
~~~~~~~~~~~~~~~~~~~~ 
Internet Marketing News 
Volume 1, Number 011202003 
November 20, 2003 
ISSN# 011-2 
~~~~~~~~~~~~~~~~~~~~ 
 
Internet Marketing News  
http://www.internetmarketingnews.org 
<a href="http://www.internetmarketingnews.org"> 
AOL users click here</a> 
 
This edition of Profit News is sponsored by: 
\_\_\_\_\_\_\_\_\_\_\_\_\_\_\_\_\_\_\_  
ARE YOU EMAIL FRUSTRATED? 
Are you getting poor email results? Are you 
being accused of spam?  Try this cutting edge 
non-email software today.  Free download  
http://www.dodotshop.com/email.htm 
<A HREF="http://www.dodotshop.com/email.htm 
">AOL users 
click here</A> 
\_\_\_\_\_\_\_\_\_\_\_\_\_\_\_\_\_\_\_\_\_\_ 
 
 
* * * I N  T H I S  I S S U E * * * 
 
**** A Smile for the day**** 
***Tip Of The Day**** 
****Freebie of the month**** 
****This month’s download**** 
****Scam Of The Month Award**** 
****Recommended MLM Opportunity**** 
 
**** Article I**** 
 Should Your Sales Letters Be Long or Short? 
by Dr. Keven Nunley 
 
**** Article II**** 
Reasons Customers Buy 
by Dr. Kevin Nunley 
 
****Aritcle III**** 
Value of the Soft Sell 
by Dr. Kevin Nunley 



 
****Article IV**** 
The 10 Immutable Laws Of Sales Success 
By Len Foley 
 
 
 
**** A Smile For The Day**** 
Computers- 
”This little computer,” said the sales clerk, “will do half 
your job for you.” 
     Studying the machine the senior VP decided, “Fine, I’ll 
take two.” 
 
 ****Tip Of The Day**** 
Tip of The Day sponsored by D.A. White 
\_\_\_\_\_\_\_\_\_\_\_\_\_\_\_\_\_\_\_\_ 
Stressed out?  Need more sleep?  Don’t  
need a drug hangover?  I have just the thing 
that will give you the rest you deserve without 
any after effects.  Non-RX sleeping tablet 
at 40% off  http://www.sleep.officialinfo.net/ 
\_\_\_\_\_\_\_\_\_\_\_\_\_\_\_\_\_\_\_\_ 
 
****Tip Of The Day**** 
Do you have icons all over the place?  
You can easily arrange them in neat rows.  
Right click the desktop and mouse over Arrange Icons.  
Select Auto Arrange.  
You can also arrange them by Name, Type, Date and Size.  
Now, there will be no more messy desktops in this crowd!  
Courtesy Kim Komando/ http://www.komando.com  
 
****Scam Of The Month Award**** 
The November Scam Of the Month Award goes to  
HBO Tax Academy.  Be sure to log on and read why  
you should stay away from this opportunity. 
http://www.internetmarketingnews.org/scam-2-hbotaxacademy.htm 
 
 
****Recommended MLM Opportunity**** 
You’ve probably never heard of it but once you  
learn more you will thank us for putting you on to 
this one.  It’s part of the quiet Nutriceutical  boom that 
is taking the U.S. by storm.   
The company we are referring to has the ingredients necessary 



for joining; excellent top shelf products that do what they say 
they will, financial capacity second to none, with management  
ability necessary to support everything.  Log on to: 
http://www.special.officialinfo.net and tell them you heard about 
them from Internet Marketing News.   
 
 
**** Article I**** 
This section sponsored by the following. 
\_\_\_\_\_\_\_\_\_\_\_\_\_\_\_\_\_\_\_ 
IRS issues?  DUI Issues?  Family matters? 
Have an attorney?  Click below for details. 
Visit http://www.prepaidlegal.com/goalbert_isensee 
\_\_\_\_\_\_\_\_\_\_\_\_\_\_\_\_\_\_\_\_ 
 
 
Should Your Sales Letters Be Long or Short? 
by Dr. Keven Nunley 
 
It's always a controversy. Some people like short sales letters 
for email and web sites, while others like to go long. 
  
Usually you can figure out what is best for you by doing a little 
testing.  Some people do fine with short copy while others only 
make sales if their page is 900 words or more.  If one thing 
works for you, keep doing it and don't let anybody tell you 
otherwise. 
  
I have found short copy works very well for prospects who are in 
a big hurry.  If you have a lot of prospects who make up their 
minds fast, then buy quickly on an impulse, use short copy. 
Drawing your sales pitch out paragraph after paragraph will only 
frustrate them and lose the sale. 
  
For people in a hurry, get right to point. Tell them what you are 
selling, how much you want for it, what the product or service 
can do to improve their situation, and finally, how they can buy 
it. 
  
On the other hand, most people--something like 70%--won't buy 
unless they have lots and lots of details at their fingertips. 
These are the folks who buy best when they have a nice long sales 
letter in front of them. 
  
If your prospects will sit still to read three, six, even twelve 
pages worth of copy, by all means give it to them.  Anyone who 



reads that many pages will want to order, even if it is to ensure 
they didn't waste their time reading. 
  
Kevin Nunley writes sizzling copy that gets sales. See his 300 
word and 900 word sales letters at affordable prices at 
http://DrNunley.com/copywriting.htm  Reach him at 
kevin@drnunley.comm or 603-249-9519. 
 
 
 
**** Article II**** 
 
This section sponsored by the following. 
\_\_\_\_\_\_\_\_\_\_\_\_\_\_\_\_\_\_\_\_\_\_\_\_ 
Want to get your message out to over 50,000  
loyal readers at a reasonable price?  Advertise 
in Internet Marketing News for fantastic results. 
http://www.internetmarketingnews.org/subscribe.htm 
\_\_\_\_\_\_\_\_\_\_\_\_\_\_\_\_\__\_\_\_\_\_\_\_ 
 
Reasons Customers Buy 
by Kevin Nunley 
http://www.DrNunley.com 
  
You probably wouldn't consider yourself a self-centered person-- 
most of us wouldn't.  You probably give of your time, donate to 
charities when possible, and try to cater to friends and family 
when they need you.  So, what about your customers? 
  
Even though we aren't selfish or boasting people, many of us make 
the mistake of being selfish or boastful in our marketing.  We 
tout our product or service, toot our own horn, and try to point 
out how great, wonderful, useful, and convenient our stuff is. 
This is all fine and good, and it often works, but have you ever 
stopped to wonder if you're catering to the real reasons 
customers buy? 
  
Like most of us (and reasonably so) our customers have an inborn 
need to look out for number one--themselves.  This doesn't make 
them selfish; it's simply a survival issue--an instinct.  What 
this means is that, no matter how much you blow your own horn and 
advertise your product or service as the "next big thing," 
customers are only going to buy from you if what you're offering 
fills some personal, specific want or need.  Believe it or not, 
this may have little or nothing to do with your product's 
fantastic features. 



  
So, why do people really buy, and how can you make sure they'll 
buy from YOU?  Here are a few things that drive customers to buy, 
and how you can cash in: 
  
1. Prestige -- No matter how they might protest the opposite, 
many people are primarily driven by a need for prestige.  They 
want a product that makes them feel wealthier, skinnier, or 
healthier than the guy across the street. They want to be one up 
on their friends and neighbors.  They don't just want something 
to make their lives easier--they want something that makes them 
feel happier, richer, and better than most other people.  Tell 
people how your product or service will give them the status they 
crave. 
  
2.  Impulse -- Now here is where your horn-blowing advertising 
may come in handy.  Let your customers know how much your product 
will help them with ______.  Will they have more time?  More 
money?  Is your product a really great conversation piece? 
Impulse buyers are looking to spend money now, so you only have a 
few minutes to convince them that your product or service will 
benefit them NOW. Don't just list your features--tell customers 
(briefly) how they'll instantly benefit from what you're 
offering. 
  
3.  Physical -- Ever wonder why the weight-loss industry makes 
hundreds of billions of dollars?  People have a need to for 
products that make them look younger, fitter, skinnier, and more 
vital.  The world is a stage, which means that for many of us, 
it's all about appearances.  Cosmetics companies and people like 
Denise Austin and Richard Simmons have become tremendously 
wealthy by pointing out that their products will help people look 
younger, lose weight, and get in shape. 
  
4.  Trends -- If everyone else has one, or everyone else is doing 
it, people naturally want to join the club.  In your marketing 
copy, point out how your prospects may be left out in the cold if 
they don't buy.  Use statistics, testimonials, or unique facts to 
let customers see that they simply must jump on the bandwagon. 
  
Kevin Nunley is the Net's #1 copy writer.  Thousands of 
businesses have relied on Kevin for quality sales letters, web 
site copy, ads, and press releases.  You get sizzling copy in the 
style you need, fast service, and affordable prices that are hard 
to beat. See http://DrNunley.com  Reach Kevin at 
mailto:kevin@drnunley.com or 603-249-9519. 



 
Want to get your message out to 
thousands of subscribers?  Advertise in Internet 
Marketing News.   
http://www.internetmarketingnews.org/advertising.htm 
 
***ARTICLE III**** 
Value of the Soft Sell 
  
by Kevin Nunley 
http://DrNunley.com 
  
In recent years we've heard a lot about how much more effective a 
hard sell can be.  The idea is to go after the prospective 
customer with all the facts, benefits, stories, and attention you 
can give them.  In short, put pressure on the customer to BUY NOW 
while they are still interested. 
  
The problem with that approach is probably clear to most of you. 
Even when you walk into a store or visit a site ready to make a 
purchase, you don't want a sales person putting a lot of pressure 
on you. 
  
I know many times I'll go into a store looking for a specific 
item, but when the eager sales person descends on me asking if 
they can help, I answer "no thanks, just looking."  The point is 
I want to have a little more time--unpressured--to make up my 
mind. 
  
This same soft sell principle works with Internet marketing and 
email.  I've noticed prospects often buy if I write in an email 
"we can have your project ready in two days."  But sales drop 
quickly if I rephrase that line to create more pressure: "we can 
have your project ready in two days IF you order today." 
  
I'm not saying hard selling doesn't work. It often does. But be 
aware when your prospect wants a softer sell.  Be there to 
provide additional information, but be careful not to add too 
much pressure. 
  
Kevin Nunley writes both hard sell and soft sell copy for your 
site, email, or mail marketing. See his popular and affordable 
copywriting deals at http://DrNunley.com. Reach him at 
kevin@drnunley.comm or 603-249-9519. 
 
 



****Article IV**** 
 
The 10 Immutable Laws Of Sales Success 
By Len Foley 
 
Law #1: Keep your mouth shut and your ears open. 
 
This is important; for the first few minutes of any 
sales interaction: 
 
1. Don’t talk about yourself. 
2. Don’t talk about your products. 
3. Don’t talk about your services. 
4. And above all, don’t recite your sales pitch! 
 
Obviously, you want to introduce yourself.  You want to 
tell your prospect your name and the purpose of the visit 
(or phone call, etc.), but what you don't want to do is ramble 
on about your product or service. (After all, at this point: 
what could you possibly talk about?  You have no idea if what 
you’re offering is of any use to your prospect). 
 
Law #2: Sell with questions, not answers. 
 
Remember this: Nobody cares how great you are until 
they understand how great you think they are. 
 
Forget about trying to "sell" your product or service 
and focus instead on why your prospect wants to buy. 
To do this, you need to get fascinated with your prospect; 
you need to ask questions (lots and lots of questions) 
with no hidden agenda or ulterior motives. 
 
Many years ago I was selling CD's at a music festival. 
It didn’t take me long to figure out that it wasn’t my 
job to sell the CD's, it was my job to get the earphones 
on every person that walked by my booth! 
 
I noticed right away whenever people sensed I was 
attempting to "sell" them a CD, their walls of defense 
immediately popped up and they did everything in their 
power to get as far away from me as they could. 
 
So instead, I made my job about introducing new music 
to anyone who wanted to put on the earphones.  Once they 
heard the music, they either liked it or they didn’t.  I 



didn’t do any "selling" and made more money that week than 
any other CD hawkers at the festival. 
 
Back then I didn’t know anything about sales but I knew 
enough about human nature to understand that sales resistance 
is an oxymoron: the act of selling CREATES the RESISTANCE! 
Which leads us into the next principle: 
 
Law #3: Pretend you’re on a first date with your prospect. 
 
I’m sure you've experienced it a hundred times.  You walk 
into a store and the clerk says: "May I help you?" and how did 
you respond?  "No thanks, just looking."  It's as if the response 
were genetically embedded into your DNA.  It’s a survival response. 
Like blocking your face when you see a Frisbee hurling towards 
your head. 
 
When you learn what you’re really selling and stop trying to 
convince or persuade your customers into doing something they 
may or may not want to do: you'll see your customers trusting 
you as a valued advisor and wanting to do more business with 
you as a result. 
 
And how do you do this? 
 
Get curious about your prospects.  Ask about the other products 
or services they’re already using.  Are they happy?  Is it too 
expensive, not reliable enough?  Find out what they really want. 
If not from you, then perhaps from someone you could recommend. 
(Note: you're not conducting an impersonal survey here; in other 
words, don’t ask questions for the sake of asking them, ask instead, 
things that you’re really curious about). 
 
Law #4: Speak to your prospect like you speak to your family or 
friends. 
 
There is never any time that you should switch into the "sales 
mode" with ham-handed persuasion clichés and tag lines. 
 
Affected speech patterns, exaggerated tones, and slow, hypnotic 
sounding "sales inductions" are never acceptable in today's 
professional selling environments. 
 
Speak normally, (and of course, appropriately) like you would 
when you’re around your friends and loved ones. 
 



Law #5: Pay close attention to what your prospect isn’t saying. 
 
Is your prospect rushed?  Does he or she seem agitated or upset? 
If so, ask: "Is this a good time to talk?  If it's not, perhaps we 
can meet another day."  Most sales people are so concerned with 
what they’re going to say next that they forget that there's another 
human being involved in the conversation. 
 
Law #6: If you’re asked a question, answer it briefly and then 
move on. 
 
Remember: this isn’t about you; it's about whether you’re right 
for them. 
 
Law #7: Only after you've correctly assessed the needs of your 
prospect (meaning: you've gotten over to their side of the world) 
do you mention anything about what you’re offering. 
 
I knew a guy who pitched a mannequin (I’m not kidding)!  He 
was so stuck in his own automated, habitual mode; he never bothered 
to notice that his prospect wasn’t breathing.  Don’t get caught in 
this trap.  Know whom you're speaking with before figuring out what 
it is you want to say. 
 
Law #8: Refrain from delivering the three-hour product seminar. 
 
Don’t ramble on and on about things that have no bearing on anything 
your prospect has said.  Pick a handful of things you think could help 
with your prospect's particular situation and tell him about it.  (And 
if possible, reiterate the benefits in his own words, not yours). 
 
Law #9: Ask the prospect if there are any barriers to them taking the 
next logical step? 
 
After having gone through the first eight steps, you should have a 
good understanding of your prospects needs in relation to your product 
or service.  Knowing this, and having established a mutual feeling of 
trust and rapport, you are now ready to bridge the gap between your 
prospect’s needs and what it is you're offering.  You’re now ready for: 
 
Law #10: Invite your prospect to take some kind of action. 
 
This principle obliterates the need for any "closing techniques" because 
the ball is placed on the prospect's court.  A "sales close" keeps the ball 
in your court and all the focus on you: the salesperson. You don't want 
the focus on you.  You don’t want the prospect to be reminded that he or 



she is dealing with a "salesperson."  You're not a "salesperson," you're 
a human being offering a particular product or service. 
 
------------------------------------------------------------------------------- 
For more information on effortlessly convert 25-30% more prospects into 
PAYING CUSTOMERS, check out Len Foley's new book: Sales Without 
the Sucker Punch! http://www.21stCenturySalesTraining.com 
 
-------------------------------------------------------------------------------- 
 
 
 
***************************************** 
Patronize our advertisers they make this publication 
free to all. 
***************************************** 
___________________________ 
Free piano buyer's shopping service. Name 
your brand, name your price for new and 
used pianos. No risk just the opportunity 
to save. 
http://www.bargainpianos.com 
<a href= http://www.bargainpianos.com ">AOL 
 users click here</a> 
 
_________________________ 
FULL FEATURED SOFTWARE - FREE DOWNLOAD! 
Automate your follow up while building and managing your 
contact database with ease. Try the power of Postmaster 
Software database marketing from your PC today. 
http://www.post-master.net/rs/Jmar 
<a href="http://www.post-master.net/rs/Jmar">AOL users 
click here</a> 
_________________________ 
Post your classified ad to 60,000+ - Free! Here's how 
http://www.mcjmar.com/classifieds/tccmain.html 
<a href="http://www.mcjmar.com/classifieds/tccmain.html">AOL 
users click here</a> 
 
________________________ 
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