have in your marketing organization. You
must know what is contributing to revenue (directly or
indirectly), what is working and what needs to be done away
with. The Revenue Marketing Book provides you with ideas,
direction and a framework to map your marketing activities
and channels to a revenue outcome. Make an impact. Build a
predictable recurring revenue engine.

Obvious Adams: The Story of a Successful Business Man,
originally published in the Saturday Evening Post in 1916, is a
classic story of a business man in the field of advertising and
his journey to business success. It is a story which has lead
individuals with business ideas to garner great success in the
world of business and in their professions. This Robert
Updegraff classic is often used in business schools and by
individuals studying entrepreneurship, advertising, and
business.

Barely one in a hundred businesspeople knows these facts
about creating powerful advertising. Do You? FACT! Sixty
percent of people read only headlines. Your headline must
stop them or your advertising will likely fail. FACT! Captions
under photos get 200 percent greater readership than non-
headline copy. FACT! Ads with sale prices draw 20 percent
more attention. FACT! Half-page ads pull about 70 percent of
full-page ads; quarter-page ads pull about 50 percent of full-
page ads. FACT! Four-color ads are up to 45 percent more
effective than black and white. New York's biggest ad
agencies use dozens of these little-known secrets every day

to influence people to bugégé?ggpow--thanks to



Cashvertising--you can, too. And it won't matter one bit
whether you're a corporate giant or a mom-and-pop pizza
shop. These techniques are based on human psychology.
They work no matter where you're located, no matter what
kind of product or service you sell, and no matter where you
advertise. In fact, most don't cost a penny to use. Like a wild
roller-coaster ride through the streets of Madison Avenue,
Cashvertising teaches you the tips, tricks, and strategies that
New York's top gun copywriters and designers use to
persuade people to buy like crazy. No matter what you
sell--or how you sell it, this practical, fast-paced book will
teach you: How to create powerful ads, brochures, sales
letters, Websites, and more How to make people believe what
you say "Sneaky" ways to persuade people to respond
Effective tricks for writing "magnetic" headlines What
mistakes to avoid...at all costs! What you should always/never
do in your ads Expert formulas, guidance, tips and strategies
How | Made My First Million on the Internet and How You Can
Too!

The Thesaurus to Help Promote Your Products, Services,
and ldeas

A Masterclass in Out-thinking the Competition

The Ultimate Guide to Writing Powerful Advertising and
Marketing Copy from One of America's Top Copywriters

The Revenue Marketing Book

Breakthrough Advertising

The 4 Day Week

SHORTLISTED FOR THE BUSINESS BOOK AWARDS 2021
In The 4 Day Week, entrepreneur and business
innovator Andrew Barnes makes the case for
the four-day work week as the answer to many
of the ills of the 21st-century global
economy. Barnes conducted an experiment in
his own business, I13:he17I/\I31;:w Zealand trust

age



company Perpetual Guardian, and asked his
staff to design a four-day week that would
permit them to meet their existing
productivity requirements on the same salary
but with a 20% cut in work hours. The
outcomes of this trial, which no business
leader had previously attempted on these
terms, were stunning. People were happier and
healthier, more engaged in their personal
lives, and more focused and productive in the
office. The world of work has seen a dramatic
shift in recent times: the former security
and benefits associated with permanent
employment are being displaced by the 1less
stable gig economy. Barnes explains the
dangers of a focus on flexibility at the
expense of hard-won worker protections, and
argues that with the four-day week, we can
have the best of all worlds: optimal
productivity, work-life balance, worker
benefits and, at long last, a solution to
pervasive economic inequities such as the
gender pay gap and lack of diversity in
business and governance. The 4 Day Week is a
practical, how-to guide for business leaders
and employees alike that is applicable to
nearly every industry. Using qualitative and
quantitative data from research gathered
through the Perpetual Guardian trial and
other sources by the University of Auckland
and Auckland University of Technology, the
book presents a step-by-step approach to
preparing businesses for productivity-focused
flexibility, from Eheﬂﬁgcessary cultural
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conditions to the often complex legislative
considerations. The story of Perpetual
Guardian's unprecedented work experiment has
made headlines around the world and stormed
social media, reaching a global audience in
more than seventy countries. A mix of
trenchant analysis, personal observation and
actionable advice, The 4 Day Week is an
essential guide for leaders and workers
seeking to make a change for the better in
their work world.

Drawing from his extensive business
management experience, Pradip Chand turns
traditional wisdon on its head when he
proposes that Brand Loyalty is inversely
proportional to the income and education
levels of the 'knowledge consumer'. He
examines how and why brands become strategic
assets, traces the evolution of the knowledge
consumer and what can companies do to protect
equity of the brands they have nurtured over
the decades. A new approach to building a
Brand Loyalty that gives marketers a
competitive edge in todays high-tech, high-
stake brand-hostile environment. The book
combines the knowledge with engaging real
life case studies and proven examples.

A book for everyone who writes or edits copy,
it reveals dozens of techniques that can help
you write ads, commercials, and direct mail
that get more attention and sell more
products.

In this groundbreaking book, Sabri Suby, the

founder of Australia's #1 fastest growing
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digital marketing agency, reveals his
exclusive step-by-step formula for growing
the sales of any business, in any market or
niche! The 8 phase 'secret selling system'
detailed in this book has been deployed in
over 167 industries and is responsible for
generating over $400 million dollars in
sales. This isn't like any business or
marketing book you've ever read. There's no
fluff or filler - just battle-hardened
tactics that are working right now to rapidly
grow sales. Use these timeless principles to
rapidly and dramatically grow the sales for
your business and crush your competition into
a fine powder.

The Single Most Important Decision Before
Starting Your Business

The Step-By-Step System For More Sales, to
More Customers, More Often

Magical Worlds of the Wizard of Ads

Why Customers Buy (and Why They Don't)

Learn How to Get What You Want, Increase Your
Conversion Rates, and Make It Easier to Write
Anything (using Formulas and Mind-Ha

The Story of a Successful Business Man

The Counterintuitive Online Method to
Discover Exactly What Your Customers Want to
Buy . . . Create a Mass of Raving Fans .

and Take Any Business to the Nex

"How can the ad industry even exist when almost all of the
products that it produces fall on a continuum from flawed
to failed? What is it about this industry and the process of
creating, selling, and producing ads that causes so much
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advertising to be so bad? These are the questions answered
in this book, a provocative, truth-to-power exposé of ad
agencies' flaws, foibles, and failings-and why they matter
to the consumer and to those in the business. Here is a
candid, never-before-seen accumulation of real world
don'ts and more don'ts, providing myriad valuable
cautionary tales of advertising's stupid side"--

The go-to guide for small-business owners and
entrepreneurs to discover exactly what consumers want to
buy and how to get it to them. As a small-business owner,
entrepreneur, or marketer, are you absolutely certain that
you know what your customer wants? And even if you
know what your customer wants, are you sure that you are
able to clearly communicate that you offer the exact thing
that they are seeking? In this best-selling book, Ryan
Levesque lays out his proven, repeatable, yet slightly
counterintuitive, methodology for understanding the core
wants and motivations of your customer. Levesque's Ask
Method provides a way to discover what customers want to
buy by guiding them through a series of questions and
customizing a solution from them so they are more likely to
purchase from you. And all through a completely
automated process that does not require one-on-one
conversations with every single customer. The Ask method
has generated over $100 million in online sales across 23
different industries and counting. Now it is your turn to

use it to create a funnel, skyrocket your online income, and
create a mass of dedicated fans for you and your company
in the process.

Provides comparisons between different types of ads and

their success rates in percentages, tips for making a
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headline in'ad work, a look at the benefits of captions
under photos, tricks for making people respond to an ad,
guidelines on things that should never be written in an ad,
and more. Original.

More than half-a-million business leaders have discovered
the power of the StoryBrand Framework, created by New
York Times best-selling author and marketing expert
Donald Miller. And they are making millions. If you use

the wrong words to talk about your product, nobody will
buy it. Marketers and business owners struggle to
effectively connect with their customers, costing them and
their companies millions in lost revenue. In a world filled
with constant, on-demand distractions, it has become near-
impossible for business owners to effectively cut through
the noise to reach their customers, something Donald
Miller knows first-hand. In this book, he shares the proven
system he has created to help you engage and truly
influence customers. The StoryBrand process is a proven
solution to the struggle business leaders face when talking
about their companies. Without a clear, distinct message,
customers will not understand what you can do for them
and are unwilling to engage, causing you to lose potential
sales, opportunities for customer engagement, and much
more. In Building a StoryBrand, Donald Miller teaches
marketers and business owners to use the seven universal
elements of powerful stories to dramatically improve how
they connect with customers and grow their businesses. His
proven process has helped thousands of companies engage
with their existing customers, giving them the ultimate
competitive advantage. Building a StoryBrand does this by

teaching you: The seven universal story points all humans
Page 22/37



respond to; The real reason customers make purchases;
How to simplify a brand message so people understand it;
and How to create the most effective messaging for
websites, brochures, and social media. Whether you are
the marketing director of a multibillion-dollar company,

the owner of a small business, a politician running for
office, or the lead singer of a rock band, Building a
StoryBrand will forever transform the way you talk about
who you are, what you do, and the unique value you bring
to your customers.

My Life in Advertising

How to Write Copy That Sells

A Step-By-Step Guide To Writing Copy That Sells, 3rd
Edition

The Psychology of Advertising

Web Copy That Sells

How to build a predictable and repeatable revenue
marketing engine that works

Learn how to get what you want. Learn
how to increase your conversion rates.
Learn how to make it easier to write
anything (using formulas and mind-
hacks). The information inside has
turned keystrokes from my fingers, into
millions of dollars in sales. Some of
the concepts inside have been able to
turn a poor man, into a rich man, by
simply re—-arranging some words on a
page.
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By knowing the five basic breeds of
people-the Pit Bull, the Golden
Retriever, the Poodle, the Chihuahua, &
the Basset Hound-readers will have the
necessary insight to improve their
business & selling savvy. SalesDogs
will: * Introduce Five Breeds of
SalesDogs! * Reveal the five simple but
critical revenue—-generating skills to
generate endless streams of qualified
buyers & life-long sales * Teach you
how to identify your "breed" & play to
your own strengths * Give you the steps
to inspire & direct any group of sales
people into a charging pack of blue-
ribbon SalesDogs * Show you how to
reduce your sales effort, increasing
your sales results * Teach you how to
radically change your attitude in
thirty seconds or less so you can
direct your financial results.

Great copy is the heart and soul of the
advertising business. In this practical
guide, legendary copywriter Joe
Sugarman provides proven guidelines and
expert advice on what it takes to write
copy that will entice, motivate, and
move customers to buy. For anyone who

wants to break into the business, this
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is the ultimate companion resource for
unlimited success.

How the Brain Goes Through Decision-
Making: Do you often wonder what your
customer is thinking? Don't leave the
thought process to chance and let that
customer walk away. Your customers
don't want to walk away. They want to
buy from you. So how does the brain
make decisions? And what causes it to
get confused? The Brain Audit shows you
how the customer takes decisions. And
what you need to put in place, so that
the customer feels happy to buy
products or services from you. The
Brain Audit isn't about persuasion or
any mind tricks. Instead it shows you
the information that your customers
need in order to make a decision. It
shows you how to present that
information, and thereby enable the
customer to intelligently go through a
purchase sequence. The Brain Audit is
designed to do the following:
brain_audit_benefits 1) Enable you to
spot every one of the 'seven bags' that
are required to make a decision 2)
Present those bags to the customer in

the right sequence. 3) Enable you to
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get the customer to buy without needing
to use pressure tactics.

Ask

Obvious Adams

How to Use More Than 100 Secrets of Ad-
Agency Psychology to Make Big Money
Selling Anything to Anyone

Yes!

How to Use More Than 100 Secrets of Ad-
Agency Psychology to Make BIG MONEY
Selling Anything to Anyone

Badvertising

A Proven Method of Writing Multi-
Million-dollar Copy Faster Than You
Ever Thought Possible

This book is not written as a personal
history, but as a business story. I
have tried to avoid trivialities and to
confine myself to matters of
instructive interest. The chief object
behind every episode is to offer
helpful suggestions to those who will
follow me. And to save them some of the
midnight groping which I did. One night
in Los Angeles I told this story to Ben
Hampton, writer, publisher, and
advertising man. He listened for hours
without interruption, because he saw in

this career so much of value to
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beginners. He never rested until he had
my promise to set down the story for
publication. He was right. Any man who
by a lifetime of excessive application
learns more about anything than others
owes a statement to successors. The
results of research should be recorded.
Every pioneer should blaze his trail.
That is all I have tried to do. When
this autobiography was announced as a
serial many letters of protest came to
me. Some of them came from the heads of
big businesses which I had served.
Behind them appeared the fear that I
would claim excessive credit to the
hurt of others' pride. I rewrote some
of the chapters to eliminate every
possible cause for such apprehensions.
Whether you're an agency writer in need
of inspiration, a one-woman-band
drumming up work from new clients, an
established business trying to get more
from that mysterious thing called
'content', or you simply want to
persuade your colleagues to adopt your
point of view, How To Write better Copy
by Steve Harrison will help you write
better copy. It starts with the

thinking before the writing, and how to
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create the all-important Brief. Then it
takes you step-by-step from how to
write a headline to how to get the
response you want from your reader.
With examples at every stage, and
explanations based on both the author's
twenty-five years' experience and
recent scientific research, this book
will help hone your skills - whether
you're writing websites or press ads, e-
zines or direct mail, brochures or
blogs, posters or landing pages, emails
or white papers.

Ever wonder WHY your product or service
didn’t sell? If you want to sell
products, you must understand your
market and competition. For over ten
years, author Sherwette has been
researching, practicing, and
deliberately learning one of her
favorite subjects, Consumer Behavior
and Psychology. In this book, she
shares the best methodologies she has
found and worked with-just for you! If
you truly want to craft a product or
service your customers will be raving
about, then this book will help you
gain a better understanding of your

customers and create products that will
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be so spot-on that once they know about
them, they will scream, “Here, take my
money!” Inside, you’ll discover how to:
Understand your customers' desires,
hopes and dreams Identify what stops
them from buying Find solutions Nail
down your product value proposition
Prototype your ideas and test solutions
with customers Design your customer
experience to build lasting
relationships ...and more! Get Why No
One Is Buying Your Product today!

A candid and indispensable primer on
all aspects of advertising from the man
Time has called "the most sought after
wizard in the business." Told with
brutal candor and prodigal generosity,
David 0gilvy reveals: ¢ How to get a
job in advertising ¢ How to choose an
agency for your product ¢ The secrets
behind advertising that works e How to
write successful copy-and get people to
read it  Eighteen miracles of research
e What advertising can do for charities
And much, much more.

The Complete Insider's Guide to Making
Millions with Your Internet Business
Direct Response Radio

A Requiem for a Brand
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This Book Will Teach You How to Write
Better

No B.S. Direct Marketing

Lost and Founder

9 Steps to create products and services
that customers love, sell more, and
increase profits.

What type of business should you start?
For the past 10 years, Inc. 500 CEO and
#1 national best-selling author, Ryan
Levesque--featured for his work in the
Wal | Street Journal, USA Today, Forbes,
and Entrepreneur--has gui ded thousands
of entrepreneurs through the journey of
answering this question. One of the

bi ggest reasons why so many new

busi nesses fail is because in the quest
to deci de what business to start, nost
of the conventional wi sdomis w ong.

| nst ead of obsessing over what--as in
what shoul d you sell or what should you
bui | d--you should first be asking who.
As in who should you serve? The what is
a logical question that wll cone soon
enough. But choosing your who is the
foundation fromwhich all other things
are built. That is what this book is
all about. If you' ve ever had the dream

to start your own business, becone your
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own boss, or do your own thing--but
have been afraid to take the | eap and
screw up your already good life--this
book is for you. You will find the
meticul ously tested, step-by-step
process outlined in the book is easy to
follow, despite being the result of a
decade of research and experience. This
process, designed to mnimze your risk
of failure and | osing noney up front,
coupled with the inspiring stories of
everyday people who have used this
process to | aunch successful

busi nesses, will not only give you
clarity on what type of business to
start, but also the confidence to
finally take that | eap and get started.
Just as technology is constantly

evol ving, author Maria Vel oso
approaches narketing conmmuni cati on from
a posture of ever newer, faster, and
nore effective techniques. The

t horoughly revised third edition of Wb
Copy That Sells provides both tineless
and cutting-edge nethods to help
content marketers achi eve phenonenal
success. Wth the rise of social
networks, “Twitterized” attention

spans, and new forns of video content,
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mar ket ers’” online sal es techniques need
an upgrade. You'll gain tips for
crafting attention-grabbing, clickable,
and actionable content; learn howto
stream i ne key nessages down to
irresistible “cyber bites” for highly

t arget ed Facebook ads and interactive
web banners; discover the | atest
psychol ogi cal tactics that conpel
custoners to buy; and learn howto
wite video scripts that sell. Wether
your focus is on web copy, enail

canpai gns, social nedia, or any of the
ot her | atest and greatest opportunities
for | ead generation through digital

mar keti ng conmuni cati on, these tips
wi Il help you pack a fast, powerful,

sal es-generati ng punch.

Strai ghtforward and concise, this self-
hel p corporate planner guides snall,
medi um and | arge busi nesses on the
dynam ¢ and profitable advertising tool
of direct response radio.

Di scusses the roles played by

neur osci ence, chaos theory, poetry, and
art in the field of human persuasi on
and how to successfully use these
fields in advertising.

Clarify Your Message So Custoners WI I
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Li sten

How to Pick a Wnning Product, Build a
Real Busi ness, and Becone a Seven-

Fi gure Entrepreneur

How To Wite A Good Advertisenent: A
Short Course In Copywiting

The Copywriter's Handbook

Words that Sell

Sell Like Crazy

How To Wite Better Copy

The classic guide to copywriting, now in an entirely
updated third edition This is a book for everyone who
writes or approves copy: copywriters, account
executives, creative directors, freelance writers,
advertising managers . . . even entrepreneurs and
brand managers. It reveals dozens of copywriting
techniques that can help you write ads, commercials,
and direct mail that are clear, persuasive, and get
more attention—and sell more products. Among the
tips revealed are ¢ eight headlines that work—and
how to use them « eleven ways to make your copy
more readable e fifteen ways to open a sales letter ¢
the nine characteristics of successful print ads « how
to build a successful freelance copywriting practice ¢
fifteen techniques to ensure your e-mail marketing
message is opened This thoroughly revised third
edition includes all new essential information for
mastering copywriting in the Internet era, including

advice on Web- and e-mail-based copywriting,
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multimedia presentations, and Internet research and
source documentation, as well as updated
resources. Now more indispensable than ever, The
Copywriter's Handbook remains the ultimate guide
for people who write or work with copy. "I don't know
a single copywriter whose work would not be
improved by reading this book." —David Ogilvy

This is the road map to a seven-figure business . . .
In one year or less The word "entrepreneur” is
today's favorite buzzword, and any aspiring business
owner has likely encountered an overwhelming
number of so-called "easy paths to success." The
truth is that building a real, profitable, sustainable
business requires thousands of hours of
commitment, grit, and hard work. It's no wonder why
more than half of new businesses close within six
years of opening, and fewer than 5 percent will ever
earn more than $1 million annually. 12 Months to $1
Million condenses the startup phase into one fast-
paced year that has helped hundreds of new
entrepreneurs hit the million-dollar level by using an
exclusive and foolproof formula. By cutting out the
noise and providing a clear and proven plan, this
roadmap helps even brand-new entrepreneurs make
decisions quickly, get their product up for sale, and
launch it to a crowd that is ready and waiting to buy.
This one-year plan will guide you through the three
stages to your first $1 million: « The Grind (Months
0-4): This step-by-step plan will help you identify a
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winning product idea, target customers that are
guaranteed to buy, secure funding, and take your
first sale within your first four months. « The Growth
(Months 5 - 8): Once you're in business, you will
discover how to use cheap and effective advertising
strategies to get your product to at least 25 sales per
day, so you can prove you have a profitable
business. « The Gold (Months 9-12): It's time to
establish series of products available for sale, until
you are averaging at least 100 sales per day, getting
you closer to the million-dollar mark every single
day. Through his training sessions at
Capitalism.com, Ryan Daniel Moran has helped new
and experienced entrepreneurs launch scalable and
sustainable online businesses. He's seen more than
100 entrepreneurs cross the seven-figure barrier,
many of whom go on to sell their businesses. If your
goal is to be a full-time entrepreneur, get ready for
one chaotic, stressful, and rewarding year. If you
have the guts to complete it, you will be the proud
owner of a million-dollar business and be in a
position to call your own shots for life.
CashvertisingHow to Use More Than 100 Secrets of
Ad-Agency Psychology to Make Big Money Selling
Anything to AnyoneCareer Pressinc

GET 44 YEARS OF ADVERTISING WRITING
EXPERIENCE IN THE TIME IT TAKES TO READ
THIS BOOK! You can learn to write compelling

advertisements that will make people notice them,
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read them, and act upon them. In fact, you can learn
to write such powerful advertisements that people
actually go out and demand the product advertised
and no other. How can you do this? By using the
same elements that have made top copywriters like
Victor O. Schwab excel at their craft. How to Write a
Good Advertisement is a short course in writing
powerful, hard-hitting copy that can help you make
your products and services irresistible to potential
customers. This remarkable book has turned many
novice mail order entrepreneurs into expert
copywriters and many experienced copywriters into
masters of their trade. Whether you are new to the
craft or have been writing copy for years, your
knowledge and practice of advertising fundamentals
will determine the extent of your success. How to
Write a Good Advertisement presents these
fundamentals from the perspective of a 44-year
veteran in the copywriting business. Following these
proven techniques and tips, anyone can write
professional advertisements that create a
memorable image, pull in mailboxes full of orders, or
attract new customers to their service. LEARN HOW
TO: Grab reader attention immediately Write
compelling copy that holds attention Write a call to
action that'’s difficult to refuse Design winning
layouts Increase the number of orders Convert more
inquiries to orders GET ANSWERS TO IMPORTANT
TECHNICAL QUESTIONS: Effective advertisement
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length...use of color...smart media placement...and
much more.

The Ultimate No Holds Barred Kick Butt Take No
Prisoners Direct Marketing for Non-Direct Marketing
Businesses

The 16-Word Sales Letter(tm)

Scientific Advertising

The Brain Audit

Targeting the New-age Consumer

CaS$hvertising

Crack the Code to Wealth and Live Rich for a
Lifetime
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