
Page 1 of 3
Higher Level Strategies, Inc.

http://HigherLevelStrategies.com


Page 2 of 3
Higher Level Strategies, Inc.

Created & Published By
Omar and Melinda Martin

http://kickasssalespages.com/

Copyright © 2014 – Omar and Melinda Martin. All rights reserved.

DISCLAIMER AND TERMS OF USE AGREEMENT

 Every effort has been made to make this publication as complete and accurate as
possible. However, there may be mistakes in typography or content. Also, this
publication contains information that is the view and opinion of the author. Therefore,
this publication should be used as a guide and not as the ultimate source on the
subject matter. Many factors will be important in determining your actual results and no
guarantees are made that you will achieve results similar to ours or anybody else's, in
fact, no guarantees are made that you will achieve any results from our ideas and
techniques in our material. The author and publisher do not warrant the performance,
effectiveness or applicability of any sites listed or linked to in this report. All links are for
information purposes only and are not warranted for content, accuracy or any other
implied or explicit purpose.

If you have any questions about what you can or can not do with this product please contact:
http://hlshelpdesk.com

http://kickasssalespages.com/
mailto:http://hlshelpdesk.com
http://HigherLevelStrategies.com


               Table Of Contents

                                               Click on the page number to go to the corresponding chapter.

About The Author ..................................................................................page 1

Introduction ...........................................................................................page 3

Selling the Source .................................................................................page 5

Consumable Information ......................................................................page 8

Presentation of the Components .......................................................page 12

Avoid TMI Syndrome ..........................................................................page 15

Over Delivering ....................................................................................page 17

Simply Enjoyable Delivery .................................................................page 18

Anticipate Objections .........................................................................page 19

Throw Stones Tactfully .......................................................................page 20

Conclusion ...........................................................................................page 22



Page 1 of 22
Higher Level Strategies, Inc.

About The Author
Higher Level Strategies (HLS) exists to EMPOWER Internet
entrepreneurs. We provide quality services to serious Internet
marketing success seekers by way of web design, product
creation and “Done For You” web business development. We aim
to deliver cutting edge solutions to ordinary people that don't
necessarily have an extensive technical, internet or online sales
experience. Unlike coaching and mentoring companies that
promise to teach you Ecommerce, Real Estate Investing,
Financial Planning, Stock Market Investing and everything under
the sun, we specialize in one thing and one thing only, Internet

Marketing.

HLS is owned and operated by Omar Martin, and his wife Melinda since early 2009. Omar’s
vision for HLS to become a multifaceted Internet Entrepreneur Empowerment Company is now a
reality.

At present, the HLS team is made up of a powerful staff of 4 extremely skilled and talented
individuals. The company is operated by Omar and his lovely bride Melinda Martin right out of
their humble home in Palm Bay Florida. The personal interaction with their clients is unparalleled.
They take on only a few serious clients per month so that they can personally interact with each
of them. With HLS web services you get a personal touch that you just won’t find anywhere else.

HLS was established to serve success minded individuals just like you that are tired of buying old
rehashed ebooks and software products to no avail. We want to help you leverage the power of
the internet to launch a successful business through step by step mentorship. With HLS
mentoring, marketing and “Done For You” web business development, we will help you devise a
training syllabus and development schedule that is custom tailored to your specific needs and
time constraints if that is what you desire. Our professional staff is comprised of industry experts
that will help you achieve online success through courteous, one on one attention and service.

If you prefer to have the web work DONE FOR YOU, we've got you covered there as well. Our

http://HigherLevelStrategies.com


Page 2 of 22
Higher Level Strategies, Inc.

team can create your website, continuity program, email marketing campaigns, social web
presence, list building squeeze page, custom blog themes, professional sales videos, product
launch campaigns, membership websites and much more. We custom tailor our web
development services to your EXACT needs so you can be as involved as YOU like or as hands
off if you wish. Whichever you prefer, we've got your back.

Internet Marketing can be a very time consuming, frustrating and even costly endeavor when you
try to do it all alone. Omar Martin has helped thousands of people build websites and online
businesses throughout the years. Many of them now work for themselves and even earn a six
figure income. We welcome the opportunity to help you build your business and achieve online
success today.
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Chapter 1

Introduction

This volume will discuss the topic of selling information and the creation of effective sales pages.
The important thing to keep in mind is that the sales copy and the way that the sales pages are
laid out depends greatly on what you are trying to sell.

Many people get this wrong especially when it comes to selling information. The important thing
to remember when selling information is that it is not the information that you must focus. This
may seem counterintuitive, as your product is comprised of information and knowledge, yet that
is not what is needed to ultimately convert a prospect to a buyer.

People believe nowadays that information is easy to come by. You can’t blame them right? This
is because we live in a society of Google and YouTube. Thus, it really becomes more about the
source of the knowledge and the experience of its creator.

You can’t just type a book report on a subject and offer it for sale expecting to have a huge
business generating millions of dollars. Because that information that you “curated”, or that you
basically researched and put together into that text document, is out there and readily available at
no cost to all who search.

It used to be that someone would have to physically go to a bricks and mortar library to conduct
research with card files and hardcopy books. Now that step is deemed superfluous with the
advent of the Internet. Whatever happened to the Dewey Decimal System? Well we simply have
no use for it as that same information is not only available but searchable using powerful
algorithms implemented by companies like Google. So, if you want to find out about baking a
cake you literally just go to your favorite electronic device and “Google” it.

It then is easy to understand that it becomes more of a challenge to sell an informational product
like a recipe book on how to bake a cake. Now, leveraging the Internet, folks can not only get a
single recipe but a “gazillion” similar variations on a particular recipe along with videos that
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demonstrate the steps to prepare that recipe. So, it becomes tougher to sell information.

If you are just selling the recipe, and you are saying, “this recipe is awesome”, “this recipe has
ten ingredients”, and you are just referencing the “parts” of the information that you selling, you
are missing the boat. The other problem with selling information is that unlike selling a gizmo, a
widget, a physical item, there's no feature/benefit “kind of thing” that could be listed in bullets.
This is because it is information.

http://HigherLevelStrategies.com


Page 5 of 22
Higher Level Strategies, Inc.

Chapter 2

Selling the Source

So let's talk a little bit about how we position this so that people get excited and start salivating to
buy your information even though it's readily available on the Internet for free. Selling the “source”
of the information is what is paramount as we live in the information age of Google. Your
customers are thinking they could get all the information they need for free from Google,
YouTube or elsewhere. They probably could even go to their favorite social networking site and
actually type in their question “live”, literally in real time, and get answers to their questions from
their network of friends.

Thus, it becomes tougher and tougher to convince a prospect that they should pay you the
information marketer for your information. As a result, it really becomes more about your
expertise. For instance, why should you be the particular person that they should trust to get
information from as opposed to their friends, social media, or somebody on YouTube?

They are first going to question the validity of the material you are teaching as they will require
proof of your expertise and/or that the information you are providing offer tangible results. This is
the part that most people “screw up” when they are selling information. They merely focus on the
information of the product. So, let’s say you want to create an e-book on training dogs. You must
get the knowledge from you head, based on years of experience in training dogs, on to virtual
paper.

Then perhaps you decide to focus on all the cool tricks that someone's dog is going to learn
when they read your ebook. So, you focus on how the dog will be taught to fetch, roll over, play
dead, and even learn how to do your trigonometry homework. Now that’s awesome, but that
doesn't really convince the potential buyer to purchase your information product. This is because
they could probably learn all that “stuff” somewhere else. The prospect could even pay a
professional canine trainer to come to their home and teach an old dog new tricks. What you
need to really convince the prospect of is of the validity of what you know and if your training
really is going to work. After all, how will they know your information will work, as they probably
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have never heard of you? They actually do not know you from Adam.

Well, there's a lot of regurgitated or “curated” information in the marketplace today with a majority
of it being garbage. However, much of this information is being spun by Information marketers as
new and cutting-edge. However, it is authenticity that is the gem to portray in your prospects eye.
You need to ask yourself, are you authentic? Is this really quality content or is my prospect
running the risk of purchasing something that was written ten or twenty years ago? However
there are times when that same information is actually not original content but simply repackaged,
repurposed, and re-presented in perhaps a better way.

For example, a student could go to two different universities and take the same class. But
because the class is taught by two different professors, the student finds themselves loving one
teacher thinking they are awesome, yet find they hate the other because that particular instructor
was not as entertaining or engaging. Perhaps, the instructor they don’t prefer was even
monotonous in tone and basically handed out the textbook with instructions to merely read it and
take a test the following day. As such, the student really didn’t learn from that non-engaging
instructor even though it was the same exact course, same exact test, and the same exact
questions. So, a lot of it has to do with the way that the information is presented. But remember
that authenticity, the mere fact that you are authentic, and that you know what you're talking
about, ultimately sells the source of the information.

Authority and accreditation are great ways to support that you know what you're talking about. If
you have specific trade accomplishments, like if you were an expert dog trainer, and your dogs
won many prizes in different shows, you should have pictures of that. You should explain all the
places and events you have competed and incorporate videos of the tricks your dog can perform.
Show the medals of accomplishment actually listed on your website. Because, those elements,
are what is going to substantiate you as an authority convincing your prospect that you are an
expert and thus somebody to listen to in the dog-training or dog-trick niche. So you understand
how it's really the source of the information that you have to sell not the information itself.

Next you have to build trust. Social proof is what is ultimately going to create trust in the eyes of
your prospect. You have to have customers and beta testers describe the information
consumption experience in great detail to your prospects. Remember the earlier example about
taking the same class at two different universities? It would be ideal to have a student that
actually went through the course vividly describe how cool taking the class was. They would
explain how awesome it was to learn these dog tricks. They would share how easy it was to
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implement. Perhaps they would explain how you gave the information in both audio, as well as
video. They would explain that these additional files allowed them to listen in their car, and watch
at home, thus allowing them to further perfect what they were doing wrong and how it wasn’t just
a textbook.

Well imagine having an actual student or a beta tester, someone who has been through the exact
course, in their own words, on your sales page, telling the prospect what a great experience they
had “consuming” the information. The sales page isn’t talking about the tricks the dog could do.
The prospect doesn’t care whether the dog fetched, jumped or even did trigonometry as they
could teach themselves that information by simply “Googling” the information. The point is, how
useful and fun was the prospect’s experience in consuming the information in your product?
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Chapter 3

Consumable Information

How consumable are you making your information? Are you giving them the option to select their
favorite form of consumption whether it's an MP4 video, a PDF text file, or an MP3 audio file?
Remember, information can be conveyed in a lot of different mediums. Those online mediums
are in the form of digital media. A text document is typically distributed as a PDF file because it is
the most universally accepted format allowing the most users to view the document across the
greatest number of devices. To add greater perceived value you could provide all of these
different types of media in a password protected member’s area. The technology involved has
become simpler to implement.

How many papers have you written in your lifetime? Think about it. If you’ve gone to college or
any kind of graduate school like I did, you've done a lot of writing. And you literally paid the
college to write for them and to have your work be graded. How about applying those honed
writing skills, to create an ebook or report. You could create a step-by-step process on how to
literally “curate” and gather your own information. It could discuss how to conduct research,
create your own dissertation, and actually provide actionable content all packaged as a
consumable. This could span instructional information on a variety of subjects.

There are people listening right now saying, “Well you know Omar I don't know about anything”. I
say “Go learn it!”. Go find what the trending topics are and learn about that topic even creating a
product on it. Literally write a report about it. It doesn’t have to be big. It could be twenty pages,
twenty-five pages, even thirty. Here is where the magic comes in. You are going to take that
report that you wrote and turn on your microphone and read it. Just read the darn thing into a
microphone. Now you've got two mediums. You got an audio version of that report and you've
also got a PDF text version. Now do you have Microsoft’s PowerPoint or Apple’s Keynote
presentation software? How hard would it be to take bullet points from your text that you wrote
and create some slides with it? Then press the play button on either your PowerPoint or Keynote
and guess what? Now you've got an mp4 video version of your presentation. All these elements
create a complete course of rich media ready to be consumed according to a prospect’s learning
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style and preference.

So, now you've got a variety of consumable media in your information product. You just
skyrocketed the perceived value of your product. Here's why this is important. As, you're saying,
“Omar are we talking about product creation or how to sell it?” Here’s the deal. If you are selling
information it is a lot easier to get the consumers to envision themselves watching a video or
listening to an audio than it is to read a PDF document. Why you ask? It’s because you are
stimulating multiple parts of their brain. You are stimulating the auditory and the visual cortex at
the same time. You can have a picture of a video screen with your video playing on it. You can
have a picture of the cover of your PDF. You can have a little audio icon like a music note with a
picture of headphones to depict that the file is an MP3 audio file. You can do all of these things
that you could not do when you were merely selling a report.

Ask yourself, “Is the information I am creating easy to absorb or do they need a graduate degree
to understand what the hell is going on?” Perhaps they are going to feel the content is written in
such a way that it is perceived to be beneath them? That happens too.

Look, sometime, I have purchased a product and thought I was buying a technical how-to manual.
Instead, I got a remedial information product similar to a kindergarten Dick and Jane book. So
again, is it easy to absorb? Is it too easy? This really has a little bit more to do with “Do you know
your market?”Are you selling the right product, for the right person, at the right time, for the right
price? So, that gets into a little bit more detail than you may have wanted. But ideally your
content needs to be easy to absorb. Part of your selling process is painting them that picture.
They need to see that not only is the information they need going to be in there, but it’s going to
be awesome to absorb. They have to feel like it’s going to be fun and they are going to love doing
it! Again, the prospect should not need a graduate degree to get through your content.

Another prospect’s concern is, “Does it take a long time to find what they're looking for”? This
works in your favor because it is so easy to position against. Ask yourself, “How will you compete
with Google or YouTube?” Here’s how. What you are doing is micro-targeting. When I do a
search on Google I get like 300 million results. How do I know what I want is on the first page?
Normally the first or second page is filled with ads or links to fake blogs that are meant to look like
they are answering my question. But they really just want me to click on something and buy it.

So you can position against that. You can say, “Hey look prospect! You could go through the
painstaking task of trying to find what you need on Google sifting through endless pages until you
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find that one line or gem of content you actually needed. Or, you could go straight into our site
and easily search for what you are looking for. You can find it, read it, and consume it in three
different formats of video, text or audio all within our members area. Let me give you a tour.”

So you see how easily I just positioned myself against Google and YouTube? It's all about the
way that you make it consumable. Show them how much fun and entertaining its going to be to
go through your membership site while discovering and devouring all the abundant material.

The wording that I'm even using on my slides is something that you can use on your sales page.
You can actually show them giving them a tour of your member’s area. Show them how you
separated everything into modules. So it’s not just one video, it’s a series of videos. In fact there
are three or four videos for each chapter. Perhaps you have a page with all the audio chapters
that are downloadable. This will allow them to put the content on their mobile devices like their
iPad or iPod. They could listen to the material while they are working out or simply cooking dinner.
See what I’m talking about now? I’m talking about “benefits”. It has nothing to do with the
information that is going to be consumed. It’s about how easy and flexible the material is being
made available. That is what’s going to sell your product. You have to show them how much fun
and entertaining it will be in discover all the material that they want to learn about. Again, make it
easily searchable with top-level pages. I make sure that every information product I create goes
inside of a members area. People ask “Omar why do you go through all that trouble?” That’s
because it is not just an e-book it is my brand and reputation.

You know what? When you go to Starbucks it's not just a cup of coffee. It’s an experience that
makes the difference. It is why you are willing to stand in line and pay five dollars for a cup of
coffee with a little bit of whipped cream and sprinkles on it. Going to Starbucks is an experience.
Now you have to make the consumption of your e-book an experience like Starbucks. How do we
do that? We do that by putting it inside of a members area and giving each one of the customers
their own username and password. We do that by giving them a personalized video message
when they login welcoming and thanking them for purchasing this product. We let them know in
that video that we are here to help and that there is even a Support Desk. I even invite them to be
a joint-venture partner asking them if they would like to get another free gift from me by simply
sharing this opportunity with their friends. I share with them that we have a 50% partnership
program where they can actually share in the revenue from this product. I even show them the
affiliate page and links to partner with us. We literally are walking them through the entire Omar
Martin “Starbucks” experience.
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Then you are going to say to them, “Hey, how would you like to consume the information? Would
you like to read it right on your screen? Here’s the PDF you can download and even print.” All of
that is just on one page. On the other pages you can ask if they want to watch the videos that are
broken up into modules with a module on each page.

So now you created this whole big member’s area from one thirty-page e-book. You turn that one
e-book into an “experience”. Let’s be honest, people are willing to pay $19 for an ebook from
Amazon yet they don't have an experience on their Kindle or iPad. However, they do have that in
your member’s area with all the different formats. Plus, it’s an ideal opportunity to sell other
products. So, you need to think about how consumable you are making the product for them.
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Chapter 4

Presentation of the Components

Now let’s talk about the presentation of the components. A lot of people get this a little mixed up
when I'm talking about presentation on the actual sales page. On the sales page we want to
make a big deal about the way that we are delivering the product. So we talk about the member’s
area. Honestly, a list of download links is a recipe for a refund because there is no “thud” factor.
Paying for a link is a tough thing to justify the next morning.

You have to remember that your prospects are going to buy based on emotion. That is a fact!
You can try to sell based on logic citing how many amazing features there are. But you know
what? At the end of the day your prospects are going to buy based on emotion and if you got
them excited. Nobody wakes up in the mornings and says “Oh Honey, I sure hope that Omar
Martin releases a new product today because I have an extra fifty bucks in my pocket.” Nobody
wakes up thinking that. They find my products and they purchase them because I take them
through the process and purchase decision raising their impulse from “zero” to “purchase now”. I
do this by getting them excited and tapping into their emotions. That’s what makes them buy. But
that's not enough to keep them from refunding.

Paying for merely a link is a tough thing to justify the next morning. Remember, your customers
may buy on emotion, but they justify the purchase the next day based on logic. So, you might
have been up all night watching the QVC Home Shopping Network. You may have purchased a
set of Ginsu knives, a new alarm for your car, and a cubic zirconium ring. It might all seem like a
great idea in the middle of the night. But, the next day, logic is going to dictate whether or not you
canceled those purchases. So, you need to present your material in the member’s area in such a
robust, dynamic, and compelling way that refunding never crosses their mind. You got to give
them more product value for their purchase.

The way you present the information is going to make a world of difference in increasing the
perceived value. So, marketing is all about perceived value. The value of the product, is the value
of the product. At the end of the day, when selling dog training you simply gave them an e-book
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about dog training. Technically, you could say, “You got what you paid for”. Well they can also
say, “Yeah, I did. Now I want a refund”. However, this is not delighting the customer which is the
key to having repeat business. It's not just about having a satisfied customer. Anybody can have
satisfied customer. However, making a loyal customer is what makes a difference. If you are not
sure if you’d rather have a satisfied customer or a loyal customer let me ask you this. “Would you
rather your spouse be loyal or satisfied?” Now marketing is about perceived value. So, it's not
just enough to make them satisfied. You want to “WOW” them. You want to get them so excited
that once they purchased they say “Oh my goodness. I only paid $20? I feel bad for only paying
$20 dollars as I got not only the videos, audio, and text, but all this extra stuff. It’s awesome!”
Now you don't want to overwhelm them and knowing the difference between too much and too
little comes with experience and testing.

Thus, it really comes down to the perceived value. Are you giving them simply what they paid for?
That’s “OK”. But you will have to deal with refunds, customer complaints, and it’s going to be
tougher. However, if you “delight” every single one of your customers. You are going to have an
awesome powerhouse of a business in no time at all.

Presentation is everything as it has to look pretty. It’s like the garnish on a gourmet dish with a
tiny piece of food on it. I remember once going to “Tavern on the Green” a long time ago. This
restaurant was like a real fancy-schmancy restaurant. I must have saved up for weeks to be able
go there. Well, I go there and they have ravioli on the menu. It’s probably the only thing I could
pronounce and so I order the ravioli thinking, “I’m going to get ravioli”.

Instead, I get these two little tiny pieces of ravioli on a dish that was decorated with sauces and
lines of cheese. I thought to myself, “I am going to starve”. I was only too little tiny pieces of
ravioli. Thus, it’s all about the presentation. Thus, your web pages have to look pretty like the
garnish on a gourmet dish with a tiny piece of food on it. People will judge the appearance of your
site and it will determine if they buy, and ultimately ask for a refund. So, be comfortable with the
fact that you need to make yourself look awesome by creating an experience where they will be
“WOW'd” along with having that “thud” factor. By the way, “thud factor” comes from the world of
direct mail. When you send a packet to somebody, and they drop it on their kitchen table, it
should make a noise. It makes the customer feel like they got their money's worth.

You know there’s a little story about when the music industry shifted from 12-inch vinyl records to
CDs which were a much smaller piece of media. People were asking themselves why they were
being forced to pay $20 for a CD when a big record cost only 10 bucks. So, initially it was a tough
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sell to consumers. This forced the packaging of CD’s to be much larger than the actual size of the
CD. This shift in packaging was to make the customer feel like they were getting something more
than they were actually getting. Yet, the extra air and cardboard made the customer feel like they
were getting more for their money. This is desired by the manufacturer as customers were now
being asked to pay twice the amount for the CD than the original 12-inch vinyl record. So, you
have to give the “thud factor” in a digital way and that is though exceptional appearance.

Even a simple e-book should be delivered in a member’s area in a wide assortment of modalities.
Not only give the customer the text but also perhaps provide various versions of the text.
Underneath the video, provide a written transcription to download. How about providing the
actual slides used to make the video that they may repurpose? Whatever it is, give them an
abundance of media. Give them a tour of your member’s area. “WOW” them with the way you are
going to present the material inside the member’s area once they make the purchase.

If they are thinking that you are like everybody else, then guess what? You are like everybody
else. It’s your job to show him or her how you're not like everybody else. Your e-books are not
like every other e-book they have ever purchased. They are not going to experience buyer’s
remorse. You need to convey that there is no need to fear when making this purchase.
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Chapter 5

Avoid TMI Syndrome

Let's avoid “Too Much Information Syndrome” (TMI) Syndrome. I hinted at the fact that you will
have to find that happy medium between, what's too little to give, and what's too much to give, in
your member’s area. However, what is really important is that you avoid the TMI Syndrome
especially when you're selling information. Paint a picture of a timely healthy and enjoyable
information consumption experience.

So, here's what I mean when I say timely, healthy and enjoyable experience. We all want to feel
good about our purchases. We want to feel good about learning the product’s information and
having chosen to learn it from a particular authority rather than their competitor. More information
does not equal greater perceived value. In fact, sometimes less is more. For example, just
because a restaurant piles more and more food on my plate, it doesn’t make me want to eat it all,
as it appears to be too much food.

Look, Melinda and I recently went to one of those places where they cook in front of you. They
served us yet kept the food coming. It was mountains of food and it literally turned us off. I don’t
know if you've ever had a similar experience. But when it comes to food you’ve got to make it
light, healthy, and enjoyable. You got to make them feel like “Wow! This is awesome! I got all this
stuff!” But you can’t make them feel like “Oh Man, it’s too much!” This is because it will have the
opposite effect of what you want.

Adding a library of ebooks to your offer might make the whole thing look too big for them. It might
appear to be an insurmountable task to consume all your content. All they may have wanted was
to teach their dog to behave, and perhaps learn a trick or two. But now there is dog grooming tips,
a book on heart worm, and a report on diseases that your dog may get. Perhaps there are a total
of ten additional e-books focused on the health of dogs. Look, don’t talk yourself out of a sale
with having too many bonuses! The mere fact of adding more, is not adding value. Also, make
sure the offers are specifically congruent with what the prospect desires. Just because they are
all offers about dogs, it may be too broad a topic. Especially when they just wanted to learn how
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to train their dog. So, again you must be cautious about the way you present additional
information as you can make it look too big and too tough to consume.
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Chapter 6

Over Delivering

Are you truly over delivering in your member’s area? The term “over delivering” is a term that is
thrown around quite a bit in our in our industry. But, the reality is that “over delivering” suggests
you are providing a product that is even more awesome than you claimed it was. It’s that you are
actually giving them more product than they purchased.

There are a lot of people that say they over deliver in all their products. What does that mean?
Are they giving 110% when creating the product ? That’s not over delivering. Also, how can
someone over deliver if they give the purchaser exactly what they said they would? Over deliver
means you give more than you told them. So, I for example, offer “unexpected” surprises inside
of my member’s area.

Look, people love surprises! My wife says she hates them. But deep down she loves getting them.
And at the end of the day, so do your customers! So, make your customer pleasantly surprised.
It's not about how awesome you made your product. Remember, over delivery doesn't mean that
you make your products more “awesome” than the other dude. No! Stop thinking that. Over
delivering means you actually gave them more product than they actually purchased.

Will they find all this information useful? Did you include information about dog diseases when
the prospect was looking for dog tricks? Is the dog diseases information going to be useful to the
prospect looking for dog tricks? In the mindset of your ideal consumer is the information provided
related to what they were looking for? First of all, you should know the demographic you're selling
to. You should know the market or audience. Thus, if you know the audience, reverse
engineering your offer shouldn’t be that tough. And it all comes down to the question, “Is my ideal
customer going to find this additional bonus useful?” or, “Am I just adding some stuff here for the
sake of filling up the site”?
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Chapter 7

Simply Enjoyable Delivery

Keep the information delivery process neat and manageable. Demonstrate how clean it is. Show
them that you have a nice simple system for them to get the information they want. Don't make it
complicated. Have you ever had to jump through hoops to get a product that you bought? You
bought a product, you go to this site that sends you to another site, and before you feel like you
completed the prior purchase, they are already selling you something else? It would have been
much better if the process were nice, clean, and simple.

Make the delivery process enjoyable. At the end of the day they should have no questions about
their purchase and process. Look, if your customer just paid you and they don't know where their
product is there is a problem. If they are waiting for something, not knowing what's going on, then
your system is neither simple nor enjoyable. Then those bad feelings are transferred to you and
your product. For those few minutes, that they are waiting in fear for that email to come through,
or waiting for instructions, they are experience angst. And, if their Facebook is open, like it
probably is, they may be tempted to post something negative. This is because they may believe
they have just been taken for a ride! Oh, and even if they realize their ill will posting was in haste,
and return to Facebook to retract those harsh words against you, your product, and company,
there is a problem. This is because the Internet is written in pen and not pencil. The damage has
been done.

Thus, people will see that negative Facebook posting where one of your customers had a hard
time buying your product regardless if the now satisfied customer tried to go in later and clean it
up. Unfortunately, a bell cannot be unrung. Therefore, keep your content delivery system nice,
simple and an enjoyable process. When they are done paying you should take them immediately
to their purchased item. They should receive clear instructions being directed to the product
without additional hoops. Make the simple delivery process a benefit listing it on your sales page.
Explain how simple and enjoyable a process it is to receive their information upon successfully
completing the payment process.

http://HigherLevelStrategies.com


Page 19 of 22
Higher Level Strategies, Inc.

Chapter 8

Anticipate Objections

Within the sales process, like with any sales page, it's important that you anticipate and even
preempt objections. What does that mean? It means to present the anticipated objection first.
Address the objection before they think of it. If you know your product inside and out, than you
know what your consumer’s apprehensions will be. A recipe for chocolate cake is just a list of
ingredients and instructions. You're not selling the list, your are selling the taste. You are selling
the chef’s experience. So, that being said, what apprehensions might they have? Let me tell you,
they probably have tasted some terrible cake in the past and you will have to overcome this past
experience as your cake is delicious.

They are going to have inhibitions about the overall taste of their experience. And you should
address this fear directly. Now, I use the example of the cake, but this holds true with any type of
information that you're selling. More than likely, your customer has been burned in the past.
They've had a bad experience. The reality is that most people that don't buy, choose to not buy,
out of fear. Remember, that they've tasted bad cake in the past. It's your job to explain to them
demonstrating that your cake actually tastes fantastic.
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Chapter 9

Throw Stones Tactfully

Throw stones at your enemy as long as you do it tactfully. This is another one that I see people
doing all wrong. I see comparison charts mentioning the name of competitive products and
bashing them claiming that the competition's product sucks and there product doesn't. You know
what? You are walking a thin line when you are doing that sort of thing.

Is that going to appeal to some people? Yes. But at the end of the day, when you are talking bad
about somebody, you’re not just making them look bad, you are also looking bad yourself. Thus,
again, it's okay to throw stones at your enemies when you do it tactfully and not to maliciously
hurt your competitor's brand. By all means, try to avoid using their name. For example, if you
know for a fact that the leading cake recipe book doesn't come in audio, or doesn’t have video,
say something like, “Hey, unlike some other cake recipe products out there, our product will show
you how to make cake as well as provide an audio narration that goes along with the recipe book.
So, you do not have to worry about having to read, since our product allows you to listen in the
comfort of your car.”

Can you see how I kind of threw a stone at the enemy tactfully. This is because I knew that audio
is not something they offer? However, I didn't have to mention the competitor directly saying,
“Hey, XYZ cake recipe book sucks, because that company doesn’t care about their customers
like we do since we provide an audio version.”

So, again, instead mention things that your product provides that their product doesn't. A reverse
approach could be pointing out differences. What you product doesn’t have may be a selling
point, like being gluten free. You could even highlight something you do that your competitor
does not do. For instance, in an addition to cake recipes, you have information about baking in a
convection oven versus a brick oven, and the competition does not have this information, point it
out!

People think that throwing stones at your competition is just about pointing out the things that you
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do, that they don’t do. However, it isn’t. Perhaps there is something that they do negatively and
you don't. For example, finding information on YouTube. That's process can be annoying when
you have to watch all those video ads. Have you ever hoped to watch something only to be met
with an advertisement? You are forced to watch one of those bumper commercial videos at the
beginning. Don’t you find that annoying? So, maybe the competition advertises in this manner,
where you do not. That’s an important benefit to have over the competition. You should point that
out. Perhaps you could have sales copy that cleverly says, “You get the whole truth, and nothing
but the good taste in cake recipes”. So, you can identify something your competitor has that you
do not which may be an advantage to the customer.

But the overall theme is to preempt a prospect’s objections addressing their concerns directly
even before they think of it. So, in your sales copy, when you're selling information, think about
the inhibitions that your customer is having as they read your sales page. Address those
inhibitions one at a time to overcome their fear.
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Chapter 10

Conclusion

Remember, when selling information you are mostly selling the “source” and the “consumption
experience” similar to a five-dollar cup of coffee at Starbucks. Again, consider a college or
university brochure, as it’s the best way to illustrate selling an experience. The institution is
selling you the campus, facilities, clubs, activities, and faculty. Their brochure sells you the
“experience” of college and NOT the classes themselves. The classes are not even listed in the
brochure!
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