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Where do you start?  What do 
you need to get started? Who 
can help you get started?   
Hi, I’m Michael Senoff, Founder and CEO of www.HardToFindSeminars.com. If I 
could tell you an easy way to increase the value of your Information Product from 
$28 to $3,9000, would you listen to me?

For the past seven years, I’ve interviewed the world’s best business and market-
ing minds, Talk Yourself Rich is packed with easy-to-use techniques and 
strategies. Most importantly, it will share with you exactly how to put these tech-
niques and strategies to use right away. It covers such topics as: 

 • Creating a high-value information product

 • Top audio recordings that will add value to your information product

 • Mistakes that will kill your audio program

 • Avoiding the roadblocks to making your information product

 • Audio techniques to create your high-value audio program

     ...and much much more     
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Hi, I’m Michael Senoff, Founder and CEO of HardToFindSeminars.com. 
When my first child was born, he was very sick, and it was then that I 
knew I had to have a business I could operate from home. This was the 

beginning of my personal journey, and for the past seven years, I’ve 

interviewed the world’s best business and marketing minds. Along the 
way, I’ve created a successful publishing business—all from home in my 
two-car garage. 

During my journey of creating audio products (most of them freely 
available on my website), I have become an expert on audio interviewing 
techniques and how audio can be used to enhance the value—and 

marketability—of information products. I am now prepared to share 
those techniques with you. These are my secrets. 

If you ever visit my website and experience the plethora of information 
available there—all presented in a highly-engaging audio format—you 
might wonder if I am some sort of egotistical, attention-seeking nerd, a 
person who loves to hear himself talk. Am I in love with the sound of my 

own voice? The answer is a resounding YES to all of the above. 

But I am also in love with you—you, the person who seeks knowledge, 
you, the person who is willing to work for a better life. I want to push you 
into doing more, being more, dreaming more and taking more action 
than ever before. I am in love with filling your mind with the promise and 
possibility of a better place in life. With this book, I hope to accomplish 

just that. 

This book is packed with easy-to-use techniques and strategies. Most 
importantly, it will share with you exactly how to put these techniques 
and strategies to use right away and get on the path of improving your 
information product. To illustrate and reinforce the basic concepts of my 
Audio Product Creation System, I have included (at the end of each 

chapter) a transcript from an interview consult with a real-world 
marketing professional who is applying my techniques. 

This is how to Talk Yourself Rich... 
 

 

Chapter 1 - Creating a High-Value Information 
Product 

Why You Should Increase the Price of Your Information Product 

I have done many consults on the subject of information products, and 
one recurring problem I find with many information products has to do 
with pricing. For some reason, good products get priced too low—so low 

in many cases that that they are bordering on unbelievable, and that's 
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not good. Let me share with you 4 great reasons to increase the price of 
your information product. 

Reason #1: You can make far more real profits with a higher priced, high-

quality information product. 

Why? If you sell a book or e-book for $20-$30, the cost of printing and 
delivering the book can be quite high: from $3-$20 for each book once 
you take into account printing or copying, postage, retailer's 
commissions (if you have any), handling, and all the other expenses of 

doing business. 

Let's just imagine you clear $10 on each book (and believe me you'd be 
doing pretty well to make a $10 profit from a printed book). To make 

$10,000 in total profits, you would have to sell 1,000 books. Now here's a 
million-dollar tip most book authors and publishers don't know about: 

It takes almost the same amount of convincing and work to sell a 

$20 book as it does to sell a $197 information package. 

But your $197 information package—it might include your book plus 6 
audio CDs—only costs an extra $6-$20 to reproduce and deliver. So 
imagine you clear $150 on each $197 information package. That means 
you only have to sell 67 prospects on your $197 information package to 
make $10,000 in total profits. Generally speaking, it is FAR easier to find 

67 good prospects than it is to find 1,000. If you already have a book or 
an e-book that's selling well, you can offer your $197 information 
package to the buyers of your book and create highly lucrative back-end 
income from your current sales. But having a high value information 
product doesn't just INCREASE the profits you can make; it can also 
REDUCE the hours you have to work. 

Reason #2: If you're a consultant or a speaker or you deal with clients 
one-on-one, an information product with plenty of high-quality audio can 
help free up your time. 

Think about the time you spend repeating the same information over and 

over again. This kind of information is perfect for an audio recording. The 

tapes can pre-educate your clients on all the fundamentals you've 
recorded for them, and you'll be able to spend your time working on their 
very specific and unique problems. As an aside, if you're not making 
money from consulting, this is a field you should seriously consider 
because having a book or a high-value information product positions you 
as the leading expert in your niche, and in most cases you can charge a 

premium for the highly specialized one-on-one advice you have to offer. 

Reason #3: You can attract new, high-quality clients when you have a 



 

 

higher priced information product. 

Prospects who've gone through all the information in the book and 6 

audio CDs you've put together already know what you're about. 
They see you as being a genuine expert and they have a very good idea of 

what to expect if they become one of your clients. 

Reason #4: To increase the service you provide to your clients. 

This is the most important reason of all. When you create a product 
here's the fundamental question you need to ask yourself: “What can I 
GIVE to my clients?” 

What will happen if you really go out of your way to give your prospects 

and clients the best value, highest-quality information product you can 
produce? What will happen if you give to your prospects and clients way 
beyond anything you or anyone in your field has done before? 

Let me illustrate this reason with a story from the real world. 

On my website, at hardtofindseminars.com, I give away literally tens of 

thousands of dollars worth of high-quality audios, transcripts, reports 
and more completely free. I have interviews with Jay Conrad Levinson, 
Carl Galetti, Brian Keith Voiles, and audio from Gary Halbert, Dan 
Kennedy, Ted Nicholas and John Carlton. The site is packed with stuff 

you'd pay a fortune for anywhere else. But at hardtofindseminars.com 
it's FREE. The average sale from my business-selling marketing tapes, 

videos, programs, etc. is $700. Think about that for a minute. $700. 
Would you like an online business that has an average sale of $700? I 
sell products online with prices that reach into the $3,900, even $5,900, 
range. 

Here's the lesson: When you give high value, you create trust. And when 
you have the trust of your prospects and clients, they'll spend much 

more money with you than they would with someone else. 

How can you create more trust and multiply the sales when you create 

your information product? It's simple – don't just create a book. Don't 
just create one audio CD. Don't just create one video. Add real value to 
your information product with a bunch of extra-high-value, targeted 
audio, and deliver it for next to no cost. An audio CD costs $2 or less to 

copy and mail. If you're copying a lot of CDs, CDs can cost as little as 25 
cents each. You can give your prospects and clients huge value at 
minimal cost. And if you take the attitude of “What can I give?” then you 
can have an average sale of $700 or more. And you can regularly sell 
high-ticket items for thousands of dollars each. 

http://hardtofindseminars.com/
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You'll also find it far easier to sell your products because the value you'll 
be offering is so much higher. You'll be giving your prospects an offer 
they'll find almost impossible to refuse. So when you add highly targeted, 

valuable audio products to your book, e-book or any program you sell, 

you'll make: 

1) Your product offering many times more valuable 
2) Your clients much more likely to do business with you in the future 

because you gave them such incredible value 

Also, making a great offer, and delivering that offer, makes risk reversal a 
breeze. Giving your clients 5-10 times the value of what they pay makes 

giving a great money-back guarantee a real no-brainer. I'm sure you 
know the longer the money back guarantee, the less refunds you get— 

assuming you deliver a product of value. 

Generally speaking, if you offer a one-year guarantee, your client is less 
likely to ask for a refund than if you offer a 30-day guarantee. They don't 
feel as pressured into making a decision about whether to ask for a 

refund or not when you give them more time. And a few months after 
buying the product, they've forgotten about it. 

Now think again about increasing the value of your information package 
by adding highly targeted, high-quality audio recordings. What if you 
double that value? Or triple it? What if you give ten times or even twenty 

times the value? 

If you're giving $1,000 genuine value when your client is spending $200, 
you'll slash your refund requests. How confident will you be with your 
guarantee if you know only a small percentage of your clients will ever 
ask for a refund? A powerful offer with massive value to your clients 
means you can give a fantastic guarantee. And fantastic risk reversal 
guarantees can multiply the response from your sales message— 

sometimes exponentially. 
 
A Note About Product Delivery 

You might be wondering what the best method of delivering your 
information product is. Should you deliver it electronically or physically? 
The answer basically depends on pricing. If your product sells upwards 
of several hundred dollars, you should go with a physical product 
because you’ve got to deliver something physical. When people are paying 
that much money, they want something they can touch. For a $10-$20 

book, delivery can be digital. For a $99 product, it can be digital. The 
other aspect has to do with returns. I've found that as you start to get up 
into the higher dollars amounts for your information product, your 
refunds will be higher if the product is not delivered physically. 



 

 

Why You Should Tightly Niche Your Information Product 

Fitting your product into a tight niche increases value enormously. For 

example, your prospects will pay far more for a marketing system 
designed specifically for carpet cleaners than they will for a general 
marketing program—even if the programs are nearly identical. People will 

pay more to learn how to be an effective hotel manager than they will to 
be an effective manager. Everyone thinks the problems in their industry 
are unique, and even though those problems may be common to most 
industries, you'll make far more money and find it far easier to market 
your product if you focus on a very tight, well-defined niche. 

 
Also, the prospects in the tight niche you choose for your information 
product should have a burning desire for the information you'll produce, 
and they should have the money to pay for it. For example, “The Secrets 

Of Avoiding Work” for people on social security is a lousy product idea 
and a lousy niche. “7 Insider Secrets To Buying Your Next Beach Home 

In Maui” might be a highly cashed up niche worth chasing after. Niches 
that have prospects with a reasonably high disposable income where you 
can demonstrate to them how to make or save a substantial amount of 
money usually make great choices. 

You should also choose a niche where you'll be able to go back to the 
same client and sell a whole range of other related information products. 

It's much easier to sell to clients who've bought from you already— 
especially when you provide exceptional value. 

Using Audio to Add Value to Your Information Product 

You can add value to your information product in an almost infinite 
number of ways. You can add targeted books, e-books downloaded 
online, reports, tickets to seminars, teleseminars, teleconference calls, 
membership sites, useful software, consulting video and audio. Of all 

these options, adding highly targeted audio recordings is probably the 
quickest way to add real value to a product. 

Why audio? 

Audio is easy to use. You can listen to an audio CD while doing other 
work—while you're driving in your car, while you exercise, while you 
walk. The opportunities are endless and the commitment level for your 

buyer is low. Although your buyer may not read a book or even a report, 
they know they'll get plenty of chances to listen to an audio CD. Audio 
CDs have a higher perceived value ($20-$50 a CD), and they're very 
cheap to duplicate and mail (from a high of $2 down to as little as twenty 
cents to reproduce). And the Internet is another inexpensive delivery 
mechanism, and far more reliable than physical delivery through postal 



 

 

or common carrier. 

If you're doing short runs of very high-priced packages, you can burn the 

CDs on your own computer at minimal cost. Finally, recording a CD is 
relatively easy to do. If you use a professional who specializes in 

interviewing experts to create information CDs, the whole process can 
take as little as an hour and a half to two hours to make a one-hour 
audio CD. You can create five to six hours of high quality, high value 
information to supplement an information package FAST by recording 
audio with an expert. 

Audio allows you to massively leverage your time. You can deliver a sales 

message without having to be there, taking you out of the picture. Using 
recorded audio and audio interviews allows you to duplicate yourself. 

The interview format also has some highly beneficial properties. First, 
having someone interview you allows you to position yourself as an 
expert. During the interview, the interviewer is asking you the questions 
and you are giving the answers, so you are perceived by default as the 

expert. Another property is that some of the expert's appeal rubs off on 
the interviewer, so if you interview experts in your field, each time you do 
so, you will be "elevated" in stature by a certain amount. For an example 
of this, think about Larry King, who has become somewhat of a celebrity 
by interviewing celebrities. 

Here's one example of using audio to add value to your information 

product. Suppose your product features a certain expert, and he has a 
methodology for doing something. Let's say it is an information product 
that explains in detail how to buy a business. But suppose the expert 
didn't cover some subjects, and the students using the information 
product are asking questions about those subjects. All you have to do is 
find another expert and interview them and include that interview in the 

package. This will fill the gaps. So a great way to increase the value of 
your existing product is by adding more interviews with other experts 
other than the main expert of the product that you're selling. 

Another advantage of creating audio products is that they give rise to 

business opportunities that otherwise may not exist. When you interview 
key individuals in your field, you will be forming bonds with those 

experts, and this opens the door for a better chance of doing joint 
ventures or deals in the future. 

And here’s another benefit of audio. Do you know what a voyeur is, 
someone who is secretly looking in? Like when you want to peer into the 
room, and you have one of those old-time doorknobs, and you’re looking 
through the keyhole. Well, there’s a voyeuristic aspect to someone 

listening to an audio interview and being totally anonymous, at home or 



 

 

on their computer. Those people are listening to your interview and they 
know you have no idea who they are. It’s naturally appealing to listen in 
on a conversation between two people. In fact, this is a common literary 

device that appears in some of the most popular fiction of all time. For 

example, in the book TOM SAWYER, when Huck Finn secretly overhears 
Injun Joe plotting the mutilation of the Widow Douglas. Or in ROMEO 
AND JULIET, when Romeo hides in the garden and overhears Juliet 
professing her love for him. 

This delivery method—audio in the interview format—triggers something 
fundamental in the human psyche. This is the appeal of audio. It's 

almost magical, and it's easily the best and fasted way to add value to an 
information product. 

Here are some other advantages to using audio in your information 
product: 

 You are benefiting your customer because you are educating them 

the most natural way—through the spoken word. 

 Current technology is rapidly evolving in favor of audio recordings 

being more readily available—for example, on the iPod or the Zune. 

 Audio has Viral Marketing appeal—as the iPod becomes more 

ubiquitous worldwide, good audios will be naturally shared (like 

people forward cute emails). If you hear a ground-moving interview, 
you will pass it on to someone you like. 

 Audio allows you to break the book-pricing stereotype. Books sell in 

the range of $10-$35. Audio packages can reach into the 
thousands of dollars. 

 Audio is 2-way communication so it lends itself to a deeper, more 

meaningful exchange of information. Questions lead to other 
questions, and the interview can iterate and feed back upon itself 
and give rise to richer content. Not the case with the written word, 

which is far less spontaneous. 

Consult #1 – Rufina: Singing Your Way to the Bank 

Profile 

Rufina James knew her niche. She’s been a singer and a voice coach for 
most of her life. But, when a car accident caused her to lose her singing 
voice, she had to try a different breathing technique in order to get her 
voice back. It came back even stronger than before. Impressed with the 
technique, she’s decided to run workshops in this voice training 
technique. But, she’s not sure of the best ways to market it. She’s run 

into a lot of skepticism when she tries to explain this new method. And, 



 

 

she’s not sure who her market base is or how much she should charge. 

So in this interview, we’ll go over Rufina’s options. You’ll hear my 

thoughts on how she should market herself and her product. You’ll hear 
me tell her the best ways I’ve found to deal with skepticism, which— 

believe it or not—is to actually integrate what people want to hear into 
your marketing. 

But, the biggest advice I give her in this interview is not to lower the price 
of her product in order to widen her audience, because that rarely works. 
You’re not going to sell to everyone, and you don’t need to. Listen to this 
interview and you’ll find out why you only need to sell to one percent. 

Now, voice training is an interesting product. It’s like preventative 

medicine. If people don’t need it right away, they’re not thinking about it 
right away. That’s why it’s always harder to sell a preventative than a 
solution. But, it can be done—and very lucratively too—if it’s done right. 
So I give her ideas on how to: 

 Know her marketplace and ways to expand on it 

 Price her workshops and upsell her product 

 Add more benefit to her product so she can charge more 

 Use her story and expertise to sell her workshops 

 Create a website and lead people to it 

I also give her advice on a photography book she wrote some time ago 
that she thinks may no longer be marketable. Even though the book’s 
been out for a while, I give her ways she can add value to it, allowing her 

to charge more for this existing product. So listen to Rufina’s story. It’s 
full of creative ways to market and expand on some interesting ideas. 

Consult Transcript 

Michael: Hi, this is Michael Senoff with Michael Senoff’s 
www.HardToFindSeminars.com and audio marketing secrets. Here’s 

another consult with a lady named Rufina James. She is one of the 

foremost experts on voice coaching and 15 years ago she was marketing 
and selling and performing workshops for people who wanted to improve 
the quality of their speaking and their singing voice. She had a lot of her 
marketing developed, and due to a tragic car accident, she’s been unable 
to continue on. She’s now feeling better and she contacted me after 
ordering the Talk Yourself Rich program. And we spent an hour on the 

phone discussing ideas on how she can develop her expertise and develop 
her product and put on live seminars. I hope you find this helpful and 
let’s get going. 

http://www.hardtofindseminars.com/


 

 

Rufina: Hello. 

Michael: Hello, Rufina. 

Rufina: Hi. 

Michael: How are you? 

Rufina: Pretty good, pretty good. 

Michael: All right, so tell me. You ordered the Talk Yourself Rich and 
you were able to go through the program? 

 

Rufina: Well, I certainly have not gone through every single page you 

have on there. 

Michael: I know it’s a lot. Okay, but you got a good start on it. 

Rufina: Yes, and I’ve listened to the one that’s how to take a $28 product 
and turn it into a $3,000 whatever it was, an idea. 

Michael: So tell me, what do you do currently and what ideas do you 
have? What got you to order the product initially? 

Rufina: Well you were talking about how you have all those recordings 

and how you could take a $28 ebook. See, I’ve created some ebooks 
before, but they have not been in the field that I want to pursue. 

Michael: What field are they in? 

Rufina: Oh, I have an ebook on digital photography and one on orchids. 

Michael: Okay, did you create them yourself?  

Rufina: Yes. 
 

Michael: Okay, so what got you to create ebooks in something that you 

weren’t interested in or something you didn’t want to pursue? 

Rufina: Well, one, it was a method of marketing. You know, creating 
ebooks and then putting them up for sale; that type of thing. And two, I 

had been ill for many years, like over 15 years, and I really didn’t have 
the energy. If I wrote something in my field, I knew that would bring 
clients and I would not have the energy to deal with clients. And now I do 
and I want to go back to what I’m trained in and what my expertise is. 

Michael: Right. First before we get to that, I want to hear about your 



 

 

expertise; what happened, how did it go with the photography book and 
the other one? 

Rufina: Well, the photography book had an initial good surge and then 
just sort of slowly dwindled. 

Michael: Down to nothing? 

Rufina: Practically, not exactly. Every so often there’s another surge 
because someone’s giving a class. I had a great lady doing a class for 
seniors who called me and we worked out a deal and her class bought a 
lot. And then another woman who interviewed people and was doing an 
interview series on photography, in transformation, interviewed me and 

we had some sales. You know, things like that. 

Michael: What did the book sell for? 

Rufina: $29.97, I believe. 

Michael: All right. So did you sell a couple hundred of them? 

Rufina: At least, yeah. 

Michael: Good. And it was a pretty automatic system, right? 

Rufina: Yes, uh huh. 

Michael: Well, that’s nice. Did you do it through ClickBank? 

Rufina: Yes. 

Michael: Good, okay. So that’s one idea you could take and add value to 
it and increase the price and still have it on automatic pilot. A couple 
hundred of them at $29 is a lot different than a couple hundred at $299. 

Rufina: Well, I was thinking of lowering the price. 

Michael: Why would you do that? 

Rufina: To stimulate more sales. 

Michael: You know, that may be a myth because you have to test 

everything. Just because you lower the price doesn’t mean you’ll get 
more sales. 

Rufina: I did test it. I lowered the price once when it was in the 
beginning, and I tested that and I didn’t see any difference in sales. But 



 

 

it wasn’t like there were hundreds of sales. 

Michael: Well, you could lower the price and double the sales but you 

still come out the same way. You just have twice as many headaches. 

Rufina: That’s true. 

Michael: So you could increase the price and add value by adding audio 
content. You may want to do 5 little interviews with experts who are 
making money doing photography. 

Rufina: Also, I have 2 new ones that I should add to it. One is my 

interview with the woman who just started in transformation and the 
other one is with a photographer who is an orchid grower and that was 

for the orchid one. But you know I could use that for the other one as 
well. 

Michael: In your sales letter, you could say in addition to this you’re 
going to get an interview with this person, this person, this person. I’d 

much rather see you add audio content, add them to the product, build 
value and charge more. 

 

Rufina: Okay. I will look at that, but that is not my main concern. 

Michael: I know, so let’s get into what is your expertise and your 
passion. 

Rufina: Okay, I started out teaching voice. I have a Masters Degree in 

Vocal Performance, which is voice teaching. And I’m a singer and 
actually I do a lot of things, but that’s just two of the things. And I used 
to teach at the college level and have private students and do workshops 
and vocal coaching from people from all fields, and speakers, lots and 
lots of speakers. Speakers lose their voice a lot. So my specialty was 
showing people how they could preserve their voice; how not to lose their 

voice. And the skills that they need to be able to speak for hours and 
hours without tiring, without any vocal strain at all. And since then, I 
would say my skills have expanded and what I like to teaching most now 

is a workshop called Voice Power Mastery, which goes into a very 
specific, very demanding proven technique which not only gives you 
breath control and power like never before, but it also connects you to 

the quantum field as you speak. I mean, it can, if someone’s serious 
about it, it can create such a dynamic flow of energy for a speaker or a 
singer, that it’s really something that your normal speakers have no 
familiarity with. Nobody has any familiarity with this, which is the 
problem that I’m running up against. Because I tell it to people and they 
immediately translate it into something that they think they understand, 

which is not it at all, which is like a watered down version of it. And 



 

 

when I say you can really manage the flow of the energy of the room, they 
think, oh managing the room means how to deal with people who are 
heckling or are a problem who think they know everything. No, that’s not 

what I mean. And I mean something like a quantum step beyond that. 

But how do I explain that? 

Michael: Well, see you understand it and you’re trying to explain 
something so far off from their imagination that many people don’t have 
the comprehension. They’re going to make judgments; they’re going to 
think that you’re off the wall, that quantum physics, okay. People want 
to make judgments based on words; you know that. So you’ve got to talk 

in their language. Even though you know what it’s going to do, you have 
to under-promise and talk in a language that will make sense to them. 
You’ve gotta talk the benefits that will benefit them. If they believe that 

heckling and problems from the audience is something they want to solve 
a problem to, you need to integrate that. If you can show them some 
ways to deal with that and relate it to your voice training and stuff, 

you’ve gotta talk in their terms. You’ve gotta put yourself in their shoes 
and tell them what they want to hear and relate it to your product. So if 
they get your product, and they start using the exercises and the 
training, then all of this stuff you’re explaining to me, which you know to 
be true, will all be evident to them. 

Rufina: Yeah, now the other thing is that this particular technique 

cannot be taught through videos or tapes or anything like that. This has 

to be one-on-one. 

Michael: Okay, and you’re willing and you want to get into that? 

Rufina: Yes, I like teaching these workshops. They’re really fun. 

Michael: Okay, so they’re live workshops. 

Rufina: They’re live. 

Michael: People would fly in. Do you see yourself concentrating 
nationally, internationally or locally? 

Rufina: Nationally, internationally is fine. Locally doesn’t work. I live in 

Northern California and there’s just not enough people who are seriously 
interested or into this field to actually grasp the importance. 

Michael: So you know the market a little better than I do. How big of a 
problem is this for speakers? 

Rufina: Well, it’s a big problem but they don’t know it. That is the 
problem. People are in denial about this speaking problem. Speakers are 

in denial. I will speak to speakers who are completely hoarse, completely 



 

 

hoarse, and they tell me, oh it doesn’t usually happen; I’ll be better in a 
couple days, this is not a normal problem. But it is a normal problem. 
And they don’t get better as quick as they think but they keep telling 

themselves they will. If only a few of the really, I mean when it gets down 
to really brass tacks, do they finally admit, I have a problem I have to do 
something about. I have to learn something and I have to put some effort 
in this. 

Michael: That’s like selling people burglar alarms before they’ve been 
robbed. 

Rufina: Yeah, it is. 
 

Michael: It’s going to be 10 times harder selling a preventative. And it 

sounds like what you’re selling is a preventative than it is a solution. 
Even though the preventative is the solution. 

Rufina: Well, it is the solution. I had one guy sign up for my workshop. A 

couple of months before the actual workshop and the day before the 
workshop, he had been hoarse for quite a while, and the day before the 
workshop found out that he had a polyp and a torn vocal chord. And he 
couldn’t take the workshop because he couldn’t speak. He was in denial 
the entire time. 

Michael: So let me ask you this. What would you price these trainings 

for? Do you have any idea? 

Rufina: Well, right now, the price is about $797 for the workshop but I 
want to go up. I can’t work with very many people at a time. 

Michael: Can you demonstrate some of the things that you’re going to 
teach through audio interviews? Like, if someone interviewed you about 
your expertise, could you go into it? How much course material is there 

when you put on a seminar? How long does a seminar last? 

Rufina: Three days. 

Michael: So in these three days, I suspect there’s a lot of exercises and 
stuff? 

Rufina: It’s a boot camp. You’re on your feet working almost the entire 
time. 

Michael: Talking? 

Rufina: No, breathing. 



 

 

Michael: Breathing, okay. 

Rufina: Making sounds, breathing, taking deep breaths. You’re working 

muscles and finding muscles you didn’t know you had. And you’re trying 

to get them under constant control. It’s invigorating but it’s tiring. 
 

Michael: Have you done some live ones? 

Rufina: No. 

Michael: How many people have you put through your trainings?  

Rufina: If I count the people I did before I stopped doing it, I don’t know. 

Michael: So you did it successfully before you got sick? 

Rufina: I successfully taught a six-week class. As a six-week course, it’d 
take people a week to work on the exercise and come back. 

Michael: Was that through a learning annex? 

Rufina: No, I was in San Francisco and it was through the Blue Bear 
School of Music and my own private practice that I held in my home 
when I lived in San Francisco. So when I moved up here, there’s just not 

enough people that are into this kind of thing to really get going. 

Michael: So who are your most ravenous, excited students? Singers? 

Rufina: I have not gone back to the field of singers just now. I’m working 
with speakers. 

Michael: Speakers. Could you help singers? 

Rufina: Absolutely. I started with singers. And again, with singers you 

run into another kind of a wall, which is everyone thinks that their 
teacher is the best and only one. So you have to get past that first. They 
have to be willing to suspend belief and be open to a new thought. 

Because this technique is quite radically different from anything anyone 
ever taught them. And it comes more from the kind of martial art than it 
does from western ideas. 

Michael: Where did you get all your training? 

Rufina: Different places but the bulk of my training was at Indiana 
University, which is considered one of the top music schools in the 
country and it’s certainly the top for opera. 
 



 

 

Michael: Are you an opera singer? 

Rufina: Oh yes. I’m an opera singer. But that is not where I learned this 

training. 

Michael: Where did you learn it? 

Rufina: I learned this from a man who sang in Germany. Lots of 
American singers, and especially to practice, go to Germany and have a 
career there because there’s so much going on there. And so when you 
sing out there, you have to really develop high-powered techniques 
because Wagner are very long operas and they’re very sustained and they 
really require you to have stamina and ability way above and beyond 

even the normal opera singer. So the techniques were developed and I 

believe they came from ancient ideas and practices and were adapted to 
opera so that people did have the stamina. 

Michael: So you learned it in Germany? 

Rufina: I learned it from someone who taught in Germany. 

Michael: So what was the affect on your opera singing before you 

integrated the breathing that you learned from this man in Germany, 
from that German man who taught you who learned it from the way back 
martial arts or whatever; what did you notice happened to you? 

Rufina: It’s not a direct thing. Here’s what happened. I had had some 
students study with me that had told me about it and I thought this is 
preposterous, it will never work, this is crazy. 

Michael: What did they tell you would happen? 
 

Rufina: No, they learned it from him and said it was great and I just 
didn’t believe it. And then I had an automobile accident. I was rear-ended 
by a bus; a school bus when I was stopped at a stop sign. The bus just 
didn’t stop. And consequently, not only did I bend up my back and get a 

concussion and all, but I got a whiplash and tore all the muscles in my 
trachea and my heck, because my head rocked back and forth several 
times. The stem of the trachea came out, after I was breathing and 
conscious and came out of the car, I couldn’t speak at all. Also my ribs 
were really mashed up because I flew a little in the car, and hit the roof 
and then came down with a bang and broke the seat and actually the 

entire bottom of the car fell out. But what happened was that I had been 
using a good breathing technique for me, but it was basically up the 
diaphragm and above; it was a lot of work with my ribs. I never could do 
it again because of the pain in the ribs. I never could do it again. And 
because I had a herniated disc from that accident, etc. So here I was, 



 

 

what was I going to do? First of all, I couldn’t sing; I had to regain my 
voice. That took several years. And that was an experience in itself 
because I had to actually start from square one; I had nothing. And by 

slow, careful work and really paying attention to it, every couple of 

weeks, I regained a note or two. And so very gradually, I gained my notes 
back but it took 7 years to hit the high notes. Seven years is a long time. 
But where was I going to do breathing lessons because I just couldn’t 
stand the pain to do the old breathing techniques. So I finally threw in 
the towel and said, okay I’m going to go study with this man and learn 
this technique. So I went and I learned this technique. It was 

excruciating! I was in pain every minute. I mean, you’re working with 
involuntary muscles, etc., and I didn’t think I could do it. It was just so, 
so difficult for me. So I continued slowly, slowly and continued working 
and continued working and finally I got it. It started to work for me and 

magic started to happen. 

Michael: Like what? 

Rufina: It just transformed my singing. What happened is that all of a 
sudden I had breath control like I never had before. I had power. I just 
started to make people cry all the time when I sang. It was just such a 
realness to the tone; it just adds depth to the tone. I was able to sing a 

lot of mezzo low, which I had been anyway because I didn’t have the high 
notes then. But I was a soprano and all of a sudden I was singing mezzo 
and people were convinced I was a mezzo, even though I knew I wasn’t. 

And eventually I went back to soprano register; have not lost that low 
register because of the depth that was added to my voice but it also 
became easier to sing the high notes. It just took me a long time to 

actually really get this breathing because of all the physical pain that I 
was going through and the recovery that I was going through. But I did 
and I was told that this breathing technique was far superior to anything 
that I had ever tried and I was a student of breathing technique so I had 
tried quite a few of them. 

Michael: Did you trace this technique back to martial arts or any ancient 

Chinese? 
 

Rufina: Well, I have been reading books and reading about the martial 
arts but there aren’t really too many people alive that I could ask. At the 
time I wasn’t thinking in terms of that. Now I’ve all of a sudden realized 
and I’ve started to put two and two together but the person who taught 
me is no longer here, no longer with us, you know. And really, the 

masters have pretty much died out. 

Michael: So when you explain what this breathing technique is, don’t 
explain it to me, but when you explain what it is to a student is it 
something really different? Do they say, oh that’s no big deal, that’s 



 

 

something I maybe do anyway, or what? 

Rufina: It’s quite different. Some could still say, well that’s no big deal, 

just because they don’t understand it. But most of them, especially 
singers because singers study breathing techniques and it is 

unconventional. And it involves the entire body in a different way and 
they’re not used to that. They’re just used to the diaphragm and maybe a 
little bit above or below that but that’s about it. And this involves the 
entire body so of course they’re skeptical. Now with speakers, they don’t 
really know because they have not studied too many other breathing 
techniques. It’s new for speakers. Just to use a breathing technique is a 

new concept for speakers anyway. And it wouldn’t be a breathing 
technique that an average speaker would need. If you’re doing a bunch of 
teleconferences, you don’t really need this breathing. You just need a 

workable breathing technique. But I hear so many teleconferences and 
they’re so awful. I hear audios and they’re just, oh my gosh, people have 
no clue. They don’t have any concept of how weak they are or why they 

get hoarse. I’m on some membership site and someone spent a couple of 
days creating audios for the membership and got hoarse and couldn’t do 
his teleconference. Well, there’s no reason for that. There’s no reason 
anyone needs to get hoarse from speaking for any length of time. I did it 
because I taught school to a hundred kids at a time. I would have classes 
for a hundred kids at a time; they do these things in California. And the 

first day, I got hoarse like right away and I thought, what am I doing? I 
know what to do; I just wasn’t doing it. So I learned to practice my 

breathing techniques and never got hoarse again. And this is talking . . . 
they would bring the kids into a large auditorium or gym. Well, you know 
how sound reverberates. And then they had the doors open to the 
outside, a busy street with trucks going by constantly, all day long. Plus 

the windows to the kitchen were built in so they couldn’t close the 
kitchen and the noise of the pots and pans clanging constantly. And I 
had to talk above that and be heard without a microphone to a hundred 
kids who were squirming. And I did it. Once I applied what I knew, it was 
no problem at all and I did this every day all day long for years. And 
there was no strain, whereas other teachers would just be finished; their 

voices would be shot in no time at all. So it is an amazing thing but 
again, this technique takes commitment and it takes someone who 

understands how it would help them. So it has to be a person who is at a 
high enough level that they speak to large groups and they understand 
the power of connection; of really, really connecting, and they know that 
if they could manage the energy in the room and their breath better, that 

it would transform their speaking. And very few people are at that level. 
But that’s okay. So what I’m thinking of doing is a project, because I’m 
hearing so many . . . Internet videos, infomercials are becoming really 
popular. Audio’s happened for quite awhile but infomercials are really 
becoming popular and I just hear people just doing so poorly. I mean 
how else can I say it? They don’t have a clue; they don’t have a concept of 



 

 

what they could do vocally. You either hear these droning monotones, or 
you hear people who are just talking like this with their voices completely 
flat, going nowhere and you can’t even hear them. Or you hear them talk 

in some kind of a speech pattern where they go, da-da-da-da-da-duh; 

they drop off the end of their sentences. All kinds of things going wrong. 
So I think, well, I could do a series about how to create audio and video, 
or how to use your voice to your best advantage. I’m thinking of calling it 
“Speak Better, Sell More”. 

Michael: That’s good to put it in money terms. If you could speak better, 
come across more powerful, you’re more convincing, more in tune, you’re 

going to sell more product. 

Rufina: And you sound more intelligent and more . . . 

Michael: Absolutely, I’m with you on that; on the audio. I get that. 
There’s a lot of very poor audio out there. I focus a lot on editing my 
audio recordings. The unedited stuff, these life tele-seminars, they’re 
cracking jokes, they’re monotone, there’s no excitement; they’re very 

poorly done. 

Rufina: Yes, it’s like a field that is so rife with ignorance that it’s painful. 
But the people doing them don’t seem to care. And a lot of them still 
make good money. If you’re a big name marketer, a really successful 
marketer, because of your marketing techniques, people will look past 

the poor delivery just to get the information. And also you’re connecting 

with other people who are more logical, left brain types who really don’t 
care that much about how well you deliver. They only care about the 
emotion. But in other fields, it’s not forgiving. 
 
Michael: No, like speakers. Speakers have to go up there and sound 
good. I mean, that’s very important for speakers. So back then, you had 

some success. You’ve had a six-week course where people ordered . . . 
what did people pay for that when you were doing it? 

Rufina: I don’t remember anymore. 

Michael: So you have all your course material, right? 

Rufina: Somewhere. Oh, I remember. I know what I was doing. 

Michael: But if you get people who say, yeah, I want to go to this 

training, you could put together the training for three days. 

Rufina: Oh yeah. 

Michael: All right, so you’ve got your product right there. 



 

 

Rufina: Well, like I said, this particular breathing technique just cannot 
be taught through a video training. 

Michael: No, I’m saying if they came to a live training. It would have to 
be a live seminar. 

Rufina: Oh, right. A live one, yes. 

Michael: So you’ve gotta convince people that— 
 

Rufina: Just this summer I did a couple, several of them, actually. 

Michael: I always think about leverages. There’s nothing wrong with 
doing a live training and especially since you enjoy teaching; that’s fine. 

I’m also looking for ways you could leverage it. What if you did put on a 
live training and you had it videotaped. Would a videotape session of a 
live training be beneficial? 

Rufina: No, I mean part of it, but you have to find those muscles; you 
have to work those muscles. Unless they feel where those muscles are. 
Me, I find if they’re using the right ones, they’re not. Because you can tell 

them a hundred times and they often are doing the wrong thing. They 
didn’t get it yet. So I have to be there to actually determine if they’ve 
caught it or not and make sure that they get the right muscle group. 

Michael: Okay, so you need to sell a live training where people come out 
to the training. 

Rufina: Correct. 
 

Michael: You say $795. What do you need, what would you like to make 

from this venture? If this was what you were going to put all your focus 
into and you’re healthy now, and you can put these trainings on, in San 
Francisco? 

Rufina: No. 

Michael: Where are you? 

Rufina: North of Sacramento. 

Michael: Okay, where would you do the trainings if it were ideal? Would 
you do them where you are? Where could people fly into? 

Rufina: San Francisco, but L.A. is the best. 

Michael: L.A., okay. So let’s say you wanted to put together this live 



 

 

training. What do you want to make from this? I know you love it and 
you’re passionate about it. How important is the money to you? 

Rufina: Well, everybody needs money, so I wouldn’t mind making a good 
six-figure income out of it. 

Michael: All right, so you need marketing. You need to get your message 
to potential prospects. Anyone who’s a speaker. Who else would be your 
market besides professional speakers who make their living speaking? 

Rufina: Preachers. 

Michael: Preachers and Pastors? 

Rufina: You know, politicians but I don’t like working with politicians. 

They’re just a slimy, two faced bunch. So I’d rather not. Sometimes 
teachers, but it’s hard for teachers to come up with some good money, 
but they definitely need it; a lot of them do. And singers, of course. And I 
think that maybe I should. The first class is the same for singers and 
speakers. 

Michael: See, I like singers; I’ll tell you why. Because there’s so much … 

you’ve got American Idol for the last 5 or 6 years coming on again; it’s 
almost like, there’s people who believe they have a lot of talent and would 
like to work on that and have a dream of being famous. 

Rufina: Yes. Here’s another cog in the wheel. This kind of breathing frees 
the voice and supports a really good production of the voice, not so much 
belting. 

Michael: Could you modify it for singers? 

Rufina: Well, I would rather work with classical singers. I don’t really 
want to work with rock, pop, that style. 

Michael: How many classical singers are there out there? 

Rufina: Well, there are a lot of classical singers; you’d be surprised. But 
the only way that I can really attract classical singers is by going out 

there and proving that I sing really, really well. And now for the last 15 
years, I have done very, very little singing because of my health. But now 
I’m better and I’ll probably do a series of recordings. 

Michael: That’s a good idea. 

Rufina: Yeah, I just have to. That’s the only way. There’s no other way to 
win them over or to prove it. 



 

 

Michael: That’s true. And then you say, if you wanna sing like this. . . So 
how many classical singers do you think are out there? 

Rufina: Oh, there are thousands. But they are in Universities and 
singing privately and mostly they’re enrolled in schools, music schools 

and Universities. 

Michael: Could you do a, like if you were to listen to a speaker speak live 
or to a recording, could you do a good review on his presentation? 
 
Rufina: Yeah. 

Michael: And offer advice to him on ways he can improve it; simple 
things that you can demonstrate? 

Rufina: Sure. 

Michael: Okay, so I remember you had a web site. What was that web 
site? 

Rufina: www.voicepowermastery.com I don’t have a whole lot on it right 

now. I do have two calls that I did to promote the first of the summer 
series, or the spring I guess workshop that I did. So I’ve left those two 
calls on there and people can listen to it. 

Michael: Okay, what do those calls go over? 

Rufina: What do they go over? 

Michael: Yes, who are the calls with? 

Rufina: Oh, it was myself and Susan Lang, who taught one with me, 
who is a Doctor of Oriental Medicine. And she was going into a lot of the 
energetics behind it. So it was both of us on the calls and I think the 
second call was just me, actually. 

Michael: Okay, well, I think you should go for it. I mean, you’re certainly 

an expert. You have something to say. You have something to teach. You 

know, when you’re feeling a little bit better, if you did some of those 
recordings, you can demonstrate and prove it, I think you need to 
proclaim yourself as the world’s expert voice coach for speakers and 
classical music singers or whoever your market is. Proclaim yourself as 
the expert and your web site, you have a couple calls. Let’s see, if I fill 

out the little form; oh, there’s no form. How do I get to the calls? Oh wait, 
I’m here. Here it is, the little form here. 

Rufina: Yeah, I have to re-write that whole. Yeah, the form’s on the 
bottom. I have to write a real letter, here. 

http://www.voicepowermastery.com/


 

 

Michael: Okay, “Secrets of the Masters Revealed”, Rufina James and Dr. 
Susan Lang. So in the recordings, are you demonstrating your voice 
power? 

 

Rufina: A little bit. On the second one, I do just a few very preliminary 
techniques just to improve total connection to the voice. 

Michael: So do you do all your own computer work? 

Rufina: Yes, I mean, we’re musicians, my husband and I. We have 
recording equipment. I edit audio on that. It’s quite easy for me to record 
a teleconference. Although, that second one, my recorder broke and I 

pressed the button and it didn’t work and then towards the end I 
discovered that and somehow got it to work and then sent it to repair, 

but I had to have one of the listeners tape it from their speaker phone, so 
I just used that. It was a really good recording, as far as the content goes. 
So the quality of the second one starts off terrible because I just had to 
use this recording from a speakerphone. 

Michael: I see. Did it clear up after awhile or is the whole recording like 
that? 

Rufina: It clears up, but it’s just at the end, about the last third. So it’s 
not very good. But I’m going to do these again. I’ll do some more calls 
later. 

Michael: All right, ideally are you pitching anything on these recordings?  

Rufina: Yeah, my workshops. 

Michael: And what’s the offer on the workshop? 

Rufina: The offer was, I think I pretty much removed that offer from the 
tape and put the tape back up, but the offer was that they’d get a special 

deal if they signed up right away. They’d get a discount. 

Michael: And how much were you charging for it? 

Rufina: That was a good price; I don’t remember. 

Michael: So it was a workshop for them to come to your home? 

Rufina: No, no. In L.A. 

Michael: Oh, in L.A. And then you went down to L.A. to do it? And how 
did it go? 

Rufina: Great. 



 

 

Michael: How many people came? 

Rufina: Six. I can only work with small groups. 

Michael: Okay, so you are limited to the groups. So what’s the most you 
can work with? 

 

Rufina: The most I’ve ever worked with was about 22. And that wasn’t a 
six-week course and I don’t even know that I could do 22 in a three-day. 
Possibly, but then everyone pairs up and they work with teams. 

Michael: Would your husband help you put it on? 

Rufina: He sure would, yeah. I would need his assistance. 

Michael: So when you pitch this, who are you pitching it to? 

Rufina: These were pitched to speakers. 

Michael: How did you get the message to the speakers? 

Rufina: I advertised the call through Seminar Announcer and I also had 
just taken Hidecker’s “Train the Trainer 2.” So I had some people from 
there. 

Michael: What’s the Seminar Announcer? 

Rufina: Seminar Announcer? That’s just, you go to 
www.seminarannouncer.com and you can advertise your call. It’s a 
listing of calls. If you’re call is free, they don’t charge you anything. If you 
charge for you call, they’ll charge you a small percentage. And it goes out 

to anyone who opts into their list and on their website. 

Michael: How many people do they have on there? 

Rufina: I don’t know, but you can put about 30 to 50 people for a call 
just from them alone. 

Michael: Wow, that’s pretty good. I’m going to have to check them out. 

Rufina: Oh yeah, it’s a good service. It’s definitely a good service. And if 

your call is free, then you don’t have to pay anything for the 
announcement. And it just goes out. They send an email once a week 
and then people can browse their web site also, in different topics. And 
sign up for calls that they might be interested in. 

Michael: Well, you know, it looks like you’ve got everything in place. You 
know what you wanna do, you’re certainly an expert. What do you think 

http://www.seminarannouncer.com/


 

 

you need to do to make this happen on a larger scale other than 
marketing? 

Rufina: Well, I need to speak at other seminars. And I need to do 
concerts and recordings to prove my ability as a singer. And the other 

thing is, I’m no longer young and most of the times, it’s young singers 
that go out there and try to start a career. And I basically had to give up 
my career because the last time I came back from Europe, I realized I 
was just too ill to go back. And so finally, I’m well enough, but I’m not 
young and so in a way that’s good because these days the singing 
techniques that people learn don’t last. Singers go out there and in a 

matter of a few years, they’re finished. It’s really sad. 

Michael: Because they wear out their voice? 

Rufina: They wear out their voice, especially tenors. They go out there 
and within a matter of 5 to 6 years, they’re finished. That’s as long as 
their career is. And not so long ago, we had Placida Domingo, we had 
Pavarotti, who lasted 40 years. They sang for 30, 40 years. And now a 

tenor’s life span is maximum 6. That’s pathetic. 

Michael: Well, what was Pavarotti and these guys doing that everyone 
else isn’t? 

Rufina: They were using the same breathing technique I teach.  

Michael: Okay, so that’s an angle. Do you know Pavarotti was doing it? 

Rufina: Yes. 

Michael: And who else? 
 

Rufina: And Domingo, and really all the greats. But they taught it to a 
few students who went out to sing and have careers. Not that many 
people teach this any more. It’s sort of a lost technique and as far as 
speaking goes, it’s a total lost art. Really good speaking is completely a 
lost art. And I feel like I’m restoring the real art of teaching and speaking; 

and that’s my mission. Because people have gotten to the point where it’s 

all mental. They’re conveying information but it’s all on the mental level 
and really powerful speaking and singing is not on the mental level. It’s 
deeper than emotional level. It’s on a completely different level. If you can 
access that as a speaker or a singer, then you become great. It’s really 
that simple. Now it’s not so simple to access that. You have to work hard 
to get there, but if you know that’s a goal you want to reach, and you 

know the route to getting there, you’ll probably get there. 

Michael: How about all these Toastmasters? You know, the national 



 

 

chapter of all the Toastmasters. That’s gotta be huge. 

Rufina: It is huge. I have not had the energy to go to meetings. I’ll tell 

you that and I don’t know that I have it yet. 

Michael: You have to use marketing to leverage yourself. The stuff you’re 

explaining to me, you know we have it on a recording. You need someone 
interviewing you, the world’s greatest voice speaking coach there ever 
was, who teaches the lost art of breathing; the same techniques Pavarotti 
and Domingo uses.  And ask yourselves this, why are they still around   
after they’ve been singing opera for 40 years while the average life span of 
a tenor is 4? You know, you can leverage off their names, if they’ve used 

the secret. What is the secret technique used by Pavarotti? What’s the 
blind guy’s name? 

Rufina: Boccelli. 

Michael: Do you think he uses it? 

Rufina: I’m not really sure. When he sings opera, he doesn’t cut it. 

Michael: He doesn’t? 

Rufina: No, he’s very good in this kind of crossover style of pop plus a 
little bit of operatic, but I have his opera album and he just doesn’t cut it. 

So I wouldn’t say that he uses this technique. 
 

Michael: But I’m just saying, he’s so well known. 

Rufina: He’s so well known; he’s great. And when he sticks to what he 

does well, he’s phenomenal. 

Michael: So you need your story. You need to position yourself as an 
expert. You need an audio interview of your story about what you were 
doing 15 years ago and then you were rear-ended by a bus in a terrible 
accident, you tore your vocal chords. Just the story of how you tried to 
get your voice back. 

Rufina: See, I have that but it’s on a private membership site of someone 
else’s. 

Michael: Did someone interview you? 

Rufina: They did. 

Michael: Was it a good interview? 



 

 

Rufina: Yes. It’s actually quite good. I wish I could get permission to use 
it. 

Michael: See, that’s great. Who interviewed you on that? 

Rufina: Someone you probably have never heard of and I can’t remember 

their name right now. They have a strong accent, a Russian accent. But 
nonetheless, he has tremendous enthusiasm and asked tremendous 
questions. It was really a fun interview. 

Michael: How long did it last? 

Rufina: Probably and hour and a half, maybe an hour and 20 minutes. 

Michael: See, if you can get the rights to use it and use that interview 

selling your story. Do you go into a little bit about the technique and 
your breathing and all that? 

Rufina: Yeah, I do, a little bit. 

Michael: What was the purpose of that interview? To sell? 

Rufina: It’s a membership site that trains speakers so it’s kind of a 
leadership for speakers and they were considering me for a training that 

they did in November, but they had already had everyone booked. So 
probably it might be next year. 

 

Michael: Did that interview on that private membership stimulate any 
interest at all; any calls, any emails? 

Rufina: No, I wasn’t trying to promote anything. 

Michael: Do you know how many members access that? 

Rufina: No, I didn’t have any information on that. 

Michael: Well, that may be something you could use. With your ability to 

edit, you could pick the end of it and add an offer. You need your story. 
You need to maybe get that interview transcribed and you’ve got some 
writing skill. You need to either pick a copywriter, a really good writer to 
take your story and use your transcripts about your story and just tell 
your story and where you are today and what you want to do and what 
you’ve put together and what you can offer. And come up with a risk free 

offer. You know, if you want to charge a couple thousand bucks for it, 
maybe $3,000, $2,900. You could break it down into payments, you 
know, 10 payments of $290. 

Rufina: A couple thousand dollars a course? 



 

 

Michael: Yeah. 

Rufina: Okay. 

 

Michael: You know, if you’re talking to the right person who has that 
passion. I mean, a professional speaker, who’s selling from the platform, 
that’s peanuts. If you can demonstrate and teach him with this training. 

Rufina: Now, that’s level one. I actually plan two more levels. You really 
have to go to level one and two to get a really good working ability with it. 
 

Michael: What’s level one, the first training? 
 

Rufina: Level one is just the basics. It’s the real boot camp where you get 

stiff and sore and you ache. 

Michael: Okay, so you can sell the boot camp at a lower price and then 
while you’re there, offer an upsell for level two. What’s the level two? 

Rufina: The level two is refining it, more control. It’s how to actually 
apply it and use it in your speaking; make sure that you’re getting down 
to that core level of connection all the time. 
 

Michael: It’s how many days? 
 

Rufina: It would be about three days as well. I haven’t taught a level two 

in a workshop format. I’ve done that with private students. 

Michael: Did you charge more for that? 

Rufina: I don’t know. I haven’t thought about it yet. What I thought I’d 
need to do is teach a whole bunch of level ones first and then out of that 
will come enough to do a level two and I’ll figure it out then. 

Michael: How much value is there in the level one compared to the level 
two? The level one is going to be a lot of value. 

Rufina: Yeah, I mean, you’ve gotta learn the basics. You can’t go to level 
two unless you do level one. And you could just work it out on your own 
if you were very good and really committed. But it would be so much 
faster if you just took level two and got input. 

Michael: Okay, so you found your really committed people who went 
through level one were eager to do level two. 

Rufina: Yes. 



 

 

Michael: What percentage would you say; how many people did you find 
really wanted to stick with it and move on, out of 10? 

Rufina: You know, right now I haven’t done any level twos because I 
have not been teaching for a long time; for about 15 years I haven’t 

actually taught, until now. Before that, I had a lot of people who would 
want to continue privately. And now it’s starting up again so I can’t even 
say. 
 

Michael: Well, you create all kinds of offers. I mean, you could do a free 
level one, very low entry point free, and upsell to level two for a higher 

end. You could do a $700 level one and then upsell to level two. Or you 
could offer a level one and level two at the same, you know, if they want 
to choose level one and two, two seminars at two different dates, and pay 

up front and get a discount. You could do that. You could offer it all 
different ways. You can offer the risk reversal where they don’t risk 
anything. They can pay for everything up front, with their credit card; 

they can choose to get all their money back by noon of the second day. 

Rufina: That’s a tough one because it’s hard. The other thing is, when 
you’re breathing deep, people run up against their trauma’s; their 
emotional baggage. And it would be real easy for them . . . mostly people 
want to run. And I take them through. I keep them there and get them 
through it. But at that point, I can see a lot of people running. 

Michael: Look, they’ve already made the trip. You know what I’m saying? 
If they’ve committed and they say they wanna do this and you prepare 
them for it and let them know that, here’s what you can expect at the 
beginning. We’re going to be doing a lot of deep breathing and some of 
you are going to come across some emotional baggage and you’re going to 
feel like running. And I’m going to tell you this before we even start. See, 

you let them know. 

Rufina: Oh, I do. I do, and I do. I tell them and I tell them, and when it 
happens, it’s a shock. It’s always a shock. Because when I’m telling 
them, they’re thinking no, not me. I don’t have those problems. Well, 
everybody has those problems. I have taught this for a long time, and 

believe me, it’s always a shock. So there’s no way to get around that. You 

can tell them until you’re blue. It doesn’t matter. When they get the 
experience, it’s a whole new thing. 

Michael: Well, you don’t have to offer a money back guarantee, then. 

Rufina: Yeah, I think I prefer not to. 

Michael: Okay. I think you just go for it. You can do it. There’s no doubt. 
You just need a good selling message and you need to have it up on-line, 



 

 

on your web site. You need to convert those audio recordings to a flash 
where people can listen to them because Real Player is a little difficult. I 
downloaded it and I don’t have Real Player installed and I couldn’t open 

it. Like my site, you need to have it really accessible. 

Rufina: Yeah, I have something better now. 

Michael: Okay, any recordings you should transcribe; do what I have, 
have it in transcript, because 80% of the people will download the 
transcript compared to listening to it on-line. Most people will download 
MP3 files and listen to it as an MP3 that they can put on their I-Pod or 
digital MP3 player. So you need someone to interview the hell out of you, 

really get your story, and you need to think about your offer of what you 
wanna do, what you wanna offer, how much, level one, level two, what 

your offer is and write out a script of what that is and tack that on to the 
end of the recording that that membership site has of yours. Or do a 
whole new recording. Have your husband interview you about your story. 
Outline an interview of your story and how you got to where you are. And 

at the same time in that interview, you want to sell someone on all the 
benefits that a professional speaker would get from your training, or a 
singer, or anyone who you’re approaching for your marketplace. It’s no 
different than what you’re doing; you’re just going to do it on a different 
scale. And then, once you know who your target is, once you have a 
selling message, an audio recording that introduces you and your selling 

message, then you need to get that message out. Whether it’s having an 

announcement to Toastmasters or sending a postcard out to potential 
prospects. You’ve got this National Speaker’s Association; you could join 
that and probably get access to their mailing list. You could use 
telemarketing to call on speakers. If you hired out a telemarketing firm, 
or some lady working from her house; pay someone $7, $8, $9 an hour to 

pick up the phone for a couple hours every morning and call on the list 
of speakers. They can say, hey this is Marcie, calling on behalf of Rufina, 
Rufina is the world’s foremost expert on voice coaching and speaking and 
she’ll be doing a free tele-seminar. You could put on a tele-seminar where 
it doesn’t have to be a live tele-seminar; it could be your recording of that 
great interview you put on. And you can invite people to learn more 

about your message. Just like my site, I have lots of free content on there 

for people to listen to. And once they listen to something that piques 

their interest, just like you listened to the Mark Joiner of him 
interviewing me and I touched a chord in you. You got interested. The 
same method why we’re talking right now, you need to do. That worked 
because Mark Joiner was the interview you heard? 

Rufina: I think so. 

Michael: Are you a Simpleology Member? 



 

 

Rufina: I am. 

Michael: Okay, so that was a Mark Joiner interview. Now he’s positioned 

as the expert and I was his guest. I got the leverage of him introducing 
me to his list; you listened; you went to my site; you ordered the product. 
And now we’re talking more. Generally, I upsell. I would encourage you 
to let me interview you about your story because that’s what I’m an 
expert at doing, creating an audio infomercial and a sales message that’s 
compelling, that outlines who you are and why you’re an expert, why 

someone should consider your training, what that means for them. 
Because I’ve got the sales experience and I know what buttons to push. 
Through the interview, I’m selling while interviewing you as well. And I 
charge a couple thousand dollars for that service; it’s called an Internet 
Audio Infomercial; it’s basically like hiring a copywriter to write out a 

whole sales letter. And that’s a route you can do. You can hire a 

copywriter for a couple thousand bucks. 

Rufina: Well, I write copy myself. I just haven’t gotten to doing it for the 
work on that page yet. 

Michael: Okay, so you can write your own copy, really outline your story 
and the benefits of what you have to offer. And make an offer and then 
you need to get that to prospects. It sounds simplistic and it is, but you 

just gotta do it. 

Rufina: Right. And the main thing, the trouble that I’ve run across is 
disbelief or not grasping what I’m talking about. Because they have 
preconceived notions and they think, well, I know that already or I’ve 
heard about that. 

Michael: Okay, then you mention it in your copy. You know, you’re not 

going to sell everyone. To be very successful, you only need to sell maybe 
one percent. Especially if you’re selling it for a couple thousand dollars. 
You’re not worried about the 99%. You’re only worried about that person 
who is getting it. That one percent who is getting it. The difference 
between a very successful campaign and a poor campaign could just be 
fractions of a percent. It’s all mathematics. So you don’t have to please 

everyone; you’re not going to please everyone. 99% are not going to buy, 
are not going to sign up. But you may be very surprised. If your copy and 
your audio with your copy is compelling and you hit a chord and you 
really tap into the pain of a speaker or singer, and you can promise that 
solution and offer it in a way that’s risk free, you’re going to tap into 
more than one percent. Once that message is automated on your web 
site and the audio is easy to play and the transcript easy to read and 
easy to download, that’s all set up; then you have a delivery machine to 
deliver your compelling selling message, whether it’s in print, transcript, 

or audio, and all of the above. And then you concentrate on getting 



 

 

people to that site. Whether it’s doing seminars or using direct mail or 
using telemarketing, or all those things. 

Rufina: Okay, well, it’s noon and I need to start my webinar. 

Michael: You got it. Has this been helpful? 

Rufina: Yeah, I'll still have you know, this product that we’re talking 
about, this “Speak Better, Sell More” and I have some questions about 
how that would fit in. But I guess that’s the easiest product to start with. 
And it’s a way to get myself established. The one thing I noticed was I did 
a couple Internet marketing products and you can get established quite 
quickly on the Internet in what you do. And then you’re stuck with it. 
And I’m going, hmmmm; I didn’t want to go further into that because I 
didn’t want to be branded with just one thing. 

Michael: Well, you’re not really stuck with it. 

Rufina: No, I guess you’re not, but I’m ready to do this now. 

Michael: Okay, good. Well, shoot me an email and let me know if I can 

help you in any other way. I hope this has been helpful for you. 

Rufina: Yeah, it has. Thank you so much. 

Michael: Yeah, I think you’ve got a good thing going. Let’s just develop it 
and do it. You know what to do. You’ve done it before. 

Rufina: Yeah, I have. 

Michael: Make sure you don’t under-charge and just go for it. 

Rufina: All right. Bye, bye. 

 
 

 

 

Chapter 2 - 5 High-Value Audio Recordings 

For your audio recordings to really be useful and enticing, enough so 
your prospect will buy your information package, they need to be in a 
style and format that is appealing and educational. 

Here are 5 top audios you can create with minimal effort: 



 

 

1) Insider Secrets Audio 
2) Fatal Mistakes Audio 
3) Roadblocks Audio 

4) Quick Start Guide Audio 

5) Secrets from the Pros Audio 

We will discuss each of these audio recordings in more detail, but each 
can be as short as thirty minutes or as long as three or four hours. The 
title of each audio you put together will help keep you on track and help 
you sell the product to your prospects as well as make it an offering to 
radio shows, magazines, or as a newspaper article. 

Recording #1 - Insider Secrets Audio 

This audio could be titled: “13 Insider Secrets To Turning Your $28 Book 
Into A $197 Information Package” or “19 Insider Secrets To Getting 
Website Traffic To Your Site In The Next 30 Days” or “21 Insider Secrets 
To Marketing Your Restaurant For Maximum Profit.” 

You can have whatever number of insider secrets you like, although if at 
all possible, it is better if the number is odd. For some reason odd 

numbers seem more believable. The other option is a “Top 10 Insider 
Secrets...” Top 10 lists are always popular. To prepare yourself for this 
audio, all you need to do is think of all the major tips, tricks and tactics 
you share every day with people or clients in your niche. Think of the 

biggest keys or the most important and useful tips. Write quick notes 
down so you can remember each tip. 

This whole process should take you less than thirty minutes and as little 
as just ten minutes. If you use the services of a professional interviewer, 
this quick list is all you'll need. Your interviewer will target the areas 

where you should expand and elaborate, and will keep the recording 
quick, interesting, and smooth. With less than two hours work on your 
part, you can have your first one-hour audio recording. 

Recording #2 - Fatal Mistakes Audio 

This could be “11 Fatal Mistakes That Will Kill Your Information Product 

Stone Dead” or “9 Fatal Mistakes That Will KILL You In The Search 
Engines” or “15 Fatal Marketing Mistakes That Can KILL Your 
Restaurant Business.” 

This recording is very easy to make and very compelling for your 
prospect. Everyone wants to know where they might be screwing up. 



 

 

That is the appeal of this audio. Again, you simply write down a short list 
of all the dumb preconceptions and most common mistakes people and 
clients in your niche make. The really valuable aspect to this recording is 

that it's your chance to help your buyers overcome the seemingly brain-

dead but all-too-common mistakes you see over and over again. You can 
educate them on avoiding the no-brainers without having to tell them in 
person and make them feel stupid or inadequate. 

Recording #3 - Roadblocks Audio 

The third audio is a chance for you to answer all those frequently asked 
questions. 

This could be “21 Roadblocks That Can STOP You From Creating A High 

Value Information Product In Minimum Time” or “17 Roadblocks That 
Can STOP The Traffic To Your Site Stone Cold DEAD” or “13 Roadblocks 
That Can STOP Your Restaurant From Getting A Flood Of Diners 
Overnight.” 

What do you put in your “Roadblocks” recording? 

All the most frequently asked questions you get on your niche topic. 

What do people struggle with? 

What questions do they ask over and over? 

Simply make a quick list of these most frequently asked questions. 
 

Then you can have your interviewer ask each question, and you can 
answer it on audio. Very simple and very high-value information for your 
buyers. 

Recording #4 - Quick Start Guide Audio 

Quick Start guides are highly valuable in this modern Internet age where 
we're bombarded with information and find it difficult to work out exactly 

where to get started. 

We might have “The Quick Start Guide To Creating Your High Value 

Information Package – 7 Step-By-Step Instructions To Get You Started 
Immediately” or “The Quick Start Guide To Getting Traffic To Your Site – 
7 Step-By-Step Instructions You Can Use Immediately That Will Bring 
You A Flood Of Traffic In 30 Days Or Less” or “The Quick Start 
Restaurant Marketing Guide – 9 Steps You Can Take Immediately To 
Bring You A Flood Of New Diners.” 



 

 

Preparing your Quick Start audio is quite simple. Just make a list of the 
first steps your buyer should take to get maximum results. A short list of 
all the simple things they can do to get started fast. Quick Start guides 

are even more valuable if you supply a one or two-page Quick Start 

checklist—a simple list of every step your buyer should take to get 
started. You can supply this list in printed form or as a download online. 

These first 4 audios will create the core of your information package. Now 
we move into an exciting way to massively increase the value of your 
package without having to invest a tremendous amount of effort. 

Recording #5 - Secrets From the Pros Audio 

We might have “Secrets From The Information Marketing Professionals – 

11 Unique Tips And Techniques From Real-World Experts Who've Made 
Wildly Successful Information Products Themselves” or “Secrets From 
The Web Site Traffic Pros – 21 Unique Tips And Techniques From SEO 
Geniuses Who Get More Traffic Than Any Sane Person Could Every 
Need” or “Secrets From Real Live Restaurant Owners – 13 Unique Tips 
And Techniques From Restaurant Owners Who Learned The Hard Way.” 

To give more dimension and insight to your information package, you 
can get views, instructions, tips, and insider secrets from other experts 
in similar or related fields to your own. This can also create extra income 
streams for you. Think about it: if you get an audio interview with 
another expert, they might have a completely different slant than you, or 

better still, they might be offering a related, highly useful product that 

doesn't compete with your own. The audio interview would contain high 
value information for your buyers and lead them into buying another 
related information product or service provided by the expert you 
interview—a product or service you receive a commission on if one of 
your clients buys it as a result of listening to the audio CD that is part of 
your information package. 

But let's take it one step further. If you offered two (or more) other 
experts' interviews on audio CD as part of your information package, and 
they offered an audio interview of you as part of their information 

package, you could gain extra income and exposure to highly targeted 
prospects that are already buying products in the field, price range, and 
style of your own information package. 

There are two main ways of creating an audio that includes expert 
opinions, insights, advice and tips on the subject of your information 
package. The first is to simply interview them on audio. With the right 
kind of system, this can be done by phone very easily. Simply give your 
expert the subject and any audio, reports etc. you've already created. Ask 
them to make a quick list of any tips or insights they might have on the 



 

 

subject before the interview. Then you interview them for their 5 (7,9, or 
11) unique tips and techniques. 

The second method is a “Mastermind” or "Panel of Experts" audio. You 
get a group of experts or professionals together (you can do it in person 

or by teleconference). You still have them prepare in the same way as in 
method 1, but you'll find that by forming a panel of experts and 
professionals from the same field you'll gain insights that would never 
have appeared if these experts were all interviewed separately. 

You can also interview each expert individually, and then do a "Panel of 
Experts" audio, which will create a wonderful tapestry of insights and 

tips. If you do both, you can also give a separate title to the mastermind 
audio like “The (Your Topic) Mastermind – Revealing Insights From X Of 

The Greatest 
Minds In The (Your Topic) Field.” 

So it could be “The Information Package Mastermind – Revealing Insights 
From 5 Of The Greatest Minds In The Information Marketing Field” or 

“The Web Traffic Mastermind – Revealing Insights And Tips From 7 Of 
The Greatest Minds In Search Engine Optimization” or “The Restaurant 
Marketing Mastermind – Revealing Insights And Strategies From 4 Of 
The Most Profitable Restaurant Owners In The USA.” 

These five different concepts for audio are powerful and effective both for 

training your clients and for marketing to prospects. 

Consult #2 – Kathy: It's Only Natural 

Profile 

Kathy had wanted to create audio information products on the subject of 

internal cleansing and detoxification of the body to improve health for 
many years. Because of her dedication to the subject, you would 
certainly say that she was passionate about it! 

She found my web site, www.hardtofindseminars.com, and my Talk 
Yourself Rich course while she was listening to a conference call 
interview I recently did. Although my course looked like something that 

could help her to create her own audio information product, the really 
enticing thing was its risk-free trial period. Once she ordered and studied 
the Talk Yourself Rich course, she was delighted with all of the valuable 
content that it contains and considered it a most valued investment. 

As Kathy digested the Talk Yourself Rich product, she began developing 
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her own business model very quickly. Her goal was to do a series of 
live teleconferences with internationally known experts on the subject 
of internal cleansing and detoxification. She had really hit the ground 

running and took me up on my offer of a telephone consultation to help 

answer many other more in-depth questions that she had about 
marketing her product. 

In this consultation, you will hear her ask those in-depth questions and 
your will hear me give her my best advice based on my years of 
experience with creating audio information products. Just some of the 
topics that we discuss are: 

How to have a back-up plan when using a teleconference service so that 
no valuable interview content is lost. 

 The drawbacks of having live teleconferences. 

 How to obtain the names and email addresses of qualified leads. 

 Once she has several interviews with experts, how to segment 

and/or niche the interviews to specific methods of detoxification. 

 How to approach the experts that you would like to interview. 

 Different types of joint ventures that you can do with your 

interviewee experts and how to control the flow of leads that they 
get through your website and/or your interview with the expert. 

 In-depth joint venture strategies you can capitalize on. 

This consultation answers most of the questions that you will have about 

marketing your own audio information product and setting up joint 
ventures. It’s a “must have” recording that I highly encourage you to 

absorb to help you with the success of your audio information product. 

Even the big names, what you perceive to be as the huge names in the 
business still always need more publicity. The more you understand in 
your head and in your heart that you’re doing them the favor, the more 
confidence you’ll have and the more you’ll be willing to ask for. 

Consult Transcript 

Michael: Hi, this is Michael Senoff with Michael Senoff’s 
www.hardtofindseminars.com. Here is another one-hour consult with a 
lady named Kathy out of Canada. She had a wonderful idea about 
creating an information product through a series of audio recordings and 
interviews for a related niche industry. She had purchased my Talk 
Yourself Rich product and took me up on my one-hour consult. So, you’re 

going to hear me really delving into some issues here that you will not 
hear in any of the other recordings. We really go deep into some of the 
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issues. She had prepared a mountain of questions all related to strategy, 
creating, recording, and setting up joint ventures for her information 
product. We also talk about potential revenue models that can come 

from all her efforts in creating dynamic audio interviews. So, get ready. 

We’re at about one-hour long for this interview and you’re going to love 
it. So, let’s get going. 

 

 

Why don’t you just introduce yourself and tell me, how did you first hear 
about www.hardtofindseminars.com and how did you initially get to my 
site to order the Talk Yourself Rich product and tell me why did you 
order the product? 

Kathy: Well, my name is Kathy and the way I found out the website was 

that I have a subscription to Simpleology with Mark Joyner and he has 
recordings that he offers on his site to his members, and as I was going 
through, I heard one from yourself. Actually I think it might have even 
been the live call that he had that night and it was on a subject about 
your audios and I was really excited about audio at the time. So, I took 

Mark’s recommendation and checked out the product. The reason I 
bought right away was I have to admit it was a really great offer. I like 
the no-commitment-up-front, being able to check the product out first. 
That made a real big difference to me because it was something I had to 
check real carefully. I had a lot of expenses at the time, and I had to be 
careful about where I put my money. So, when I first purchased the 

product and did listen to it, I was thrilled and I thought this was a great 

investment. So, that’s how it all started. 

Michael: You had mentioned you loved audio. Had you been toying 
around with the idea of developing a product, or did this idea come after 
visiting my site? 

Kathy: I had been toying around with the idea of creating a product. I’ve 

always wanted to create my own info product and audio, but actually 
doing the interviews and not having live interviews happening and 
actually having something pre-recorded. This was something new that I 
did get from listening to the audio in your product. 

Michael: Well, you’ve got a very good voice for interviews. 

Kathy: Well, thank you. 

Michael: Have you done interviews before? 

Kathy: No, I haven’t; only for my other work, interviewing people so that 
I can help them do marketing. 
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Michael: I see and what do you do currently? 
 

Kathy: I’m a marketing consultant. For the last two years I’ve been  

freelancing on my own. 

Michael: How’s that going? 

Kathy: Not bad. I need to do something else that’s a little bit more 
exciting for me right now and that’s where this whole other side project 
has sort of taken shape. 

Michael: Very good. You had mentioned in your email you want to create 
an information product based on the market niche related to internal 

cleansing and health detoxification, using internal cleansing and 

detoxification to improve health by ridding the body of toxins. When did 
you first become interested in this? 

Kathy: Oh, goodness, it’s been years. I would say probably since I was 
about 19 and then I really got seriously interested about six, seven years 
ago. 

Michael: Did you have some kind of dramatic benefit from doing 
detoxing yourself? 

Kathy: Yes, several times actually. Probably the most exciting results 

that I’ve had were about three years ago and from that point on, I was 
really sold on the whole idea and I want to start sharing it with others. 
So, I’ve been quietly converting everybody around me, in my family 

environment and social circle to really explore the benefits of detoxing. 

Michael: What do you say to all the critics out there who say it’s just a 
bunch of BS and the body naturally eliminates itself and it really doesn’t 
work? Do you get a lot of that negativity about that? 

Kathy: No, not usually. People are, on the other hand, quite curious to 
learn more about it. That’s what I find, at least the people that I speak 

with. I don’t speak with a lot of strangers about it, but the people that I 

know even a little bit once we start talking, they’re curious to learn more 
about. I think there’s enough buzz about it now that it’s sort of in the 
back of their mind. 

Michael: Now, are we talking mainly about enemas? 

Kathy: I guess that would be a part of it. 

Michael: But it’s more than that? 



 

 

Kathy: Yeah, there’s a whole world to it. Enemas would definitely be 
included as one way that you can definitely rid your body of toxins. 

Michael: But you want to address the whole health aspect of it, not just 
that one particular aspect. 

Kathy: More holistically, looking at the entire body and the different 
ways you can go about cleansing yourself, ways that you can avoid 
toxins in the first place and going from sort of start to finish, how to 
avoid them if you are toxic, how to get toxins out, and how to maintain 
optimal health. 

Michael: Well, I will say this, I think because you have a passion for it 

and you’ve had some great benefits from it yourself and getting into a 

market like this, especially from a good positive experience, is a good idea 
because as you’re creating your business and creating these audio 
recordings and doing interviews related to the subject, you have some 
knowledge about it, you can relate some personal experience, even 
interject your passion, your enthusiasm and your real world experience 

into these interviews and that is all going to really come across. When I 
tell people to come up with an idea or product, you want to do something 
you enjoy and that you feel good about and that you don’t have to act or 
lie or act like your excited about something that you’re not. I think you’re 
way ahead of the game, that you’ve had a great experience with, and 
you’re choosing a market that’s something you’re passionate about. It 

sounds like you are passionate about this. 

Kathy: Yes, very. 

Michael: Also, I’m not a real expert on the market, but the health and 
wellness market is tremendous. I know that it is a huge market and 
being involved with a huge market is always a plus, especially with the 
aging population, heath and diet and subjects like this are a passionate 

topic to learn about. So, I think it’s a great market to be in as far as 
developing and creating products to sell to this market. I think it’s a 
responsive market. 

Kathy: Great. 
 

Michael: You want to do a series of audio interviews and the people you 

plan to approach, you’re saying here in your document, are all 
proponents of natural health and healing. Most of them work directly 
with internal cleansing and detoxing products or programs or advocate 
the use of them to improve health, prevent disease, and even eliminate 
illness. More than half of your potential joint venture partners, you plan 
to approach, have achieved international success and recognition and 

enjoy celebrity status. Now, you want to do audio interviews with them 



 

 

and you’ve been planning to do these interviews yourself, although the 
thought of doing your first one makes you a little bit nervous and you 
plan to use www.freeconferencecall.com to host the calls and 

www.audioacrobat.com to do the recording and create any audio clips for 

the promotion. 

Kathy: Right. 

Michael: The conference-calling service, do you know if they do a 
recording of the calls as part of a service? 

Kathy: Yes they do. 

Michael: All right. So, they’ll record the call and they’ll send you the 

audio recording. 

Kathy: I think they have it available for you to download. 

Michael: I would definitely recommend that you also record the call on 
your end and get yourself a digital recorder. On the page for the Talk 
Yourself Rich there is a whole recording on how to record and edit and 
publish audio recordings. You can read in the transcripts and you’ll see 

the devices that I use and what you’ll need from Radio Shack to get set 
up, but I would record the call, as well on your end because you’re going 
to be on a phone, right. 

Kathy: Right. I have a recorder now and I did pick up as to your 
recommendation as I listened, a phone adapter. 

Michael: Good. Have you played around with it? 

Kathy: I did and in fact, I think we might have run into a bit of trouble 
with it earlier. That was the phone line itself. That just made it worse. 
 

Michael: It can be a challenge getting everything set up right. You’re 
going to have to play around with the settings. Sometimes you get a bad 
phone line; you may have a bad connection. It just all depends. But play 

around with it. Be persistent and get that set up and call a friend or 
someone and record the call and just practice and make sure the 
recordings are coming out good. It is a challenge to get set up, but once 
you get it set up, you don’t have to touch it and it’ll work every time. If 
you remember the Mark Joyner call, if you were on that live call, we had 
20 minutes of technical difficulties. 

 

Kathy: Oh, I think I remember that. 

Michael: Do you remember that? We couldn’t get into the call where 

http://www.freeconferencecall.com/
http://www.audioacrobat.com/


 

 

everyone was muted out. He was in Australia. It took 20 minutes to get 
that hooked up. Now, he was using a conference call server that recorded 
the call, as well, and he wasn’t doing any editing of his audios. If I hadn’t 

been recording that call, then when that call got posted up on his site, 

every listener, since he didn’t edit, would be sitting through 20 minutes 
of technical difficulties. Now, because I was able to record the call, I was 
able to do some minor editing on it and provide him with that recording. 
So, it takes a lot of work getting these interviews set up, especially with 
celebrities and experts on the subject you’re going to be interviewing. You 
want to make sure you’re going to capture that recording and don’t 

always rely on these conference call services to do it for you. 

Also, the conference call services will record at a certain bit rate, 
meaning it may not be the highest quality recording you want and if 

there’s interference on the line, anything could happen. So, always have 
a backup. Learn how to use your audio recording device and make sure 
that you are prepared to record the call on your end before you set these 

calls up or these interviews up. 

Another thing you may want to consider is doing interviews like I do, 
one-on-one interviews. You’re nervous already about doing the first one. 
Now, if you have someone send out to their list and you’ve got a bunch of 
people on the call, kind of like Mark Joyner does, he’s a pro. This guy’s 
been interviewing people for years. But for someone new, maybe like 

yourself, it is nerve racking. It’s nerve racking for me to be on a live 

interview and you only have one chance to do it and sometimes your 
nerves can screw it up or you’ll forget stuff that you wanted to talk about 
or there’s technical difficulties or someone may not mute out the line and 
you hear the TV going and there’s interference. These conference calls, 
when you’re recording them, there’s all kinds of interferences that can 

happen. 

And the conference call model, it’s a good one because what it does-- 
when someone sends out a promotion that says we’re going to have a live 
teleconference at this time on this day, it lets people know that this is the 
only time you can listen to it and it will get a certain amount of people on 
there. Now, you also mentioned you’re thinking about not offering the re-

recording or the rebroadcast of the call. My philosophy with my site is I 
let anyone who comes to my site listen to the recordings. They don’t even 
have to give me an email address or a name to access the content. Why is 
that? My main goal is to get my audio content in the heads of my visitors 
of the site. 

Let’s say one of your experts promotes this live teleconference you’re 

going to be hosting with him positioned as the expert and it’s going to be 
at seven o’clock Pacific Standard Time on Wednesday and they send out 
the email to their entire list. First of all, out of the entire list, let’s say it’s 



 

 

10,000 names, out of that entire list you’re only probably going to get 20 
percent of the people from the email list to click through to the email. So, 
you’re already down from 10,000 to 2,000 and I’m basing these on my 

numbers, as well. So, you’ve got 2,000 people who opened the email and 

read the email. And then out of those 2,000, you may have another 20 
percent who will actually consider going on the call, so that’s 400 people. 
I don’t even think you’d get 400 people on the call. Let’s say you get 100 
people on the call, but out of those people, how many of those people can 
actually do it on that Wednesday night at that specific time? I mean 
people have all kinds of stuff going on in their life. They’ve got kids; 

they’ve got birthdays; they’ve got dinners; they’ve got other commitments. 
And at that time, at evening time around dinner or soon thereafter, 
you’re already chopping off a huge potential part of your audience or 
your potential prospect to even give them a chance to listen to the call 

because you’re telling them when they have to be on the call. 

Now, what if you just said you’re doing a live, pre-recorded teleconference 

and the email went out and said you can listen to it right now, right here 
at this link. You don’t even have to provide me your email or your name. 
Now, I know you’re going oh, oh, oh, wait a minute. I’m not going to let 
them listen to my call without them giving me their email. I want to make 
them give me their email before they get to the call. That’s how I’m going 
to build a list. And that’s kind of the concept I had. I’ve played around 

with this and it’s a common question. Do I make them give me a name 
and email before I give them access to the call or do I give them access to 

the call and hopefully have a chance to sell them what I’m trying to sell 
them? So, your whole goal here is to set up joint ventures with these 
experts and sell products or services, is that correct? 

Kathy: Yes. 

Michael: That’s where you’re going to make the money. I mean you’re not 
doing this for free and you’re not doing it for your health; you’re doing it 
to make yourself a living. And the only place that that living is going to 
come from is by people buying products or services that they buy as a 
result from listening to these audio recordings. Not necessarily listening 
from a teleconference or a live recording. It’s just a matter of them 

listening to the content. You’re not going to get sales if you don’t give 
them an opportunity to listen and you’ve got to make it as easy as 
possible for them to listen. You’ve got to take away every potential barrier 
that’s going to keep that audio from going in their ears and that barrier 
could be making them give you their email and their name. That barrier 
could be saying you have to show up on the teleconference on 

Wednesday at nine o’clock Pacific Standard Time or it’s tough luck. Well, 
people are going to say forget it. I’ve got other stuff to do and you are 
going to potentially miss out on selling someone a product from that 
recording because you’ll never get it into their ears. So, my philosophy 



 

 

with my site, which I’ve found to work pretty well, is you make it as easy 
as pie and do them a favor and keep in mind those listeners are your 
customers and if you care about them, you’ll make it easy for them to 

digest your audio recordings or your pre-recorded teleseminars or your 

audio interviews or your teleclasses; whatever you want to call them. It 
doesn’t matter. You want to get them in the ears of your prospects. 

Now, you may say, well I’m going to miss out and I’m not going to be able 
to build my list and I’m not going to be able to sell them later on. Well, if 
you just make these people put their name and email address in before 
they listen to the calls, you may get a whole bunch of names, but it 

certainly doesn’t mean they’re qualified names. You may have a list of 
people who signed in, but just because they signed in, it doesn’t mean 
they’re really a qualified prospect. Wouldn’t you rather have a list of 

people who really voluntarily signed up their name and email address 
after they listen to the call? Maybe prove yourself first. Give them free 
access to a call, interview, teleconference, teleclass, teleseminar; 

whatever you want to call it. Demonstrate that you’re producing great 
value by providing this interview with your expert and then on that same 
page or at the end of the recording, you invite them to leave their name 
and email address for your next teleseminar or your next teleclass. Then 
you’ve got a real qualified lead. So, don’t worry about the quantity of the 
names. It’s really the quality of the leads. And it’s not how many you get 

because you make them sign up before they come to your call. Does that 
make sense? 

Kathy: Yes, it makes sense. 

Michael: Now, I’m just giving you ideas and opinions. You certainly don’t 
have to do what I say. I’m just giving you some things to think about 
because our main goal is to get your audio content into the head of your 

potential prospects. By closing doors and putting limitations on when 
and how they can absorb that information, you are going to be losing 
sales. Now, if you think down the road and you’re thinking about 
strategy and you did mention it in this document, you want to think 
about how you can put and create your own products down the road that 
you can sell to your list and that’s a great strategy. That’s what you want 

to do. You may be able to have a teleseminar series or a training where 
they come out to your area where you bring these experts in and you 
may want to charge $3,900 or $5,000 or $10,000 down the road. If 
you’re closing doors on potential prospects in your promotion of your 
audio recordings or seminars or teleseminars, then you’re closing the 
doors on potential prospects that may be a year from now or 18 months 

from now could come to one of your $3,900 or $5,000 seminars or buy 
one of your high end products. Do you see what I’m saying? 

Kathy: Yes. 



 

 

Michael: Don’t burn your bridges. Don’t burn them. Leave the bridges 
open. Give anyone who receives that email an opportunity to go hear 
your best stuff without commitment. You said it just then when you 

heard the offer from my Talk Yourself Rich. If I told you, you had to pay up 

right then before you got the stuff, we probably wouldn’t be talking. I 
made it as easy as possible for you to make a decision. I didn’t put limits 
on getting the information in your head. I proved to you first and you 
listened to the audio, you knew that what I had there was of value, and 
now we’re talking. Down the road, you may turn into one of my clients, 
maybe years from now when I help you produce and create an entire 

audio information product and I charge $20,000 for something like that 
down the road. But I could have closed the door on a potential $20,000 
order. So, I want you to be thinking strategically that way, 
looking long-term because as you start this and if you’re going to be in 

this for a while, two, three, four, or five years goes by fast and you will 
see; you’ll have people who listen to your audios or learned about you 

from years ago. They’ll stick with you for years and it may take them 
years before they become one of your higher-end customers. So, I believe 
by offering the teleseminar and limiting the time, I think that model 
closes doors. I think you should keep all doors open and don’t worry 
about the emails and names because as long as you offer it after you 
deliver your content, you’re going to get a more qualified list. Maybe not 

as many, but more qualified because truly they’re volunteering putting 
their names and email addresses on your list rather than you making 
them do it because they just want to hear the recording. And a lot of 

times when you do that, they’re going to put fake names in and stuff like 
that. You want real names, real email addresses, totally voluntarily. All 
right. 

Kathy: Yes. Thank you. 

Michael: So, that’s my dissertation on that. Let’s see here. The future of 
my list, once people register for the teleseminar series, they will begin to 
receive regular emails from me regarding the upcoming events. I think 
that’s smart. I intend to develop a relationship with this new list so that 
once the series is over, they will still be responsive to my emails. I think 

that’s a great idea. And you will be developing the relationship in your 

interviews. As you do the interviews with these experts, that’s where 
you’re going to be developing your relationship with your listeners. 
They’re going to hear you asking the great questions on their behalf. 
You’re an advocate for them. You’re asking questions that they are too 
afraid to ask. That’s where you are doing them the favor and you’re 

developing your relationship with your listeners in the audio interviews 
and the recordings in the teleseminars. Your mailing list will be just a 
way to deliver information on when they can hear the next one. 

And down the road, you hope to create your own products using the 



 

 

audio recordings you make with each of the speakers and then sell that 
to my new list. I could also really use your help to brainstorm exactly 
what those recycle products could be. Well, that’s where the great thing 

comes. The more you talk the more you make. The more interviews you 

do, you have intellectual property. Those little interviews, if they’re done 
right, are little moneymaking machines. They’re little salesmen that can 
sell product any time of the day, 24/7 for you. And as you collect and do 
more and more interviews with your experts, you can take those 
interviews and you can package them and you can sell them. You could 
create a series of the 10 best detox experts this side of the Mississippi. 

You can create all kinds of products. You could take one interview with a 
great expert and you could angle and niche it five or ten different ways 
because if you’re covering all different subjects on detoxification, you 
may talk to him about enemas, you may talk to him about herbal 

detoxing, you may talk to him about detox through perspiration; all 
kinds of different aspects of it. And let’s say you have the same questions 

for each one of your experts. You could break those interviews down and 
you could say here’s a collection of interviews related to detoxing through 
perspiration from ten of the best experts. You can niche each section, 
each type of detox method, and that can become its own product, even 
though in the interview you talk about other methods of detoxification. 

Kathy: I get it, okay. 

Michael: Any one of my interviews, I’m talking about copywriting, direct 

mail, all kinds of stuff. I could take a package and each description of my 
interview can be something totally related to how I want to angle it. So, 
you do the work once, but you can market it many different ways 
depending on how you slant the description and how you describe what 
the listener is going to be hearing. You could do it from all different ways. 

Does that make sense? 

Kathy: Yes, that’s great. 

Michael: So, those audio recordings are going to be the meat of your 
product and also, as you saw how I did my product. Every time you do 
an additional audio recording, you can add that to the product and the 

more audio recordings you have, the more valuable your product 

becomes and the more you could charge for it. And then each one of 
those audios should definitely be transcribed and turned into written, 
printable transcripts and those transcripts, each one on its own is really 
a book. It’s a mini book. It’s a question and answer session. Each 
interview is a book once it’s printed in transcript form. And you take ten 
of them and put it together and you’ve got a super book of transcripts of 

the best experts on detoxification in the U.S. and you could call it the 
bible of detox from America’s leading experts on detoxification. You could 
call it a system or a seminar. You could put it in a three-ring binder and 



 

 

now it’s something that you can sell for $200 or $300. And you can keep 
adding to it. Does that make sense? 
 

Kathy: Yes, that’s kind of what I was hoping you were going to say that 

would be a good viable way to do it. But I have one question based on 
that because this has been a hope, a goal, a dream, whatever you want 
to call it to be able to combine all of those audios, put them together into 
a product and then offer that on its own. How do you handle things with 
your speakers? Do they ever ask you for their own rights to the 
interview? 

Michael: No. When you approach them, you have to take the attitude 
that you are doing them the favor. They’re not doing you the favor. You’re 
doing them the favor. They have a product or a seminar or a service that 

they provide related to detoxing and they’re using you for free advertising 
because you’re going to be interviewing them, you’re going to be exposing 

their expertise to people that they do not have access to that could 
potentially lead them to customers. That’s the main reason they’re doing 
the interview with you. It’s not just to be nice. They’re looking at it from a 
business standpoint. It’s free publicity. All they have to do is sit on the 
phone and answer your questions. 

Now, because you have the attitude that you’re doing them the favor, 

you’re going to bring them potential customers that they never would 
have had just by doing this interview, you want to do good negotiation. 

Now, I don’t know what kind of services or products that these experts 
that you’ll be interviewing have, and it depends on the margins, but you 
want to negotiate yourself some good deals. If you’re going to be doing 
the interviews and you’re going to be publishing and doing all the 

marketing, you tell them you’re going to be doing all the editing and it’s 
very expensive to publish and promote an expert and you tell this expert 
you’re going to be promoting them, which you are. But anyone you bring 
to them, you want a piece of the action. This is if you want to do this. Not 
everyone you talk to may be a potential partner to do an affiliate thing 
with. So, you’ve got to see what are they currently selling; how much is it 

selling for; is it something you think would be worthwhile selling? So, 
let’s say they sell a detox seminar where people fly out to Arizona and 

they pay $5,000 to go to this detox clinic for the week. Let’s say that’s 
their product they sell. That would be exciting for you to promote 
because you can negotiate if you bring someone to their seminar, you 
could ask for 50 to 70 percent of the fees or the tuition. Don’t be shy 

about asking for up to 50 percent. You’ve got to look at what are their 
margins, what does it cost for them to put another person in one of their 
detox seminars. It’s really just another seat. It costs them nothing. And 
once they have a customer, you’re just asking for that first initial sale, a 
percentage of that. You’re going to share it with them, but that person 
will become their customer and they’ll be able to sell them years down 



 

 

the road, so they’re going to truly benefit in the long-term. 

If you interview this expert and you design in their interview that you 

want to push this upcoming detoxification retreat, you want to negotiate 
a percentage of that tuition. So, you want to find out what are they 

selling, how much do they sell it for. If they’re just filling another chair in 
the room, you want half of that or you’ll ask for 70 percent of it. Don’t be 
shy. This is going to come with your confidence. The more you 
understand in your head and in your heart that you’re doing them the 
favor, the more confidence you’ll have and the more you will be willing to 

ask for. If you feel like, oh they’re doing me the big favor and my service 
really isn’t that much value, you’ll say, well will you give me three 
percent? It’s all just based on confidence. Do you know what I’m saying? 

Kathy: Right. 

Michael: If you don’t have the confidence now, I’m going to tell you right 
now you just act like you do. Fake it. 

Kathy: Yes. 

Michael: Because interviews have legs. And audio interview, it may be 
downloaded by someone, you never know who’s going to be listening to 
your interview and if that interview can sell you three or four of these 
seminars and you’ve asked for 70 percent, you can make yourself a good 

living just on one interview. 

Kathy: I noticed the margins are small. 

Michael: Well, let’s say that this person is selling supplements and 
there’s not that much margin. Well, you’ve got to ask yourself do you 
even want to mess with that. Do you even want to become an affiliate for 
that? You may. You’ve got to ask yourself what reason do I want to 
interview this person? Is it because I want to set up a joint venture with 

their product and make money on their product? Well, if their margins 
are small and you just can’t make that much money, well you may want 
to interview them for their marquee value, their name. They have a big 

name and by you interviewing a big name person in the health and 
detoxification industry, it elevates your status. It gives your website 
credibility. Hey, she’s interviewed this guy. She really must be something 

to have contacts with people like this. It brings your expertise up. And 
the name recognition on your website certainly doesn’t hurt you, does it? 
 

Kathy: No. 

Michael: So, you may want to do an interview and let him toot his own 
horn and let him sell his own health products and you can send your 



 

 

people over to his site without asking for anything in return, but what 
you get in return is that feather in your cap that you interviewed this big 
time player on your website. And that can go a long way because in your 

promotion you can promote your website. You say I’ve got interviews with 

this guy, this guy, this guy, this guy, this guy, this guy, similar to Mark 
Joyner. Mark Joyner is a very well known Internet marketer. I get to put 
his name that I’ve interviewed Mark Joyner. He’s on the headline of my 
main site. There’s a lot of value that came from that even though I 
interviewed him before he interviewed me. The initial interview I did, it 
was really from a marketer to a marketer. It was an interesting interview. 

It wasn’t the best interview that I received from someone, but his name 
was valuable. Having that name is valuable. 

Kathy: I was going to ask you, if you don’t mind, would you handle those 

people differently when you’re negotiating? 

Michael: The people who you don’t want to sell their products? 

Kathy: Yes, somebody who doesn’t really have a lot of value monetarily 

in terms of affiliate sales or even just negotiating a commission. How 
would you present the whole idea to somebody like that? You’re just after 
them because they’re a big name and they probably know it. 

Michael; Well, what did I say? What’s in it for them? It’s free publicity for 
them. You’re building a site based around detoxification, they’re an 

expert in the field, and if CNN came to them and said would you like to 

be on our panel for health and nutrition about detoxification and be one 
of our guests on national TV, they’re going to say yes. It’s free publicity. 
They get to mention their website. They get to mention the health 
products that they’re selling or their new book that they came out with. 
And if there’s not really much money to make from them, but you want 
them for their marquee value, their name, let them do it. That’s fine. The 

way you handle them is you say look, this is free publicity for you. It’s 
going to bring you customers you never had. And you don’t have to 
educate them on that. They know that. You’re a professional interviewer 
within the health and detoxification industry and you’d like to invite 
them to be a guest on your Internet radio show. Position yourself as the 

expert on this field. 

There’s something real important to talk about, though. This is really 
critical. Some of these people, you want them for the name, and then 
some of these people you want them for the potential joint ventures. So, 
we talked about an example of maybe promoting and selling a retreat 
that sells for $5,000 and you’ve negotiated 50 percent of the fee if you 
bring them anyone. Anyone who listens to your interview and they come 

to their site or they contact them, then you’re going to get 50 percent 
commission. So, you agree on that. But how are you going to control the 



 

 

flow of leads. This is real important because with the Internet, if you’re 
doing an interview with them and you mention their first and last name 
and you give away their website and you give all kinds of information of 

how they can contact this interviewee, the person listening to the audio 

recording or the teleseminar or the training can just go around you and 
go directly to him and sign up for the retreat and then you’re out the 
money, right. 

Kathy: Right. 

Michael: Well, we do not want that to happen, do we? 

Kathy: No. 

Michael: I have had that happen to me, as many others have and I’ve 
devised an effective plan to keep this from happening and it’s very 
simple. You do the interview and you let them mention their full name 
and you let them mention their websites and all that stuff, but when you 

do the editing, if you’ve established and set up a joint venture and you 
have an agreement, you can tell them how this is going to work before 
you set this up. You say we’re going to do the interview. We have an 
agreement. Anyone I bring to you, you’re going to pay me 50 percent on 
the sign up fee. Is that correct? And you get that agreement. You can get 
it in writing. You can get it orally. If they’re going to screw you, they’re 

going to screw you. They’re either honest or they’re not. But this is going 

to help keep them honest. When you publish the interview, you’re going 
to remove their last name and you’re going to remove any kind of 
information that could lead your listener directly to them. But you’re 
going to have and set up a phone number that you control, and I talk 
about this in one of my interviews. I don’t know if you heard it. There’s a 

service called www.kall8.com and they do service Canada. So, for $2 you 
can pick up an 800 number or a regular hotline telephone number and 
at the end of the interview, you can simply say for more information on 
this health retreat, contact me at this number and have that phone 
number. You can also have this phone number at the end of the 
description or in the transcript. So, someone who listens to the audio 

recording, whether they’re downloading it or they take it with them on 
their iPod or they’re listening online or they’re listening on the phone, 
however they’re listening, whether it’s on a CD or whatever, as long as 
you have a relationship with this person in this joint venture, that phone 
number is going to be your number that you control. And then as long as 
everything is good with that joint venture partner, you can have that 

number forwarded to your joint venture partner. So, when someone calls 
the number, it goes directly to the guy putting on the retreat and the 
phone call is recorded so you get a copy of the initial call and the 
recording from that lead that you generated and it’s emailed to you so 
you have absolutely proof that that lead came from you. You have the 
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recording of the first call and you have a timeline documented because 
this Kall8 service will send you the recording and the time that the call 
occurred and you can archive all these calls on this Kall8 service so 

you’ll have a record of that. If the guy’s going to screw you out of a 

commission and he knows that this is how you’re going to set it up, you 
say this is how we’re going to do it. I’m going to have a phone I control. 
The initial calls are recorded so we have a record of who I brought to you 
through my marketing efforts and the interview that I produced for you. 

Kathy: I’m sure before you came up with this way of doing it to protect 
moving leads or losing commission, did you have any luck with trying to 

offer between a joint venture partner and yourself in doing the interview 
saying that perhaps there’s a special offer only available to people who 
are going through this website or because they heard it from you. 

Michael: Yes, that’s effective. You can do that. So, you can preplan it. 
Let’s say that you’re interviewing the guy who puts on these so-called 
retreats. You’re the producer of this interview and absolutely, just like 

Mark Joyner did when he set it up where we’re going to be talking about 
at the end of this interview how Michael Senoff’s put together a special 
offer only for Simpleology members. You just follow that format and you 
can do the same exact thing. You can go to my site. Go to the transcripts 
of the Mark Joyner call and you can just look at those transcripts word-
for-word how he worded it and you can use that exact same technique. 

And so, you pre-agree with your joint venture partner. What you say is 

anyone listening to this call right now, we’ve got an upcoming seminar, 
upcoming retreat on December 2 through December 7 and anyone who 
has listened to this call who calls in can immediately take $500 off the 
tuition fee if they act within the next 48 hours. 

Kathy: Right. 

Michael: Yes, you can do that. You can make special offers to increase 
response specifically for anyone listening to that call. And anyone 
listening to that call, it would be okay for them to get the discount. Now, 
keep in mind if we’re saying that it’s for a specific retreat on a certain 
time down the road, if they’re putting ongoing seminars, you may not 

want to put a date in there because then it would expire. Let’s say your 

audio recording is still being played after December, it wouldn’t make 
sense. So, you would either have to update that or when you make the 
offer make it a blanket offer that would work anytime someone listens to 
the interview. Maybe $500 off any product or service we have at our 
detox center and that could include discounts on our retreats, our 
products, our services, or cleansing services, whatever. 

You mentioned, I may have read this already, you hope to create your 
own product using audio recordings I make with each one of these 



 

 

speakers and then sell that to my list. I could also really use your help to 
brainstorm exactly what those recycled products may be: audio, 
transcripts, unpublished interviews. As you collect more and more 

interviews, some of them can be free interviews that you get on your site 

to generate leads and to generate sales, and then some of those 
interviews you could do these interviews but not publish them on your 
site and then you have an exclusive interview that anyone who has been 
to your site has not heard. It’s something that then you could sell. 

Now, I also want to get back, when you’re setting these deals up with 
your potential interviewees and your potential joint venture partners, you 

want to tell them everything. You want to get their permission to record 
the call. You want to let them know, if you’re going to do a joint venture, 
how you’re going to set it up. You want to talk about the number that 

you control. Just be up front with everything. You’re the expert, so 
they’re listening to you for your expertise on how you’re going to handle 
this. And if they want the free publicity, they’re usually going to say no 

problem, let’s just do it. They want to do the interview and potentially get 
new publicity and new sales and new customers from doing the 
interview. 
 

Kathy: Normally do you deal directly with them, Michael? Like I’m not 
sure if someone like Mark Joyner would be hard to reach. 

Michael: With Mark Joyner, he had signed up onto one of my sites and I 

was able to deal with him directly initially to set up the interview, but he 
has a personal assistant. So, if you’re getting some big names, you may 
be talking to their personal assistant or their production manager, 
whoever. There’s someone in charge if they’re not doing it directly. There 
is someone who handles marketing and public relations and you’d better 

believe that public relations person in charge of getting him business is 
going to pay attention to your invitation for an interview. That’s what he’s 
paid for, to get the guy publicity. So, I’m sure they’ll be open to your 
interview invitation. 

Kathy: Have you had good success with that, dealing with the middle 
person? 

Michael: Yes, not a problem because you’re doing them the favor. Every 
time you send out an invitation, you’re not going to get everyone to say 
yes. You may only get two out of ten to say yes, its just numbers. You’ve 
got to ask yourself how many good interviews do I need of experts. I don’t 
know how many experts there are in the detox field, but if you’re 
persistent, you can get them. 

The ultimate goal is to develop a site that sells physical products, 
consumables, beauty products, household products, and information 



 

 

products, audios and books, around cleansing and detoxing and living a 
less toxic life. This site would house the original audios done through 
this series. So, talk to me about your ideas for this? You see a site selling 

health supplements and what other kind of stuff? 

Kathy: Good question. What I’d like to do first is I’d like to start out with 
information products and then kind of build it from there. I mean I have 
to have a focus, otherwise I try to be too many things to too many groups 
and I don’t think that’s going to work. 

Michael: I would agree. My advice, stick to information products, forget 
the beauty products and the household products and the consumables. 

Stick to the information. Information is a consumable product and their 
margins in these products are 10, 20, 30, 40 times, 50 times what you 

can get from any of these other products. Plus there’s no inventory. They 
don’t expire. You’re not dealing with FDA stuff, making claims and stuff 
like that. There are enough margins in information products for you to 
make a nice living. 

Kathy: Yes, I’ll probably just do that, at least for the interim. 

Michael: At least for now. This should keep you pretty busy for now. 

Kathy: Yes, I think so. 

Michael: Timing, I would like to begin approaching potential partners 
next week. Ideally, I’d like to begin the series by the last week in 
November, what are your thoughts? Go for it. My thoughts are get 
started. Start with one interview or one teleseminar. 

I plan to have two teleseminars per week, first come, first serve. Don’t 
think I will do any replays, still considering that. I’d like to continue 

through December and then pick up again in January. This topic works 
well January through February as spring is a great time to do a cleanse 
or detox. Yes, I think the detox will work all year long and two 
teleseminars a week is, I think something simple to accomplish, as long 
as you send out enough invitations. And they add up quick. That’s eight 

a month. In six months, you’ll have 48. That’s a good amount of 

interviews on the subject of detoxification. Your site will probably be the 
best site for the most free information on health and detox. It just takes 
time and work to do. 

Kathy: Yes. 

Michael: What else can you think of that’s looming in your head? 

Kathy: Do you give the speakers access to the recordings? Like if they 



 

 

say to you can I use this on my own site? 

Michael: Yes, that would be fine. You tell them that they can use the 

edited version. So, you can say sure, once I do the editing of this audio 
interview, you’re more than welcome to use it on your site. You can send 

it out for free to your members, what have you, because when you do the 
editing of your interview, you’re going to have all kinds of advertising at 
the end of that interview promoting you; getting those listeners back to 
your site.  Have you listened to any of my other recordings at the main 
site, www.hardtofindseminars.com? 

Kathy: Yes I have. 

Michael: And you’ve gone all the way through to the end. You hear my 

tips...this is a bonus tip. 

Kathy: Yes. 

Michael: I’m always trying to get that listener back to my site. That’s the 
main goal. And since you own the interview and it’s your interview and 
you’re doing the editing and you’re going to put the introduction on it 

and you’re going to put an ending, and in the middle of the interview 
you’ll say for more interviews like this, go to www... you advertise all 
through your interview to get those listeners. So, if he sends it out to his 
list, absolutely because it’s going to get people back to your site if they 

want to know more about cleansing and detox and they have an 
opportunity to hear your other free interviews and to be sold on your 

other joint venture partner’s products and to be sold on your upcoming 
seminar. The whole idea is get them back to the site and give them good 
value for them to listen to and download. 

Kathy: Okay, that makes sense. 

Michael: Another thing you can do is you could say no and once you 
publish the interview and get it up on your site, you tell them, however I 

won’t give you the interview, but once it’s posted on my site, I will let you 
know and you may send out an email to your list and direct them to the 

link where they can hear the interview that we did on my site. That way 
they can say, hey, here’s an interview I did with this expert on detox and 
you can go listen to it and they’ll direct their customers directly to your 
site, which would be even better. 

Kathy: Yes, that’s probably the better way to go. What do you think in 
terms of being able to add value to a joint venture opportunity? Let’s say 
there was somebody, which you really wanted to interview. They were 
either already inundated with similar opportunities, you really wanted 
them for your own reasons, whatever those are, what do you think you 
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could come up as an offer that you could do, just something that you 
could do that would completely benefit them? As an idea, to say, okay, 
what if I did this, what if I offered you this? I’m trying to think of 

something else audio related. I think I got the idea from one of your other 

recordings, which was doing a follow up interview based on the questions 
that end up coming in from either your list or their list and then 
following up, doing another interview with them answering those specific 
questions. 

Michael: Well, I think if you position yourself as the expert in the field as 
far as the number one source for audio content and downloads and 

interviews related to health and wellness and detox experts, that should 
be enough. You could also say that when you do an interview with us, we 
completely produce the interview, we edit it, and we give you a master of 

that interview that you can use to send out to your list and offer and sell 
your products and services. Now, this would be for someone where you 
don’t have a joint venture set up. Or you could still set up a joint venture 

and you can tell them that they get the master and we’ll pay for all the 
production and they will have an audio recording that is designed to sell 
them and position them as an expert and sell products and services that 
they have available. So, you’ll produce an entire audio infomercial that 
they get the rights to just for doing an interview with you for your site 
visitors. That could be something, offering them the rights to that 

recording. But letting them know that you’re going to be publishing that 
interview on the worldwide web and on your popular website and you 

may be broadcasting it as podcast. You just let them know that the 
exposure potential is huge for them to sell more books, more products, 
and more services. That should be enough. Even the big names, what 
you perceive to be as the huge names in the business still always need 

more publicity. 

Kathy: You know what my problem is? It's that I’m not established yet 
and I want to make sure that I’m up front about that. 

Michael: Well, you heard me say huge potential distribution. You don’t 
have to let them know that I’m not established yet. You can say you’re 
building the world’s largest free resource for audio interviews with heath 

and detox experts. You plan on interviewing him, him, him, him; name-
drop all the names of potential people who will be on the site and you let 
them know that you’ll be launching the site in February of 2007. Give a 
date. It doesn’t mean you have to meet all those things. Use the words 
potential, you’re planning, you’re putting together, and you can still use 
that effectively even though you’re not there, which is your intention 

anyway. 
 

Kathy: Right. 



 

 

Michael: You could say my intentions are, but don’t let them know I’m 
just starting this. It’s just an idea. Talk as if it’s already happened. 

Kathy: Well, it is, too. It’s no longer just an idea or wishful thinking. It is 
something that is being planned, so that’s good. 

I have a question on segmenting now. You’ve talked about in your other 
interviews about once you have your niche in mind, then going around 
and kind of segmenting it so then you start to target different areas of the 
niche, for example, smokers or people suffering from chronic illnesses. 

Michael: That’s easy. Once you have all your interviews--let’s say you 
have ten interviews with all the experts on detox. You can niche anyone 

of those interviews for segments of your market. So, let’s say you have 

your web page, you have the ten interviews, and you have descriptions of 
each one of the interviews of what this interview is going to be about and 
what that listener is going to hear and learn from the interview. Well, 
let’s say the headline of one of your interviews is how to detox your body 
and feel better than you ever felt in 48 hours. You want to take those ten 

interviews and you want to create a different web page and let’s say you 
save the page as /smokers. So, this is your market. You’re segmenting 
these audio interviews for smokers. So, then instead of just how to detox 
your body in 48 hours and feel better than you’ve ever felt, you may say 
how smokers can detox their body in 48 hours and feel better than 
they’ve ever felt before. In this interview, if you’re a smoker, you probably 

know that smoking cigarettes causes a lot of toxins in your body and 
you’re going to hear from expert blah, blah, blah on how to detox your 
body. If you’re a smoker, you’ll find this beneficial. You’ll find ten tips on 
how to detox. Do you know what I’m saying? You write the descriptions 
as if you’re talking to smokers. So, then your ten recordings and your ten 
descriptions—mainly it’s in the description and in the headline of each 

one of your recordings—is marketed towards smokers. So, when a 
smoker sees that, he believes that this detox education is just for 
smokers only. And when you segment and you pick a particular niche, 
you become perceived more as the expert and you can charge more 
money for the interviews. You just capture their attention. It’s not so 
general; it’s niched for smokers. 

There’s a guy who sells nutritional products. Now, they’re the same 
nutritional products you can get at GNC, but he markets towards golfers. 
So, these are nutritional products for golfers, but they’re the same 
nutritional products you can get anywhere else. That’s smart. 

So, that’s smokers and let’s say there’s another subset of women over 65 
or women under 21. In the descriptions you just talk to that market. So, 

let’s say you want to get one of your interviews out and you could find a 
list of smokers. I mean if you found a health list of smokers, or whatever 



 

 

that segment is, you’re talking directly to them. You’re providing 
information directly for them and when they get to the web page and they 
see the descriptions of what these interviews are about, then they know 

it’s exactly for them. 

Kathy: Yes, all that makes sense. Do you ever consider selling your 
products because they’re then so niche through affiliates? 

Michael: I’ve considered it and affiliates can be a good way. I’ve just 
chosen against it. I don’t want to mess with it. Affiliates, it’s kind of like 
multi-level marketing. You may have a thousand affiliates sign up, but 
only ten of them actually do something. Those numbers are probably 

pretty accurate. I don’t want to baby people. I don’t have time to deal 
with a thousand people who aren’t going to do anything and deal with 

the sign ups and the affiliate software. I mean I want my life to be easier. 
You could do an affiliate thing by invitation only. You can have 
something on your website that says, if you’re interested in becoming an 
affiliate, go here and you can have an application where you qualify the 

affiliate and if that’s something you want to do. Affiliate marketing can be 
good. I’m personally not interested in it. If you really know how to market 
and do it yourself, you don’t need affiliates because like I said, out of a 
thousand affiliates only ten are ever going to do something and it’s a lot 
of people to manage. Plus another risk with affiliates, you get these 
people out there making all kinds of claims on your product that you 

have no control over and you can get in a lot of trouble if someone’s 

promoting your product and they’re making claims that they haven’t 
okayed it with you. That’s going to come back on you. You lose control 
over the marketing of your products and services and you want to keep 
that control. I personally would not recommend affiliates. 

Kathy: Well, that sounds good. I can’t think of anything else. 

Michael: If you do, let me know. 

Kathy: Okay. 
 

Michael: All right. Has this been helpful? 

Kathy: It’s been very helpful. Thank you so much, Michael. 

Michael: Well, you’re very welcome. I’ll save this and I’ll upload it and 
send you a link where you can download it. 

Kathy: Okay. That’s wonderful. How long do you think it will take before 
I can do that? 

Michael: I’ll have it to you in a few hours. I’ll save it and do it for you. 



 

 

Kathy: Thank you so very much and I really enjoyed the interview and it 
was really helpful. Thank you again. 

Michael: You’re welcome. 

 
 

 

 

 

Chapter 3 - Mistakes That Will Kill Your Audio 
Program 

Included below are some of the more common mistakes that can thwart 
you in your efforts to add quality audio products to your information 
package. 

Mistake #1 - The Research Trap 

Research is wonderful and can really increase your depth and 
understanding of your niche knowledge, but (and I know this may sound 
a little crazy) when you are getting ready to create your audio program, 
this is not a good time for research. 

The fastest way to create a high-value audio program your clients will 
love is to do it straight off the top of your head. You don't need more 

research. Believe me, you know enough already. And the information 
that comes straight off the top of your head is the kind of basic 
fundamental stuff your clients will use. These fundamentals are an 
internalized part of you and comprise the knowledge your clients really 

need and desperately want. Save your research for another time. Get 
what you know right now recorded so your clients can start taking 
advantage of it. 

Mistake #2 - Being Too Perfect 

First of all, your program will never be perfect. But there's an even more 
important issue you need to keep in mind here. Your clients are not 
particularly interested in how slick or well produced or well edited your 
product is. What they want is high-quality content that provides a 

solution to their problems. They want answers they can use, not high-
production values. 

Here's something else that may surprise you: being too slick may 
actually reduce the perceived value of your audio program. You can buy 



 

 

a nice, slick looking audio at the bookstore for $10-$30. But your 
prospects will pay more for the “real” stuff. They'll pay more for an audio 
with lower production values, one that's packed with the “hidden 

underground” secrets everyone else is keeping from them. 

So take your focus off trying to make your audio program perfect and put 
it on giving high quality content that solves the problems of your niche 
prospects. 

Mistake #3 - Thinking You Are Not A Big Enough Expert 

If you're sharing information with anybody and they're willing to pay for 
it, then you're enough of an expert to put the same information into an 

audio product and sell it. It's the same except for one thing. The audio 
product is more useful to your clients because they can listen over and 

over at their leisure. You can become a leading expert in nearly any field 
simply by choosing a tight enough niche. The smaller and more well-
defined your niche is, the less competition there'll be in that niche. 

(Note also that if your niche is tight enough, you'll be the only expert in 

that niche and you can claim the title “The world's leading authority” or 
“America's leading consultant.”) 

And there's something about the interview style of delivering information 
that lends authority to an information product. Look at the news, which 
people are conditioned to trust. You have news anchors delivering direct 

content to you but when there are reporters on location you have a 

question-answer style of delivery. You have the anchor asking the on-
location reporter questions. It is an interview between anchor and 
reporter. And people are certainly conditioned to believe the news. And 
feature articles in magazines are question-answer style. The question-
answer style for delivering information is proven, tried and true. People 
are conditioned to trust it and it works. 

Mistake #4 - Picking the Wrong Niche 

I can't emphasize this enough: Whatever you do, don't pick a niche that 
doesn't have enough money or enough desire for your information 

product. There's no point whatsoever in creating an information product 
for a market that has no disposable income to buy it. An information 
product for broke pensioners is unlikely to sell at a good price. On the 
other hand creating an information product for people who've just 

bought a luxury home is an example of choosing a great niche with 
plenty of money. 
 
So you first need to choose a niche where people have money to spend. 
Second, you need to choose a niche where there's a “starving crowd.” You 
want people who have a desperate need, a starving hunger, for the 



 

 

information you want to sell. If you can find a niche that has money and 
is hungry for the information you have to offer, you'll find it very easy to 
sell your audio program at a price where you can make a good income. In 

fact, finding that hungry cashed-up market should be the first step when 

you create your information product. Find the market first and then 
create an information product that's exactly what they want and need. 

Mistake #5 - Waiting For Time in Your Schedule 

If you wait till you have enough time to get your audio program done, you 
never will. Think about it. Every day, every week, you spend hours of 
your time repeating the same type of information to your clients. You're 
talking all the time. This fantastic, high value, niched information is 

coming out of you at a rate faster than you could possibly write it down. 

It's all there already. All you need to do is record it. 

The time to make your audio program is NOW. You can start right away 
catching your ideas in a mind map (More on "mind maps later. For now, 
think of it as writing your ideas down in an organized way). Then it's just 

60-90 minutes of recording time for each. Even if you're the busiest 
person alive, you can do this, and when you do, you'll be freeing up so 
much of your time. Once you've recorded your audio program, you can 
save yourself hours of time by simply selling clients a copy, or giving 
them a copy. No more repeating the same information over and over and 
over. You can invest your time working in that high value interactive 

process where you're dealing with their truly unique problems. 

 
 

Mistake #6 - Thinking You Need Technical Expertise 

Creating an audio program is very simple. You don't need any special 
skills to be interviewed, just a little bit of very easy planning and a good 
interviewer. Thousands of people all over the world have had their ideas 
recorded on audio, radio, and television without having one scrap of 
technical know-how. You don't need any either. 

You don't need to be an accomplished writer. In fact, you don't really 
need to write much at all because, after all, this is audio! 

All you are doing is sharing the expertise you already have in a specific 
area. It's just like talking to a client or a friend and explaining how they 
can solve their problem. So don't get caught up in the details of the 
process. You're sharing information not becoming a technical whiz. 

Mistake #7 - Failing to Plan for More Audio Programs 

The easiest prospect to sell to is your client – someone who's already 
bought one of your information products and is happy with it. They know 



 

 

what to expect. And you know what kinds of related information 
products you need. If you plan and brainstorm to create a whole series of 
related audio programs, you can offer all of these to every client who 

buys one of your audio programs. One ordinary client might buy 3, 4, or 

even a dozen programs over a period of time. 

Also, if you create higher-priced, back-end consulting services, seminars, 
etcetera that complement your audio programs, you can offer these too. 
Thinking of what you can give to your clients and what they really need 
and having a plan to create information products, consulting, seminars, 
workshops, membership sites and other services every step of the way 

makes good business sense. 

The easy money in the information marketing business is in back-end 

sales. As you develop your audio programs, ideas for other audio 
programs will come to you. Get them down! These related audio 
programs are often quick and easy to plan and make when you're on a 
roll. You can create and record one audio product after another in quick 

succession if you keep those creative juices flowing and produce 
products with the expertise you already have. 

Consult #3 – Cory: A Glass-Blower's Information Product 

Profile 

1) Creating audio from interviews with experts in the field that his 
product falls within. Included here are reasons why an expert 
would want to be interviewed in the first place. 

2) How audio interviews could become a back-end product or the 
increase the value and price of your front end product when audio 

is coupled with audio transcripts. 
3) The transcripts themselves must become the major contribution to 

your sales copy. 
4) Why niching your product can give you an advantage over your 

competitors. 

5) Why people will pay more for a product that includes audio than for 

just an e-book. 
6) How to develop the best questions to ask your experts during the 

interviews. 
7) How to conduct the interview and be a good listener in order to 

maximize the content being presented. 
8) Advice about how to create different niches for your products. 

Cory is very concerned about sales copy and would like to know the 
strategy behind developing the best sales copy possible. He has already 



 

 

invested over $30,000 in his education on direct mail copywriting and 
marketing. You’ll hear some innovative ideas about how to actually use 
audio to entice people into reading your sales letter. Additionally, you will 

learn the importance of doing your interviews before developing your 

copy—whether you hire a good copywriter or write the copy yourself. 

Finally, you will hear the best strategies to maximize your back-end sales 
if you do choose to offer back-end products. Also, learn why asking your 
customer list what kinds of products they would like to have is of the 
utmost importance. 

Consult Transcript 

Michael: Hey Cory how’s it going? 

Cory: Good. Get my email? 

Michael: Yeah, I got your email. Let me just start by reading it. It says: 

"Obviously I’m prepared to outsource what I need to. Leveraging 
the knowledge of an expert is an obvious tactic in order to make 
my goal possible. I also know that the sales copy is the make or 

break point and I have to put on the hat of market researcher, 
product developer, copywriter, marketer, etcetera, and I’ll add that 

I’ve been thoroughly in awe of the above fields. 
 
I’m basically looking for a solid strategy to create the info product 
in a manner that lets me write sales copy that will be successful in 

the market. I’m sure that there must be a strategic way to 
approach breaking into markets, but I’m seeking some guidance. 
I’m very well grounded on nearly all direct marketing principles, 
$30,000 plus education. Currently I only have two underachiever 
type websites. They both focus on making one shot sales via 
targeted Google AdWords traffic in their respective tight-niche 

markets and they are www.MetalPlatingBible.com and 
www.GlassBlowingBible.com . Now you want to get serious and 

start creating real businesses that make $100,000 plus. I’m aware 
that the back-end sales strategy is a must." 

Let me ask you this. You spent $30,000 on marketing information? 

Cory: Yeah, I’m a really young guy; I’m only 23 actually. But I’ve been 

pretty obsessed with this stuff. Probably the first course I stumbled upon 
was Cory Rudl, the late great Cory Rudl. 

Michael: How long ago? 

http://www.metalplatingbible.com/
http://www.glassblowingbible.com/


 

 

Cory: That was probably when I was 17. Another big turning point for 
me was Marlin Sanders Amazing Formula. He really broke the stuff 
down, the fundamentals, and really made a lot of sense. But pretty much 

you name it, every major guru out there, probably most of them Internet-

focused guru’s, I bought all their courses. 

Michael: Are you pretty skilled on the computer? You do all your own 
computer stuff? 

Cory: Yeah I’m really skilled. The one thing I haven’t tasted much of is 
like the old great guys like Dan Kennedy and probably Internet guy’s 
stuff. 

Michael: You ever study Jay Abraham’s stuff. 

Cory: I got it as a gift. Somebody gave me one of his things on stealth 
marketing. I didn’t really get to look at it too much. But I just want to go 
over the money. I see the benefits and being able to spot the man, and 
obviously my interest in information products. That’s really what I want 
to do. But I see the benefit in being able to just spot the man for all 

different types of information. And then somehow get a product created 
to solve the problem or give the people what they want basically. 
 

Michael: That’s smart. That’s the most important thing is to shop for the 
demand first before you even create your product. 

Cory: That’s part of my problem. I’m looking at like my main goal is to be 

eventually break into competitive markets and then start developing a 
real business. But I’m obviously not an expert in all the different topics 
as far as like sales copy goes and sales copy that stand a chance. 
Something that needs kind of a hook or angle, or you need some kind of 
credibility or expert status. 

Michael: The thing is you don’t need to be the expert. Now let me ask 

you. I know you just ordered the Talk Yourself Rich. You haven’t really 
gone through that yet, right? 

Cory: I went through it, it had nothing really to do with the course, it 
seemed like it was more geared towards people who already have their 
expertise or had their niche selected. 

Michael: Right, because it was how to take your existing e-book and 

increase the value and turn it into an information product. 

Cory: That’s okay. It will still relate to you. 

Michael: It will relate to any market. You’ve got a couple ideas here and 



 

 

I’m not saying these are the ones you want to pursue for the big time, 
but metal plating bible and glass blowing bible. Those are basically e-
books, right? 

Cory: I have no interest in any of the topics but they are a little pocket of 

demands that I found and it turns out there’s a lot of demand for them. 

Michael: How’s it going? Are you moving some of them? 

Cory: Yeah. This month’s been a little slow. I was pretty much averaging 
at least four or five sales a day for each of those. 

Michael: Oh, that’s great. 
 

Cory: They’re pretty much each getting like a three percent conversion 
rate. 

Michael: Who wrote all the copy for that? 

Cory: I wrote the copy myself, and its not the best copy, but the key 
component of the system is what it's based on, which is basically, if you 
put on the survey page and drive traffic to the page, you ask them the 

number one biggest question on the next copy and you come out with 
this list of questions and those questions actually become the bullet 
points. That’s the power of that system. 

Michael: All right, so you’ve got a couple little products that you’re 
selling have high demand. I mean three or four books a day, five books a 
day. Has it kept up, or is it up and down? 

Cory: Oh the metal thing's been up six months plus totally steady. And 
by the way, what I said before, that’s just my ultimate dream. But I also 
know that if I could possibly work with the ones I currently have. 
Another one in my areas of focus is developing a back-end sales strategy 
because some of the big money is going to be in having multiple products 
lined up. 

Michael: Well, any copy that you have can be developed into that. Let’s 
say metal plating isn’t the ideal thing, or glass blowing isn’t your passion, 
but they’re two little niches that have some legs, right? 

Cory: Hm-hmm. 

Michael: Do you see ways of optimizing this market demand into higher-
end stuff? Is that something you would consider? 

Cory: I’m pretty much for both of them; my general idea would be to go 



 

 

into a much lower multimedia experience type of course like DVD/video. 

Michael: Let’s use one of these just as an example for the purpose of our 

talk. Just supposing that this was something you really wanted to 
develop. As an example, what I say can be related to anything because 

you’ve got a niche here, you’ve got proven demand based on the last six 
months of orders from your e-book. Which one is doing better, metal 
plating or glass blowing, or are they about the same? 
 

Cory: I would say metal plating has more of a track record. The other 
one’s only been up for about a month. 

Michael: Who is buying these? What’s the market and why are they 
buying it, in a nutshell. Cause I didn’t read the whole thing. 

Cory: Believe it or not, this whole approach is not too customer 
eccentric, but what I can tell you is from the survey questions. For both 
topics, there are a lot of little things that are involved in the overall big 
topics. For glass blowing some people want to learn how to make glass 

pipes, some people want to learn how to make beads. Some of them I 
know it’s the business opportunity that it provides. But there’s about 10 
or 20 different little things that are all under the main scheme of the big 
topic that they all want to do and they’re in the bullet points. Like you're 
going to learn how to do this, you're going to learn how to do this. 

Michael: All right and then the metal plating, is that for businesses who 

are paying money for metal plating? 

Cory: I actually did some intensive customer surveys and a big thing 
that people who, because of their big investor and have to metal plating 
once in awhile may normally outsource it, and it's very expensive, they 
wanted to figure out how to do it in-house. A lot of them are motorcycle 
type places for their chrome. It’s all over the spectrum though. So I was 

thinking that would be an expected back-end of trade because they is 
only so much you can learn from my e-book which is just how-to 
information and it’s a very technical topic in nature. So it would cost you 
at least $5,000 to get a back-end product created. I assume that that’s 

the next logical step from the e-books. 

Michael: What are you selling these things for, $29? 

Corry: $29.95. 

Michael: All right, $29.95. That’s about what books sell for. The whole 
idea in the Talk Yourself Rich is to up the price and build the value by 
using audio. You wrote the copy for all this, but at the same time, lets say 

for glass blowing, there is a business opportunity in there available. 



 

 

Whether it’s a mother at home who wants to learn glass blowing can 
make beads or if you sell the opportunity of making beautiful vases or 
paperweights with colored glass. Showing that opportunity that you can 

make some money. So you’re selling a business op., right? 

 

Cory: I’m assuming that’s definitely one of the ways you can go with it. 

Michael: All right, that’s one way. And you can always get more money 
selling a business op.; then you can sell just information on a subject. 
Okay. So let’s just say we took glass blowing and we turned it into a 
business opportunity. So you’ve got your $29 book, but how can we turn 

that into a $97 product or a $497 product. And you can do it very simply 
by interviewing experts in the field. So you could find maybe four or five 
of the top expert glass blowers or five people who are making $100,000 a 

year making things through glass blowing. And you call them on the 
phone, say how would you like to be interviewed for a product we’re 
coming out with called glass blowing secrets or whatever, and they look 

at it as free publicity and they get to toot their own horn and they have 
someone who is willing to listen to everything that they’ve been doing, 
which is pretty rare in a lot of cases. 

Cory: Are you thinking of this as a second product, as a back-end 
product? 

Michael: Either a back-end product or it could be your front-end 

product. The whole idea is to use audio to increase the value of whatever 
you’re selling. So instead of selling books for $29 you can sell product for 
$497 or a couple thousand or a thousand bucks or three thousand. 

Cory: That’s definitely a good tip. 

Michael: Absolutely and it’s so easy to do and you don’t have to be the 
expert. You just have to be the guy asking the questions and if you’re 

interested in the subject, and we’re just using glass blowing as an 
example, but lets say you found a topic or a market you’re really 
passionate about, you’re really interested in and its fun for you to learn 
about and as you’re interviewing these people you’re grilling them and 

they are divulging all their secrets and you’re recording all that. Now 
those recordings will be transcribed and then those transcripts become 

part of your sales copy when you’re putting your letter together. 

Cory: That’s good. 

Michael: I’m just saying you got an automatic little selling thing, its very 
simple to create audio to bump that product up to a product that sells 
for $500 to a $1,000 to a couple thousand dollars. And the more you 
talk, the more you make. 



 

 

Cory: That makes a lot of sense. I’ve been thinking about trying to get 
into a more competitive type of niche and obviously the content of the 
information product is directly related to what you’re allowed to say 

about it in the sales letter and let’s say I’m not an expert in a given 

competitive niche such as dog training or eBay selling secretes, which I 
know are two big ones right there. What’s an approach I might be able to 
take to somehow get my foot in the door, especially in regards to the 
sales message? 

Michael: To have a competitive sales message compared to everything 
else out there? 

Cory: So theoretically, I could take a look at a top selling course that's 
already doing well and basically copy all the main benefits into my own 

version of a product. 
 

Michael: You want to niche it. So instead of a course on how to make 
$100,000 a year selling on eBay, you make it how stay-at-home-mothers 

can make $100,000 a year selling on eBay, or selling baby clothes on 
eBay. You look at all the different topics on eBay. You’ve got to niche it. 
The more you niche it, that’s how you have a competitive advantage even 
though all the teachings are the same as a general course. It can be the 
same course, it can be the same letter, but you customize it just like 
when they send you your electric bill, it’s customized for you and there 

are places throughout your copy that you can personalize for that 

specific niche. Add and replace, if you structure it right. 

Cory: Isn’t there always going to be one guy that’s going to go for the 
jugular, the biggest portion of the niche? Are you saying don’t try to 
compete with that guy? 

Michael: I love competition. If you see a lot of competition, generally, the 

market’s so huge. If you’re competing with four or five other players in 
the market, you’ll love competition because they’re out publicizing the 
opportunity and the product and the information, and there are pretty 
savvy shoppers out there. If they’re searching around, and they find what 
you have and you’re doing it better, you’re going to win them over. 

 

So, you out-market them. You offer them risk-free. Almost all my 
products that I sell—you saw, it was an offer for “you don’t pay anything 
for 30 days.” If you saw two competitors’ offers and they’re both about 
the same, who are you going to go with? 

Cory: You do everything you can do to make the most of it. 

Michael: Yeah, and the guy who does that believes in his product, which 

I do. So, you out-market them, and also what no one else is doing is 



 

 

they’re not increasing the value of their product. They’re not using audio 
to beef up the product. The immense value audio has to a product, doing 
interviews, interviewing experts. It’s so easy to do, and your customers 

love it. It has so much perceived value. They’ll pay more for that than 

your competitors. 

Cory: You know the whole idea of “the gun to your head” thing that you 
had. If you were in this situation where you just take the niche, where 
you know there’s demand for information. You want to create your own 
product, but you don’t have any knowledge prior, what is that one-step, 
two-step, three-step? 

Michael: If you had a niche, and you wanted to sell a product with that 
market, I would go to Circuit City. I would go buy a digital recorder. I use 

one called the Sony ICD-ST25. 

Cory: My key factor here is that you’re not an expert on the niche. That’s 
one thing. 

Michael: Absolutely, you’re not an expert on the niche, and you want to 

sell a product within that niche. You don’t have to be an expert, but you 
know how to go on to Google and type in a subject on the niche, and you 
know how to ask questions and find an expert. You know how to go to a 
trade publication and see who’s writing articles in it. You can find the 
articles that are written by the experts. You can talk to people in the 

niche and ask, “Who are the foremost experts in this niche? If you can 

have any of these guys teach you about this niche, who would you have 
teach you? Who are legends in the niche?” 

You start collecting these contacts and these names and a way to contact 
them. Then, you call them up or call their secretary and invite them to be 
interviewed about their business and about what they do and about 
themselves. Then, you’re just a guy asking the questions, and you do ten 

of them. You find ten experts on that niche, and you interview the hell 
out of them. 

Cory: Would you do some prior research to find out what the best 

questions to ask are? 

Michael: Sure, that’s very important. Now, here’s what I would do for 
that. You go to Amazon.com, and you search a book about your niche, 

and then you know how on Amazon, you can look inside the book? You 
can see the table of contents. They let you look inside the first few pages 
of the book. There are your questions. There’s your table of contents. 
There have been experts who publish books and they have your entire 
table of contents of all the important things of what goes in the book, and 
you have all your topics and questions to ask to follow along already 

http://amazon.com/


 

 

done for you. 

So, you print those outlines out, and you have a format in nice, orderly 

fashion, table of contents of subjects to ask your experts. So, let’s say 
you want to interview Bar-be-que Pit Masters. Go to Amazon. Type in 

Bar-be-que Pit Masters. You’ll find plenty of books on it. You click on the 
book. Look in the table of contents. Print it out or write down the 
different subjects that you think are pertinent to your interview, and 
then you have that series of master questions. Then, you can ask all your 
experts the same questions. So, you only have to get your question down 
once. 

As you’re doing the interviews, if you’re curious about it, you just dig. 
You’re like a little kid, “Why Daddy, why? Why? Tell me why. What’s the 

reason for that? Why do you use that?” Then, you just keep digging and 
digging and go deeper and deeper. Then, the guy you’re interviewing 
starts to go into a trance, believe it or not. He’s going on. He’s talking 
about himself. He is loving you because he’s never been able to release 

all his passions about his expertise that he’s been doing for so many 
years because most people don’t care. Do you see? 

Cory: Here’s a question that’s on the topic. You told me the importance 
of niching it and the end result, so would you have to keep some stuff in 
mind from the get-go, from the beginning. 

Michael: I don’t think so. 

Cory: You know what I’m saying? 
 

Michael: Yeah, I know what you’re saying. No, not necessarily because 
that’s in your pitch. You can keep it all general. The more prepared you 
are. If you can think and write down ten different niches of this product 
you want to go after. Let’s just say for example you’re interviewing pit 
masters, and let’s say you do ten interviews. Let’s say you think, well, 
you want to go after the kid’s market. You want to go after the 

women/homemaker market, the dad market, the competitors market, 
maybe the people who are going around the competitions. You want to do 

maybe Texas barb-be-que, southern bar-be-que. 

When you pick your interviews, you break them up into different topics. 
So, if you have your bullets, and you say, “Well, in this series of ten 
interviews with best pit masters in the country, you’re going to hear from 

a 12-year-old pit master champion, you’re going to hear from Whoever 
from Georgia who’s won all the awards in southern bar-be-que.” So, 
you’re going to appeal in your bullets to the different segments of the 
market. 



 

 

Cory: It might be helpful to have that in mind, right? 

Michael: Yeah, sure, have a plan who you want to go after, and then 

when you do your interviews, interview them from different segments. So, 
the interest level on the interviews will reach a certain demographic. 

Cory: Now, the sales copy—you can go straight to the benefit without 
having any kind of a hook, just like, “How to Get X Benefit.” Then, there’s 
a hook angle with “Ex-Blackjack Dealer” or “One-legged Golfer.” Do you 
think that’s really important to have some kind of hook in there? 

Michael: On the headline? 

Cory: The headline. 

Michael: The only purpose of the headline, you’ve probably heard it and 
read it before—I know there’s a lot of talk about benefit-oriented 
headlines. The headline has got one purpose, and that is to capture their 
attention, get them to stop, and get them to read the next line. 

Cory: You don’t want to be a “me, too” marketer. Sometimes benefits are 
benefits are benefits. 
 

Michael: No, benefit headlines aren’t necessary. They can be effective, 
but like I said, it doesn’t matter. Your main purpose of the headline is to 
capture attention and get your person to read the next line. That’s it. 

That’s all it’s designed to do, and that next line is designed to get them to 
read the next line, and so on and so on. 

Cory: One of the things I’m always like worried about mentally, is do I 
always have to do it different or have some kind of angle, or can I just 
talk to benefits? Do you know what I’m saying? Do you always have to be 
coming from some sort of angle? 

Michael: People are very perceptive. People aren’t stupid. You see a lot of 
copy out there, and you don’t know any better, and you’re tempted to 
just copy and it’s that “hypy” copy. People have seen that all the time. I 

don’t like “hypy” copy. You know, “Explode Your Profits to the Moon.” 
People can sense this BS a mile away. So, I wouldn’t go with that “hypy” 
copy, but you do need something somewhat dramatic and attention 

getting that’s going to get the interest of your reader. 

Another point I want to add is, after you’ve done all these audio 
interviews, the hook is you can use audio to sell them on reading your 
letter. Let’s say you have your ten interviews. You can do five-minute 
clips of each one, and give that away for free just like I do on my site, and 
peak their interest and give them a little taste of what they’re going to 



 

 

hear. Then, under those clips of the audio, there can be a link for more 
information on how to get the full hour plus the eleven other recordings 
with pit masters from the USA. Click here, and then you take them to 

your sales letter. 

Audio can be used to give away for free and to capture the attention and 
getting them salivating for more. 

Cory: What would you think would be the approach, just looking at like 
the top guys’ sales letters and making sure your product has all their 
benefits? 

Michael: What I would do, and this is what I do with my sales letter, an 

interview always come first. So, you could go look at some other sales 

letter, but you may be copying a poor copywriter’s work, if you don’t 
know what the results of those letters are. Just because you see it out 
there, you don’t really have an idea. 
 
You could look for benefits and make notes of things that you think are 

definitely going to be important to cover, but I surely wouldn’t just copy 
and model sales letters. 

If you really want to do it right and you said it, the sales letter is king. 
You need to get a skilled copywriter, and either you pay them to do the 
work and you may have to pay five or six thousand dollars, but look, if 
you’re selling a product for 500 or 600 or 1,000, that’s a great 

investment. You get a copywriter who knows how to write and is a 
researcher first, and who will do the interviews to research this product. 

You may want to do the ten interviews, and provide that copy or the 
transcript to your copywriter and tell him to develop the sales letter from 
this copy. 

Cory: So, you’re basically saying all I’ve got to worry about is creating a 

great product with tons of value, and making sure it really gives the 
market great value, and the copywriter will handle the rest. 

Michael: I’m saying that your copy should come from your interviews, 
from what’s spoken after you ask these pit masters the questions. 
They’re going to write your copy for you. Copywriters can’t just dream up 
copy. They take the audio, the transcripts from your interviews and let 

them talk your copy. It’s called copy-talking, and let your copywriter pull 
out and assemble your sales letter from their words. 

Cory: I was thinking I should try to do the copy myself. 

Michael: You can do it yourself. It’s just either you’ve got time or money, 



 

 

but I would definitely not put a word down on that sales page until you 
do audio interviews with the people you’re going to have the product 
from, and let them write your copy. How much time have you spent on 

my site? Did you get to the copywriting section? 

Cory: I pretty much listened to all of it. 

Michael: Did you listen to the Eugene Schwartz one? 

Cory: Yes, I did. 

Michael: That’s what he did for Marty Edelson. When he interviews 

clients, he records the call, and basically said it. He didn’t write the 
letter. Marty Edelson wrote the letter. He wrote the headline. He was a 

good listener, and that’s what we’re talking about. We’re talking about 
being good listeners and shutting up, asking questions, and let the 
person you’re interviewing write your copy. They’re the experts. They 
know what the market wants. Their dreams are what your buyers’ 

dreams are. 

So, why would you think that you could come up with it if you have no 
idea about the field? You’re just listening, and they’re writing your copy 
for you. They’re talking it for you. 

Cory: That makes a lot of sense. I would like to feel that if I do have a 

great product and it solves needs of the market, it gives them what they 

want, then it should be easy to write the sales letter. I guess I make it 
more complicated sometimes. 

Michael: If you’ve got a great product, and the market demand is there, 
you could have the worst crappy sales letter in the world and the product 
will still sell. 

Cory: As long as you highlight the benefits obviously. 

Michael: Yeah, if you have a product that there’s no market for, you can 

say the greatest highest copywriter in the world and he could have the 
most beautiful sales letter that could ever be purchased, and there may 
be no sales. The market demand—go with the Eugene Schwartz again. 
The market demand is the most important thing. So, when you have the 
hungry, passionate market demand, your copy doesn’t even have to be 

that great. 

Cory: I’ve experienced that actually because it was like a little one shot 
deal that I’ve been setting up. Okay, well that’s some great information 
then. I appreciate that. I guess my last...I’ll have to talk about it. As far 
as back-end sales go, what’s the best strategy to maximize back-end 



 

 

sales? I know the answer to that is kind of the ultimate dream of owning 
a business online is the whole thing is like on automatic follow-up 
autoresponders, and eventually you come to you have your staple set of 

three to four products. From my point of view, after the customer orders 

the first one you get them on the autoresponder basically with follow up 
orders on the back-end. 
 
One of my questions was, what’s the best strategy to maximize back-end 
sales? How many offers can you send those back-end offers? 

Michael: Well, if you deliver on your first product, and you really deliver 

value, and you’re not getting big return rates, and you’ve got a kick-ass 
product that really delivers great value and you’ve got a hungry, 
ravenous market, your back-end products should be good as long as you 

can create valuable products that that market is looking for, is willing to 
buy. You build your list. 

Yes, you should be making offers to them constantly, or asking them, “If 

I was to create another product for you in this market, what’s something 
that you would like to have?” Ask your market what they would like, and 
create a product based on their demand. Even if you have to call them on 
the phone and talk to them, and you should be talking to your customers 
who buy your product. You should find out how they like it, what they 
didn’t like about it, how could you improve it, what can I to make it more 

valuable? 

Your customers have all your answers. You’ve just got to be willing to 
ask, and again, listen to what they say because they’re the kings. Instead 
of dreaming up what you think they want, pick up the phone and call ten 
of them and talk to them. 

Cory: That’s where the leverage is really going to come in, right? Back-

end sales, unless you have a high-dollar product. 

Michael: You can just focus on a one-time sale on a $2,900 or $3,900 
product and just have an automatic selling system using your audio that 
you create to sell the product, similar to what I do with one product that 

I have as a consulting training. It took a long time to get it set up, but 
everything’s in place, and it’s just an automatic little vending machine. 

You never know when the phone’s going to ring and a guy wants one. 

Generally, with this, there isn’t a lot of back-end because a lot of the 
people, like in anything, don’t really do much with it. I haven’t 
experienced much of a back-end with my consulting training system 
even though we tried, but it wasn’t there. So, we rely on that front-end. 

Cory: As far as the mechanism of the offer and how you send the offer for 



 

 

the back-end. 
 

Michael: I don’t you could really mail too much. I mean, everyday is 

probably a little too much. As long as you’re mailing value, I think people 

will stay on your list, and you can monitor that. If you start building up 
an autoresponder and you’ve got a list, and you’ve got a good 
autoresponder service, people can unsubscribe and generally the good 
ones will ask the reason why they unsubscribed. If you’re getting a ton of 
people unsubscribing, you know there’s a problem, but as long they’re 
not unsubscribing and you’re continuing to send offers out, you should 

be okay. 

You can send offers more often than most people think. 

Cory: I know the demand for my metal plating thing is very high, and 
these people are just starving. They’re really dying to get this stuff. 
Should I be able to easily expect that I could get ten percent of my first-
time customers to buy the back-end products, if it’s the right in your 

face, here’s how you do it, kind of course? 
 

Michael: I don’t know. I think that might be a little high because you’ve 
got to understand. Let’s say a hundred customers buy your metal plating 
stuff. Eighty percent of them, just the law of averages, the Parado 
Principle, 80 percent of them aren’t going to crack it. They’re not going to 

do anything with it. 

So, you’ve got 20 percent there who may have a high enough interest in 
it to really want more stuff. So, let’s say you mail out to the 20 out of the 
100. If you get 30 percent of those, you’ll be doing pretty good. 

Cory: All the marketing courses focus so much on how easy it is to sell 
first time customers. They’ll buy basically anything. 

Michael: No, I don’t believe in that. 

Cory: So, you’re looking at more like two to three out of a hundred will 
repeat or something. 

Michael: On the back-end? 

Cory: Yeah. 

Michael: I don’t have any golden answer, but I think ten percent may be 
a little high. 
 

Cory: I’m seeing the incredible value, especially if you get into a market 
with a low-dollar, entry-level item, and it’s sort of like piece by piece, and 



 

 

eventually you come out with four or five different products. That’s the 
money machine. 

Michael: Yeah, that’s right, or you can package those products and do 
one high-end package. It’s really nice selling a high-end package because 

you’re not dealing with all the smaller-end sales. A guy who buys a high-
end package and wants everything is a real passionate guy, and you 
don’t have to deal with the people who are just barely passionate, and 
you don’t have to deal with the packaging and the shipping and the 
customers and the customer service and all that. 

You’ve got to keep in mind, as you build your business, you want your 

life to be nice and easy. You don’t want to be stuck in your business with 
tons and tons of customers, and tons of problems and tons of returns 

and tons of transactions. That all costs money, the more customers you 
have. 

So, you may want to beef up the product and just go after the highest 
level of interest people even though it’s a smaller percentage, but you’re 

getting more dollars, and it equals out the same, but you have less work 
involved. 
 

Cory: You answered pretty much all my questions. 

Michael: The audio is so underused, and it’s so easy to do, and that’s the 

easiest way you can build the value of your products to promote your 

existing product and to also create killer copy, all from your interviews, 
all from asking questions. I’ve showed you where you can get all the 
questions from, and just by shutting up and listening, and letting them 
talk. 

Cory: I really appreciate this. 

Michael: All right. 

Cory: Thanks. 

 

 
 

 

 

Chapter 4 - Avoiding the Roadblocks to Making 
Your Information Product 

Common Questions 



 

 

This chapter highlights the common concerns that arise when creating 
information products. These are the most frequently asked questions I 
get from professionals who are developing audio to add value to their 

information products. 

 
1. What do I do if the titles listed in chapter 2 don't fit my information 
package? 

Sometimes the basic titles don't quite fit, so I'm going to give you a 
bunch of alternative titles you might use that should be just as effective. 

For the Insider Secrets audio, you might try these: 

 “11 Proven Ways...” 

 “11 Shocking Secrets...” 

 “The Top 10 Proven Techniques...” 
 “11 Guaranteed Secrets...” 

 “11 Guaranteed Techniques...” 

 “11 Best-Kept Secrets...” 

 “John Smith's Top 10 Secrets...” (Replace “John Smith with your 

own name) 
 “John Smith's Top 10 Tips...” 

For the Fatal Mistakes audio, you might try these: 
 “The 7 Most Common Mistakes You Must Avoid...” 

 “7 Costly Errors Nearly Everyone Makes...” 
 “7 Common Blunders...” 

 “7 Simple But Costly Mistakes...” 

 “7 Stupid Blunders I Made... ” 

 “The Top 10 Mistakes I Made...” 

 “John Smith's Top 10 Mistakes...” (Again, replace John Smith with 

your own name) 

 “John Smith's Top 10 Stupid Blunders...” 

 
 

For the Roadblocks audio (keep in mind that this audio is a question-
answer product in which you cover the most frequently asked questions 

your clients need answers to) you might try these: 

 “17 Stumbling Blocks...” 

 “17 Most Frequently Asked Questions...” 
 “17 FAST Solutions To The Most Common Problems...” 

 “17 Answers To The Most Frequently Asked Questions About...” 

 “17 Simple Solutions to The Most Common Problems...” 

 “17 FAST Answers To The Questions You'll Have...” 

For the Quick Start Guide audio try these: 



 

 

 “The Fastrack Guide...” 

 “How To Get Started FAST...” 

 “7 Ways To Get Started FAST...” 

 “7 Secrets To Getting Started FAST...” 

 “7 Things You MUST Do FIRST...” 

 “Your First 7 Steps...” 

 
For the Secrets from the Pros audio try these: 

“Brain Dump From The Pros...” 
“(Your Topic) Experts Reveal...” 
“(Your Topic) Mastermind...” 
“Interviews With...” 

“An Hour With...” 
“49 Minutes With...” 
“(Your Topic) Expose'...” 

 
2. You recommended using 11 points for my Insider Secrets audio, but what 
if I only have 3-6 major points with a lot of detail in each? This doesn't quite 
fit with the “11 Insider Secrets" title. 

This is actually a powerful format for audio presentations because 3-6 
points are easier for your listeners to remember. It's also a particularly 
popular format when you speak from the stage. It's simple enough to 
adapt a headline to fit this format. Here are a few you might use: 

 “3 Little Known Fundamentals...” 

 “3 Secret Fundamentals...” 

 “3 Key Fundamentals...” 

 “John Smith's 3 Key Fundamentals...” 

 “3 Secret Keys...” 

 “3 Little Known Keys...” 

 “3 Breakthrough Keys...” 

 “3 Guaranteed Ways...” 

 “3 Proven Keys...” 
 

 
3. Why is numbering the points important? 

Numbering the points helps your listener stay tuned in to your audio 

presentation and makes it far easier for you to stay on track and focused. 
There are other advantages too. One of the biggest advantages is when 
you're interviewed by the media and particularly for radio or 
teleseminars. Having “The Top 10 Secrets...” or the “7 Fatal Mistakes...” 
makes it very easy for someone to interview you without doing a lot of 
research. This makes it easy for you to get onto radio shows. You send 

them the title of your audio presentation and a short list of suggested 



 

 

questions. Hosts on talkback radio are trying to fill in hours of airtime on 
their show with quality content. They know if you have a “Top 10 list...” 
all they have to do is ask “now what's number 2...” “mmm...number 3...” 

and so on. You've made it very easy for them to interview you. This is one 

of the biggest secrets to getting spots on radio that go for one or two 
hours at a time. That kind of free publicity can generate a MASSIVE list 
of new clients and sell a lot of your audio programs. 
 

 
4. How do I get free radio publicity? 

To give you a better insight, here are 3 insider secrets to selling your 
information product with free radio publicity. 

Insider Secret #1: Create A Sexy Topic 

Probably the biggest reason most authors and information marketers 
never get on the air is that they don't have a sexy enough topic. Here's 
the biggest secret to getting free publicity in any media including radio, 
television and newspapers. Give reporters and interviewers the stories 

their audience will want to read listen and watch. Basically do the 
interviewers job for them and make the topic you'll speak about how 
irresistible for their audience. Then you'll be irresistible to the media. So 
having a topic that SCREAMS out "WOW" to a radio interviewer will get 
you more air time than nearly anything else. 

Insider Secret #2: Talkback radio is a lucrative goldmine. 

The hosts on talkback radio have to work like crazy to fill up all that 
empty airtime every night. They're constantly on the lookout for guests 
who'll give them plenty of high quality content. And someone who's had 
experience being interviewed, someone who's produced an audio 
program(with maybe an accompanying book), someone who has a sexy 
topic to talk about—that's someone they want to interview. 

Insider Secret #3: Make it easy for your interviewer. 

This is the greatest secret of all. If you want to appear on the same radio 
show over and over, make it easy for your interviewer to do his/her job. 
Most people think that a radio host has all the answers, that it's easy to 
just ask questions about a topic. But think about that. Could you ask an 

hour of intelligent questions on a topic you know next to nothing about? 
That's very hard to do. But if you've designed your information product 
in the right way, every interview will be a breeze for your radio host. 
There are several formulas you can use to create a powerful interview on 
the air, formulas that also make it very easy for your radio host. The 



 

 

"Top 10..." formula is an example. "Top 10 Mistakes We Make That Could 
Be Making Our Children Fat" is an example of one successful topic I have 
used on the air. 
 

 
5. Why audio? Wouldn't video have more emotional impact? 

A presentation that includes visual images as well as audio can be even 
more powerful than audio alone. Combining video and images with audio 
will effectively activate more areas of the brain—if your prospects take 
the time to actually watch the video. 

So why would you choose audio recordings over video recordings or a 
multimedia presentation? One simple reason—convenience. Your clients 

are far more likely to listen to an audio CD or an MP3 than they are to sit 
down and watch a video. This is primarily because you can listen to 
audio while you are multitasking, while you are exercising, while you are 
sitting at your desk working, while you're driving, while you're cooking, 
while you're doing other kinds of work. So I believe it gets more 
listenership than a video would because to consume video, your eyeballs 

must be locked on the screen and you can't multitask at the same time. 
Audio can be turned into a CD that can be played in the car and have 
them listen on CD. And your clients are far more likely to listen to your 
message over and over again if it's on audio. 

Also, if your video doesn't engage your viewer visually, if it's just a video 

of you speaking, it's far more time-efficient for the viewer if it's delivered 

as audio. Your time pressed prospects and clients will not appreciate you 
wasting their time with video content that is more appropriate as audio 
they can listen to while performing other tasks. 

Plus audio is generally far quicker and easier to make than video and in 
many cases you end up with a product that is more functional for your 
clients. Audio CDs or CDs with MP3s are also very cheap to duplicate 

and they have high perceived value. An audio CD usually has a perceived 
value of $20-$30. You can deliver an MP3 as an online download easily 
and at low cost. 

With downloadable audio and MP3 files, delivering them to your market 
is as simple as your customer clicking a mouse button and downloading 
your product from the Internet, so you have a quicker and more reliable 

distribution channel for your audio. 

 
So consider using video where it's appropriate, but keep in mind the 
unique advantage of convenience that audio has when trying to educate 
your clients. You can always make video and audio to increase the value 



 

 

of your information product even more. 
 

 
6. Why are stories so important in my audio programs? 

Put simply, when you use stories, it's far easier to activate different parts 
of your listener's brain. This makes it possible for you to powerfully 

influence your listener's behavior. For an illustration of this, almost 
everyone is familiar with the American Idol TV show. Note that the 
contestants who have a compelling back-story always seem to do a little 
bit better than the others. The contestants with a story about their sick 
brother or a terminally ill grandmother always seem to get more 

compassion (and more votes) from the audience because they are 
engaging internal triggers in the audience. They have a compelling story 

and people naturally respond to that. 
 

 
7. How can I use audio to sell my information product more effectively? 

The simplest and most powerful way to do this is to create your own 
“audio infomercial.” You have someone interview you on audio about 

your expertise and what makes your information product unique. If you 
get a good interviewer, he'll capture you on audio at “concert pitch,” 
giving the perfect sales presentation for your product. I have sold 
hundreds of thousands of dollars worth of information products using 
this amazing “audio infomercial” technique. 

(Note: If you'd like to learn about the audio infomercial interviewing and 

recording service I provide and to listen to my free recording “Audio 
Infomercial Secrets,” go to: 

www.hardtofindseminars.com/InterviewRequestForm.htm) 
 

8. Do you have other suggestions for selling my information product? 

Yes. First you'll need a sales page to describe all the unique benefits to 
your client if they buy your information product. The great thing about 

this product creation system is that the titles of all your audio programs 
are designed to make it very easy to write a brilliant sales letter. The 

titles themselves go a long way towards making great copy that will sell 
your product. 

 
9. Are there ways to sell my information product without spending a fortune 
on marketing? 

Yes. The lowest cost, most effective way I can think of once you have a 
sales page and an audio infomercial for your information product is to 

http://www.hardtofindseminars.com/InterviewRequestForm.htm)


 

 

create joint ventures. Look for people or organizations that already have 
a large list of the kind of clients who would buy your information 
product. Then approach them with an offer to give them a generous 

percentage of your sales if they will contact their list and inform them 

you have this highly valuable product. 

Remember this is no risk for you and your cost of production is low. You 
can afford to give 50%, 60% even as much as 85% commission to the 
organization that promotes your product. Every cent of profit you make 
is profit you wouldn't have had otherwise, and you're increasing your list 
of clients you can offer back-end products to. 

You can use a similar technique looking for websites online that have 
either a huge list of clients that are perfect for your information product 

or a high number of visitors to their website who would be interested in 
buying your information product. 

Finding these markets before you start making your product can be even 

more effective. That way you can customize the information product to a 
specific market and know you have someone to sell to. 
 
 

10. Is it worth trying to sell my information product on Ebay? 

Information products can sell on Ebay but you do have to be careful that 
you don't start discounting your product and undercutting your clients 

who pay full price. 

There is an easy way of finding a goldmine of clients on Ebay. 
Simply go to www.paypal.com and look at the Paypal shops in the 
categories related to your information products. Vendors who have plenty 
of verified sales also have email addresses for all those people who've 
bought from them. You can approach those vendors about doing a joint 
venture where they send an email to their list in exchange for a generous 

commission of every sale of your information product. 
 
 

11. Where can I find examples and case studies of real people working out 
how to create their own high value information products? 

You can listen to many hours of my interviews and consultations with 
experts and ordinary people where we talk about creating information 

products. Simply go to: 
 
www.hardtofindseminars.com/AudioclipsG.htm 

 

 
12. How can I add even more value to my information product? 

http://www.paypal.com/
http://www.hardtofindseminars.com/AudioclipsG.htm


 

 

Interviewing other experts in your field and interviewing the clients and 
prospects in your field are two excellent ways to add hours of extra high 
value audio. 

Another way to add value to your audio program is to make written 

transcripts of the call. The way your audio recordings are designed 
makes written transcripts far more valuable. Your clients can read 
through the transcripts easily from one point to the next. It doesn't feel 
like an audio recording when you read it. You can search online in your 
area and find a transcription service quite easily. Don't be too frugal 
though. Some of the really cheap services do not give you a high quality 

product. 

Finally, you can package other people's related products, services and 

software with your own. Ultimately it's better to sell your own products. 
This increases your credibility, your control and usually your profits. But 
often you can make favorable deals with other experts in non-competitive 
but related fields and other suppliers of related products, software and 

services. Packaging these with your information product can add huge 
value. 

One major tip: Be aware of the possibility of back-end sales. 

If you package a product or service from someone else you should ask for 
a percentage of all ongoing business you create for them from the clients 

who buy your information package. At the very least, you should get a 

percentage of the first back-end sale they make. 
 
 

13. Is there an easy way to record this audio myself? 

Recording yourself on audio can be a big learning curve, but there are 
simpler ways of producing lower quality audio that may be enough for a 
recording of your voice. The simplest way I know of is to use a program 
you can download online called Step Voice Recorder, which you can use 

on your computer. Visit: 
www.stepvoice.com 

Step Voice Recorder records your voice directly as MP3 files that are easy 
to use online and can be easily converted into other file formats when 
you burn your audio CDs. If you want to record audio for online 
downloads, record your audio at around 24kbps. If you record at a 

setting higher than that, you will generally just add extra hiss. Lower and 
you'll get “ghosts” on the recording—strange echoes you don't need. 

If you use a unidirectional microphone (one you can buy at your local 
music store), it should eliminate most of the outside noise when you 

http://www.stepvoice.com/


 

 

record. 

Other software options to Step Voice Recorder include Audacity, which 

you can download free at audacity.sourceforge.net and Sound Forge (you 
can do a Google search online to find Sound Forge). You can do most 

basic editing with Sound Forge or with the free Audacity program. 

I have to warn you that you'll find it very difficult to create compelling 
audio without a script you can read from. Being interviewed is usually a 
far easier format. It takes a lot less effort and creates a far more 
compelling audio. 
 

 
14. What about Rights? How do I arrange it with the people that I am 
interviewing so that I can keep the rights and I don't have to pay them a 

royalty or anything? 

Probably the best way to handle it is on the day of the interview, when 
you first talk to the interviewee, you say something like, "I'm going to 
start recording now." Press the record button, and then say something 
like, "You understand that you are being recorded," and after they say 

yes, you say, "You understand that I am going to interview you on this 
subject and you understand that I have full rights to do whatever I want 
with this interview. I can sell it. I can market it. I can repackage it. And 
you understand that you do not have the rights to do anything with it." If 

they have any issues with this, you can always negotiate it. Anything is 
negotiable. 

Remember, the reason the interview process works is because they know 
that they are going to get some potential exposure. It's no different than 
the press and the media or when Opera has a star on her show. The star 
isn't there just to appear on the show. They appear there because they 
have a new movie coming out. There needs to be something in it for the 
person who is doing the interview with you, and that is usually going to 

be more exposure of their name. You may also want to agree to do a joint 
venture where you promote their products. What is really important is 
you need to have the attitude from the start that YOU are doing THEM 

the favor; they are not doing you to favor, and that will take you a long 
way. 

Consult #4 – Drew: How To Win At Online Poker 

Profile 

Do you consider yourself lucky at playing cards? Well, whether you do 
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or not, I know that you’ll get a kick out of this interview I did with a 
gentleman named Drew. Drew is a very experienced player of online 
Texas Hold’em Poker games. Texas Hold’em Poker is extremely popular 

all over the world and there are many gambling web sites that host 

games where you can win (or lose) real money. All you need to play is a 
computer with Internet access and a valid credit card. 

Drew explains that he now wins more than 90% of the Hold’em Poker 
games that he plays using a system that he has devised. He has 
packaged his winning system into an Information Product. Drew got in 
touch with me because, even though Hold’em Poker is immensely 

popular, his Information Product is not selling as well as he had 
anticipated. As such, this interview contains valuable information for 
anyone about how to better market Information Products. 

Listen as I prompt Drew to tell me how online Hold’em Poker games 
work, his favorite games, how much a person can win, and about his 
Information Product that contains Drew’s secrets for winning at online 

Hold’em Poker. 

Topics that we discuss to improve Drew’s sales include: 
 

 Drew is undervaluing his product – the product’s price should be 

higher.  Much higher. 

 Perhaps a money-back guarantee should be offered to buyers. 

 Put more content into the web site, such as good audio to promote 

the product. 

 Hire a good copywriter to create a dynamite sales letter or have a 

professionally created audio infomercial. 

 Drew is undervaluing his product – the product’s price should be 

higher.  Much higher. 

 Set up joint ventures with other businesses to promote his product. 

 Include audio CDs as well as the book as the product. 

 Perhaps a money-back guarantee should be offered to buyers. 

 Put more content into the web site, such as good audio to promote 

the product. 

 Hire a good copywriter to create a dynamite sales letter or have a 

professionally created audio infomercial. 

 Set up joint ventures with other businesses to promote his product. 

 Include audio CDs as well as the book as the product. 

Consult Transcript 

Michael: Hi, this is Michael Senoff with www.hardtofindseminars.com. 

Here’s a one-hour consult with a gentleman who ordered my audio 
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marketing secrets package. He called and took advantage of his 30- 
minute consult with me because he ended up paying for the package. He 
sent me his website and it’s our discussion about his product, which is 

an information product which he had already developed on a system on 

how to beat other players playing online Texas Hold’em poker. If you’ve 
been watching any TV in the last few years, you’ll understand how 
popular this game has become. He called me looking for ways to increase 
the value of his product. It’s an hour-long consult. We go over a lot of 
ways to jump the value of his product and to increase the sales of his 
product. I think if you’re considering creating or selling or improving the 

sales of your own information product, you’re going to find this one-hour 
consult very helpful. Let’s get going. 

Michael: Nice to meet you. Thanks for getting that info product from me. 

Have you gone through most of it? 

Drew: I have actually, and actually I was listening to some of it again, 
and it’s great stuff. Let me thank you, as well. 

Michael: How did you end up finding it? 

Drew: I-Tunes. 

Michael: That is awesome. So, you have an iPod? 

Drew: I don’t. My daughter does. She was downloading some songs or 
whatever. It automatically does iTunes on my laptop and all that. I was 
just messing around. I don’t even know what I put in. I think I put in 
sales training or something to that affect. And then you had an interview 
with _____ I believe. So, I started looking at your stuff. I’m like wow this is 

great stuff. 

Michael: Did you click to the site from the iTunes? 

Drew: I did. 

Michael: That’s perfect. Just since January, I’ve put up about 180 

podcasts. I’ve got all my recordings that are on my site now as podcasts 
and iTunes, they’re like 85% of the traffic. So, it’s just another way to 
generate traffic through audio because my stuff is mainly audio, even 
though I have transcripts, too. 

Drew: Right. Absolutely. 

Michael: Now is the time...I mean I looked at all your recordings on your 

Texas Hold’em stuff. But that’s just one way of getting traffic. I had to 
think of other ways to get traffic using audio. With the proliferation of 
iTunes and all the podcast sites, it’s been a wonderful way to get traffic 



 

 

to my site, and you’re a perfect example. 

Drew: Yes, absolutely. 

Michael: How old are you? 

Drew: I am 36. 

Michael: You’re 36 and you’ve got a daughter. How many kids do you 
have, one? 

Drew: I’ve got two. I’ve got, believe it or not, a 15-year-old daughter who 
is an adopted stepdaughter and an 8-year-old boy. I never grew up with 

sisters or anything. If you have any advice on a 15-year-old girl, I’d love 

to hear it. 

Michael: I’m a triplet actually. I’ve got a triplet sister and triplet brother. 
I’m 41. I’ve got an older sister, two years older, but I really don’t have any 
advice. I’ve got two boys. 

Drew: Very good. 

Michael: I’m happy for that. 
 

Drew: Absolutely. 

Michael: I don’t mind girls, but boys are easier. 

Drew: That’s right. 

Michael: So, you clicked over and you were probably just cruising 
around the site. You probably got on my list actually. 

Drew: Yes. 

Michael: And then you got an email about how to turn a $28 information 
product into a $3,900 product. 

Drew: Absolutely. 

Michael: Perfect. It’s great how it works. So, my iTunes podcasts led you 
to being a customer. That’s wonderful. 

Drew: Absolutely. 

Michael: That’s what marketing is all about. 

Drew: That’s right. 



 

 

Michael: In your case, with your Texas Hold’em, it’s really ironic because 
I almost got into a joint venture with a guy who had a blackjack system. 
I’ve got about an hour and a half audio recording, which I’ve never posted 

to the site. We had agreements lined up where we were going to partner 

and market his blackjack system. When I saw your Texas Hold’em stuff, I 
mean, that was wonderful. The problem was he didn’t have it together. 
He just had an outline of his book. He had proof that he had a winning 
system. It was basically counting cards. He was a card counter. He made 
probably a couple hundred thousand dollars counting cards until he got 
banned from Vegas and banned from all the major casinos all around the 

world. He had proof of checks and everything. He’s teaching Blackjack 
seminars. There are a lot of ideas for what you have. The reason I really 
liked is because...just like you say a little bit on your site...Texas 
Hold’em...now, I’m not a poker player, but the proliferation...the publicity 

of poker on TV is just absolutely amazing. 
 

Drew: It’s insane. I mean really to be honest with you, that’s what got me 
into it a few years ago. 

Michael: Have you only been learning and playing for a few years? 

Drew: I have, believe it or not. But I’m the type of guy that once I sink my 
teeth into something... 

Michael: You’re a maniac. 

Drew: Yes, exactly. And so, now certainly I don’t play nearly as much as I 
did because I was just like, there’s got to be a way because when I first 
started, of course, like most people, I got hooked. I got destroyed. 

Michael: Were you only playing online? 

Drew: I played primarily...I mean I would play in neighborhood games 
and stuff like that. And I did better in those games. My personality is I 
tend to be impatient. I was just thinking to myself, okay, there’s got to be 
a way that a person like me...I consider myself intelligent and all that 
stuff and I know how to play cards pretty well, but there’s got to be a way 

that I can make money at this online. Really in a nutshell, that’s what 

the systems are in my book. 

Michael: This system is really about playing online, not necessarily face-
to-face. These are online games from your computer, sitting at home 
making money. 

Drew: Exactly. 

Michael: Give me in a nutshell how you figured all this out. 



 

 

Drew: The problem I was having was a lot of people that I talked to they’d 
get online, join a poker room, and then the first thing they do is get into 
a 1,500-seat tournament because this pays out $10,000. 

Michael: So, there are all these online tournaments going on? 

Drew: Right. There are a ton of them. 

Michael: Do you have to pay to be included in one? 
 
Drew: Yes. 

Michael: How much does it cost to join one? 

Drew: Anywhere from $1 to $100. 

Michael: How did you overcome the skepticism of online...like these 
people can’t be honest...if you win, how do I know they’re going to pay 
off? How did you overcome and get to the point where you trusted that if 

you really won that it wasn’t rigged and you weren’t going to be cheated? 

Drew: Well, I did talk to a few people. I’m probably the minority when it 
comes to that...probably over-trusting. 

Michael: You just had faith. 

Drew: I never had a problem. But what I did do is I started off with not a 
lot of money invested or deposited, if you will, playing a couple different 

tables and things like that. And when I won, it’s immediate. They 
immediately deposit the money. 

Michael: You pay with your credit card to be in a game? 

Drew: Correct. 

Michael: Are you buying chips? 

Drew: Basically you’re buying into the tournament. 

Michael: You’re buying a slot into the tournament. What do you get? 
You’re dealing in chips, right? 

Drew: Right. 

Michael: How many chips does each player start with? 

Drew: It ranges, but typically like 1,500. 

Michael: Fifteen hundred. So, you’ve got them sitting in front of you at 



 

 

your table? 

Drew: Yes. 
 

Michael: In the game, can you keep buying more and more if you lose it 

all? 

Drew: Every tournament is different, but when you’re talking about more 
popular ones or like on a Friday or Saturday night, like a $40,000 
guarantee where they guarantee to pay out $40,000 in prize money. 

Michael: To the winners of the tournament? 

Drew: Yes. 

Michael: Is there more than one winner in a tournament? 

Drew: Yes. They’ll pay out, depending on the number of people, 
anywhere from 1 person to 120. 

Michael: So, on the screen you’d have a little thing that tells you how 
much money you have? 

Drew: Absolutely. 

Michael: So, when you win a hand, those credits, you see them right on 

your screen? 

Drew: Exactly. 

Michael: Let’s just fast forward. The game is over and you’ve won $1,000 
and then you want to go offline. How do you take that money out of the 
computer? 

Drew: You just go into their cashier section, hit withdraw. 

Michael: And then they’ll credit it to your credit card? 

Drew: Yes or however you deposited the money. They have the online net 
tellers and things like that. So, if you used that account to deposit money 

in, they’ll withdraw it back into that account. 

Michael: Or if it was like PayPal, they’ll just credit it back. 

Drew: Exactly. 

Michael: With Vegas, every time you win more than a certain amount, 



 

 

you’ve got to fill out tax forms. Is it the same thing on line or different? 
 
Drew: That’s a great question. I would imagine it would be on a personal 

level. A lot of these are offshore. 

Michael: You’ve never seen it? 

Drew: No. 

Michael: They’re probably all offshore. Does it say where they are? 

Drew: Some are Costa Rica. 

Michael: It’s totally legal to do online gaming? 

Drew: I don’t know that it’s not. 

Michael: I was just curious. 

Drew: Nobody has ever said anything in publications or anything that 

online gaming is illegal. 

Michael: I guess if you’re a minor and doing it. 

Drew: Without a doubt. 

Michael: So, you had to figure out a simple way to beat the system 

online. What did you come up with? What was the ultimate revelation? 

Drew: Mine was because I tend to be an impatient player, which could be 
death to a poker play, so what I found was two different ways. One is 
what’s called a heads-up sit-and-go tournament—this is what they call it, 
but what it is, is if you and I were both logged in at the same time and we 
chose to play in a $10-tournament, where we invest basically $11 

because $1 goes to the online gaming room. You and I play heads-up 
against each other and it’s winner take all. 

Michael: Just two people? 

Drew: Just two people. 

Michael: Can three people play heads-up? 

Drew: Not in heads-up. 

Michael: So, is this the game of your choice? 

Drew: This is one of two games. 



 

 

Michael: So, heads-up, one on one competition, because it’s quicker. 

Drew: Exactly. 

Michael: Rather than waiting for all these players to show their hands, it 
just goes by quicker, and you can get the money quicker if you can beat 
the guy. So, that increases your odds right there. So, what happened 
when you started doing that? 

Drew: I experienced tremendous success because I knew I had the 
mindset. When you get into a big tournament, you have to have a 

mindset that you could be there for six hours. And then if I have the 
mindset that I can be here from 15 to really 30 minutes— 

Michael: Per game. It’s not going to last more than 30 minutes? 

Drew: No. So, I knew at that point I can have the mindset to play 
aggressive, but also play within myself and only playing the best hand to 
where...because typically what happened to me is I was playing in a 

bigger tournament and frankly I would be doing great at the beginning 
and then I would feel myself getting bored and start playing hands that I 
never would play and never should play. In heads-up, I’m able to 
maintain that focus. 

Michael: And concentration. 

Drew: And concentration. But then on the flip side of this, a lot of bad 
people play these types of games. 

Michael: Which is good for you. 

Drew: Exactly. 

Michael: Because they’re scared of playing with all the big guys. 

Drew: Exactly. 

Michael: So, the big guys are going with the big games because there's 

maybe more money although it takes longer? 

Drew: Right, absolutely. 

Michael: They may think that they’re better thinkers and better players 
and they can outsmart everyone. The pot is bigger in the larger games, 
right? 

Drew: Right, absolutely. 



 

 

Michael: So, sometimes you can get involved with a less-skilled player, 
your game time is quicker, but would you say that the pot is a lot less 
than the larger games? 

Drew: Absolutely. 

Michael: What’s the average bet on these heads-up games? 

Drew: They range. I mean you can play in a $5 heads-up game to $100 
and probably even more. I typically play right now in the $50 heads-up 
games. So, if you and I are playing heads-up and I win, then I profit $50. 

Michael: Can you profit more in a game than $50? 

Drew: Only if you play the higher games. 

Michael: The amount of a game is what you’re going to win if you win 
against one person. 

Drew: Right. 

Michael: That’s a lot better than 50/50 odds if you think you’re a good 

player. You said at any time there are millions of people playing Texas 
Hold’em on the Internet at any one time at any given time. 

Drew: Absolutely. I can find a game within 30 seconds. 

 

Michael: How long would it take you to be starting with a $50 heads-up 
game playing Texas Hold’em with someone if I said go? 

Drew: Right now, being in the middle of the afternoon, it may take me a 
few minutes, maybe 10, 15, 20 minutes to find somebody else online. 
But in the evening, when everybody is home from work, even though it’s, 
of course, a global poker room, the majority it seems like are from the 
U.S. 

Michael: So, it really is global. Everyone knows what numbers are. 

Drew: Absolutely. They have sites where they show people from all parts 
of the globe that play. 

Michael: How did Texas Hold’em originate, and why is it so popular? Is 
this the game we’re seeing on TV? 

Drew: Yes. That’s why it’s so popular. 

Michael: Because of the publicity? 



 

 

Drew: Because of the publicity and it’s an easy game to learn. 

Michael: It is easy. 

Drew: A simple game to learn, almost impossible to master. I mean it 
takes a lot of experience over time. If you watch poker on TV, you see 
some of the same guys up there all the time. But a lot of those are made 
for TV, as well. They’re invited to these smaller tournaments. 

Michael: You could find a game within minutes any time during the day 
as long as you have a credit card and a computer. With your system and 

what you teach by doing heads-up, one on one play, literally within an 
hour's time, you have a chance of making $50 for every 30 minutes you 
play $100, $500. 

Drew: Right. I play $50 tables now. Before, I was playing $10 to $30 
tables. 

Michael: What’s the difference in the skill of player between $10 and $30 

and $50? 
 

Drew: There’s a jump in the skill level from $30 to $50, but not that 
much. But what I recommend...a lot of the people that have purchased 
my book...they are more or less skilled at the very beginner level, so they 
need to ramp up. And so, the $10 to $30 level works out great for them. 

Michael: Tell me about some of your successes and some of your failures 
as you went through this learning curve and you started playing. How 
much were you able to make? How much did you lose? What’s the reality 
of it? 

Drew: When I first started, whether I’m fortunate or just very lucky or 
whatever, I haven’t lost any money so to speak. I’ve lost games, of course, 

but if I play for a couple three hours a day, I always end up making 
money. Now, when it’s all said and done and I’ve only made $20 in four 
hours...that happens. Then there’s also days when I made $800 in just a 
few hours. It’s interesting, but if you do it consistently, over time you can 

make really good money. 

Michael: One thing that you mentioned in the email is that money is a 

problem for you. You said it’s an understatement. So, the thing is with a 
product like this, people are buying it as an investment. I’ll just tell you, 
the main thing I saw after reading the website and after just looking...I 
didn’t look at every single thing. I downloaded the recordings. I think 
you’ve got a great voice. You can produce a great information product. 
You have a rabid and hungry market, a huge market. That’s what 

attracted me to the whole blackjack thing. It’s just a matter of I haven’t 
gotten around to it and I’ve got other priorities right now. But the main 



 

 

thing I saw after reading that letter...and I saw this price of $14 for this 
system that could make you potentially thousands, I just said something 
is wrong here; $14. It is so cheap, it just didn’t jive. 

Drew: De-valued. 

Michael: This is a product that if it can deliver on your promises and 
really teach someone how to make money online playing Texas Hold’em 

night after night...even if they work at...it can make them thousands of 
dollars. This should be a product that sells for $1,000. And I think that 
that is why you’re not selling anything because people don’t believe it. It’s 
so de-valued. So, then I would ask you after looking at it, and you’ve got 
tons of value. The work that you put into that, outlining all of the 
strategies; you wrote all that stuff yourself, right? 
 
Drew: Yes. 

Michael: So, this is all totally your product and everything. How long did 
it take you to put everything together? 

Drew: When I was focused...I mean if you took the actual time that I put 
it together, I probably got it together in a couple of weeks, but those 
couple weeks were stretched out to a few months. That’s one of my 

biggest challenges. I always have continuous idea-flow and it’s almost a 
curse because it’s a fair amount of breaks and I’ll focus on something for 
a little bit and then I realize I need to get this done. 

Michael: Did you type it up all yourself? 

Drew: I typed it all up. 

Michael: That’s a lot of work. You put a lot of work into it for sure. Your 
hard work is done. You’ve got a product already to sell. How many hours 
of audio is in the e-book? 

Drew: About three and a half. 

Michael: You’ve got three and a half hours of content. You’ve got all the 

strategies outlined. The only thing you need is a way to sell it in a 
believable way. The best way to do that is you really need a good 

copywriter to help you put the promotion together. You’ve got the 
material for him to research. You need a professional copywriter who 
knows how to write a good sales letter or you need an audio infomercial, 
something that I could do in developing and creating a sales pitch that 
could help you sell it. Your market is huge. It’s got to be believable. 
Before they invest $1,000 in you, they’ve got to know that you’ve done 

this before. And then another question is if you can make so much 
money doing this...and I’m just being the devil’s advocate...what any 



 

 

skeptical person would think. They’re going to be saying if you’ve done 
this, Drew, why the hell are you selling a $14 e-book. And I know you list 
a couple of reasons on your site, but they’re just not believable. 

Drew: To answer that question, it’s kind of interesting because...well, two 

things. First of all, I do have a genuine joy in educating people. 

Michael: I believe you do. 
 

Drew: The other side of it is, like I mentioned to you earlier, when I sink 
my teeth into something, I go so gung-ho after it and then whether I may 
lose focus now and again, it’s still one of those things where I’m always 

researching and delving into it very deeply. Now, I’m at the point where I 
probably could sit and make $500 or $600 tonight playing poker online, 

however, I choose not to do that. I love playing poker, just not for six 
hour a night anymore. 

Michael: I understand. You don’t want to do it, but you could do it. 

Drew: Absolutely. Actually my winning percentage has gone up 

dramatically. 

Michael: What would you say your winning percentage is? 

Drew: It’s probably close to 90% right now. That’s in the money, meaning 
I’m making some type of profit. 

Michael: Every time you play. It’s easy money if you’ve got the patience 
and you really love the game and you’re willing to put in the time. 

Drew: Right. 

Michael: It’s like anything else. If you really study and learn your 
techniques and learn your system, you could put in as many hours as 
you’re probably working at your regular job and make just as much. 

Drew: Right. Absolutely. Probably more. You should make more without 

a doubt. 

Michael: I saw that one video you have. I didn’t watch the whole thing, 
but what did that video demonstrate? 

Drew: It just demonstrated one system and we don’t need to go into the 
other system that I have. The other system, instead of playing heads-up, 
it’s playing with a small sit-and-go table of like five people. 

Michael: What does sit-and-go mean? 



 

 

Drew: That means you just join the table, sit down, and then when it’s 
done, you go. You don’t need to worry about re-buying into the big 
tournament or anything. 

 

Michael: So, it’s a one-game table. 

Drew: Exactly. 

Michael: Anyone can join in at any time? 

Drew: If it’s a five-person sit-and-go table, as soon as five people are 
joined, then that game starts and once it’s done, it’s done. 

Michael: How do you like that strategy compared to your heads-up? 

Drew: I like it equally, as well. Those games typically take about 45 
minutes. 

Michael: So, a little longer. 

Drew: A litter longer, but the payout is just a little bit, as well. 

Michael: How much more compared to the heads-up? 

Drew: If you’re playing the $30, five-person table, I think it pays out $75. 

If you play in a $50 heads-up table, then it doesn’t pay out as much. 

Michael: And only one person wins at a sit-and-go? 

Drew: Two people win. 

Michael: The two best hands? 

Drew: The last two people... 

Michael: The last two people left? 

Drew: Right. 

Michael: So, those are the main two systems you’re teaching. 

Drew: Right. 

Michael: What kind of person would enjoy a sit-and-go compared to a 
one-on-one...other than it taking more time and other than the payout 
being more to sit-and-go because you have more people? Who would you 
recommend play one of each, or is it just a preference? 



 

 

Drew: I think it’s just a preference. 

Michael: Do you find it more enjoyable with more players than the one-

on-one or it doesn’t matter to you? 

Drew: It doesn’t matter to me. To be honest with you, it really depends 

on the kind of mood I’m in. Every once in a while I’ll still play in one of 
the big 1,200-1,500 person tournaments, but just to make up a little bit. 
But rarely do I do well because I get impatient, get bored, so I need to 
move on type of thing. But these two systems work perfect for me. I know 
a lot of not so good players who play in those types of tournaments. 

Michael: You know a beginning player is going to do either heads-up one 

on one or a sit-and-go because it’s less threatening. 

Drew: Exactly. 

Michael: So, you’re taking advantage and you don’t have to invest a lot of 
money. So, you’re taking advantage of all the new players who are 
coming onboard that are learning about Texas Hold’em from TV. And 
because you’re more experienced and you’re in the location that these 

new players are playing, you’re able to take their money basically. 

Drew: Yes to a certain degree, absolutely. 

Michael: It lets you do 24/7 from any computer in the world as long as 
you have a credit card. At the height, how much were you playing when 
you were really into it? Tell me about the days when you were just in love 
with this stuff and you were kicking ass. 

Drew: I was playing anywhere from between four and six hours a day, 
maybe even sometimes seven or eight hours a day. 

Michael: Can you think of your biggest win in a day? 

Drew: I think my biggest day was a little over $800. 

Michael: How about your biggest loss? 

Drew: My biggest loss was probably a profit of about $20. 

Michael: When you look at whether you won or lost, you’re looking at 
after that time period of play, whether it’s 30 minutes or three or four or 
five hours. 

Drew: There have been times when I’ve gone an hour and a half and 
played three or four heads-up games and lost them all. That’s in the 



 

 

middle of a four-hour stretch. So, after it’s all said and done, I’d still 
come home ahead. 

Michael: So, that computer is like a little ATM machine. 

Drew: It can be, absolutely. 

Michael: But instead of punching in the numbers and after two minutes 
getting your money, you have to spend some time. 

Drew: Right. 

Michael: Do you have a regular job? 

Drew: I do. I’m self-employed. I do personal accountability training for 

organization. 

Michael: How long have you been doing that? 

Drew: About three years. It’s not my own product. I am a distributor, 
facilitator, trainer type guy for a guy that developed the program. It’s 
always been a dream of mine, the entrepreneur thing I absolutely love. 

It’s always been a dream of mine to really produce my own product...that 
I can call my own or even make a few bucks versus something everybody 
else did to get rich. The other thing, too, is my entire career, I really 
developed the Texas Hold’em thing because I had this absolute 

fascination with it and tasting that and just getting...I don’t know if 
infatuation is the right word...and just going nuts over it and just 

absolutely loving it, and that’s why I originally developed the book 
because I’m like, okay, I found these systems. These do work. If the right 
person can actually apply it, it’s going to work for them. So, I got a high 
off of developing...wanting to get it out and help people become better 
poker players. 
 

Michael: How many of these books at $14 have you sold? How long have 
you had this site up? You told me in the last year you did about $2,000 
in sales. 

Drew: It’s a little over a year. 

Michael: So, in the last year you’ve done about $2,000 sales and what 
have you spent on your keyword advertising? 

Drew: Actually it’s $2,000 in profit. 

Michael: Profit, okay. So, you netted $2,000 on it. I think you can sell it 
for $1,000 or $799 or $599 and have a risk free guarantee, kind of like 
what I had because it’s worth it. I mean if you can show a guy...you’re 



 

 

giving them this system that they can sit down and in four or five hours 
can make $800. Do you realize what $800 can do for someone who’s 
maybe working at a minimum wage job or who loves pokers? That’s big 

money for someone. 

 

Drew: Right. 

Michael: Or even $500 extra a day or $100 extra a day. In two hours, 
you can show them how to make $100 extra dollars per night playing 
online poker, as long as they have an online connection and a credit 
card, and as long as they’re willing to take some time and study your 

system. And you’ll guarantee it. They’ll get like $100 from virtually three 
out of four nights they play for the rest of their life and they only pay for 
the system one time. That’s got to be worth more than $14. 

Drew: I hear you. I agree. The reason I got kind of chicken because I 
initially offered as $47. Had one or two sales... 

Michael: What happened? Did they return it or something? 

Drew: No, not at all. That was just over a few weeks. 

Michael: You’re lacking the confidence in your system and in your 
program and your customer can smell it. When they see what you’re 
offering and what you’re claiming and they see the $14 price, it’s just 

something isn’t right. It’s not believable. Now, if you’ve got a system 
that’s $1,299 or $2,900, even if you sold one in the whole year, you’re 
going to come out better than you did this last year. 
 

Drew: Right. 

Michael: Just one. And if you upped the price, then it’s worth your while 

to put a little bit more effort into the copywriting into the sales 
letter...into maybe a series of audio recordings that will sell people on the 
system; interviews with you, that kind of promotional stuff that you 
could have all online. How much are you spending on your pay per click? 

Drew: Right now about $150 a month. 

Michael: How much is it per click...about...what’s the average on Texas 

Hold’em? 

Drew: About 15 or 16-cents. 

Michael: Are there tons of other systems out there on Texas Hold’em? 

Drew: There are not a lot of systems that I know of. 



 

 

Michael: A lot of books on how to play? 

Drew: A lot of books on how to play and strategy type things, but not 

necessarily systems. There’s a couple. 

Michael: You said you’ve read every single book you can get your hands 

on, on the game. 

Drew: When that was quoted, there were not nearly as many as there are 
now. But when I was developing my book and my system, yes. I mean I 
actually talked to a handful of pros and, of course, I didn’t record any of 
the conversations or anything, like we're doing today; I could just shoot 
myself for that. 

Michael: Did you talk to some of the pros? 

Drew: I did. Now, none of them are the guys you’re going to see on ESPN, 
but ones that do it for a living. They do play online, but they also go to 
Vegas. 

Michael: Well, who did you learn the most from? Is there any one or two 
guys that really taught you a lot? 

 

Drew: The one guy that taught me...not even the most. To be honest with 
you, a lot of them, the same information, but just kind of in different 
ways, so a lot of the things that I’ve learned weren’t brain surgery. Like 

some of the good things...like Doyle Brunson, he’s an absolute 
legend...on some of the certain hands I was having difficulty with, his 

book helped me understand a little bit more and stuff like that. But see, 
they’re more the traditional poker players. They go into these huge 
tournaments— 

Michael: And they’re eyeball to eyeball. 

Drew: Exactly. 

Michael: So, differentiate. How is an online game different from a face-to-

face game? You hear poker is a liar’s poker and there’s a lot of 
psychology where these expert poker players are looking for tells. They’re 
looking for human nature, winks of the eye, fiddling of the fingers, to 
determine whether an opponent is bluffing. How does the online game 

make it an advantage to playing online and winning compared to that 
face-to-face interaction? 

Drew: You could put out a bluff and you could have the worst poker face 
ever and if you’re at a live table, you’ll get called on it immediately, where 
when you’re online, they can’t see that. And so, you don’t have to have a 



 

 

good poker face to be successful. And the beauty of online is you 
can...since it moves so much faster...you can get a feel for the game 
pretty quickly, as well, as far as the way your opponents bet, how they 

bet, when they fold; those type of things. That could be a big advantage. 

Michael: So, there’s other kind of tells online that are different from a 
live game? 

Drew: Right. 

Michael: An expert who’s got a high intelligence playing poker face-to-
face can come into an online game and not do so well. 

Drew: Potentially, absolutely. 

 

Michael: So, there are two skills. I mean the live game, face-to-face, 
you’ve got to be very good at reading human nature, right? Isn’t that a 
big part of poker? 

Drew: Absolutely. 

Michael: But that element is gone when you’re online. 

Drew: It really is. I mean there’s certain things that identify tells online, 
but let’s say that it’s a lot harder to see those. 

Michael: That gives it another advantage and more advantage to a player 
to come online and win. 

Drew: Absolutely. 

Michael: So, you’ve outlined in your course all the strategies and all the 

systems that you’ve used to make this a winning venture? 

Drew: Yes, I have. 

Michael: Everything is covered? 

Drew: Everything is covered. There are a couple of new things that I’ve 
just developed...actually I just wrote a new report yesterday after getting 
fired up after looking at your stuff. It’s really, really geared towards the 

beginner who has difficulty knowing which hands to play, starting hand. 
It’s based on a point system that’s really easy to do. It’s not the end-
all/beat-all, but certainly if they’re having questions and then their hand 
doesn’t add up to a certain point range, then they know that they should 
probably fold it. 



 

 

Michael: Give me a demographic of who’s playing online? What would 
you say...are 90% total newbies, inexperienced, have never really put 
study into the game? How would you break down the type of player that 

you’re going to find online at any given time? 

Drew: That’s a great question. A year ago I would say that’s probably 
accurate. Now, I think that probably the number of newbies has 
diminished and it’s probably starting to stabilize just because the 
newness has wore off a little bit. But...I mean the people that buy book 
today are still...most of them are newer to poker, without a doubt. 
 

Michael: Do you have an idea of how you’d categorize your customer 
who is buying your book? Are you able to find out or are they just pretty 
much a name...you’re not really sure? 

Drew: Yes, I’m not really sure. I have a handful that actually I’ve helped 
out. We’ve had dialog, at least via email and those are primarily the 
newer folks. I’ve had a couple that have given me testimonials that have 

been playing poker for years that know what they’re doing and were just 
kind of looking for the “system” to actually make money. 

Michael: Well, like I say, I think you’ve done all the hard work. I think 
you’ve got a great product. You’ve got a great story. I think it just needs 
to be sold better. I think absolutely starting today, you should quit giving 
it away at $14. A $14 e-book isn’t worth much, and you need to quit 

calling it a book. It’s not a book. It’s a system. It is a virtual ATM 
machine. It is a money-making system. Any guy can plug in and start 
making money with an hour of play, as long as they study your system, 
as long as they have the knowledge, as long as they learn the techniques 
that took you years to learn and put together. If they follow your system, 
it’s not 100% money in the bank, but with some practice and effort, they 

could be winning 90% of the time, just like you do. 

Drew: Right. 

Michael: And limit their losses, due to this Texas Hold’em online poker 
phenomenon, which you figured out a way to capitalize on the game 

without having to be an expert in human psychology where it levels the 
playing field for a beginner, as long as they have the skills and your 

system. Do you see what I’m saying? 

Drew: Absolutely. 

Michael: That is worth money. That’s worth $1,000, $2,000, $3,000. But 
your marketing has got to be good. You’ve got to have a very compelling 
sales letter and offer and you’ve got to have good, good audio. You know I 
love audio. 



 

 

 

Drew: Absolutely. 

Michael: Good audio to promote it. It’s an investment, but I think you’ve 
got such a huge marketplace. I mean there’s literally millions of dollars 

that could be made just on a product like this because your market is so 
rabid and so passionate, which is what I really liked about the blackjack. 
It’s got that element of easy money and that’s a very strong human 
desire, easy money. 

Drew: Right. 

Michael: You’ve got an easy money system. You really do with something 

that’s extremely popular and backed up by public opinion. I mean, your 

market is tremendous. I guarantee if you search SRDS, there are mailing 
lists, there are clubs, there are potential people you could do with joint 
ventures. Once you have your selling system in place, you could 
approach another business that is marketing to customers, whether they 
sell gambling books or how-to courses on gambling, or whether it’s the 

lists from casinos who request specific classes on Texas Hold’em, or 
whether it’s subscribers to special pay-per-view Texas Hold’em...there are 
lists available of your customers. Anyone watching poker seriously wants 
to learn the game, but what they really want is an easy way to make 
money. 

Drew: Now, let me ask you this because the one thing that I tried 

before...I developed the audio and I was selling the e-book and I tried to 
sell the audio on the backend, which has been miserable. In my 
opinion...and please tell me what you think...I think I went about it all 
wrong. I should just sell that all up on the— 

Michael: The audio is added value for your customer who buys your 
book. So, instead of having to sit down and read and focus on it, if they 

have it on audio and they can burn a CD, they can listen to it in their 
car. You’re giving them more value. You’re making it more convenient for 
your customer to listen to your system and that’s added value right 
there. So, they can be driving to and from work and be learning a little 

bit about your system. You should give it all away because your audio is 
really just read transcripts of your book, right? 

Drew: Yes, it really is. 

Michael: And that’s hard to do. I know because even in my course, I’m 
not used to reading into the microphone. That’s really one of the first 
products I’ve ever done like this. It’s hard reading directly into the mike, 
isn’t it? 
 



 

 

Drew: Yes. 

Michael: You don’t want to come across like you’re reading, so you’ve 

really got to concentrate. I know how hard that is just in putting this 
product together. But still, for someone who really wants to learn, that’s 

okay. They want it spoon fed to them and having it on audio...I mean 
you’ve read all the benefits of why it’s nice to have audio. It’s just 
convenient for your customer. 

I would recommend...and you can start slow...I would at least jump that 
package up to $297 or $597 with an offer like I have. Pay nothing now. 
I’ll deliver everything to you. I’ll prove it to your first. What do you have to 

loose? It’s all digital anyway. 

Drew: Right. 

Michael: Generally, if you deliver on your content, and you deliver what 
it says in your sales letter or in your audio promotion and you deliver 
that, people are happy with that as long as you deliver. If you deliver 
crap and you sell a lot of hype and you deliver crap, they’re going to 

return it. 
 
Drew: True. 

Michael: But if you deliver on what you promise, people are happy with 

that, they’ve got a fair shake and they won’t return. 

Drew: Very good. Well, that’s awesome stuff. Can I ask you a little bit 
more about your audio infomercial and then your complete service and 
stuff? 

Michael: You’ve got content already. The product you bought from 
me...it’s pretty easy to follow. You know how you have the five different 

CDs and the five different titles, 17 Roadblocks, if you wanted to 
reformat your content and use the titles and stuff that I suggest, it would 
give it more sales ability. You’ve got all your systems, so everything you 
have in your e-books, you could format those titles. You could also break 

your audio down into separate CDs or to separate things like 17 
roadblocks that will keep you from winning at Texas Hold’em, 7 secrets 

that’ll stop your Texas Hold’em game stone dead, 17 fast start secrets to 
get you off to a fast start. Take that model. 
 
Ordinarily, if I were to create your information product, I’d be creating it 
from scratch, so really what I could offer you is my Internet audio 
infomercial where we would do...could be 45 minutes, an hour. We’ve 

done a little bit of it today just in the questions I’ve asked you. We’d 
definitely do a lot better preparation for it and I would do an interview 



 

 

with you...just like if you went on a radio show...but it would be real in 
depth and we would cover all the objections and we would create a sales 
piece, an audio infomercial, an audio sales piece to get that listener 

interested in trying your system. And this would be catered for your 

market, potential newbies or people who want to learn to make money at 
Texas Hold’em. 

Now, I’ve got several different ways to go on that. I’ve got kind of like a 
report that outlines all the benefits that you can do with that. And I don’t 
know if you’ve seen that. I can email that to you and you could review 
that. And then I’ve got basically a letter that describes more of the service 

and we can talk about doing that because you’ve already got your 
product. And then once you have your audio infomercial, I provide the 
written transcripts. Now, I work with copywriters who work off my 

transcripts, so before we create a sales letter, we’ll have the transcripts of 
this intense recording and basically it makes your copywriter’s 
job...whoever you hire, whether you hire someone I recommend or 

whether you do it yourself...I’m going to pull out all of the hot benefits of 
why someone should use your system. And we’ll have all those 
transcripts and those transcripts go a long way in creating the body and 
most of your letter. When you create a sales letter, it’s really just 
assembling different ideas, but all the ideas I’m going to capture on the 
audio and we’re going to transcribe them. So, for instance, let’s say we 

have that audio. That can act as your sales letter, as well. In the 
report...I’m not going to go into it now...but in the report, you’ll see ten 

different ways you can use that audio to sell your system. And if you 
bump your system up to a price that’s equal to what you’re claiming, 
$999 or $599, whatever you’re comfortable with...it could be $1,399, 
$1,499...and then once you sell one and make some profit, it’s worth it. If 

you add up all the time that you’ve invested in putting this together...the 
weeks of writing and the research that you’ve done and testing out the 
system and taking the chances on losing money...I mean that’s real 
value. 

Drew: Right. 
 

Michael: And if you remove the risk 100% from the prospect, they’ve got 

nothing to lose. They can try your system out for free without risk. And 
like I said, even if 50% of them return, you’re still going to come out way 
ahead than giving this thing away at $14. That’s your problem right 
there. 

Creating the audio infomercial could be anywhere from $800 to 

$1,500...maybe a little more or a little less. I’m not exactly sure, but I 
can give you a quote on it. I’ll email you a link to the report, just to get a 
little more educated on what you can do with the audio once we have it 
nailed down. And I know you said money was tight, but you can think 



 

 

about whether that would be a good investment. 

Drew: Sure, absolutely. One last quick question, I just want to take a 

side step of the Texas Hold’em talk. Everything you’ve given me is very 
good stuff, it’s very powerful, and I am going to take your advice on a few 

things here for sure. 

Michael: No problem. 

Drew: The other thing that I have a very, very strong passion for is sales. 
I’ve been in sales and sales management for years and years and years 
and I’ve had all the high-tech training and all this stuff and I just feel 
that people have over-complicated the selling industry. I’m not talking 

online selling...cold calling and all that stuff. I’ve outlined a lot of stuff, 

just never taken it to that next level to where...this TV thing that you 
outlined here...I purchased earlier...makes sense. Now, how much would 
that entire package...what type of investment would I be looking at for 
that? 

Michael: I would develop the five CDs...kind of like what you see on my 

product right there. 

Drew: Right. 

Michael: So, it would be five separate audio recordings...just like what 

you’re learning in the product you got from me. 

Drew: That’s awesome because that’s exactly how your product is laid 
out. 

Michael: You just do what I do. 
 

Drew: This is very cool. 
 

Michael: I want to bring up a difference. The difference in what we’re 
going to do and what you’re seeing on my website is that I wrote all mine 

out first, which took many, many hours. And to be able to write that all 

out, that’s what most people aren’t going to be able to do. Those words 
are what are really important. Now, I just read mine into a recorder as 
you listen to the recordings, just like you read your Texas Hold’em book 
into the audio. But what we’re going to do is we’re not going to read it, 
we’re not writing it out. We’re going to use a much more powerful 

interview process to do this...between you and I...that natural 
interaction. And there’s a big difference compared to the bonus 
interviews you heard and compared to me reading. 

Drew: I agree. 



 

 

Michael: It’s much more free flowing, powerful, and with the editing, it 
becomes much more effective. What I did was ten times more time 
consuming and harder and more expensive by writing out a script. The 

script is everything. It’s like writing a book. It took forever to do. When 

we do it, we’re going to do interview style. 

Drew: Very cool. 

Michael: But we’ll prepare well for it. Using the brain mapping technique 
is one way or if you don’t want to do that, you can just use your simple 
list, outline. You know out to make an outline...like you did in your book 
of all the ideas, and I have that and we follow it. We go back and forth 

and I pull it all out of you. 

Drew: You mentioned on...it’s a product that I just purchased...about the 
advantages of hard products like CDs and stuff like that. Do you still do 
that or... 

Michael: I mix it up. I’ve got several different products. I’ve got a couple 
of products that are 100% digital and in my other products I’ve got 

hardcopy products. Now, my high end product...if you’re doing...and 
that’s a good question...let’s say you do your Texas Hold’em product and 
we’re up to $599, $699, $1,000, $2,900 or whatever you want, you’ve got 
to go with a hard product because you’ve got to deliver something 
physical. When people are paying that price, they want something that 

they can hold. You don’t have to, but you’re going to have a better 

chance selling it when they’re getting something when they spend that 
kind of money. The digital products, for a $14 book, fine. It can be 
digital. For a $99 product, it can be digital. I’ve got a joint venture 
product, which has been 100% digital. It’s my joint venture product, 
which I am going into hard products. So, I’m going to make the CD-
ROMs and silkscreen them and then I’ll put the course into a three-ring 

binder. You just need a good local printer who can do all this stuff. It’s a 
pain in the ass setting it all up, but once it’s set, then it’s just a matter of 
when someone orders, you have it all in a box...you can outsource this 
all to a fulfillment company as you get more and more sales. But it will 
cut down on your refunds because as you start to get up into the higher 

dollars amounts, your refunds will be higher if it’s not a physical 

product. My Art Hamel product is a physical product that we ship in a 
three-ring binder, transcripts, three volumes of CDs. Like I said, it’s a 
pain getting the CDs made, but once it’s done...you can do it...once it’s 
done, you have your masters and when you need to get more, you call 
your printer and you say I need 20 more sets, put them in three-ring 
binders, put the covers in, you go pick them up. When you get an order 

you order your boxes from a supplier like eLine, the next day your boxes 
are there, get a packing gun, get a UPS account...no big deal. 



 

 

So, yes, for your product, I would go physical. So, what can you do to 
offer some real physical value? Well, you have the book. Your audio is 
you, just reading the book, correct? 

Drew: Right. 

 

Michael: So, you have a bunch of audio CDs. I mean you could break 
those down into the titles I’m talking about...why I wrote this 
book...introduction...the rules of Texas Hold’em, poker hand...the rules 
of Texas Hold’em, how to play...the strategy, 8 strategies, 7 strategies, 
6...you could break that up in an 8-CD set or a 10-CD set, in a nice 

white binder with a nice cover; 10 different CDs. And you have the 
headlines. You can use the headline ideas in the course that I gave you. 
Then you have your book, which you can put in a three-ring binder. You 

can add other added-value stuff like what we talked about. You could 
probably nail down a couple of interviews. I can do an interview with an 
expert for you. That’s part of the package. We could work it out. Even 

though most of your product is already created, I could line up an 
interview for you for your product and do a real intensive interview 
selling Texas Hold’em, selling people on the game and the fun of it. We 
could add that bonus interview with world champion player, whoever, 
and they get the audio CD as a bonus and then they get the written 
transcript as a special report with one of the best Texas Hold’em players 

in Texas. 

Just like this audio recording we’re doing. We’ve been going for about an 
hour. So, I’m going to get this recording transcribed and then I’m going 
to have 60 pages of transcripts. And guess where it’s going to go? It’s 
going to be added value to the system you just bought. And the more I 
talk, the more I make because the more value I add, the higher the price 

is going to go. And then maybe as I get case studies and more 
recordings...see, doing the recordings is the easiest way to add value and 
you can do it yourself. 

You can find five regional winners at Texas Hold’em from all different 
walks of life. You can interview a housewife who plays on her down time. 
You can interview an 18-year-old kid. You can interview an 80-year-old 

guy. You can find Texas Hold’em players from all different walks of life 
that fit different demographic markets. Do you see? So, in your sales 
letter, not only are you going to get this, you’re going to get in the 
trenches secrets from a housewife who plays two hours a night, from an 
18-year-old kid...you see different stories of different people. So, those 
different demographics will appeal to different demographics seeing your 

offer when you mail it or when you offer it or when you do a joint 
venture. That’s not hard to do, to do some interviews and get them 
transcribed. Maybe if it’s a $1,000 package, they’ll get another set of six 
special bonus audio interviews with real players. And that was in that 



 

 

one report on really how to beef up the value of your product by doing 
these interviews. And you may be able to do a better interview than me 
because you understand the game. That’s if you’re interviewing experts. 

If we’re selling a package that’s going to teach a newbie player how to win 

at the game, since I’m new and I’m talking to someone who is new, I 
could do that interview. 

Drew: Right. 

Michael: I don’t have to know everything. I know what to sell. I want to 
sell the ease of it. You’re a mother of three. When the kids go to bed, you 
go online at night. You make $100. Or you worked all day at your factory 

job and you made $80. Do you see? That’s the selling part. I mean the 
bottom line is we’re selling a shortcut to money and you’ve got to appeal 

to your prospects. That’s what you’ve got to resell over and over again. 
 
This is a shortcut to more money. Yes, it takes a little more work, but it’s 
easier than the work you’re doing now. 

Drew: Right. 

Michael: It’s safe and it’s legal and you’ll give them the shortcut. Now, 
yes, you’re going to have to study. Most people that get this course, three 
out of four won’t do much with it because they don’t believe in 
themselves, because they don’t believe they can do it. But if you’re the 

one out of three that believes in yourself and you take my system...see, I 

know it can be done because you’ve done it and you’re just selling them 
on it to give it a try without any risk. And 50% of those people are going 
to end up paying and that when that customer pays, it’s transferred to 
your confidence...the confidence in your words, in your sales letter. The 
way you have it right now, it’s not telegraphed. That confidence does not 
come out, especially when they see the price. 

Drew: Right. 

Michael: It just doesn’t match. They don’t believe you. That’s why you’re 
not selling. 

Drew: Right. It makes sense. No doubt about it. 

Michael: I would leverage off of all this hard work. You’ve got a fantastic 
market. You really do. What a huge, hungry, rabid, caveman, emotional 

sale you’ve got. Easy money. There’s a great appeal to what you have. 
One of the best...one of the best that I’ve seen and I think you should 
stick with it and just develop it. 

Drew: Very good. I will. The first thing I’m going to do is I’m going to up 



 

 

the price. 

Michael: Up the price, for sure. Can you change the offer to a pay 

nothing now, 30-days...do it like I have. Just follow the system. You can 
use the order form that I use where they pay nothing. It would help to 

have a secure order, but if someone is really rabid, I give other options to 
pay. They can copy and paste or they can email their credit card 
information. If they really want it, they’ll get the information to you. Look 
at my order form, how I have it and I have secure pages and it’s a real 
secure order form, which helps. It cuts down on the people who are 
fearful. But if you don’t want to do that now, you don’t have to, but make 

it a 30-day risk free offer. Bump it up. If you want to take it in baby steps 
since the only thing you’re going to do is change the price, bump it up to 
$97 or bump it up to $197. Do it at $297. Do it at $297 and do a risk 

free offer and see what happens over the next month. And be thinking of 
some of the ideas. I’ll email you the stuff on the Internet audio 
infomercial and if you get some money and you want to invest in it, I’ll be 

glad to do it with you. 

Drew: It’s great stuff Michael. I’m a believer in what you do, so I 
appreciate it. 

Michael: It works. And then I will get you this recording. I’ll get it up 
online later today or by Monday. 

Drew: Okay, awesome. That’ll be fantastic.  

Michael: All right. 
 

Drew: Have a great weekend. 

Michael: Take it easy. Bye. 

 
 

 

 

 

Chapter 5 - Creating Your High-Value Audio 
Program 

Even if you're being interviewed, you still need some kind of plan to make 
your audio recordings sizzle with high-quality, high-value information. 

This chapter reveals the techniques only a handful of pros have even 
heard of, and this information will help make this whole process fast and 
easy for you. 



 

 

Don't just read; actually get out a piece of paper and start writing as the 
ideas come to you. Before you go any further get out at least half a dozen 
sheets of blank paper and a pen or pencil (or a few pens and pencils). 

The biggest secret to creating a great audio program fast is to do it 

without a tremendous amount of preparation. You might believe that you 
need a lot of research and planning to create a good product. That kind 
of research will be satisfying and valuable to you, but it's unlikely it will 
increase the value of your product in any significant way. In fact, 
researching too much is a sure way to get bogged down and never 
complete your program. Create it off the top of your head. 

The really valuable information for your clients—the people who'll buy 
and use your program—is the simple stuff that's really obvious to you. 

That's the kind of information your clients will understand, embrace, and 
use. The simple information that you already know and you might 
already be repeating to your clients every day or every week—that's the 
“good stuff” you want to capture on audio. 

And the best part of it is that once you understand this, making a great 
audio program becomes really easy. You get out of the "research trap." 
Creating your audio program is not the time for research. It's the time for 
straight out, foot flat down on the accelerator, creation. Getting all the 
ideas, tips, tricks, techniques and secrets—no matter how crazy—down 

on paper. Then getting everything you know right now out of your mouth 

onto that audio recording. This is a process of discovery. You'll be 
surprised and amazed at the knowledge, ideas, and insights you have if 
you just let them flow. Don't try to control the process or force the 
process. Let it happen and keep it rolling—all straight off the top of your 
head. 

 
 

The Mind Map 

I'm going to introduce a very effective tool that can be used to create top 

quality information products. I call it a "mind map." 

Let's imagine you were planning to make your “11 Insider Secrets” audio. 
By the way, 11 is just an arbitrary number of course. It could be "7 
Insider Secrets" or "13 Insider Secrets" or "27 Insider Secrets." You'll 
settle on a number after you've worked out what you want to say and 
how many main points you're going to make. 

Here's how to make a mind map. Get a blank sheet of paper. Turn the 
page sideways, landscape style. In the middle of the page put the title of 



 

 

the audio you're making. So it could be “11 Insider Secrets To Creating 
Your High Value Audio Product FAST.” Put the title of your niche product 
in there. You'll change the number later. 

When you start your mind map, just keep writing. For every idea that 

comes to you, write it down on the page and circle it. Put a line from that 
circle to the circle that contains the title in the middle of your page. If 
that new idea brings up more ideas or elaborations, again write those 
down, circle them, and draw a line from those circles to the circle that 
contains the idea it stemmed from. 

Don't try to judge any idea or organize things at this point. If you start 

getting ideas that fit better in a different audio, just start another mind 
map and get those concepts down. Just write down everything that 

comes into your head. Record every idea you can on your mind map. 
Don't worry about how good or bad any of the ideas are. Trust me, when 
you come back to these later you'll see many of these ideas are 
absolutely golden. 

I suggest you start your mind map at the beginning of the day and then 
just add things through the day or over the next couple of days as you 
think of them. It's wise to keep your mind map handy to where you sleep 
so you can record ideas before you go to bed at night or during the 
middle of the night or in the morning. You'll be amazed at the great ideas 

that come to you in the night or as soon as you wake up in the morning. 

After just a few minutes of following this process, you'll have a page filled 
with ideas. 

 

Identifying key points that are of high value to your clients is a great 
beginning. If you look through those points you'll find a few that trigger 
off all sorts of other ideas and stories from your experience. You create a 

new mind map on a new page for each of these really hot ideas. Now it's 
time to start thinking “audio.” There are several ways you can make an 
audio recording far more engaging, memorable and powerful. 

You should have several pages of ideas. You'll look at them and see a 
jumbled mass of lines and circles but the ideas are top quality. Putting 

this mass of ideas into a coherent audio is actually quite easy. The “11 

Insider Secrets” and the other audio titles I suggest make this a breeze. 
You simply write down the titles for each of your audio recordings. So on 
a separate page for each, you'll have “11 Insider Secrets,” “7 Fatal 
Mistakes,” “17 Roadblocks,” and “Quick Start Guide,” and so forth. 

Then pull out each major point and write it down on a separate piece of 
paper or into a document on your computer under the appropriate title. 

Pretty soon you'll have a list for each audio you're doing. It may be 7, 13 
or it may be 27 points. Rearrange those points in the order you find most 



 

 

logical. Add a short note next to each about whatever story, joke, etcetera 
you've already thought might illustrate it well. Add in short notes of any 
other idea that comes to mind as you write down each point. 

You'll find that during this mind mapping process you'll come up with 

some GREAT ideas, but they really aren't quite suited to your current 
audio program. If you let them grow, you'll find they lead to whole new 
audio programs—often programs that make fantastic back-end or 
complimentary products you can sell to the clients who purchase the 
program you're working on. 

So feel free to spend some time mind mapping any great ideas you come 

up with. Keep those ideas flowing and keep your library of information 
products and the money you can make through back-end sales 

continually growing. One set of 5-6 audio recordings will sell easily at a 
price ranging from $97 to $197. If you make 3-4 audio programs like this 
you can sell the whole package together for $497. If you keep making one 
related audio program after another, the potential is mind-boggling. 

Making a whole series of related audio recordings is the biggest secret to 
creating your high-priced information product. 

Creating The Top Five Audios 

Here are some tips for creating the top five audios: 

1) Insider Secrets Audio 
2) Fatal Mistakes Audio 
3) Roadblocks Audio 

4) Quick Start Guide Audio 
5) Secrets from the Pros Audio 

First of all, to get the creative juices flowing, imagine you are talking to 
your client. What is it they really need to know on this topic? What will 
really help them? What is it they must do? What should they do first? If 
you could only tell them 3 things what would they be? If you could only 

tell them 1 thing, what would it be? Now you're not going to limit yourself 
to just one idea or 3 ideas. But narrowing your focus can start the idea 

process flowing. 
 
Insider Secrets Audio 

For your “Insider Secrets” audio, think of all the things your clients must 
do and know. Think of all the tips and tricks you have. 
 

Fatal Mistakes Audio 

For your “Fatal Mistakes” audio, think of all the mistakes and screw ups 
people make in your niche. 



 

 

 
Roadblocks Audio 

For your “Roadblocks” audio think of the most commonly asked 
questions your prospects and clients ask you. What is it that stumps 
them mentally or physically? 
 

Quick Start Audio 

For your “Quick Start Guide,” what do your clients need to do first? 
What are the absolute first steps they need to take? What can they do 
that will save them time? 
 
Secrets From The Pros Audio 

When you're planning your “Secrets From The Pros” audio, simply write 

down all the related industries and all the experts you can think of in 

those industries. Ask yourself these questions: 

 Who are your friends and colleagues in your industry? 

 Who do you know inside your industry and in related industries 

that might have insights into the topic of your audio program? 

 Who do you know who knows someone who might have those 

insights? 

 What websites can you visit to look for experts? 

 Are there people in the phone book? 

You're looking for a big list of all the people you can approach about 

doing a short interview giving insights and tips on your niche topic to go 
with your audio program. 

Using Stories to Enrich Your Audio 

Stories tend to engage your listeners in a whole variety of ways by 
appealing to their emotions, creating images in their minds, and setting 

of all sorts of emotional triggers. When you tell a story on audio, it brings 
your points to life. You can make your listeners laugh, you can take 
them on a journey through your life experience—you might even make 
them cry. 

Your clients will remember stories far more easily than they'll remember 
a key point you make. Most important of all, stories are easy for you to 

remember and to tell. If you have a good story to illustrate each key point 
or every second or third key point, you'll find your audio is very easy to 
make and will be longer, more interesting, and more engaging. When 
you're making your mind map on key points, here are some easy sources 
for stories that will effectively illustrate those points starting with. 
 

Stories From Your Own Experience 



 

 

Think about all the experiences you had growing up. Think of all your 
childhood experiences and adventures, your childhood lessons. What 
stands out in your memory? Most experts in a niche learned some key 

fundamentals they use in that niche way back in their childhood. You get 

to where you are now from a whole range of experiences—both childhood 
and adult experiences. Does a story fit from there? 

Can you use something from your childhood to illustrate a point? Then 
there's your adult or business life. What are the major or related events 
in your life you can think of that might illustrate this point? You can 
even use stories from your very recent past. Often these are more colorful 

and can be made to fit. What's happened to you in the last month? The 
last week? How about just yesterday or even today? 
 
Stories About Your Clients 

You can talk about your experience helping the clients in your niche or 
stories about the problems they had before you helped them—or both. 
This is a great way to illustrate a point and increase your credibility. 
Telling stories about how you've helped your clients' positions you as a 
go-to expert in your field. Listeners with a similar problem willing to pay 

for your solution are likely to seek you out. 
 
Stories From Movies and TV Shows You've Seen 

You have a library in your head of movies and television shows you can 

use to illustrate your points. What have you seen on TV recently that will 

illustrate your point? Is there a movie or a show you really love? Is there 
a movie or a show you really hate? A story about a scene in a TV show or 
about the whole concept of the show or any of your insights into a show 
or movie can all be great to put on audio to illustrate one of your points. 
If your listeners have seen the movie or the show they'll relate even more 

to your point, but even if they haven't, telling stories from modern 
culture in this way adds color and life to your program. And don't just 
limit yourself to TV and the movies. 
 

Stories From Books You've Read 

Which books had the most profound influence in your life? Did you learn 

key fundamentals, ideas, tips, or techniques that might apply to your 
niched audio? What was the last book you read? What did you learn 
from it? Are there stories you can use or stories about how you came 

across a book that changed your life or your outlook? And don't just limit 
yourself to non-fiction books. The fiction books you've read can also be a 
great source for engaging, interesting stories that effectively illustrate a 
point. 
 

Famous Stories or Fairy Tales 

Could a well-known fairy tale help get your message across? How about 



 

 

Cinderella or Snow White and The Seven Dwarfs or Little Red Riding 
Hood and the Big Bad Wolf or the legend of Santa Claus? Fairy tales are 
filled with amazing, larger than life characters learning major life lessons 

you can adapt to educate your listeners in a memorable way. Using 

familiar fairy tales can help create emotional “triggers.” Whenever your 
listeners hear that fairy tale again, they'll think of your presentation, and 
in their minds they'll be right back listening to you and your message. 
Many fairy tales also have really cute, memorable rhymes and sayings 
you can play with like “Fee fi fo fum, I smell the blood of and 
Englishman” or “I'll huff and I'll puff and I'll blow your house down.” 
 
Using Poems Quotes, Proverbs, etc. 

If you've written your own poems or have your own sayings that support 

or illustrate your ideas, plan to use them and have them handy for when 

you record your audio. You could also use quotes and excerpts from 
newspapers or magazine articles or books. What have you read lately 
that caught your attention? 

A note about copyrights: Explaining copyright is way too complex for this 
discussion, and you should take the measures necessary not to infringe 

copyright laws. Generally speaking it is fair and completely safe to 
explain the idea and concept in a piece of work and quote the title and 
the source. Short quotes are safe, and most original manuscript books 
written in the 1920s or earlier are in the public domain, so you can quote 
and read from them freely. Reading pages and pages out of a book or 

article that is copyrighted can get you into trouble though. If you're in 

any doubt at all, the safest way to handle using an excerpt from someone 
else's work in your audio is to ask the owner for permission. 
 
Using Personal Conversations 

You talk all the time. You talk to your partner or spouse. You talk to your 
parents and in-laws if they're still alive (or at least I hope you talk to 
them). There are some great stories in those conversations. For example, 
you would say: “Last week I was talking to my wife and she gave me the 
most profound insight...” You can use conversations from your children 
or even stories about your children. Or other children you come in 

contact with. Stories involving conversations with children can be both 
funny and profoundly revealing. Then there are the conversations you've 
had with your clients. Things they might have said. 

And there are nuggets you got from a mentor or from a seminar or audio. 
Naming the source and telling it from the perspective of a conversation 
with a family member or a child or a client or a friend or a speaker at a 

seminar makes you seem more real and honest. So see if you can come 
up with a conversation you had that might illustrate your point. And 
keep rolling. Don't get stuck. Just write down everything that comes to 



 

 

mind. It will be useful somewhere. And don't worry if ideas aren't coming 
in one particular area or for one particular key point. Just move on to 
another area, another point. Keep those ideas flowing without any critical 

judgment. Don't confuse the creative phase (which this is) with the 

critical phase (which comes later). 
 
Using Jokes 

The great thing about telling a joke when you're using audio to educate is 
that the joke doesn't have to get a laugh to work. In fact it doesn't even 
have to be funny. It does need to help illustrate your point though. What 
jokes have you heard or read recently that might be adapted to get one of 
your points across? What's your favorite joke? What about dumb knock-
knock jokes or elephant jokes from your childhood? They all add color 

and they can make your audio memorable and lively. 
 
Adding a Frame Structure 

If you have a really great impact at the start of your audio and then you 

tie that powerful story or major point from the start into the end of your 
audio, you improve the experience for your listeners considerably. 

Why? 

If the beginning of your audio has impact—especially emotional impact— 
or if it delivers some kind of mind-blowing story or sidesplitting joke that 
gets a point across, you'll gain the attention of your listeners and they'll 

be more “tuned in” to the remainder of your audio. If you end your audio 
with something that ties in to the beginning of the audio, this will 
increase the emotional impact by using that “trigger” you've already 
created at the beginning. It also gives your audio a sense of completion 
for your listener. 

So look for a great story, a great point, something really special you can 

use at the start of your audio. Then look for some way to tie into it at the 
end of your audio. If you can't frame your audio in this way, don't worry 
about it. Following all the other steps will create a powerful, high quality 
program anyway. 
 

Interviewing Customers From the Trenches 

Imagine you are producing a restaurant marketing program. 
Simply interview a dozen people about why they go to the restaurant they 
like. 

 

 What first got them to go there? 

 Was it an ad, a flyer, a recommendation from a friend? 

 What did they like about the approach? 

 What did they dislike? 



 

 

 What other approaches have got them to eat at restaurants? 

 What did they like about those? 

 What did they dislike? 

 What did they like about the service? 

 What did they dislike? 

 How do they think the restaurants they visit could improve their 

service, their customer experience? 

This is obviously all highly valuable information to restaurant owners. 
The title to this audio could be “21 Front Line Restaurant Marketing 
Secrets From The Trenches – Interviews And Secrets From Real Live 
Prospects And Clients” Or “19 Front Line Website Traffic Secrets From 
The Trenches – Real Online Surfers Reveal What They're Looking For In 

Your Website.” 

You may be able to create a similar high-value audio for your niche 
simply by calling prospects and clients on the phone or in person and 
interviewing them and recording the interview. You can create many 
hours of high quality audio using this technique. 

Preparing For the Interview 
 

Developing Your Interview Questions 

Suppose you are planning to interview an expert who has been coaching 

people on money management. They have been coaching on this subject 
for many years, and you're not sure what to ask them. Well, you certainly 

aren't the first person who's searched for information on this subject. 

Go to the Amazon.com website, and type in "money management," or 
"financial planning," and you will get a list of books that have to do with 
this subject. Each of these books had to be thought out and organized. 
There will be a table of contents and an index for each one allows you to 
browse inside the books, so you can look at how the entire book is 

organized. You can examine the table of contents, and you can gather 
your ideas and create interview questions from the table of contents. 

The index contains even more detailed information, so look 
through the index and find more interesting subjects you can discuss 
during the interview. Write them down and include them in your list of 
interview topics. 

For example, if you're browsing a book on money management, the table 
of contents will give you a basic outline for your entire interview. So if 
you see that one chapter of the book deals with repairing bad credit, and 
it's broken down into several different sections having to do with credit 
reporting agencies and establishing new credit, you can create questions 
from that outline. You can say, "Mr. Expert, can we talk about the 
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various credit reporting agencies and how to communicate with them 
while repairing a bad credit history?" And since they are the expert, they 
will have thoughts on that subject, maybe some actual stories about 

people they have counseled. 

Then you notice in the Amazon book that the next section is on the 
different types of financial institutions: banks, credit unions, and savings 
and loans. So you can say, "Mr. Expert, can you tell me what is the best 
type of institution for a home mortgage?" You go through several books 
on Amazon, and you just create the entire outline in this fashion, 
because someone has already done all of it before, developed the same 

engaging topics. You can review 10 or 20 books on financial 
management, write down all the topics and pick those that you feel are 
the most interesting. Once you have your master list—let's say you are 

planning to interview five experts in your niche—you can just use the 
same topic list and ask all five experts similar questions. 

Also visit Google News and search on your topic there. See what's 

currently in the print media. You can go to Reader's Digest online and 
see what stories are on their cover pages. Search Google for articles on 
the topic. Many reputable magazines have these online and you can be 
certain that the writer has spent a considerable amount of time 
researching the topics. It has all been discussed before. 

Consult #5 – Patricia: "Shez Got The Moves" 

Profile 

Many people would say that horses are one of the most passionate 
subjects in the world. Just the way they move is breathtaking. Horses 

have been very important to people for hundreds of years. In earlier 
times, horses were the major mode of transportation as well as the most 
important piece of livestock that a farmer depended upon for the success 
of his crops. 

Today, all over the world, people continue to have a passion for these 
beautiful animals. They are companion animals, people’s hobbies, and 

sometimes a major source of income in competitions such as horse 
racing, showing, breeding, and buying and selling. 

Patricia has been involved with horses since she was a young girl. About 
three years ago, she wrote an ebook for stable owners with advice about 
how to rent out their stables easily and have greater profits. Her next 
step was to create a web site with content about buying and selling 

horses. She conducted teleseminars with experts on different equine 



 

 

subjects such as training, horse health, and current equine issues. Her 
subscribers could sign up to listen to the teleseminars and then were 
given the opportunity to purchase the audio and printed transcripts of 

the teleseminars. 

Patricia had contacted me mainly because she wanted some advice about 
the proper pricing of her teleseminar materials. Additionally, she wanted 
to increase her profits for her products. I took the opportunity to tell 
Patricia about my new product, “How to Turn Your $28 Book into a 
$3,900 Information Product” and suggested that she take advantage of a 
free trial of it. 

We went on to discuss hot topics about horses. The one that we 
pinpointed was the subject of selling horses. You'll hear Patricia explain 

why this topic is so important, especially for horse breeders. We decided 
that this might be a wonderful information product for Patricia to create 
because buying and selling horses is a good business opportunity for 
people—and people are more apt to purchase information about business 

opportunities. 
 
The products that Patricia currently offers on her web site are fifteen 
audios and their transcripts with experts on different topics. Listen as I 
reveal some of the strategies that I use on my own web site, 
www.hardtofindseminars.com, and suggest that Patricia follow a similar 

format. I advise Patricia to take her fifteen audios and give them away for 

free on her web site. Her goal should be to host the web site that has the 
greatest free audio content about horses on the Internet. You will hear 
me explain that, by doing this, she will begin to build relationships and 
credibility with people who come to her web site to hear her free valuable 
audio content. You will hear me explain my own past experiences and 

what led me to set up www.hardtofindseminars.com in this manner. 

After she has the free audio content in place, then Patricia should create 
a high-end product—a business opportunity so that people can learn 
how to make money by doing something they enjoy. One of my ideas is 
for her to create an audio seminar product about buying and selling 
horses for profit. I suggest ideas of what the seminar could contain, how 

to determine which equine experts to interview, and how to obtain the 
topics to be discussed during the interviews themselves. We even discuss 
how this main product could be easily niched into other information 
products. 

We discuss how to direct people to the high end product through the free 
audio content or excerpts of the main product that she would offer on 

her site. Other important components of her product such as bonuses 
and free consultations are discussed in detail. 
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I show Patricia some examples of how my web site works and the 
psychology behind how free audios can lead a customer to buying higher 
end products. You may wish to follow along online as I lead Patricia 

through some great examples of my free content and upsells that are 

then offered. 

This is a great consultation for many reasons. The ideas that Patricia and 
I discuss apply to any product and you will also have an opportunity to 
see exactly how I conduct my own successful site. Enjoy! 

Consult Transcript 

Michael: Hi! It’s Michael Senoff with HardToFindSeminars.com. Get 

ready. Here’s a 60-minute consult I did with Patricia. Patricia had fallen 
in love with horses ever since she was a young girl and has been around 
horses most of her life. She had an idea with an original e-book that was 
trying to teach people how to get their stables rented out easily and for 
more profit and then soon began an online website dealing with issues of 
training horses and selling horses. 

She contacted me to try and learn some ways to increase her profits on 
the products she was developing and selling. I go into more detail in this 
interview than I’ve ever gone before on how I operate my online 
HardToFindSeminars.com business. You’re going to learn how to take 

your idea or your e-book or an audio information product and turn it into 
a $3,900 information product. I think you’re going to find this consult 

very detailed and very applicable to any product idea you have. Enjoy. 

Patricia: Michael, my website is called www.EquineTeleSeminar.net. I’d 
like to learn more about how I can get my subscribers to sign up for 
more calls, to actually participate, call in to them, as well as to buy more 
for me. 

I have a subscriber base of just less than 800. They have come in mostly 

due to teleseminars I’ve done over the last year. Most of them stay once 
they come in. I use a squeeze page plus a shopping cart format for the 

teleseminar signup. I need to make money off my business as I’m not 
working due to an injury, instead of just spending money on getting 
subscribers. 

I’m always working on better ways, less cost, more people to get 

subscribers. I’ve found it difficult to approach people and businesses 
with proposals although most that I do approach usually take me up on 
a deal of some sort. 

That is, we put on a teleseminar together. I feel I’ve overpriced the 
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products that I have put up for sale, teleseminar and audio transcripts 
from past calls. How do I find the proper price point without looking like 
I’m just settling for second best? I don’t have high volume traffic and I 

just don’t have the resources for paid traffic. Happy trails, Patricia 

Resatello.” 

Okay, great questions. Why don’t you tell me in layman’s terms for 
people who don’t know anything about horses and stuff like this what it 
is you do. 
 

Patricia: I hold calls, generally like training topics, horse health topics, 

I’ve had a couple on current issue type topics, and I’ve had a couple of 
actual paid classes on course-related topics. 

Michael: Where are you located? 

Patricia: I’m actually located in Northern Minnesota. 

Michael: Are you an expert on this topic? 

Patricia: I’ve had horses, let me think, I’m 37. I've told people I got 
infected by horses when I was nine, ownership by 12 so that’s what, 25 
years. I’ve been around them for a long time. Horses are something if you 
actually want to be an expert, what you’re actually doing as an expert is 
you’re continually learning more. I mean, you get good in one area or 

another area, but the responsibility of a real horseman is to continually 
learn. There’s always more to learn about health. There’s always more to 
learn about training, the care of and so forth. 

Michael: So you love horses. This is your passion. 

Patricia: Absolutely. 

Michael: This is what’s led you to try and create an Internet business, an 
online business relating to this subject. 

Patricia: Yes. 

Michael: Is there a hungry market for knowledge about horses and how 
would you segment it? Where is the desire for people to learn? How to 
train their horses, how to break their horses or is it more horse health or 
is it all of the above? What have you found over all the years you’ve been 

doing this that people really want to learn and are willing to hopefully 
pay to learn? 

Patricia: The best market that I have found—the best topic rather—was 
on horse selling. The best call I did was How To Sell Your Horse. I had a 
bunch of people from various walks, various niches, come in and we just 



 

 

had a roundtable discussion. 

Michael: Why do you think that was? How much better compared to 

some of the other topics? 
 

Patricia: I believe it is important to a horseman to know how to sell their 
horse. Almost everybody is going to end up selling a horse at some point 
or another. You have a horse and you’re not using it anymore, it’s still a 
really good horse so you need to find somebody who can use it. Maybe 
you have to get rid of it because you’ve been injured and you’re just 
never going to use it again. Anybody that owns a horse is going to end up 

selling a horse at some point. 

Michael: Right. Or multiple horses, right? 

Patricia: Absolutely. Certainly if you’re a breeder or a trainer or 
something of this nature you need to know how to sell horses because 
that is your business. Breeders have to know how to sell horses. 

Michael: How many experts did you have on the line on that call? 

Patricia: I think we had five or six. 

Michael: That’s great. I didn’t listen to the whole thing. I listened to some 
of them. You had some real expertise on these calls. Did you really offer 

some real solutions on that one, on how to sell horses? Anyone who 

listens to that or pays for that transcript can really accomplish what the 
title is, how to sell a horse? 

Patricia: They got a lot of good tips. 

Michael: What do horses sell for? I have no clue. I’m sure it’s all across 
the board. 

Patricia: Completely across the board. You can find a $500 horse if 

you’re willing to settle for something nobody else wants. You can buy a 
$500,000 horse and anywhere in between depending on what kind of 

breeding you need, what kind of training, how much it’s showed, how 
well it’s performed. 

Michael: So horse trading and buying and selling is also a business 
opportunity for many people in the industry? 

Patricia: Yes. 
 

Michael: So it’s really a moneymaking opportunity. That may be a lot of 
the appeal not only for people who have horses that they want to sell but 
do you think that maybe the hidden reason they wanted to learn is 



 

 

possibly to see if they could make some money buying and selling 
horses? 

Patricia: Yes. 

Michael: Do you know of people who are making a lot of money buying 
and selling horses? 

Patricia: Not right off. 

Michael: None? I mean there are, aren’t there? 

Patricia: I’m sure there are. You see horses that are being sold for 
$20,000, $50,000, $100,000 and you know somebody is making some 

money somewhere. 

Michael: All right, let me ask you this. What do you sell on your site? 
How do you make money with your website? 

Patricia: Right now I actually have two different things that I’m selling. I 
have the audios and the transcripts from the calls. 

Michael: How many different calls do you have for sale now? How many 
hours? 

Patricia: I probably have 15 different calls that I’ve done in the last year. 

Michael: Those are all for sale up on the site? 

Patricia: Yes. 

Michael: Do you have them all priced differently? 

Patricia: I have them priced fairly similar but I felt like I was kind of 
arbitrary in picking my price point. 

Michael: What’s the result then? How’s it going? You have 15 different 

calls. You sell the audio recording that they can go listen to online 

and/or can they download it as well? 
 

Patricia: I offer downloads and I offer it on disk, shipped. 

Michael: Okay, so someone buys it, and they get either download or a 
disk or download and a disk and the transcripts or both? 

Patricia: At this point it’s kind of either or. 



 

 

Michael: Either way they get the recording. They get the information. 
They get the transcript, right? 

Patricia: Yes. 

Michael: Do you transcribe them yourself? 

Patricia: Oh, God no. I outsource that. 

Michael: Okay. So you have 15 different calls. What do they sell for, 
ballpark? What’s the highest one go for? 

Patricia: I have the highest one priced at $47. I haven’t sold any at that 
price point. 

Michael: Which one is that on? 

Patricia: That is the selling one. 

Michael: What is the lowest point priced one? 

Patricia: I believe that is about $15. I tend to sell them mostly right 
before and right after the call. You have people who are obviously very 

interested in that. They’re right there. I bundle it together in the 
shopping cart so they can pick it up as they sign up for the call. 

I remind them before the call, I remind them on the call, and I remind 
them after the call a couple of times. I did pretty well on my last call, 
which was a call about the NAIS, which is the National Animal 
Identification System, which is being billed as a way to preserve health 

being able to track the animals. In reality it’s just more bureaucracy 
because they already have the system in place. 
 

Michael: All right, so you did that call and how many people were on the 
line? 

Patricia: I had 33 people sign up. I had 18 of the 33 that actually got on 

the call. That was a pretty good percentage for a turnout. 

Michael: Okay. So how many audios did you sell? 

Patricia: I sold, I’m going to say six or seven. 

Michael: All right. That’s not bad. That’s great. That’s a nice percentage. 

Patricia: Yes. 

Michael: So did you take some kind of a course that taught you how to 



 

 

do all the teleseminars? 

Patricia: I took a teleclass with Glen Diesel and then after I got done 

with him I went through private coaching with Ellen Vielet and I’m 
actually currently in her MasterMind group still. Now I want to do more 

than just build my list. 

Michael: Here’s what I see. You’ve got some stuff to sell. You’ve got the 
knowledge and the technology and the guts to do one of these things, 
that I’ve got to give it to you because a lot of people can’t get over that. So 
you’re not afraid of talking to people. You’re not afraid of asking people to 
come on to your teleseminars and be interviewed. How crowded is this 

Internet horse niche market? 

Patricia: There are a lot of people online doing stuff with horses. The 

horse market online and offline is estimated at I think it’s 1.2 billion 
which is in the tobacco industry. I’m always looking around online to see 
if I can find more people that are doing anything similar to me and I keep 
finding more people that do teleseminars on this and teleseminars on 

that. Maybe from a certain point of view they’re competing with me. From 
another point of view we’re in similar businesses and we need to joint 
venture. 

Michael: Well I think you need something that you can sell for some 
money. How much time have you spent on my site? 

Patricia: I haven’t spent very much. 

 

Michael: Do you have an idea? You know that I do a lot of audio 
interviews? 

Patricia: Yes. 

Michael: Okay. I think maybe if you followed a similar format to what I’m 
doing and you stay within your niche and what you do is you provide, 
and I’m just throwing out ideas, your 15 hours of audio can be given 
away for free. I would take all those audios and I would clean them up 

and really make them succinct teleseminars and clean them up and have 
those available for free and you become the website that offers the 
greatest amount of free content related to horses on all your different 
topics. 

Patricia: Sure. 

Michael: My website is billed as the greatest online free audio content 
website in the world on marketing, direct mail and advertising. Because 
it’s free, what you want to do is you want to get people listening to you. 



 

 

You want to start building up a relationship with people and them 
knowing you’re serious and you’re providing a wonderful service for 
people who want to learn for free. That free will go a long way because 

sometimes it’s hard to get people to even spend any time listening to you. 

If you can offer real value which you already have some real valuable 
content in your 15 hours of audio. 

I would just look at how I do it on my site. You already have descriptions 
of what each one of your teleseminars are called and you get the 
descriptions up there and you have the audio button where they can 
listen for free and you create a higher end product. 

I would always pick a business opportunity, something where you’re 
selling the potential for someone who buys the product to get their 

investment back and make money. Rather than sell a product that shows 
someone how to care for their horse or a product that shows them how to 
keep their horse healthy. You can sell something for a lot more money 
and have a lot higher response and a lot more passion for something 

that’s going to show someone how to make money doing something that 
they enjoy. 
 

Patricia: This actually all started with my ebook, which goes into a 
method of how to hold classes for people who are not especially skilled 
with horses and teach them the basics and then how to follow up with 

them so that they become your customer. They buy your horses. They 

board their horses at your stable. 

Michael: It was an ebook specifically for people who sell horses? 

Patricia: It wasn’t specifically for selling. It was actually initially geared 
more for people who had like boarding stables for horses. 

Michael: That’s fine and there’s nothing wrong with that. You want 

something you can make some money with. You know how expensive it 
is. You know how time consuming it is. You want something you can sell 
to make something with so you can keep doing this online. 

Patricia: Yes. 

Michael: Just like you said. There’s people paying $500 for horses and 
there’s people paying $500,000 for horses. 

Patricia: Yes. 

Michael: So what’s the difference? 

Patricia: The breeding, the training. 



 

 

Michael: Okay, the breeding, the training. So what’s the difference 
between someone buying an e-book, how much does your e-book sell for? 

Patricia: I have it priced retail at $97 and I have sold a couple copies of 
that. I’ve also sold a large number of copies at $47. 

Michael: What’s the difference if someone’s paying $47 for your e-book 
or $4,700 for your training system or your seminar that’s going to show 
someone how to locate, evaluate, value, buy, market and sell a horse for 
profit over and over and over again? If you could deliver on that, and I’m 
sure you could with the experts you know. 

If you don’t know the experts, what if you interviewed 10 of the biggest 

horse brokers in the country and got 10 different audio interviews and 
got them to spill all their secrets just like I do? What if you had 10 audio 

recordings from 10 of the three top horse sellers in the country that 
reveal everything, all their secrets. Each one of these guys are pulling in 
$500,000 to $10 million a year buying and selling horses. 

Patricia: Yeah. 

Michael: You’re going to learn how to do it too. 

Patricia: Ah-ha. 

Michael: Now you’ve got something with some meat. With some real 

value. 

Patricia: Thank you. It was just out of my grasp. I knew there was 
something there. 

Michael: Wouldn’t that be great? 

Patricia: This is what I’ve been looking for. This is awesome. 

Michael: What if you get 20 of them? Boy, the more you talk, the more 
you make. They don’t have to be teleseminars. They can be one on one 
just like we’re talking. If you’re interested, I’ll tell you how to get your 

master list of all the questions. You go to Amazon.com, search “horse 

selling” or “horse buying and selling” and find the best authorities on the 
subject. You’ll find all their books. These are people you can interview 
because they have books so they can promote their book. At the same 
time you’ll have the entire table of contents of all the subjects that you 
need to touch on. 

Patricia: Yes. 

Michael: So there’s your list of questions of things you need to talk 
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about. You can explain to the top 10 in the world that you’re a leading 
Internet marketer in the horse industry. You’re putting together a course 
on how to buy and sell horses and you’d like to invite them to be on your 

Internet radio show. You let them know that the interview may become 

part of a package you offer and they benefit because many of the people 
who buy your course may not want to do it themselves but may want to 
contact the expert that they heard in the interview. 

Patricia: Yeah. 
 

Michael: So there’s no reason they’d say no. They’d love to have someone 
like you, an expert, talk to them so they can toot their own horn and talk 
passionately about what they’ve been doing for years because probably 

no one else is interested, not even their wife or their husband. 

This is what I experience every day. You know how to edit. You know how 
to do the recording. You know how to set up your website. Once you have 
your product and boy, what kind of value when you get them to tell 
about stories on how they bought this old neglected horse and they 
found a great trainer to kind of break the horse and he just became a 

champion. 

What was the big movie out with the horses? I forgot the movie. Toby 
McGuire was in it. You know what I’m saying, that come-from-behind 
story? It’s like finding something at a garage sale and selling it for 

millions. Like finding a horse that had great potential but everyone 
thought it was a dog and you bring it back to life and you end up selling 

it for a lot of money. 

Patricia: Seabiscuit. 

Michael: Seabiscuit. That’s the point. This is an expertise. You could 
even niche it for buying and selling racing horses because with racing 
horses, not only do you make the money buying and selling the horse 
but your racing horse has the potential of winning you races. That’s 
probably really specialized. 

Maybe you could start off with just buying and selling horses for a profit 

that can appeal to everybody and then as you do more and more 
interviews, maybe you’ll do three or four interviews with experts who buy 
and sell racing horses and you could segment those three recordings off 
as a totally additional product. There are so many things you can do but 
you’ve got to get the interviews on a subject that would appeal to that 
money making opportunity, especially with people within the billion 

dollar industry of horses. Go look on Amazon, see who’s selling anything 
on how to buy and sell horses. 



 

 

Once you get a great product like that and you have 10 interviews or 15 
interviews, you’ve got some real value. You get them all transcribed. You 
have a three-ring notebook, and you have 10 CDs. You have some of 

your bonus material right now where you can use this material. 

 
You can give all this material out free, and at the end or in the middle or 
at the beginning of each one of your recordings, you insert, “Hi. This is 
Patricia Resatello and I love horses just like you do. I’m going to provide 
you 60 minutes of hard hitting advice on this subject.” You do an 
introduction for each one of your interviews. “Stay tuned to the end 

because I’ve just come out with a ground-breaking product on how to 
buy and sell horses and make $100,000 a year. You’ll hear all the details 
at the end.” 

At the end of your recording you say, “Hi, it’s Patricia Resatello. I hope 
you’ve enjoyed this teleseminar. If you’ve ever considered buying or 
selling a horse, well I’ve got news for you. I’ve just come out with a 

product called How To Buy and Sell your Horse and Make $100,000 a 
Year.” I’m just giving you examples. You just do an ad at the end of each 
one of your recordings, the ones you give away for free. 

Patricia: Sure. 

Michael: You have them where they can download them. You don’t want 
to just have them where they’re up online. You want to make sure that 

people can download that audio recording and put it on an mp3. Your 
free content is what’s going to give you the plug for your product that 

you’re selling. If that’s your main product then that’s what you’re 
promoting. That’s the whole reason you’re giving away free stuff, so you 
can plug and promote and lead and direct your listeners into this great 
money making opportunity on buying and selling horses. 

Now you’ve got something you could make some money with. You could 
price it at $500, $600, $700, $1,000 or $2,000. At 100 customers at $47, 

wouldn’t you rather deal with one at $4,770? When you’re dealing with 
the people who are willing to pay for higher dollar amounts, they’re 

usually nicer people and you usually have less problems and they’re 
usually more committed. You could almost give away 80% of it, 80% of 
all the secrets. 

Let’s say you do these 10 interviews. You can take portions of the 

interviews or you could take one of the interviews where you feature an 
expert and offer that for free to everyone on your list. Then at the end 
you lead them into your course. People don’t have the confidence that 
they can do it all themselves. They want the complete system. They want 
to be able to have a consultation certificate with you if they need help 
after they buy your course. 



 

 

Patricia: Sure. 

Michael: You don’t have to know everything even though you’ve 

interviewed the expert. What I do with some of my courses where I 
position other people as an expert, they’ll email me questions and I won’t 
know the answer. I’ll go, “Hold on.” I’ll call the expert and I’ll ask them 
the question and they’ll answer it. We’ll do a recording of the question 
and answer and I’ll email that customer of me the specific answer that he 
had direct from the expert. That goes on to adding more content like a Q 

& A section for all your people looking at buying the course. 

Patricia: Yeah. 

Michael: If you look at my Art Hamel. Go to my website with an S, 

HardToFindSeminars.com. I wanted to show you what I’ve done here 
because I want you to model what I’m doing. I’ve been doing it for longer 
than you so I have more content but it’s all the same. If you scroll down, 
you see all these hyperlinks? 

Patricia: Yes. 

Michael: These are all links to free audio recordings on all different 
subjects on marketing, advertising, direct mail, money making. There are 

eight different pages of audio recording. I’ll give you an example. Click on 
“Info Product Development”, that’s the second one down. Sherida, it says, 

“Discover how to turn what you already know about your work copy or 
personal interest into a million-dollar information product empire.” This 
is a recording I did with a lady who had a little business online and it’s 
me trying to identify her passions to tell her to create her own 

information product. Kind of just like what I’m doing with you. 

You see it says “free report” at the end of the description? “Free report” 
reveals in detail how you can take your own ordinary $28 e-book or even 
a concept you have and turn it into a valuable information product you 
can sell for up to $3,900 or more. Click here. There’s my little ad in the 
description. At the end of the audio recording I have the commercial as 

well, just like I was telling you. Click on that link. 

Patricia: Done. I already did it. 
 

Michael: I’m going to recommend you get this anyway. It’s a very soft 
offer. You don’t pay me anything. Only if you’re happy do I charge your 
card. I have a very easy offer that I would tell you to model because it 

works very well. As long as you deliver value by making an offer that they 
can’t refuse where they don’t have the risk, you’re going to come out with 
more sales and more potential higher end back-end sales. 

http://hardtofindseminars.com/


 

 

You’re not going to get that higher end $4,900 sale if you don’t get a 
front-end sale, if you don’t get the customer in on the front sale. Make it 
as easy as possible, just like I’m telling you to offer your audio recordings 

for free. Don’t make them pay for it. There are people who want to hear 

it, but they’re not going to pay for it. Give it to them free and give that 
prospect a chance to believe in you and trust you and look at you as an 
expert and to ultimately sell them on your higher end package. 

Patricia: Okay. 

Michael: So I would bookmark this page and when you get some time I 
want you to read through this because this will outline in writing a lot of 

the things I’m telling you. It is a wonderful course. It will show you how 
to take what you already know in a little different way than I’ve explained 

and turn it into a higher-end information product. 

Patricia: Okay. 

Michael: So I’ve given free advice in my audio and I’ve directed them to a 
product that I sell. Now I have a backend service, which will be plainly 

evident as you go through that sales letter. That are two services that I 
provide. This product will teach you how to do it yourself but I have a 
product where I do it for you. Where I interview you and create your 
whole product for you. Then I have another service where I create an 
audio infomercial, a sales recording that sells your product. 

Patricia: Wow. 

Michael: Always think about your backend. What are you selling 
ultimately? Scroll to the top of this page and you’ll see it says, “Twenty-

four individual profit producing audio consultation downloads for 
information product developers.” Here is 24-hours of consults that I’ve 
done with people all on how to create and develop their information 
product. Yours will probably go here as well. It’s tons of free content. 
 
Even though someone could go through these audio recordings and 

probably figure out how to do it all themselves they still trust me because 

they’ve been listening to me for 24 hours and they want my expertise and 
my personal involvement, and that’s why they’ll buy the product. 

Every minute you can get somebody to listen to you is a minute that 
you’re building trust and building a relationship, and they’re getting to 
know you and you’re establishing yourself as the expert. So you want 

them to hear you. You want to get someone to take time out of their day 
and just listen to you. It’s valuable. 

Patricia: I find it hard to listen to audios myself. It takes time. 



 

 

Michael: Everyone’s in a different situation. There are people out there 
working. They are in their car all the time. They’re exercising. I have 
people who tell me they’ve listened to all 117 hours of my audio. 

Patricia: Wow. 

Michael: They do. You’ve got to make it really compelling. You’ve got to 

give them great value. You don’t want all that space and those um’s and 
ah’s. That’s how it pays you to clean up your audio and to make it tight. 
They don’t want their time wasted. 

Patricia: Right. 

Michael: That’s why it’s a great investment to clean those things up. If 

you clean it up, just look at that little audio recording as a piece of real 
estate that pays you an annuity that as long as it’s on your site and as 

long as you start getting traffic to your site and people are listening, that 
one hour audio is going to be the beginning to selling your $3,900 or 
$4,900 product, maybe even more. 

Maybe you can even make deals with your horse brokers, the people you 
interview. I’ll show you how to do this later. Let’s say you do the 
interview with them and you make it really compelling. That’s part of 

your product you sell. Another part of the backend will be you get a 
finder’s fee. One of your listeners who listens to your audio recording 

ends up buying a horse from them. 

Patricia: Yeah. 
 

Michael: So if you bring them a customer you can ask for a percentage 
of that sale. It could be a sale of a $30,000, $40,000, or $50,000 horse. 

Patricia: Yeah. 

Michael: So you can have a real nice backend at $10,000 or $5,000 a 
pop if you bring a sale. Now I’m going to show you a website where I have 

a deal like that. 

Patricia: Okay. 

Michael: Let’s go to home on the right side. You see that. 

Patricia: Yeah, we’re here. 

Michael: Okay, you’re at the home page on 
www.hardtofindseminars.com. So scroll down. Here are some of your 
topics again. See the fifth one down that says, “How to Buy a Small 
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Business”? 

Patricia: Yeah. 
 

Michael: Click on that. Here’s my “How to Buy Small Business” course. 
It’s with an expert named Arthur Hamel. I met him years ago on eBay. He 

was trying to sell all his old Art Hamel seminars from 1985. He was all 
over TV. He put 10,000 people through his training seminar on how to 
buy a business, wasn’t doing it anymore and we just got to talking. I 
interviewed him several years ago, and since then we’ve been working 
together and I’ve got the rights to update and sell his old course that he 
had retired. I’ve been doing this for years. 

We have three recordings below, “Reveal Little Known Ways to Buy $1 

Million Business in the Next Three to Six Months Without Any Banks, 
Credit or Business Experience”. Now this guy learned how to buy multi-
million dollar businesses with out going to banks, which is the main 
challenge. It’s by using investors. All of these interviews are with Art 
Hamel, all of them related to buying and selling a business. 

Patricia: Yeah. 
 

Michael: All for free. There’s about seven of them on this page. Look at 

the first description. You scroll down. It says, “Everything you always 
wanted to know about buying a franchise. Interview with Art Hamel.” Do 

you see that? 

Patricia: Yeah. 

Michael: Okay. So we’re going to give you a great interview and then look 
at the end of the description. It says, “Now you can test drive Art Hamel’s 
legendary business buying system for 30 days for free. See the 30-day 
free offer? 

Patricia: Yeah. 

Michael: Click on that. It just links to the bottom of the page. We’re still 

on the same page. Here’s my sales letter for the training we sell. 

Patricia: Okay. 

Michael: It’s an information product. It started out as 12 audiocassette 
tapes. I’ve turned them into CDs and then I’ve added other content to 
increase the value. I’ve added stuff on marketing consulting. So it sells 
the course. They don’t pay anything but the shipping up front. 

This is one of my physical products. The higher-end ones are generally 



 

 

physical. This has been a great source. It’s a wonderful information 
product. I sell a lot of these. It all starts with giving away free content. 
Free valuable content Great stuff. That’s how you build the trust and 

credibility and you take away all the risk with a great offer. 

Generally, if you’re really providing real value, even if it is all digital, your 
refunds should not be any more than if it was a physical product. It all 
depends on the value you’re offering. I told you I have a backend. So I 
sell a course. 

You don’t have to work with Art Hamel if you don’t want to. He’s the guy 
with all the investors. Generally people who want to buy a business if 

they’re serious the hard work is going out and finding the business. 

Art is available and still actively working with people. He’s set up a fund. 
He’s got over $100 million from his investors waiting to be invested in 
good businesses. The people who buy the course, they’re the ones who 
have to go out and do the work and find the businesses that fit the 
criteria. Art will work with them for free until they find and buy a 

business. 

It’s not in an effort to make money. It’s really to buy a business. That’s 
the main deal. He only deals with businesses over $1 million, nothing 
under. They’re not the small little donut shop or fast food place. 

The back end for me is if one of my students who order his course end 
up working with him and they actually buy a business, Art can make up 

to $1 billion on the deal. Then I get a percentage of that on a finder’s fee. 
None of that’s happened yet, but he’s working with several people right 
now. You never know. It’s just icing on the cake. That’s one example. I’m 
going to give you another example and another expert that I work with 
for a product that I sell. It’s on marketing consulting. Go to the very top 
of the page. Click on “A”. 

Patricia: Okay. 

Michael: Scroll down a little to where you see all the links. Now this isn’t 

all of my audio recordings. It’s just the featured ones where hopefully I’m 
directing people to where I want to direct them to. If you look through 
there, there’s one, about a fourth down, “Marketing Consulting”. See 
that? Click on that. That takes you to just one of my featured recordings. 

I have mixed in all these recordings on marketing consulting in my big 
pile of interviews, which is going to lead them to my marketing 
consulting course. I’ve got my recordings like I showed you on that other 
page on information product development, which gives great value but 
leads them to my product on information product development. 



 

 

I’ve got a recording on joint venture marketing, which gives great value 
but leads them to my joint venture course. I’ve got a whole section of 
recordings on copywriting, which are interviews with some of the best 

copywriters in the world, which leads them into my copywriting? Do you 

see what I’m saying? So you’re giving free content but you’re directing. 
Do you see the headline “Relentless, Nonstop Q&A from one of America’s 
Most Respected Marketing Consultants”? 

Patricia: Yes. 
 

Michael: At the end what does it say? It says, “For more information, go 
to Consulting Secrets.” Now click on “consulting secrets.” This is a name 
squeeze page right here that gives them all this free content. I give them 

all these downloads, which could be like your transcripts can be the free 

downloads, all these free gifts for signing up and logging in. 

What it does is it takes them to the page where all my recordings on 
marketing consulting are. Now I’ve been playing around with this. I get 
people into this secure area. That’s one way to get to it. I didn’t want to 
lose people so I also have a way to get to it. If you back out of that and go 

back to that page “A.” 

Patricia: Yes. 

Michael: Go back up to the top and go to page “H.” 

Patricia: Okay. 

Michael: Page “H” contains all recordings on my marketing consulting 
opportunity. It’s all designed to sell them my marketing consulting 

program on how to be a marketing consultant. If you’ll notice all my 
products are somewhat business-opportunity related, how to make 
money. Scroll down. I’ll show you something that’s been pretty effective 
for me, which you could as well do. See that pink thing? It says “Free 11 
hours of my best marketing consulting audio interviews on CD shipped 
to your door”? 

Patricia: Yeah. 

Michael: So I’ve taken my best audio interviews on this page and I’ve 

made CDs and imprinted them real nice, silk screened and put them in a 
nice CD case so it holds 11 hours of my best recordings, the same exact 
recordings that you can download or listen online. Like I said, so many 
people are in their cars and so many people don’t know how to use mp3 
players and so many people will be distracted listening online. Having 
them in their car playing the CD can be a real benefit. 

Patricia: Yes. 



 

 

Michael: How many do you need to sell to make your money back on a 
$4900 product or a $3900 product? I tell them, “Pay nothing now.” I’ll 
bill them later. This is where they’re saying, “Yes, send me the CD set.” 

 

You get all their name and information and everything and then it goes 
out. It’s a real professional package. 

I tell them that I’m going to bill them for the shipping and handling. My 
cost is about $12 a set. If I cover my cost, not everyone pays because 
you’re billing them. I’m not that aggressive. I know out of 100, all I need 
to do is get one sale so 100 of those sets may cost me a couple thousand 

bucks but even if I sell just one consulting training, it’s paid for itself. 

Patricia: Yeah. 

Michael: I have another 99 that are out there lurking and you never 
know when those will pump. 

Patricia: Yes. 

Michael: So you can afford to do this marketing when you’re selling a 
high-priced information product. You can command something like that 
as long as you have enough content that pre-sells them and as long as 
an opportunity, I mean how many horses does someone who’s really 
serious and follows the instructions from your experts, how many horses 

do they need to buy and sell to make their investment back? One, two? 

Patricia: It all depends on the horse. 

Michael: Yeah it all depends but you’re going to show them how to find 
the high profit horses, right? 

Patricia: Yeah. 

Michael: The horses that can make them $5,000, $10,000, $15,000. 
You’re going to prove it by when you’re interviewing the experts you’re 
going say, “Tell me some stories of you making good money buying and 

selling.” You’re going to have stories after stories. 

Maybe if you do 10 interviews you may have 100 stories. You can 
combine those all. You can edit all those stories together. “Greatest 
Money-Making Buying and Selling Horse Stories from the World’s 
Greatest Experts.” That can be a promotional audio that can be one of 
your CDs that you send out to promote your high-end package. Am I 

giving you some ideas? 
 

Patricia: Oh, dude. I’ve got a lot of work here. 



 

 

Michael: You do have some work, but it’ll be well worth it. 

Patricia: Absolutely. 

Michael: If you’re making some good money on something then it’s worth 
it. I’m just saying $3,900, $4,900. There are seminars that are sold for 

$10,000, $20,000. There are franchises sold for $100,000. I’m not going 
to tell you what to sell it for. 

The value, if you interview these people and they’re giving you secrets, 
the real powerful thing is after you do the interviews you go out and do it 
yourself and document everything. You should be recording everything. 
Every time you’re on the phone, have that recorder on. Make sure you 

get their permission. Those can be potentially used as product and as 

promotion. 

These are some of the ideas that you should be doing. You need to start 
building a valuable content. If I were you, keep doing what you’re doing 
right now and line up five or 10 interviews on how to buy and sell horses 
if that’s the topic you want to choose. That may be a nice one. There’s a 

real opportunity. 

There are so many people out there who love horses. They can turn their 
passion or their hobbies into something that they can maybe make a 
living with, a neat sideline business. I think there’d be a lot of 

opportunity in that. 

Research the market; see what’s out there. You may find someone 

already with a course out there who’s doing nothing with it or who’s 
doing it all offline. You may go and negotiate online rights. You may be 
able to position them as an expert just as I have with that Art Hamel guy. 
I’m not the expert; he’s the expert. I’m selling him. 

It’s always nice to position yourself as not the expert, as the guy who 

brings the information. Just like I’ve done with Art Hamel. Just like I’ve 
done with my joint venture course. Just like I’ve done with my 
copywriting course and my consulting course. The only thing I position 

myself as an expert is on doing the audio interviews and creating this 
audio information like I showed you how to turn a $28 book into a 
$3,900 information product. 
 
Patricia: Yes. 

Michael: You should get that because that page I showed you all the 
audio recordings on information product marketing, I’ve taken eight of 

my best audio interviews and I’ve taken the best ones out of there and 
put them in only for the buyers of the products. As I do more and more 



 

 

audio interviews then I want to keep stuff out there for free but as you do 
more and more content, the additional content becomes part of your 
product. 

Every time I put it in I build the value. Every time that I build the value I 

can up the price. The more you talk, the more you make. Every interview 
you do if you structure it right, kind of like what I’m showing you, is 
money in the bank. It’s potential sales. It’s better than a real estate 
property. As long as you’re online and up on a website it’ll pay you over 
and over and over again. It’s really amazing. 

Patricia: That’s the whole goal of being online. The whole reason I went 

online was because I didn’t want to basically prostitute myself with 
working at Wal-Mart, which is where I was before I did this. 

Michael: Okay, so you’ve got a great story. What was the story? You were 
with Wal-Mart for how long? 

Patricia: I worked at Wal-Mart; I believe it was for two years. While I was 
there I had an affair because I was so completely bored and I ended up 

getting way to friendly with this one guy. I injured my back, this is three 
years ago now. They’re just now getting around to getting me physical 
therapy. 

Michael: Okay. Have they paid you workman’s comp? 

Patricia: Some. Nothing, it’s just more than can just barely get us by. 

Michael: So you’re not married right now? 

Patricia: I am married. I am still married. Woo-hoo. 

Michael: Okay, good for you. All right. 

Patricia: We worked through it. 
 

Michael: Do you have kids? 

Patricia: Yes. 

Michael: How many kids do you have? 

Patricia: We have two. 

Michael: How old are they? 

Patricia: My oldest is four-years-old in two weeks and the youngest is 



 

 

two and a half. 

Michael: Okay. I have a six-and-a-half and a three-and-a-half. Two 

boys? 

Patricia: Yes. 

Michael: All right, me too. Keep going. I know exactly where you’re at. 
I’m about a year and a half ahead of you, maybe two years ahead of you. 

You know we fight for our time, don’t we? 

Patricia: Absolutely. 

Michael: Everything I’m doing here that you see is because of the kids. I 

want to be home for them and I am. I put the kid down for a nap three 
days a week. I’m taking them to school, picking them up from school. My 
wife still works three days a week. Everything you see here is the main 

reason, so I can be home with those kids and I can leverage my time. 

You see, it’s an incredibly powerful medium. You’ve got to have 
something you can sell and make some money with. You can do this, 
there’s no doubt. I’d research the market on buying and selling horses. I 
think it sounds exciting. It’s no different than people who get into the 
stock market or real estate. 

There may be more opportunity. Explore the opportunity. There’s so 
much opportunity out there. If you’ve been involved with horses and stuff 
and you like that, I’d stick around that. All right, when you were with 
Wal-Mart, were you doing any of this online? 
 
Patricia: No. 

Michael: Is your husband working right now? 

Patricia: No he’s not actually. 

Michael: Are you able to pay the rent and everything? 

Patricia: My mother has been helping us out. 

Michael: Are you in your own house? Okay. So you’ve got some help with 
mom. I’ll tell you if you do this Patricia you’ll have a wonderful story. 

That story, even though these last three years have been hard, that’s a 
compelling story. I’m sure you can do this. You’ve just got to do it. You’re 
already doing it. You’ve just got to change your strategy a little bit. 

Patricia: Yes. 



 

 

Michael: That story will be so powerful. Once you’re there and you’re 
making $5,000 a month and you’re selling two or three of these a month 
or $6,000 or $100,000 a year then your prospects will relate to that and 

relate to you. You were working with Wal-Mart. You hurt your back. You 

hit a hard time. Your husband wasn’t working. You had two young kids. 
This is the success story people love to hear about. 

Once you make it with your information product and once you get this 
all setup and you’re having some success then you can be an Internet 
star. You could have people interview you about your story and what you 
do and your opportunity. First of all, I love helping people. This has been 

a very valuable talk for you. 

Patricia: Extremely. 

Michael: I hope you’ll follow through and do this and be a great success 
story. 

Patricia: Yes. 

Michael: Okay? 

Patricia: Definitely. Thank you. 

 

 
 

 

 

Chapter 6 – Top Audio Techniques 

Mind Control 

Here is the main biological principle that makes all of this work: 

The area of your brain that deals with sound connects with almost every 
other part of your brain. 

Look at the picture of the human brain below. Notice how massive the 
audio section of the brain really is and how it has connections to so 
many other parts of the brain. This is the biggest secret to audio's power. 
All those memories stored in your brain create associations, and those 
associations are linked to sound more than touch, sight, smell or taste. 
The area in your brain that processes and stores audio memories is so 

large that even the areas that aren't directly connected to your sound 
center are still accessed easily with audio. 



 

 

 

Very Simplified Descriptions: 

 

1. Visual Processing Area 
2. Visual Memories 
3. Memory Of Senses (Like Touch) 
4. Processing Of Senses 
5. Physical Action 
6. Memories Of Physical Action 
7. Prefrontal Cortex 
8. Sound Processing 

9. Memories Of Sound 
10. Speech Comprehension 
11. Speech Production 

 

There are literally millions of associations to audible memory binding all 
those centers to the sound center of you brain. 

Inducing Physical Sensations 

You can use audio to make your prospect FEEL Physical 

Sensations. Let me give you an example. I could say this to you: 

"Imagine you're standing over the searing, red-hot plate on a 
stove. It's so hot you can feel its warmth from where you're 

standing, and you can see tiny wafts of smoke coming off it. 
Then imagine you take your hand and you put it right onto 
that hotplate...” 

Feel the skin on your hand burn. That sharp, fierce, shocking painful 
sensation of touching something red-hot. I'll bet you felt something then! 
If you're unfortunate you probably relived memories of being burnt in the 
past. And the same memories and feelings linked to audio can influence 
your other senses too. 



 

 

Olfactory Sensations (Smell) 

You can use audio to stimulate your prospect's sense of smell. If I asked 

you to think about your hand burning away on that hotplate right now. 
And I said, "Imagine the smell or your burning flesh!" I'll bet you would 
get some realistic ideas about what your burning hand might smell like— 

ideas that you didn't really need. On the more positive side, imagine the 
weather has been dry for a long time, and it starts to rain. Think about 
the freshly charged air and the sweet aroma of the first raindrops falling 
from the sky. See how I'm messing with your mind? And this is even 
more powerful when you do it with the spoken word, as you'll see. 

Visual Sensations 

You can use audio to stimulate your prospect's sense of vision. Imagine 

sitting in a truck on the plains of Africa. You see a herd of elephants. 
They're huge, wrinkled, long trunks swaying from side to side. Dust 
rising from their huge feet as each foot thuds to the ground. See what I 
mean? 

Now here's an old joke. "How do you eat an elephant?" One bite at a time. 

Gustatory Sensations (Taste) 

Audio can also stimulate your prospect's sense of taste. You've got a big, 
ripe yellow lemon in your hand. You take a knife and cut that lemon in 
half. Then you look at all that lemon juice seeping out of the lemon, and 

you bite right into the lemon and leave your tongue right there on the 
inside of the lemon letting it bathe in that tart, sour lemon juice. Then 
you wash your mouth out—with water... 

Whatever you do, don't think of washing your mouth out with soap!” Now 
you get a nice big table spoon of pure white sweet sugar, put it straight 
into your mouth and let it dissolve on your tongue. 

It's even sweeter with the lingering memory of that sour lemon juice. Can 
you taste any of this? I can. 

So you can use audio to get your prospect to experience the sensations 
and memory of taste. 

Emotions 

You can use audio to manipulate your prospect's emotions. Audio can 
make your prospects laugh. Audio can make them cry. Audio can help 

your prospects relax: 



 

 

Music hath charms to sooth the savage beast 

Audio can whip your prospects into a frenzy of anger, and it can induce 

many other emotions as well. 

Fight or Flight Response 

You can use audio to make your prospect take action. The connection 

between the part of your brain that processes sound and the part that 
helps you take physical action is quite huge. 

All humans (and animals) share a survival trait anthropologists call "The 
Fight or Flight Response." It is called this because we are genetically 
hardwired to take action when the adrenalin starts to flow. Most human 

predators in our evolution avoided coming within eyesight. Our sense of 

smell is not that strong—relatively speaking—so our strongest line of 
defense was our sense of hearing. As cavemen, we'd hear something 
coming that wanted to make us their evening meal and we'd RUN LIKE 
HELL! Or we'd hear something we might want to eat ourselves and we'd 
immediately chase after it or throw a spear at it or club it to death. So 
the processing of sound is connected to the center of our brain that 

invokes the fight or flight response and calls us to action. Using sound to 
get your prospects to take action—to buy or to call you or to download a 
free report—can be very powerful indeed. You're calling on millions of 
years of evolution and manipulating our prehistoric brain matter. 

Using Video 

If you've been paying attention to the many ways audio can invoke the 
senses, you will have realized that a presentation that includes visual 

images as well as audio would be even more powerful than audio alone. 
And it is. Combining video and images with audio will effectively activate 
more areas of the brain—if your prospects take the time to actually 
watch the video. 

So why would you choose audio recordings over video recordings or a 
multimedia presentation? One simple reason: Convenience. Your 

prospects and clients are far more likely to listen to an audio CD or an 

MP3 than they are to sit down and watch a video. 

In a recent interview with me, Vic Conant of Nightingale Conant—the 
massive publishing house—said: 

"For our audience, who tend to be people on the go and people in 
their cars a lot and they just don't want to take the time to sit 
down and watch a video, the audio medium is just so convenient. 

It’s so easy to use, you may not sit down and read a book or watch 



 

 

a video. But when you’re on the move or exercising or in your car 
or doing housework—there’s so many places you can have a 
headset or a Walkman. Or in your car you can just put a CD into 

your CD player and it’s so convenient to be able to listen when 

your hands are busy, but your mind isn’t." 

In this interview Vic Conant also pointed out another HUGE advantage of 
the convenience of audio: 

“Your prospects and clients are FAR more likely to listen to your 
message over and over again if it's on audio. Most people are lucky if 
they ever read a great book, and the chances of them rereading it are 

very unlikely. There are a lot of people that get into the 
audio listening process, and replay an idea they just heard or 

replay the whole message over and over. We have customers who 
listened to a program hundreds of times and actually wear out the 
program and buy another one. When we come up with an idea 
that really positively changes us and we want to remember the 

idea, we tend to forget. But you can re-listen to audio and remind 
yourself. Also consider this. If your video doesn't engage your 
viewer visually—if it's just a video of you speaking—it's far more 
time-efficient for the viewer if it's delivered as audio. Your time 
pressed prospects and clients will NOT appreciate you wasting 
their time with video that is more appropriate as audio they can 

listen to while performing other tasks." 

So consider using video where it's appropriate but keep in mind the 
unique advantage of convenience that audio has when you're marketing 
your product or trying to educate your clients. 

So how do you take advantage of the many different ways audio can 
influence your prospects? First, use as many different triggers in your 

audio as you can. The simplest way is to tell stories from your 
experience. Once you're aware of how audio might trigger the different 
senses, you can elaborate on what you saw, what you could smell and 
taste, how things felt when you touched them, and how you felt 
emotionally. Most importantly, you should put multiple "calls to action" 

in your audio. Invoke the Fight or Flight Response. Suggest, infer and 

straight out tell your listeners what to do with your stories and with your 
advice. 

Again, stories from your experience are usually the easiest to turn into 
powerful persuasive audio. That's why radio interviews and talkback 
radio are so popular. The stories people tell on these kinds of radio 

programs speak directly to more parts of the listener's brain. 
 

 



 

 

 

Consult #6 – Sheridan: Don't Buy Into Someone Else's Dream 

Profile 

This is a consultation I did with a lady named Sheridan. It seems that 
Sheridan’s dream to start an e-commerce site was shattered because the 
company that she hired for assistance not only did her many disservices, 
but cost her a great deal of money. At wits end, Sheridan contacted me 
for advice. I was so touched by her plight that I agreed to do a one-hour 

consultation with her to talk about her current e-commerce site’s failure. 

We then talked at length about how to set up a successful business 
selling information products. This consultation is a treasure for anyone 
who is in a quandary about how to get ideas for an information product 
and how to turn those ideas into a reality and a success. It all stems 
from identifying your “passion” and then implementing the ideas that I 

suggest to Sheridan. The possibilities are endless! You will hear how a 
conversation starting out with a very discouraged Sheridan turned into 
an exciting new adventure that she just couldn’t wait to begin! 

This is the initial email I received from Sheridan: 

“Dear Michael – I would like to lay out a quick scenario of my 
situation, and then request your advice. A year ago this June I 
paid $6,119 for a program called “Auctions for Income” to assist 
me in setting up a website. I had some computer experience, but 
absolutely no savvy about building and marketing a website. I was 
assured this would be no problem. My coach walked me through 

the process with weekly, one half hour sessions, and I spend 
hours upon hours learning by hit and miss how to build a 
website. The marketing portion of my purchase ended up being a 
complete joke. I had no sales for months. For that matter, I still 
haven’t sold anything. When the second marketing coach came on 
board, he had me completely revise the website taking it from 

several categories to one. I was offering kitchen and wine 
accessories. I know offer small kitchen appliances, therefore the 
marketing that had been done was useless. Long story short – 
after months of following their advice, my website has failed to 
produce any income. I believe mine is an age old story, but the 
$6,000 was a big hit to me. To date, I have not had any sales. I’ve 

paid several hundred dollars through pay-per-clicks, through 
Overture and Enhance. I’ve added my website feed to Froogle, and 
I’m currently working on understand RSS and trying to add my 
products to rapid feeds. I hope this doesn’t sound whiny. It’s not 



 

 

meant to be. I’m not whining, but I’m frustrated and I just don’t 
know where to turn. I’m using drop-shipping and feel comfortable 
with the drop-shippers I’ve set up accounts with, but that can be 

my problem. Bottom line is I have about $1,000 left. Do I seek out 

a website analyzer? Do I take some type of marketing course? Do I 
eat my losses, turn tail and run? I want to make this work. I have 
two other product ideas I would like to develop a site for. I’ve 
become a doubting Thomas. I need some expert advice from 
someone that cares enough about those of us out here that are 
struggling to get ahead. I don’t mind paying, but I want my money 

to go towards true assistance for me, not just to line someone 
else’s pockets that can care less about my situation. You seem like 
an upfront, honest man who sincerely cares about helping others 
make it in the business. I’m turning to you either for your 

personal assistance or your advice as to who or what I need. I’m 
waiting for your CD Rom from HardtoFindSeminars.com to come 

in the mail. If you think it will help me attain my goals, I would be 
grateful. I’m feel I’m greatly inadequate at marketing and writing 
descriptions, choosing keywords, etc. Perhaps my pricing needs a 
finer tune, or perhaps nothing will make a difference because 
there is just too much competition out there. I’m opened to 
anything even if you advice that I need to cut my losses. My 

website is SassyKitchen.com. If you could help me, I would greatly 
appreciate it. If not, I understand you’re a busy person, but I had 
to ask. Thank you, Sheridann Alden. 

Well, I got this email, and I felt sorry for the lady, and I emailed her 
instantly and told her I’d be willing to give her my best advice, and that 
she wouldn’t have to pay for it. This is an hour consultation with her 

going over her problems, her market, her profits, her marketing, and 
everything else. So, in the next hour, you’re going to here some extremely 
valuable advice that I would tell to anyone who’s in a situation like 
Sheridan. So enjoy! 

Consult Transcript 

 

Michael: How are you doing Sheridan? I got your email last night. 
 

Sheridan: Oh, thanks so much for calling me. I’m doing great. How are 
you doing? 

Michael: I’m doing very good, and I read your email, and do you have 
some time to talk now? 

Sheridan: I do. 

http://hardtofindseminars.com/
http://sassykitchen.com/


 

 

Michael: Well, I read your story there, and I shake my head. It’s a sad 
story. 

Sheridan: I didn’t mean it to sound like I was really complaining. I just 
kind of wanted to lay it out for you. 

Michael: You’re frustrated. 

Sheridan: I am. 

Michael: A year ago this June, you paid $6,119 for a program called 
“Auctions for Income.” Tell me about that. 

Sheridan: Well, it was this program that offered marketing and offered to 

teach me how to build a website because I had a little computer 
experience at work, and I had a computer of my own. And, it offered an 
Autoresponder Express, and something called “Links for Trade,” and 
“Tax Advantage, ” and then the site builder itself. 

Michael: Where did you hear about that? 

Sheridan: I just went on the Internet, and put into the MSN Search 
Engine, “Making Money at Home,” and just started there, and went 
through it. I went into Auctions for Income and ordered some books from 
them, and they contacted me one day. 

Michael: Was it $6,000 all upfront or paid over time? 

Sheridan: I paid it all upfront. 

Michael: So, what did you get for that? You got thirty minutes of 
coaching a week for how many weeks? 
 
Sheridan: For six weeks. I ended up having more coaching later on 

because from the original coaching that I had, my website just wasn’t 
working. 

Michael: All right, did they sound knowledgeable like they knew what 
they were talking about? 

Sheridan: Well, you know what, the first guy was a great guy. He was 
really nice, but he sounded knowledgeable to me. In retrospect, I can go 

back and think, “Well, you know, I think maybe he was a newcomer to 
doing what he was doing also,” but I didn’t know the questions to ask. 

Michael: Right. 



 

 

Sheridan: Because I didn’t know the information to know what I needed 
to know. 

Michael: Okay. 

Sheridan: And, so I would say looking back that I can think of a lot of 

instances where he just couldn’t answer my questions. They do have a 
hotline that you can call. 

Michael: Were they receptive to your calls? 

Sheridan: Yeah, they were. They were receptive to my calls, and they 
would have me talk to somebody else—this gentleman that I got a hold 
of. I never did speak to a female, but the gentleman that I got a hold of 

couldn’t answer my questions; he would have me speak to someone else. 
So, I don’t think I knew the right questions to ask. 

When the second coach came on board, he had me completely revise my 
site, and the original gentleman told me, “Oh, your site looks great.” 
Unless they have two different approaches, I don’t know. 

Michael: I’ve looked at your site, and it doesn’t look great. It looks 

terrible. 

Sheridan: Great. 

Michael: So, I think they were both wrong. 

Sheridan: Good. Well, something’s wrong. 

Michael: Tell me about this business of yours. Did you start out selling 
on eBay or how did this whole idea begin? 

Sheridan: I wanted to find something that I could do from home. I work 
two jobs. I just wanted to find something where I didn’t have to work so 
much. 

Michael: What are your regular jobs? 

Sheridan: My daughter and her husband own two restaurants. One is a 
café, and I manage it. The other one is a large restaurant, and they have 
a huge salad bar and I do all the prep for the salad bar early in the 
morning. Then we do catering also, and I’m basically the caterer and I 
work a lot. I’d like to be at home. I felt like I needed to do something that 
I knew something about, that I like, that I was passionate about. So, I 

made myself a list, and what I like to do is be in the kitchen and cook, 
and I like to travel, but I just had to pick something out. 



 

 

Michael: So, you choose kitchen appliances. 

Sheridan: I originally choose kitchen and wine accessories. I had many, 

many product pages with a lot of things on each one. The second coach 
said that that just would not work that I needed to refine it down to just 

one thing. That’s why I choose the kitchen appliances, kitchen and coffee 
appliances, small appliances. 

Michael: What else are you passionate about besides that? Any expertise 
over your life experience that you’re really good at? Do you enjoy? 

Sheridan: Well, I’m an organizer. 

Michael: Are you a good organizer? 

Sheridan: Yeah, I like to do that. 

Michael: Like what? 

Sheridan: Oh, just family functions. I like putting together all the 
different aspects of it. 
 
Michael: Event planning? 

Sheridan: Yes, event planning. 

Michael: Are you good at that? 

Sheridan: I am good at that. I like doing stuff like that. When I do the 
catering for Toll Station where I work, I like organizing all that and going 
through and deciding on the menu, putting it all into perspective in the 

pricing and doing those things. 

Michael: Have you done it a lot? 

Sheridan: I have done it a lot over the years. Originally, I did it for a 
different restaurant, one that my family owned. 

Michael: Are the restaurants your family owns successful? 

Sheridan: Yes. 

Michael: Very? 

Sheridan: I live in a small mountain town, kind of resort town called 
McCall, Idaho. 

Michael: Okay. 



 

 

Sheridan: And, one restaurant that they own is probably close to the 
biggest restaurant in this town. 

Michael: What’s it called? 

Sheridan: Toll Station Pizza and Pasta, and then there’s a big ice rink in 
this town and they took on the second one which is a café, a couple of 

years ago, and it’s in the ice rink. 

Michael: What do you think makes that restaurant successful? Is it the 
location only? Or are there other things about it that have made it 
successful over the years? 

Sheridan: I think my son-in-law's a very good businessman. He’s got the 

knack. 
 

Michael: In what way is he good? 

Sheridan: He’s good at picking his products. He keeps his prices right to 
keep people coming in. 

Michael: Does he love the business? 

Sheridan: He loves the business. It’s a family style restaurant, and in 
this community, you hardly go anywhere without your children. It’s just 

one of those communities that’s like that, and so it’s a place where the 
kids can come. It’s not where you’d want to go for an elegant evening. 

Michael: And, they serve what, pizza and salad? 

Sheridan: They do all kinds of pasta dishes. They have specials every 

night. They have a very large salad bar, which is really very popular. 

Michael: Okay. 

Sheridan: I make the soup for both places. 

Michael: Homemade? 

Sheridan: Homemade soups. 

Michael: So, your soups are homemade? 

Sheridan: My soups are homemade and they’re very good. 

Michael: How many different soups do you have? 



 

 

Sheridan: I probably have about twenty. 

Michael: Twenty different soups. 

Sheridan: I change them all the time. 

Michael: Really, what’s the most popular soup? Or do you just have a 
soup of the day? 
 

Sheridan: Probably baked potato soup is the most popular at both 
restaurants. I make different ones. I make more general ham and bean, 
homemade chicken and noodle. The next most popular would probably 

be the one I call chili jack. 

Michael: And, what’s chili jack? 

Sheridan: Chili jack is a cream soup that’s actually made out of puree 
potatoes, and it’s got chopped green chilies and salsa verde in it. 

Michael: Is that your own recipe? 

Sheridan: Yes. 

Michael: Where’d it come from? 

Sheridan: I just started putting it together one day. I like hot and spicy 

things. 

Michael: How long ago? 

Sheridan: I started making it probably about fourteen months ago, a 
little over a year ago. I started making it for the ice rink because I made 

smaller quantities of it. We don’t sell as much soup over there. 

Michael: How much soup does Toll Station go through? 

Sheridan: During the summer, they’re much busier than they are during 
the winter, and although you would think it was strange, the soups go 

still during the summer very rapidly. They probably sell a gallon a day, 
maybe a gallon and a half. 

Michael: So, you got that chili jack. Tell me some of the other soups. 

Sheridan: I do a chicken tortilla. 

Michael: Is that good? 

Sheridan: Yes. I do a southwestern black bean chicken. I make a seafood 



 

 

chowder, homemade chicken noodle. I actually have a list, but it’s in my 
car. 

Michael: That’s okay. So, you’ve got all these gourmet soups. Are these 
better tasting than what you get out of Campbell’s out of a can? 

Sheridan: I think so. They’re very popular. As a matter of fact, they’re 
thinking about selling the ice rink café, and that’s one of the big things 
that people are saying, “Oh no, is your mom still going to make the 
soup?” 

Michael: So, how long have you been making the soups fresh? 

Sheridan: I’ve been making the soups fresh for Toll Station for several 

years, but I’ve really developed more soups over the last two years for the 
ice rink café, because at Toll Station they have another girl that likes to 
make soup, and they would buy them sometimes. It’s only been within 
about the last year and a half that I’ve just consistently made them 
everyday for Toll Station, and I’ve been making them for the ice rink for a 
couple of years. 

Michael: Is it a lot of work? 

Sheridan: No, I mean, I like doing it. 

Michael: Do you have your recipes all written out? 

Sheridan: Some of them I do. 

Michael: Some of them you kind of just eyeball it? 

Sheridan: Yeah. 

Michael: And, all the vegetables and the things that go in it, are they 
fresh? 

Sheridan: Yes. 

Michael: Is that important? 

Sheridan: It is, and I think that having that restaurant to do that is nice 
because they have all those things. That’s another way I would make the 
soup is basically they have to have the ingredients for me to be able to 
make them. He’ll get me what I want, but I don’t like to ask him to get 
me a whole lot of stuff. It works better for him and for me if it’s stuff that 
he would have on an ordinary basis anyhow. 

Michael: All right. That’s interesting. The reason I’m asking. I’m just 



 

 

trying to explore what you like, what you do, and trying to look through 
some expertise within your own life and what you’re currently doing that 
can be turned into maybe a different product because the truth is this 

website you have with blenders and stuff like that, people don’t need to 

go to a website to buy a blender or kitchen accessories because they’re 
commodities. They’re everywhere. I’ll go to Costco. You can go on 
Amazon. You could search and find thousands of places that are selling 
the same product you have on your site. 

Sheridan: To be truthful with you, that was one of my biggest concerns 
as it developed. I was just getting anybody. People were looking at my 

website, but not purchasing anything, and that’s what I kept thinking 
was I myself even went to a different place and bought. 

Michael: Yeah, so you’ve got to ask yourself, “Why is someone going to 
buy blenders and stuff from your site rather than going to Kmart?” 

Sheridan: Yeah, that’s exactly it. I went to Costco and bought something 
for my son-in-law. 

Michael: That’s the problem. You were looking for something, and you 
fell in love with your product, but you didn’t realize your product is a 
commodity. It’s everywhere, and there’s no compelling reason because 
you’re selling a commodity based on price. 

Sheridan: Right. 

Michael: Does that make sense? 

Sheridan: It does because I have lowered some of the prices down. I use 
drop shipping and I have to add that to what I’m buying it for, and when 

I go in and do price comparisons, sometimes I can’t even go as low as the 
others are. I’ve actually lowered it down to where I wouldn’t be making 
any money just because I was thinking, “Only if I just made a sale it 
would start the ball rolling.” 

Michael: No, it just doesn’t work like that. I mean, if you’re going to 

other places buying equipment, whether they’re on the Internet or 

anywhere, why should they buy from your website when they can go 
down the street and go to any Save On Drugs and get a blender 
anywhere? So, your product is all wrong. That website is all wrong. I 
would just scrap it. You can leave it up, but you’re not going to sell 
anything. It’s just not going to happen, and if you sell it, what are you 
going to make on a $50 blender. How much profit? 

Sheridan: Probably about two dollars. 



 

 

Michael: Two dollars! 

Sheridan: I know. 

Michael: You knew this all along. 

Sheridan: Well, I did, but I kept thinking, I spent all this money. These 
guys would talk to me and be so gung-ho. They have their own website. 
The first guy didn’t tell me what he was, but the second gentleman does 
more or less sell information. I went in and looked at it. He doesn’t really 
sell a product. And, that’s what I just kept thinking, but after you have 

gone through that and spent all that money, actually I doubt myself. I 
doubt my own ability. 

Michael: It’s not your ability. 

Sheridan: I’m second-guessing myself. 

Michael: But, you were paying a consulting fee. They had to service you. 
Did anyone ever recommend you go to a different product and not do 
blenders and stuff? 

Sheridan: No, they just told me to pick one thing that I wanted that I 
would want to sell out of all the other merchandise that I had put on 
there. 

Michael: They did you a real disservice in my opinion because if they 
knew anything about marketing or anything about business, they 
wouldn’t have encouraged you to create and develop a website selling a 
commodity type product. That’s where they probably did you wrong. 

Sheridan: You know, I think I knew that. I just kept thinking, “Well.” 
Then, when I started looking around trying to figure out what I was doing 

wrong, it actually became more and more apparent because the website 
that I was on that I found you through did a lot of reviews on things like 
Auction Spree and this was one of them, and it had a very poor review 
about them. 

Michael: Oh, it did, okay. 

Sheridan: It kind of said what you said that they just have had a lot of 

people unhappy. 

Michael: Oh, just scrap it. You’re not going to make money on that. The 
thing is, no matter what, you’ve got to sell something with margins, 
okay? And, that guy told you he had an information product. The best 
business in the world, the best thing to sell is information. It really is. 
Don’t sell any product. It’s information, and I’m not talking about books 



 

 

you can get at a bookstore. It’s selling how-to information, how-to make 
gourmet soups right from your home. It can be anything, but the most 
important thing is you’ve got to research the market. You’ve got to find a 

hot market. You’ve got to find a group of people, a small niche. 

It could be restaurants in small town resort areas could be your market. 
Let’s say around the country, there are 5,000 restaurants that are in the 
same situation as your son's. They’re in a resort type area, small town, 
and you could be, say, a kitchen soup consultant for restaurants in 
small resort town areas. Do you know what I’m saying? 

Sheridan: Yes. 

Michael: So, you can sell your expertise just like these guys sold you 

$6,000 worth of consulting. For $6,000, all they had to do was spend 30 
minutes on the phone with you, for how long? 

Sheridan: Six weeks. 

Michael: Six weeks, did they make some nice money from you? 

Sheridan: Oh, yeah. 

Michael: Did they have to screw around with a website or anything? 

Sheridan: No. 

Michael: What was their cost? The cost of getting you as a client, and the 
telephone, right? 

Sheridan: Yes. 

Michael: Now, they provided you a poor product, in my opinion, but that 

doesn’t mean you don’t have to provide a poor product. You can provide 
consulting over the phone, and provide them a great service, a great 
product. So, the margins are there. All they had was a phone call that 
probably cost them three cents a minute and the knowledge in their 

head. Look at the margins. You see? That’s an information product, 
whether it’s consulting like that or coaching is very, very popular and 

very profitable too, and you can provide great services. I do it all the time. 

So, another type of information product would be taking that expertise 
that those people gave you, or, let’s say that I’m giving you expertise right 
now. I’m doing an audio recording. We’re recording this conversation. 
Now, I’ve only talked to you once, but now I have a digital product. Don’t 
I? 



 

 

Sheridan: Yes. 

Michael: Once I do editing, now I have a product, a coaching session on 

how to not get screwed by poor consulting coaching programs. 

Sheridan: That’s right. 

Michael: Now, what does my digital product cost? It cost me a little time 
editing, but once it’s done, it’s done, and I can sell that over and over and 

over again to people who are in the same situation as you who have been 
ripped off or who have been disappointed or who have not had much 
success in marketing online. Am I giving you some valuable insight 
information? 

Sheridan: Yes. 

Michael: Do you think other people, if they had a sample of the 
information I gave you, do you think they may be willing to pay for this 

information? 

Sheridan: Yes. 
 

Michael: Do you think it could save them some money? 

Sheridan: Yes. 

Michael: So, I’m giving you value, and know I’m developing a product at 
the same time, and I’m not wasting my time. I’m recording it, and I’ve got 
your permission to record it. I may sell it down the road. It may be a 
collection on one of my interviews. You saw all of the 117 hours of 
interviews? 

Sheridan: Right. 

Michael: Now, I’ve been doing this for years. I collect all these recordings 
and they are information products. Now, I have a digital recording. Let’s 
say I had a person who called me later today, and they’re interested in 

learning how to better their website and they’re selling another type of 
commodity product. And, I say, “Well, I have a product for you. It’s a 

hundred dollars, and you’re going to buy the audio recording of me 
consulting with someone who is in your exact same situation”, and 
normally I charge $375 or $500 an hour for this, and I sell it to them for 
a hundred dollars. So, I have a digital product that I can deliver to them 
on a CD, right? 

Sheridan: Yes. 



 

 

Michael: Now, how else can I increase the value of my information 
product, taking the same product? Any ideas? 

Sheridan: I would guess typing it out. 

Michael: Bingo, that’s right, typing it out. Having the words that I’m 

telling you transcribed into a little booklet. So, if we talk for an hour, I 
may have 64 pages. I have enough pages for a book, right? 

Sheridan: Yes. 

Michael: So, now I can send that person a CD Rom with the audio, and I 
can include a book with it. So, now I have a CD and a book. Did it 
increase the value? 

Sheridan: Yes. 
Michael: Is it the same product? 

Sheridan: Yes. 

Michael: That’s right. Now, how else could I increase the value of that 
same product? Any idea? Let’s say I sat down and the same information 
– let’s say I had it all transcribed, and I videotape myself talking in front 
of the video camera and let’s say I created a videotape of the same 
information, but I was reading it or something or doing an overview of 

what we just explained in the audio recordings. Now, I have a CD with an 
audio recording. I’ve got the transcript, which is a book, and then I have 
now a videotape with it. I’ve got three things. Has that increased the 
value? 

Sheridan: Yes. 

Michael: So, now instead of selling it for $100, I may be able to sell it for 
$150, right? 

Sheridan: Right. 

Michael: So, let’s say I sell that to you, and now if this product has 

helped you and then a person who called me later who was in the same 
situation as you, they wanted to buy this because it was going to give 
them value, and they liked what they heard. Do you think they’d be 
interested in maybe listening to maybe another interview or another 
consulting session that I do with someone who’s in their same situation? 

So, then I have another information product I can sell to them down the 
road. So, I maybe asked them to sign up for a club or something where 
they get audio recording of people who have been in the same situation 
as you every month, and they pay $39.95 a month for that recording. Is 
that a possibility to sell? 



 

 

Sheridan: Yes. 

Michael: If you add $39.95 times twelve months, which we’ll say for easy 

numbers, ten times is $395 a year, and that’s some good margin because 
we’ve got no hard goods. It’s all information. It’s all digital. It’s all 
intellectual knowledge that has this huge markup except for the media 
that you put it on. To duplicate a CD, you can duplicate a CD for a 
dollar. You can duplicate a video for two dollars, and you can print out 
64 pages for under a dollar-fifty or two dollars, and your mailing costs. If 

you learn how to do it online like I do, I can deliver all that stuff for you 
for free. You can learn how to do that. That’s no big deal. 

So, what I’m getting at is, if you’re going to sell something, I would really 
advise thinking about selling information like in the examples I’ve given 

you—how-to information to fill a hungry market. 

Are you a collector of anything? Do you subscribe to any magazines, any 

type of special magazines? 

Sheridan: No, I collect romance novels. 

Michael: Okay, you collect romance novels? 

Sheridan: Yes. There are certain authors that I like. 

Michael: Okay, do you see other articles on these romance novels by 

authors? Like if someone came to you and offered you a collection of ten 
romance novels by these authors that you didn’t have, would you buy 
them? 

Sheridan: Yes. 

Michael: Without even a thought, right? 

Sheridan: Yes. 
 

Michael: You love this stuff, don’t you? 

Sheridan: I do. 

Michael: Are you passionate about it? 

Sheridan: I am. 

Michael: Do you know that there are probably millions of people who are 
just like you passionate about romance novels like that? 

Sheridan: Now, see. I never think about stuff like that. 



 

 

Michael: What author is it? 

Sheridan: Several of them that I like. 

Michael: Okay, so, you gobble up anything you can get by them? 

Sheridan: Oh, yeah. 

Michael: Is there a lot of stuff out there that you don’t have by them? Are 
there hard to find novels that you don’t have? 

Sheridan: Well, probably not hard to find. Actually, the books that I 
don’t have a lot of them would be ones that I’ve loaned to people that 
they don’t return, but I do have hundreds of them. 

Michael: You do? 

Sheridan: I have hundreds of them. Some of them have probably fifteen 
to twenty books by them, and I depends on how long they have kept 
writing. 

Michael: You don’t know which ones you don’t have. What if someone 
said, “Look, I found ten romance novels here that are very old, very rare. 
You don’t have them.” What would you pay for something like that? How 
passionate are you about them that you’d pay good money for them? 

Sheridan: I would pay for them. I might even sell some of mine now that 
you’ve brought it up. 

Michael: Now, can you talk about this subject pretty good and 
intelligently about all the stories and stuff? 

Sheridan: Yes, I remember them all. I have read most of them several 
times. I like them when I want to relax. That’s what I like to do, sit down 
and read. 

Michael: Well, I would recommend you go onto Google and search 

romance novels. Look for user groups. Look for romance novel websites. 
Look at some of the websites. See what some of the people are doing with 
romance novels. My main business, the way I started was I was buying 
and reselling hard to find information products by a marketing guy 
named Jay Abraham. 
 

What I’m saying is it’s really important to find a market that you’ve got to 
understand that you can relate to, but romance novels—I am telling you 
there are millions of women just like you who love this stuff. They eat it 
up. They’re passionate about it, and within those markets, there are 
opportunities. So, I was telling you for years, I’ve been buying and 



 

 

reselling hard to find books by a guy named Jay Abraham. He’s a 
marketing guy. 
 

Sheridan: Yes, I’ve gone into your site. 

 
Michael: I started selling that stuff on eBay. I would buy it from people 
for pennies, and resell it for a profit, and by the time I resold it, I still 
made money and the person buying it was still getting it for a ton less 
money than what they could get it from him for. 

Sheridan: Can I ask you a question? 

Michael: Yes. 

Sheridan: I don’t know if my mind works like that. One of the things that 
he and I immediately started talking about was you need to go find stuff 
to sell on eBay, go to yard sales. 

Michael: Forget that. 

Sheridan: I said, “I don’t really live in an area where there are a lot of 

yard sales.” He said, “Well, what have you got around the house?” And, 
to tell you the truth I couldn’t think of anything around here that I would 
sell. 

Michael: You’re not going to make any significant money unless you’ve 

got treasures lying around your house. If you’ve got a bunch of stuff, 
yeah, you can sell it on eBay. You can sell anything on eBay, but you’ve 

got to have something that’s hard to find. You have something that has 
margins in it. I’ll sell a set of videotapes on eBay. It may cost me $50, but 
I’ll sell them anywhere from $600 to $1,000 sometimes. Sometimes it 
maybe cost me $30, and I sell it for $300. 

With an information product, you can get anywhere from ten to fifty 
times mark-up. You can create a product—a videotape, a booklet, a CD. 

It will cost you maybe five bucks including the shipping, and you can sell 
it for $500. How can you put a value on information? 

If you are in the desert, and you are about to die of thirst, and I had a 
map that showed you were the water is, and you had a million dollars in 
your pocket. This map was just one page or it was scribbled on an old 
bar napkin. Do you care? 

Sheridan: No. 

Michael: What do you want? You want to know where the water is. You 
want the information that’s going to save your life. Right? Well, if you 
find a market like that, people look at how-to information the same way. 



 

 

This information can save my life. It can give me a better marriage. It can 
show me how to provide for my family – all these things. It can be just as 
valued as that napkin with where the water is. That’s how you’ve got to 

look at it. 

Now, we talked about building value with different formats because 
people are so passionate about certain things, they want to absorb it all 
different ways. Some people like to read better than watching video, and 
some people like to listen. They don’t care how they get it. They just want 
it in as many different ways. It doesn’t matter. That’s all across the 
board. Some people can read faster than they can listen. They’re just 

good readers. Everyone’s different. So, that’s why you’ve got to give them 
the information in different ways, and it builds bulk. 

So, if you could look at markets that you’re really passionate about, and 
we’ve talked about maybe twenty different recipes for soups. I’m sure 
there’s a lot of people doing that. You need to do your research. That’s 
the most important thing is kind of just be a detective. Go look and see 

what else everyone’s doing. See who’s doing something really, really good. 
Okay? And, you can knock them off legitimately. You don’t have to copy 
everything, but you can maybe do what they’re doing in your local area. 

The success of your son’s restaurant in that town, you could take his 
success and create a product. You could sit down with your son-in-law 
and do a series of interviews and say, “Jeff, I’m going to do five hours of 

interviews, and we’re going to talk about your restaurant.” And, I bet he 
loves that restaurant, doesn’t he? 

Sheridan: Yes. He would like doing that. 
 

Michael: He would love talking about it because when you talk to people 
about what they do, it’s rare in life that someone really takes the time to 

listen about what someone’s really passionate about, and he’d love to 
talk about. He’ll talk excitingly and passionately, and he’ll tell all his 
secrets and he’ll tell how he orders the food and what he’s learned over 
the years, what not to do. He’ll tell about why soups have been good 
profit margins for his business, what kind of pizza dough to order, what 

kind of cheese, what cheese not to get. There’s probably a hundred 

different things that he could talk about, and I could show you how to 
have an outline already ready for you to ask all the questions where you 
don’t even have to prepare the outline because the questions you would 
ask him have already been done before, and I’m going to tell you what 
the secret is, okay? 

Sheridan: Okay. 

Michael: It’s really easy, okay, only when you know what the information 



 

 

is. You’re dying to know, aren’t you? 

Sheridan: Yes. 

Michael: This is so easy, okay, but you don’t know what it is until I tell 
you, right. 

Sheridan: Okay. 

Michael: See how you just want to know what the secret is. So, that’s a 

good lesson in itself—curiosity, but I am going to tell you right now. 
Okay, let’s say that you want to interview him about the success of his 
restaurant. Would you think there’s other restaurateurs around the 
country and around the world who have created products that tell other 

people how to be successful with a restaurant? 

Sheridan: Yes, he actually had somebody come in and work with him 

several years ago. 

Michael: I’m going to show you how to create an information product 
with him where you have an outline where you know all the topics to talk 
about. What you do is you go to Amazon.com, and you search “how to be 
successful with your own restaurant” or “restaurants”, and you look for 
books already out there that teach people how to be successful starting a 

restaurant or running a restaurant or managing a restaurant, whatever 

that topic is, okay? 

In Amazon.com, you can look inside the book. You can look at the table 
of contents. Did you know that? 

Sheridan: No. 

Michael: Well, if you go onto Amazon.com and you search a book on how 
to start a restaurant, you can go and they’ll let you look at the table of 
contents and what the book is about. They’ll let you look at up to five to 
ten different pages. So, you’ll have the whole outline of the entire book 
and what the book talks about. 

Now, that person, before he wrote the book or published the book, he 
had to go through that brutal process of figuring out what’s important to 
put in the book. So, now you have laid out in front of you an entire 
outline for an information product. 

Now, you don’t want to sell a book. Why don’t you want to sell a book? 

Sheridan: There are already books out there. 

http://amazon.com/
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Michael: And, how much does a book sell for? 

Sheridan: Well, it all depends, probably not a whole lot. 

Michael: Books are about twenty dollars, something like that, right? 

Sheridan: About that, okay. 

Michael: Can you make money selling books? 

Sheridan: No. 

Michael: Not really, unless you’re selling millions and millions of them 
like your authors in the romance novels, but when you sell a seminar or 
a course in a three ring binder or with videos, and with audio and with 

transcripts like what we talked about, then you have something you can 
sell for thousands of dollars, right? 

Sheridan: Right. 

Michael: Okay, so that’s very important. You never want to call it a book. 
But, anyway, so that’s where you get your outline. You print that outline 
out, and then you get in front of Jeff and say, “Okay, Jeff, I’ve got this 
outline.” And, you get a tape recorder and you learn how to record. You 
can do it over the phone with a digital recorder. Those are detail you can 
take care of, and you just start asking all kinds of questions just like I’ve 

been asking you questions, but you start from the very beginning. 

In Chapter One, in this book on Amazon may be ten things to prepare for 
before you open the doors, and then you’ll say, “Jeff, can you give me 
some ideas of things that someone should really think about before they 
even consider going into the restaurant business?” And, then you take 
him through that entire outline. Since he’s done it already, he’s not going 

to have to think about this. He’s done it. He’s just going to tell his story 
from his experience. Do you see what I’m saying? 

Sheridan: It’s all good. 

Michael: Isn’t that easy? 

Sheridan: It’s great, yeah. 

Michael: So, you can create your own information product and it doesn’t 
have to be on that restaurant. You could go search Amazon and search 
gourmet soups—how to make gourmet soups, and that author will have 
the entire outline of all the topics about where to pick your vegetables, 

how to cut them properly and why. You’ll have all these ideas that you 
probably never even thought of that you can talk into a microphone or 



 

 

you can have someone interview you about how to make the most 
delicious gourmet soups for your restaurant, and make more money on 
the soups than you do on any other dish—something like that. 

So, I’m suggesting things that you know about or that someone knows 

about, but you don’t have to be the expert. I’m showing you it’s very easy 
to make an information product. Do you believe me now? 

Sheridan: I do. 

Michael: Do you think you could do this? 

Sheridan: I think I could, yep. 

Michael: So, once you decide what kind of information product you 

want. Now, that decision's going to be critical, and the most important 
thing to understand is that you need a market that is just ravenous, that 
is so hungry. That is passionate. That is number one. You can have the 
greatest selling sales letter and presentation, but if it goes to people who 
don’t give a crap, you’re never going to sell it, just like your website with 
those blenders. People don’t care. They can go anywhere and get a 

blender. I don’t care how pretty it is, how much work you do, how much 
optimization you do. I don’t care if you put the price down to zero. You 
may get a couple of sales, but it just doesn’t matter. The market doesn’t 
want another website selling blenders that they can get at Kmart or any 
drugstore. You see? 

 
Sheridan: Yes. 
 
Michael: So, you could have a terrible sales letter or just an average, 
mediocre sales letter or presentation to a ravenous market that’s hungry 

and passionate about a certain subject, and you could do extremely well. 
Do you see the difference there? 
 
Sheridan: I do. 
 

Michael: So, it’s the desire. If someone sent you a letter with all kinds of 
misspellings and it was on a soiled bar napkin and it was in this gross 

envelope and it came to you, but you opened it because you were curious 
and it had like fifth grade scribbles on it that says, “For sale, ten rare 

romance novels call this number” you’d probably call, wouldn’t you? 

Sheridan: I would. 

Michael: Do you see what I’m saying? So the market is what’s important. 
So, that’s going to be where your time is best invested, in researching a 
market that’s really hungry and it’s nice to do things that you enjoy like 
making soups or how to build a successful restaurant in a resort town, 



 

 

or something you know about. If you’re dealing in a product that you’re 
passionate about and that you know about, when you’re talking to 
people and doing the selling, you can talk from experience and you don’t 

have to be fake and make things up and you’re going to do better that 

way. Even when you’re writing about it. 
 

Sheridan: Are you going to go on to tell me how to actually do the 
research to find the hungry market? 

Michael: Well, there’s a lot of different ways. I want you to think about 
things you enjoy. Amazon has been an incredible tool. Google, just 

searching “restaurant soups” on the Internet – Google, with the Internet, 
you’ve got all the research tools you need. I would search information 
product marketing. Read some of the websites. Creating an information 

product is nothing. It’s all the marketing, but I would tell you that you 
want to create your own product because you want all the control in it. 
Don’t buy into someone else’s information product. Don’t buy licensing 

rights to it. It is so worth it to do it yourself where it’s your own and then 
you have total control because a lot of people selling other information 
products, they’re selling it where you may do all the effort and selling on 
the front end, but they get all the back-end money. You see? They have 
control. They get the customers because in the information products, if 
they’re smart, they have those customers contacting them later. 

So, I would encourage you to create your own information product that 

you have control over. There are markets everywhere. I mean go on eBay. 
Have you played around with eBay at all? 

Sheridan: Yes, some. 

Michael: Okay, you can find out in the real world what’s selling and 
what’s not. You can go search soup recipes on eBay and see who’s selling 

soup recipes. Go look at their auctions. See what they’re selling, and say, 
“Oh, that’s a good idea. That’s a good idea.” Then, you can search 
completed auctions. Do you know how to search a completed auction? 
 
Sheridan: Yes. 

Michael: So, if you look at the completed auctions, you’ll see how many 
people were bidding on the item. Now, you may see eBay ads that are 
successful, and 99 percent of the people doing the eBay ads, they’re 
probably very poor ads. Even though the market’s the most important 
thing, but there are things you can improve with good copywriting and 

knowing how to do a headline. That’s a whole nother subject on 
copywriting. I have lots of audio recordings that will give you free advice 
on my Hard to Find Seminars website. 



 

 

You’ve got a lot of studying to do, but I think the most important thing 
you need to know is create and control your own information product, 
number one. Number two is find a hungry market. Number three is once 

you find that market go look and see what everyone else is doing in that 
marketplace. Don’t be afraid that there’s competition, because if there’s a 
lot of competition, that’s good because that means there’s a huge market. 
You see? 
 

If there are margins in your product, if you can make a thousand bucks 
on every information product you sell, what are you going to be 
comfortable making a month? Would you be happy making three grand a 
month profit? 

Sheridan: Yeah, I’d be happy making three grand a month, but I’d be 

happier making more. 

Michael: Okay, you’ve got to figure out what you’re happy with, but I 
would recommend you sell something with a higher margin. Sometimes 
the difference in what people pay. You pay $6,000 for coaching. There 
are some people who sell coaching for $20,000 or $15,000. I know 
someone who sells coaching for $15,000. They get more time, but 
remember we said it’s really the market. The difference between $6,000 

and $15,000—if you had the money, you may have been that person 
paying $15,000. Do you see? 

Sheridan: Yes. 

Michael: So, don’t under-price your product. Every time you sell 
something, make sure your product has substance and is really good. I’ll 
give you another example of an information product you could do. Let’s 
say soups were something you were passionate about. You could find 
experts who make soup, and you can find them through Amazon, or you 

could find them through Google, or you could find restaurants that 
specialize in soup, and you can set up interviews and say, “I’d like to 
interview you for a product about how you make your soup and the 
success of your soup in your restaurants.” 

You can relate it to anything. You can interview these people over the 
phone and just ask them questions and let them talk about their soup 

and how they got into it, and you can have series just like I have a series 
of audio recordings on marketing and advertising, I could very well do 
the same thing for soups, how to make barbeque ribs, or any market. I just 
love audio because I’m an audio person and I’ve got it down. 

So, I can instantly, today, I could choose to go create an information 
product on whatever I want by doing a phone interview, doing a 

collection of them and putting a collection of phone interviews together 



 

 

on that subject of that hungry market. It’s a great way. You’ve just got to 
get the technology figured out. It’s really easy. I could help you with that, 
and then start doing that because all you’ve got to do is talk on the 

phone and ask questions. 

When you’re asking questions of someone and they’re real passionate, 
they’ll just blab and blab, blab, blab. They’ll tell you everything you want 
to know because remember no one’s taken the time to really care about 
them and ask them what they’re really passionate about, not even their 
wife, their family—no one. So, they would just love it and they love 
sharing it with other people, and they’ll give you the rights to it and you 

say you may want to sell this, and you want to put it up on your website 
and they’ll do it. It’s so easy. 

Sheridan: On your website, I think I saw something on there where you 
can go in and see how you do the audio. 

Michael: Yeah, there is a section in there that shows you how to do it. 
There’s a digital recording device that you can pick up at Circuit City. It’s 

just a digital recorder. You can go on eBay and type in “digital recorder.” 
I use something called the Sony IC recorder, and the model number is 
ICDST10. It’s a little handheld digital recorder. It takes two AA batteries, 
and then that records the digital call, but there’s a plug that you get from 
Radio Shack, and you go ask them. You tell Radio Shack you want to 
record calls from your telephone and the directions are on it. 

So, with those two pieces of equipment, you can record the calls, and it 
comes with software. You plug it into your USB port and you open up the 
file in the software, which is an audio file, and then you save it as a .wav 
file. So, these are technical things that show you how to get the thing on 
your computer, and then there’s another aspect that you’ve got to do the 
editing. 

Now, this may sound all foreign and complicated and stuff to you, but it’s 
not hard. Once you have the right software, yeah, you’re going to have to 
go through it and learn it, but it’s not that difficult. Once you get the 
hang of it, you’ve got a skill that’s very valuable. Do you know what I’m 

saying? 

Sheridan: Yes. 

Michael: So you have to edit the recordings, but you can certainly train 
someone to do it, and that’s not hard either. I’m meticulous. When I do 
recordings, after this recording, I’ll edit out every um, and every ah. I’ll 
make it sound real good. I’ll cut parts out. I’ll move things around, but 

I’ve been doing it for years. But, you don’t have to do that. You can just 
have it as-is with all the mistakes, and like I said, it’s like that dirty 



 

 

soiled bar napkin. Do you really care if you’re passionate if you hear 
some ums and ahs and stuff? 

Sheridan: No. 

Michael: You see, you’re just being yourself. It doesn’t have to be 
production quality like you see on TV and on the radio. That’s all flashy 

stuff. People who are hungry and passionate, they don’t care. They just 
want the information. 
 
Imagine being able to hear interviews from top soup makers. Do you 
know the guy from Seinfeld, the Soup Nazi guy? 

Sheridan: Yes. 

Michael: Wouldn’t it be great to interview him and get all his secrets 
about his soups and what he’s put into it and how he’s made his place 

successful? Wouldn’t that be great? 
 
Sheridan: Yes. 

Michael: This guy makes probably big, big money in New York and so 

any restaurateur around the country could take his ideas and his 
success and duplicate it for their area. 

Sheridan: I so much appreciate you giving me all this great information. 

I have been so down, and I’m just all excited again. 

Michael: It really is possible, but you’re going to have to make it happen 
and go out there and do it, and I’ll provide you this recording so you can 

go over it several times. 

Sheridan: Oh, thank you. Can I pay you some money? I’d be more than 
happy to. 

Michael: No, this is my gift. You go and do something with this 
information and be successful with it, and then write me a testimonial. 

That’s how you can pay me, and you’ve paid me because I’ve got another 

product, another great recording. I’ve given you some good advice. I 
haven’t wasted my time at all. I’ve helped you out. You’ve helped me out 
by providing me more content for my site. Just go do something good 
with the information. 

Sheridan: I’ll try. 

Michael: What else do we need to talk about? This is all on the 
development of the product. So, we’ve talked about markets and we’ve 



 

 

talked about product creation and margins. So, there’s a whole nother 
aspect of it, and this is a whole subject in itself, and there’s no way I can 
cover it all, but then you’ve got to talk about your marketing and how 

you’re going to sell it. That’s where the recordings on 

Hardtofindseminars.com and Executive Audio Institute. Those recordings 
are going to help you immensely. 

Once you have your product, and you’ve got your margins built in, and 
you’ve created it—that’s hard work right there in itself. Once that’s done, 
that’s done. All right? Now you have your product. 

You’ve done your research on your market. So, you may have let’s say 

you’re doing the romance novels, hard to find romance novels, but when 
you did your research before you created that product, you already knew 

there was a very large, hungry market. 

So, there may be a million names out there of ravenous, hungry, crazy, 
love-struck women who want more romance novels, right? 

Sheridan: Right. 

 

Michael: So, you have the names of them. Now, marketing could be 
sending a letter out to these people, and remember the letter doesn’t 
have to be that great, but the better the letter is, the better you connect 
with that person on the other end, the more sales you’re going to get. 

You’ve done the most important thing is that hungry market just like we 

gave the example of the soiled dirty bar napkin. It almost doesn’t matter, 
but it is important for your optimal results. So, that’s one way to get your 
message to them to sell your product through direct mail. 

Sheridan: Is that what you consider where you have information on 
copywriting? 

Michael: Oh yes, absolutely. 

Sheridan: Giving information on how to write, to make people read and 
want to buy. 

Michael: That’s correct, and those recordings at 
hardtofindseminars.com, there’s a whole section on copywriting with 
some of the world’s best copywriters. There’s probably fifteen hours of 
audio on there. You should listen to that. The more you learn this 

information, the more you can take with you for the rest of your life. You 
never have to relearn it. By listening to these stories, they’re important, 
but it’s not the most important thing. The most important thing is that 
you’ve picked the right market. 

http://hardtofindseminars.com/
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So, you’re letter doesn’t have to be so fantastic, but you’ve just got to 
connect with them just like if you were on the phone with me, and I was 
another romance-novel lover. You’re going to say, “Hey, Mike, you read 

Sydney Sheldon, right?” And, I say, “Yeah, I love that stuff.” “Well, I just 

found these out of print versions. Are you interested? I’m selling them.” 
I’d say, “Yeah, I’m interested in them. How much you want for them?” 

Now, you can do that in a letter, and direct mail is great because you can 
get your message out to thousands and thousands of people all at one 
time. You’re able to leverage yourself. That message is duplicated on that 
piece of paper in a white number ten envelope. You can mail them for 

fifty cents. And, if your market’s hungry, a good percentage of those are 
going to say, “Yes, I want them” and, they’re going to pay you for them. 
It’s just getting that message to them. That’s marketing. 

You could do it by phone, if you could get the phone numbers of all these 
hungry romance-novel lovers. I would suggest you do it first by calling 
people, and calling up on the phone and introducing yourself and your 

message is, “I know you like romance novels. I’ve got ten out-of-print 
versions of Sydney Sheldon. Are you interested in buying them?” That’s 
the message, as simple as that. 
 
So, because you have to be personally involved in doing that, it takes 
labor and it takes effort and money, but you want to find out all the 

objections of people and get an idea more of what this market is like. If 

they say no, you want to find out why they say no. “Well, they’re too 
expensive.” Well, how too-expensive are they? You take a survey. So, find 
out every objection someone would have about buying these romance 
novels from you, and make notes of them because you want to answer 
these objections. Any objection can be overcome. If they say it’s too 

expensive, you may need to lower your price. 

Sometimes you determine the price, but really the market determines 
what they’re willing to pay for something based on their level of passion, 
their passion index. So, telemarketing can be a very inexpensive, very 
effective way to sell something. Remember, all we’re trying to do is get the 
message across, right? 

Sheridan: Right. 

Michael: So, what I recommend after you do it a little bit and do some 
research, then you just hire a telemarketer, and you can hire anyone to 
do this work for you from anywhere in the world by using Elance. Elance 
is kind of like eBay, but they sell services. You have secretaries. You have 
Virtual Assistants. You have Internet experts. You have data 

transcriptionists—all kinds of people who are willing to work for you, and 
they’ve all been screened. You place what you’re looking for. You say, “I 



 

 

need someone to do telemarketing from their home for five days a week 
two hours a day. I provide the list. Here’s what you’re going to say.” 
That’s it. 

Then, I can show you how to...there’s way that you can monitor them. 

Even though they're in a different state, there are ways you can monitor 
that they’re really working for you if you’re paying them per hour. 

So, I’m just saying look down the road. Let’s say you tested and you have 
some success and it’s making you money, and you can make money. By 
making a hundred calls, let’s say you make a thousand dollars because 
out of a hundred calls let’s say you get ten sales at a hundred bucks 

apiece and you make a thousand dollars. 

So, let’s say your cost is $200. So, you make $800 profit. So, you know 
for every hundred calls, you’re going to put $800 profit in your pocket, 
but you’ve got a million names. Well, you’re not going to do it all yourself. 
You’re going to hire people to do it for you. You see? 

So, Elance is a wonderful source. It’s an entire labor force from any 

expertise from accounting to website design to product development to 
ghostwriting; you name it. You have people there who are ready to work 
for you, and you can get them working for you within hours of the time 
you sign up and post your job. Isn’t that nice? And, Elance isn’t the only 
one. There are other websites that do this. 

This is how I get all the people working for me. I have a website designer I 

found on Elance that’s been working with me for four years. I have a lady 
who does all my transcriptions of my audio. I mean, you don’t think I 
actually transcribe these things myself? No way. I do the recording. I edit 
it, and I get it to my transcriptionist. She does this. 

Sheridan: But, you were kind enough to call me, and I appreciate it. 

Michael: Yeah, I do that part. No one can take the place of me. 

Sheridan: Right. 

Michael: That’s another important thing about when you create a 
product. Sometimes it’s nice if you’re doing the interviews. No one can 

replace your personality. 

Sheridan: Yeah, nobody has what’s in your head, either. 

Michael: Yes, that’s right. But, if you picked your hungry market right, 
and you’ve done your homework and your research, and you look at 
what everyone else is doing, and you then prove, taking some ideas from 



 

 

each one, and follow the steps I’ve talked about. It will surely get you 
going. 

Sheridan: Okay. 

Michael: I’ve given you a lot to think about. 

Sheridan: Yeah, but I’m ready to do it. 

Michael: All right, well, think information products. Get rid of the blender 
stuff. Just scrap it. Look at it this way, if you didn’t have a failure in that, 
we would never be talking. 

Sheridan: That’s right. 

Michael: How about that? There’s a reason for everything. 

Sheridan: Then, you can go out and you can develop an audio and talk 
to more people like me and then find out the questions that they should 
ask when they first start doing this. 

Michael: Yes. 

Sheridan: There you go! 

Michael: Absolutely. 

Sheridan: You’re better in that area than I am. 

Michael: Right. 

Sheridan: I would be a good one for you to do because I can tell you I 
wish that I could go back and I would have known what to ask. If I 

would’ve been able to have found on the Internet what I found since I 
signed up for this thing, I would’ve never done it. 

Michael: Right. 

 
 

 

Appendix 

Technology Considerations 
 

Equipment 

You can use any good digital recorder. If you don't own one already, you 



 

 

can go onto the eBay website (www.ebay.com) and type in “digital 
recorder.” I use the Sony IC recorder, model #ICD-ST10. It’s a little 
handheld digital recorder. It takes two AA batteries, and then that 

records the digital call, but there’s a plug that you get from Radio Shack, 

and you can go ask them what you need. Tell the Radio Shack clerk you 
want to record calls from your telephone and the directions are on it. 
Other, more sophisticated, digital recording hardware is available in 
every price range. Many come with standard editing software. 

When you make your call, you just press the record button on your 
recorder and you will be recording both sides of the conversation 

digitally. You’re plugging right into the recorder, and the recorder is in 
between the line and your phone. The equipment costs less than $200 to 
get set up. 

Once you do a recording, you’ll save the recorded audio from your digital 
IC recorder onto your hard drive as a .wav file, and this is the file you will 
edit. 
 
Additional Software 

Although standard editing software often comes packaged with the 

recording device you purchase, other editing software can be purchased 
independently. The software I use is called Goldwave. If you go to 
Goldwave.com, you can download a free trial version and it will let you 
play around with a real short file. 

So, you’ll open up the audio file. It looks like a bunch of squiggly lines, 
but really the process is not much different or any more complicated 

than editing a Word document. Basically, you highlight what you want to 
get rid of—the ums and ahs and coughs and sneezes—and you delete it. 
It’s really easy once you get the hang of it. 
 
File Formats 

After you extract the recording from your digital recorder, the file with be 
in a ".wav" format. You will want to do all the editing while it is in the 
wav format because the editing process is much faster when you are 

working with a wav file. 

After editing, you will use your Goldwave software to convert that wav file 

into an mp3 file. When you save it as an mp3, it gives you a choice of 
what rate to save it as. You want to save it as 22,050 MHz, which stands 
for megahertz. You want to save it as a "mono" so it’s not so huge. If you 
save it as "stereo," the file size will be twice as large and it’s going to take 
a long time. You don’t need it in stereo because the quality will be fine, 
and you want to save it as 24 kbps, which stands for kilobytes per 

second. 

http://www.ebay.com/
http://goldwave.com/


 

 

 
Website Considerations 

You can host all of the audio on your website, but you might also 
consider using an online service to handle it. I use xiosoft.com and pay a 
small monthly fee. 

If you have a service like this, you log into your account and upload and 
encode your file on their server. After it's encoded, you go to the control 

panel, and it automatically converts into what’s called Flash. Flash 
allows your website visitors to click on a button and the audio starts 
playing instantly. 

You will get a choice of different players. Some have Fast Forward and 
Fast Reverse, Pause, and Stop. Others just have a Play button. It let’s 

you design all of that, and you choose your button, and then it gives you 

some HTML code. You’ll just paste the code into your webpage, and 
you’re ready to go—the audio control buttons appear on your website. A 
visitor clicks on them and the audio plays. 

It is running on their server, consuming their Internet bandwidth, but 
the buttons do load from their website. So, if you have a bunch of these 
buttons on your webpage, the page load-time can be pretty slow. You can 

play around with it to determine what works best—the maximum 
number of audios to have on each page—for your website. 

 
 
Additional Interviews 

Interview #1 – Michael Senoff: How I Make My Living Off 
Interviews Using A $49 Digital Voice Recorder From Radio Shack 
Electronics 

Profile 

Actually, I use a little bit more than just the recorder, but the point is, 

putting together high-quality audios is easy and inexpensive. And in this 
interview, I reveal exactly how I make them, how I capitalize on them, 
and how the whole thing got started in the first place. 

This interview gives you all the details about my business and how I run 
it in the simplest and most productive way I know how. 

Key Concepts From The Audio 

 The different types of interviews I conduct, how I prepare for each, 

and what’s in it for me. 

http://xiosoft.com/


 

 

 How to easily interview experts on your niche – how to find them, 

what the number one way of getting in touch with them is, and how 
to get them to agree to the interview. 

 How to break through nervousness when conducting interviews— 

these quick strategies will ease your fears and help you look like an 
instant credible expert. 

 How searching Amazon, Google, the news and Reader’s Digest can 
help you come up with the best questions for any interview. 

 The exact equipment I use to get the best sound possible and some 

simple tips I learned the hard way. 

 How I add royalty-free music to my audios. 

The most valuable currency in life is time. And using audio has allowed 
me to spend more time with my family and friends. It may look like a lot 

of work to run my website, www.hardtofindseminars.com, but it’s pretty 
much automated. 

So if you’re at all interested in buying back your time using the versatility 
and simplicity of audio, this is the interview for you. In it, fellow 

marketing expert Michael Elahart picks my brain for his online marketing 
students, and I don’t hold anything back. Enjoy. 

Interview Transcript 

Michael E.: Welcome everybody. My name is Michael Elahart. I'm here 

with Michael Senoff from Hardtofindseminars.com. I want to thank you, 
Michael, for joining us today on the call. 

Michael S.: Thanks, Michael, for having me. 

Michael E.: What I would like to do and the reason I tracked down 
Michael Senoff was I heard of him a few years ago and kind of stumbled 
upon his website and was fortunate enough to do some work for him, 
and Michael has been responsible through his Hardtofindseminars.com 
site for a large portion of my marketing education. You go into this 

website and there are dozens upon dozens of interviews and audio 

recordings of conferences and marketing seminars. It seems to be 
endless, and it covers the gamut. And when I stumbled upon this sight, I 
was just taken aback. Blown away is a better word for it, and it gave me 
what I like to call my marketing goggles. My marketing glasses. It opened 
up my mind to look at things in a new way because I hadn't heard of Jay 

Abraham or some of these master marketers from the 70s and 80s and 
90s. So Michael has been responsible for a major portion of my, and 
what appears to be thousands of people's, education. 

So, first of all, thanks for joining us today, Michael, and we're going to 
talk to you about your interviewing skills because you have done so 

http://www.hardtofindseminars.com/
http://hardtofindseminars.com/
http://hardtofindseminars.com/


 

 

many interviews, and you have covered so many different topics and 
talked to so many people from different types of businesses that you've 
established a very unique, cutting edge style of interviewing, and it's 

such that when you listen to these calls, they're so well prepared and so 

well edited that you're with it from the beginning to the end. You don't 
hear a lot of mistakes. You don't hear a lot of diversions. It really cuts to 
the chase, and it's so much so that I would aspire to model my approach 
similar to Michael's. So I feel very fortunate to bring Michael to my 
subscribers and the people in the program and, again, I want to say 
welcome, Michael. 

Michael S.: Thanks for having me. I appreciate it and look forward to 
hopefully sharing a few ideas with your students. 

Michael E.: I'm sure if it's just a portion of what we hear on-line, then 
everybody will be filled to brim with new concepts and ideas. So can we 
jump right in? 

Michael S.: Yeah, let's do it. 

Michael E.: Okay. So, basically, when I stumbled upon your site, I was 
amazed by this amassed collection of these interviews, and it's come a 
long way. I think I came across it maybe five years ago. When exactly did 
you get started with this and tell me how it came about. 

Michael S.: Michael, I first published the site in January of 2002. 

Hardtofindseminars.com, that URL, had nothing to do with the audio 

interviews on my site. It's almost a fluke that doing these interviews, 
which are kind of like mini seminars, kind of fit the name. Originally I 
heard about the eBay stock back then in 2001 and 2002 going through 
the roof, and I had learned about eBay. I had a pen manufacturing 
business. I was living down in Pacific Beach in a one-bedroom 
apartment, and I was doing cold calling selling pens, which was a red eye 

remover pen that removes red eye from photographs. It was a good little 
business, making me money, supporting me, and I was living the single 
lifestyle in Pacific Beach in San Diego, California, which I loved, but I 
wanted something more. 

I had learned about a marketing genius named Jay Abraham, and I 
remember calling Abraham Publishing and wanting some of his material. 

I remember Carl Turner on the phone the very first time I talked to him. 
He quoted me $275 for a set of his Jay Abraham optimization videos. I'm 
like, "$275"? I mean, this is ridiculous. There was no way I was going to 
pay $275 for some videos. So I learned about eBay, and I figured, well, 
how can I get a hold of some of this Jay Abraham stuff without me 
having to pay for it? 

http://2002.hardtofindseminars.com/
http://2002.hardtofindseminars.com/


 

 

I was doing some networking on-line, and I met a guy who had gone to 
one of Jay Abraham's seminars, and I had already learned that Jay 
Abraham charged $15,000 to go through this seminar, which trained 

people on how to do marketing consulting. 

To make a long story short, I was able to find someone in San Diego who 
paid to go to the seminar, and I approached him, and I said, "By any 
chance do you have your old Jay Abraham tapes from the seminar?" And 
sure enough they did, and I bought the entire set of tapes. 

Now, when Jay Abraham would put someone through his seminar, he 
had to provide value. So they came home with the audiotapes, with 

printed transcripts, with 12 different products from his past. Information 
products that he had compiled into a package, and I purchased this all 

for $50, and I was just in heaven. At that time I wanted to learn how to 
sell stuff on eBay. I mean what a dream. To be able to sell stuff on eBay, 
make money, sit at home, and go to the beach. That's what I wanted to 
do, and I started a business buying and selling pre-owned Jay Abraham 

seminars. It started with that one, but it ended up into a hundred. I had 
the entire list of 900 people who went to his $20,000 seminar, and I 
would telemarket them looking for people who had all of the tapes who 
were willing to sell them to me very inexpensively, and I would piece 
them apart and start selling them up on eBay. That's where the name 
Hardtofindseminars came from. 

Michael E.: Well, that certainly takes some...to do that. It's a good lesson 
for everybody listening that a lot of times when you set out to do 
something, there's a good possibility that you may not get the results you 
want, but there's a good possibility in starting the journey that you're 
going to find another road, another path, which you have, which as you 
mentioned, this came out of nowhere, and you got the result by testing 

something and, boom, you launched a business based on your findings. 
Now, had you failed to do this and you thought about it and you kind of 
mulled it over and will it work and what do I do, you may have never 
taken any action. 

Michael S.: To tell you that I wasn't nervous, I would be lying. I was 

pretty nervous. Now, years later, I'm married with two children. I've got a 

home now. Would I start that at my point in life today? I don't know. 
Because I've got more to lose. Back then single, in a one-bedroom 
apartment, down in Pacific Beach, I didn't really have anything to lose, 
you know. So I was able to take that risk. I was nervous, but I prevailed 
and I just went through the fear. I knew in my heart I wasn't doing 
anything wrong. He may not have liked it because it was a form of 

competition, but if you really looked at it from a marketing standpoint, it 
was a pretty good deal for him. For years and years I've been promoting 
his stuff and introducing him to people that, because of his price points, 



 

 

he could never get introduced to. 

Michael E.: Right. 

Michael S.: If any one of those people made money using his techniques, 
they may contact him directly for a high-end seminar. So he's made his 

money back because of me. 

Michael E.: Exactly. There's a way of doing business on-line today, and 
that's because information is so easy to get. It's just proliferated through 
the Internet. Now, a method of reaching people is providing free 
information. Get them the free information so you educate them and you 
build a trust. Now that is a way of doing business. That's your low 

barrier of entry to get them into your sphere. Because you are competing 

with so many people. 

So what you have done for him, as you mentioned, is you've really 
introduced him to many people such as myself who ended up later 
buying other programs and buying things through people that he's been 
affiliated to, and you probably increased his awareness. You can't put a 

number on it, but I'm sure it's helped more than it's hurt him by any 
stretch. Would you agree with that? 

Michael S.: I would. I don't want to lose track of the whole reason I 
started doing interviews—and I'm going to segue into it right now. The 

reason I started doing interviews on the site and adding more and more 
audio content is to have a reason to get someone to visit the site, to get 

them to know that I'm the guy who buys and sells pre-owned Jay 
Abraham seminars and other seminars so I could have a chance to sell 
pre-owned marketing seminars. 

I figured if I do information on marketing and advertising and 
copyrighting—the same type of stuff that was taught in the Abraham 
seminars—I would attract those types of people. So the whole reason was 

to bring traffic to my site in order to sell the pre-owned Jay Abraham 
stuff. The problem was I was running out of stuff. That list was only 900 
people, and I didn't have any more access to pre-owned stuff. So I knew 

that I had to start developing and creating my own information products 
because I'm bringing the people to the site. They like what they're 
hearing, but I don't have an unlimited supply of pre-owned Jay Abraham 

stuff. I couldn't buy the stuff from him and resell it. There weren’t 
enough margins. So I had to take a different direction towards my 
business because of the limited supply and the lack of control over the 
product I had. I had to gain control on intellectual property that I 
created. That's what these interviews have allowed me to do. To create 
my own information products, which we'll talk about shortly, where I am 

not reliant on a limited supply with something I don't have control over. 



 

 

Michael E.: Well, touching on that just a little bit and still covering a 
little bit of your background, which I'm curious and many people are 
curious to know about. We kind of got an idea of how you got started, 

and what your model was at that time and kind of going with the flow 

and seeing what the market beared, and since you had discovered there's 
a profit margin in that. Knowing what you know now, you probably 
would have done certain things differently, but continue on with that 
thought process of the future. What is your business model looking like 
for the future? What are you thinking about right now for your business 
as it is today with your interviews and your consulting? What is your 

model today in the near future? 

Michael S.: Okay. My model for the future, as it should be I think for 
your coaches and your speakers and your authors and your product 

developers, is the currency of today—the most valuable currency of today 
is your time. My model continues to be and my strategy is always aimed 
at this focus is to buy my time back. And the way I have been able to do 

this over the years is to automate my sales process by using web audio, 
i.e. interviews. So I can spend time with my friends, with my family, and 
do the things that I want to do or not have to do anything if I choose. 

Michael E.: Now, in coming up with this new model of doing things, do 
you think that there was a way that you could have come across this 
faster? Is there something that you would have done had you sat down 

and tried to create a map for yourself? I don't know if you have done 

preplanning or future planning, but are there any mistakes that you 
have made along the way that you could pass on for people that are 
getting started and doing interviews before we get into the interviewing 
techniques but just from a business perspective and your personal 
business experience. Are there some things that you could have done 

differently? 

Michael S.: I guess looking back on it, it's a learning process like 
anything. I would tell any of your students: You're going to screw up, and 
you've got to be willing to fail. If you're not willing to fail, you're never 
going to get started. So I would say I don't regret anything because you 
learn from your mistakes and those are your best teachers. So I'd 

probably say, no, but maybe taking more time and doing it right from the 
first time would have saved me a little bit of time and a little bit of 
money, but I didn't really know where it was going. It just kind of 
evolved. 

Michael E.: Well, that kind of leads to some nuts and bolts of 
interviewing. Because I'm sure after all of these years of doing 

interviews—I don't know if you have a number on it—I would be curious 
to know if you know how many you have. 



 

 

Michael S.: I have on the site currently about 170 hours of audio content 
that's free. There's probably another 60 to 90 hours of audio that has 
been created and developed exclusively for information products that I 

sell. 

Michael E.: Well, let's get into this breaking down of how you actually 
prepare for an interview. Because you mentioned that you cringe when 
you hear the first interview. I think a lot of us probably don't hear what 
you hear. I know the people that are usually perfectionists in creating 
things—I'm like that myself—we cringe when we put our first products 
out there, or we're putting things together. As you mentioned get it out 

there, because the next one will always be better than the first one, and 
you have to have the experience. 

I particularly like the style that you put in. You start an interview with 
telling the listener what they're going to hear. What the gem of that 
interview is in advance so that you can listen to them and then you take 
a piece of the interview as an intro with a nice little clip of music to kind 

of bring up the level of anticipation and excitement. 

So you're kind of preparing them for an interview, but on top of that you 
have a production quality that is professional in the sense that you have 
taken out all of the errors in communication. You have taken out the 
"ums" and the "ahs," the coughing and the background noise. So it really 
has a nice pace. And it actually would be much shorter than it would be 

if you left all of that information in. And you still see a lot of interviews 
out there—I even listen to podcasts. I'm a big audio buff. I listen to these 
things all of the time, and I'm amazed at the production quality. But 
before we talk about production quality, let's talk about briefly how you 
prepare for an interview now, if you actually do the preparation and what 
is your philosophy now in putting an interview together. 

Michael S.: Well, there are different types of interviews, and there are 
different reasons why I would want to do an interview with someone. But 
there are different kinds of interviews. Some of the interviews that I do 
will be designed maybe with a big name, a well-known marketing expert, 
which is called marquee value. 

So, Michael, you can say to your listeners in your promotions, "I'll be 
interviewing Michael Senoff with Hardtofindseminars.com." And there 
may be a lot of people who want to hear that interview and the value for 
you is you've got a bigger-name marketing expert that you have 
interviewed. So it's like a feather in your cap. That gives you more 
credibility. So you'll do that interview with me, but there will be nothing 

really in it for you except providing good content. Now, I'll do that. 

Like, for instance, I had the opportunity to interview Tom Hopkins. He's 
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one of the best-known names in sales training, and I didn't ask for 
anything from him. We did the interview. I tried to pull out as much 
value as I could. I wasn't going to make anything off of any of his 

seminars that he was promoting. He had been promoting his yearly 

Phoenix sales training, which I had no problem plugging and mentioning 
to the listeners, but the reason I wanted to do that interview with him is I 
wanted that name. Now I can say Hardtofindseminars.com interviews 
Tom Hopkins. 

So there are a lot of students out there who love Tom Hopkins. He's sold 
millions of books. His keyword is all over the Internet, and that would 

bring traffic to my site. There are other interviews that I'll do with experts 
when I'm creating different products. So they may not be a big name. 
People may not have any idea who they are, but I'm doing that interview 

with this expert because I'm going to be including that interview in with a 
series of other interviews on related topics for my product creation. So I 
don't care about the big name, but I care about having content for a 

product that I'll be selling. There are other interviews where I'll do 
interviews with people who offer products and services to sell. 

So I'll establish these interviews more in a financial strategy where I'm 
doing the interview with them. At the end of the interview we will 
introduce them to their product or service that they're selling, and I will 
have pre-negotiated a deal with them. If I refer anyone over to their 

product or their website, I will earn a commission. This can be done 

through an affiliate program or if they have an alternative service. It 
could be a high-end service that sells for thousands of dollars or an e-
book that sells for $90. 

 

I have a system in which you can control the flow of the lead. So when 
someone listens to an interview on my website if they like that expert, 

they like what they hear, we've built trust and rapport with the listener, 
and they want more information on this subject, there will a be phone 
number they can call to get more information with my expert. That's a 
phone number that I control, and that I know that I've generated that 
lead, and I can track it. These are three different reasons why one would 
want to do an interview: 1) marquee value, 2) joint venture relationships 

with a financial benefit at the end, and 3) product creation. There are 
others, but these are my main three. 

Michael E.: So is there a recommendation that you can make in terms 
of: if I'm a financial planner, if I'm a life coach, or a business coach? 
Would you recommend them making a list perhaps of the influential 
people in my niche, in my segment and then going after those people, 

collecting the interviews based on particular topics that would benefit the 
people that are in my practice? You know, you're doing two things. You're 
providing information. You're also positioning yourself, getting yourself 

http://hardtofindseminars.com/


 

 

increased credibility by associating yourself with those people, and so 
having recommendations as to where to get started in a interviewing 
campaign if you were to say— 

Michael S.: Every one of your students is going to be in a different 

situation. So you may have coaches who you're working with. You may 
have speakers. You may have authors. Let's say for example that you 
have authors that maybe they've authored a book for parents who have 
kids in grade school on how to get better grades for an example. You may 
have coaches that coach the same thing, or you may have coaches that 
coach on how to have a better relationship, or you may have speakers 

that speak on how to plan for your retirement. So those are three 
examples. 

Everyone is promoting and selling something within a particular niche. 
So they need to ask themselves: How can I bring value to my potential 
prospects? What value service can I give to them? What information can I 
get for them that would make them be appreciative of me? 

So, for instance, maybe the author who writes the books on how to get 
better grades for grade school students, other than just having her book, 
she's got her book and this is her book and this is what she's selling on 
Amazon. What can she do? She can find some of the best educators 
around the country who have years and years of experience working with 
grade school children and parents showing them how to get better 

grades. 

How can she find those experts? She can go to Google. She can go to 
Amazon and find authors who have written other books in her niche, and 
she can simply invite them and say, "You know, I have a book that 
teaches parents how to get their students better grades, and I've got a 
website, and I wanted to invite you to do an interview for my website and 

certainly we can promote your book and let the parents of my students 
know about you." And you just invite them to interview. So they say, yes, 
because people love talking about themselves, and they want to share 
their expertise, and this has probably been a part of their life for a long 
time, and you just start doing interviews on subjects that you're already 

teaching about, and you offer it to your prospects. You offer it on your 

website. 

You are offering value on the subject that you're positioned as an expert. 
For the coaches who are doing coaching sessions with their students on 
how to have better relationships. They can do the same thing. Doing an 
audio interview is simple. It's not like you're sitting there writing a book. 
Writing is painful. But coming up with a list of questions and asking an 

expert about their expertise and how they have helped other couples 
improve their relationships, it's easy. All you do is get on the phone—and 



 

 

we'll talk about the mechanics of that shortly on exactly how to do that, 
but it's so easy. People love talking about themselves. Most people are 
never asked in detail about their profession. It's a pleasure for an expert 

to share his knowledge and his expertise that he's been doing all these 

years. I see in other recordings their wife or husband never even asks 
them about what they're doing. They're more than happy to share freely 
what they know because it's their passion. All you've got to do is ask. 
And let's go back to this example. Michael, how is it that we're doing this 
interview right now? 

Michael E.: I think we just exchanged E-mails. Just checking in to see 

how we were doing and then I thought, wow, let's get an interview 
together. 

Michael S.: And you simply asked me, and I said, yes, I would be glad to. 
It's not any more complicated than that. Any one of your students, all he 
has to do is ask. Is he going to get a no? Is she going to get a no? 
Absolutely she's going to get a no. But keep asking and you'll get yeses. I 

mean, maybe for every 15 or 20 people I ask for an interview, would you 
believe it that probably 14 of them say no? Because not everyone is going 
to say yes. But you're not interested in the nos. You're only interested in 
the yeses. It doesn't take much to ask. It can be a simple E-mail or a 
letter. So you're only interested in the yeses, but there are many, many 
experts doing the same thing you're doing that have more knowledge 

than you have. Not that it's any better. But you can add value for your 

customers and your prospects by giving them more of what they want, 
and audio interviews are a very simple, easy, low cost way of doing 
adding value. 

Michael E.: There's another thing I have noticed in the last couple of 
years that is a great icebreaker as well through a certain circle that 

you're trying to get into. If you would like to interview somebody that 
perhaps wanted to be exposed to more people that are in that market or 
readers of that publication, you can do an interview with that person. 
And if the interview does well for the person you're interviewing on your 
site and your promotion, that's going to grease the skids or pave the way 
for another potential joint venture at that point. It's a steppingstone. 

Michael S.: It is absolutely a steppingstone. It's just good marketing. 
When you look at my site, you see all the names of the people I've 
interviewed. The average person will look at all of those names and think: 
Oh, Michael Senoff, man, he's buddies with Tom Hopkins and this guy 
and that guy. But you've got to think you're looking at years of interviews 
all in one place, but I only interviewed that guy for an hour or an hour 

and a half. You know, many times I never talk to him again. Do I have 
the opportunity to go back to him and ask for another interview? 
Absolutely. Doing that interview gives me a license to contact them. I do 



 

 

have some rapport. I interview them. We have something in common. 
They shared stuff with my listeners. So it does give me a license and a 
reason to contact them. But doing that first interview offers a lot of 

benefits for potential business from that person in the future. 

Michael E.: Well, let's get into a little bit of the mechanics before we get 
into production of actually how it's produced. There are going to be some 
people just like you were in the beginning. A little maybe apprehensive or 
not sure of yourself. Maybe they don't have as much of a take charge 
attitude and kind of fearless attitude. What would you say to somebody 
that was nervous about doing the interview? How do you kind of break 

through some of these blocks of actually getting on the phone, getting in 
front of that person? Maybe you can also share with our listeners how 
you put together a list of questions. Do you have any resources? So there 

are two questions. How do we break through that fear of the 
nervousness, and how do we prepare questions for interviewing? 

Michael S.: Well, the nervousness is only natural. And I have to tell you 

the very first teleseminar I did one with a guy named Vanish Patel. He 
says, "Michael, let's do a teleseminar for my customers." I was like, 
"Vanish, I just don't want to do it." The reason I was nervous is because 
it was live. Now, all of my stuff isn't live. So if you look at my website, 
none of my interviews are live interviews. There may be one or two when 
I've been interviewed, but I have complete control over the interview 

process. So people's number one fear is public speaking in front of 

people. But we're not speaking in front of a group of people. It's just one-
on-one, two people having a conversation. Now, yes, you're going to be 
nervous on your first couple of interviews, and there is no way around it. 
But understand that it's just you talking about what someone loves. 

There's nothing to be really nervous about, and you're just going to have 

to work through that fear. There's just no way around it. But there are 
ways that you can eliminate that fear. Even ask yourself, what am I 
nervous about? So if you really break it down, you may be nervous 
about, well, I don't know what to ask that person. Well, I'm going to show 
you how to solve that problem right now. Let's go back to the example of 
the coaches who coach couples in how to have a better relationship. 

Let's say you find an expert who has been coaching couples on improving 
their relationship for 20 years, and you don't know what to ask them. 
Well, do you think you're the first person who's looked for information on 
this? Go to Amazon.com, type in "couples therapy" or "better 
relationships" and look for the books on Amazon.com that have to do 
with this subject. Now, each one of those books had to be thought out, 

compiled. There had to be a table of contents. There had to be an index 
put together. With Amazon.com they allow you to look inside of the 
books. 

http://amazon.com/
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So you can look at how that entire book is laid out. You can look at the 
table of contents, and you can gain your ideas and create your questions 
just through the table of contents. Because if you're looking at a book on 

improving relationships, you've got the author who has taken time to put 

that book together, and you have an outline for your entire interview 
right there. So if you see the first chapter of the book has to do with 
improving communication and it's broken down into five different 
sections on when to talk, how to talk, where to talk, how to talk openly, 
you can create questions from that outline. 

You can say, "Mr. Expert, can we talk about some ideas on how couples 

can improve their communication?" And then because they're the expert, 
they're going to have lots of thoughts on it. They're going to talk about 
different stories, maybe examples of couples that they have counseled 

that would relate specifically on how they improved their communication. 
Then you see in the Amazon book that the next section is "Where is it 
best to talk and open communication." So you can say, "Mr. Expert, can 

you tell me where is it best to have intimate talks with your partner?" 
And then you just create the entire outline. You borrow it. Because 
someone has already done it before. Now, you can look at 5 to 10 books 
on improving relationships, write down all the outlines and pick and 
choose the topics that you are most interested in as well. 

Once you have your master list—let's say you wanted to interview 10 

different other experts, you can just use the same list of questions and 

ask them all the same questions. So what's there to be nervous about? 
You've invited them to do the interview. They said yes. You set a time. 
You have every question in front of you. You're just asking the questions. 
You're not on the spot. They're the person on the spot. So there's really 
very little to be nervous about. 

Michael E.: That's a huge resource. And I imagine that on top of that, if 
you are looking at a number of books, and you're compiling the table of 
contents from each book, you can also look at which books are selling 
really well. So you know that those are very hot topics at the time, or 
those books, the way they were put together, were put together very well 
and the public responded well to them. You can also see not only which 

questions to ask but what are those hot questions based on the sales of 
the book. That's a great resource, and that's without having to go down 
to the library and find all of those books and combing through the table 
of contents or photocopy them, or you can you just go click online and 
basically see the inside cover in seconds. That's great. 

Michael S.: It's all right there. You do bring up something very 

important. You need to have a little bit of a strategy before you put these 
interviews together. Because remember who are we servicing? It always 
comes back to your customer. We're doing this for your customer. We're 



 

 

doing it to make their life better, more enriched. We want to bring them 
more valuable information. You're saving them time because they 
probably have all of these questions in their mind, but you're doing it for 

them. That's the real value, and you're giving it to them in a format, an 

audio interview which people are accustomed to learning from. 

I mean, look at Oprah. Look at some of the most well known celebrities of 
our day. They are people who interview people. Barbara Walters, Oprah, 
Phil Donahue, Geraldo. All of the big news anchors. Tom Brokaw, Peter 
Jennings, Larry King. So you want to find out what it is that your 
customers want to know. If you're providing the real information that 

they want to know about, you're even providing them more value, and 
they're going to respect you and like you even more. And when it's time 

to offer your coaching services or you’re speaking services or another 

book, you have already got credibility because you've demonstrated it 
through this very valuable service by providing them great content ahead 
of time. 

Now, Amazon.com is just one way to find out interview questions that 
you want to pull out of your interview subjects, but certainly search on 
Google. Go to Google news. Find what the newspapers are writing about. 
Go to Reader's Digest.com. See what's on the cover pages. Look for 
articles and magazines. It's all been talked about before. 

Anyone who writes a feature article on better relationships in Reader's 

Digest, you better believe they spent months and months researching 
this. Leverage off of that time and those resources and use the ideas that 
they talk about in their article and use these for questions that you're 
asking your experts so you don't have to do all of the hard work. It's all 
been done before, and you just ask the questions to your expert. Let 
them do the hard work. 

Michael E.: Is there a particular interview in your vast collection now 
over the years that you've kind of turned back to as, or look on as, "That 
was my best interview" or "That was the turning point" or "That was a 
real gem." Is there something that comes to mind? 

Michael S.: I like the ones of the stuff that I'm interested in. And that 
also goes back to your students. Do they love coaching? Do they love 

doing counseling on relationships? Do they love helping parents increase 
their schoolchildren's grades? You've got to go back to what are you 
doing. Do you love what you're doing, or is it boring? Do you hate it? If 
you hate it and it's boring, I would say do interviews on something you're 
really passionate about. Because I'm still passionate about marketing 
and advertising. So when I'm asking these questions in the interviews, 

I'm really doing them for myself. I want to know for myself. 
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But there are other people who are passionate as well, and they probably 
have the same questions I have. I'm just providing the service because 
I'm asking them and recording them and letting them listen in as a 

voyeur. There is one interview; it was an interview on negotiation with a 

guy named Jim Camp. If you go to my site Hardtofindseminars.com, all 
the links on the front in the middle row there's a link that's called 
"Negotiating for Beginners." And it has a very in-depth interview. It's 
probably one of the most listened to interviews on my website. I 
remember listening to that interview after I did it. I listened to it four or 
five times. When I'm doing the interviews, I'm really paying attention to 

the mechanics of the interview. I'm trying to think hard about how I can 
provide value to your listeners, but I like to re-listen to the interviews 
just for my own benefit, as anyone who comes to my site does. That 
negotiating one is good. 

Michael E.: That being said do you have interviews lined up in advance 
like a list of people that you're trying to contact, or do you run it in the 

short term, or do you kind of have a long-term vision on who you would 
like to interview over the course of year? 

Michael S.: I do it in the short term. It doesn't take long. If I wanted to 
spend the next two or three hours lining up interviews on any particular 
subject, I can do it very easily by using the search engines of Google. 
Let's say I wanted to interview another negotiating expert. I would go to 

Google, and I would type in "negotiating expert." I would find other 

experts on negotiating on Google. I would look on Amazon. I would look 
on Barnes & Noble and then I would find their website addresses, their 
E-mails, and I would E-mail them a letter. And I would explain who I am. 
What I do. I have a letter that I send out—an E-mail letter that invites 
them to an interview and gives them a reason why, and it wouldn't take 

long to line up another one on negotiation. 

Michael E.: E-mail is your number one method of getting in touch, or do 
you sometimes pick up the phone as well? 

Michael S.: E-mail is my number one. The phone may be more effective. 

E-mail is easier. I have been using E-mail in the past. 

Michael E.: And it's working for you? 

 

Michael S.: It works for me, yes, E-mail to get the agreement. Then after 
they say, yes, you'll make contact by phone. Maybe once even before the 
interview where you can introduce yourself and talk a little bit about 
what we're going to do. Then you set a time and then you can do the 
interview. 

Michael E.: Okay. All right. Just a couple of things on production 
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because we talk about production in our workshop a lot, and the quality 
of production. And we strongly feel that the quality of the production in 
this website and creation and design in the copy in the audio is a 

different maker because there's so much run of the mill copy, design, 

and production value out there. Your edge could be the content, but it 
can also be the presentation. 

Major corporations spend millions of dollars on positioning and 
presentation because they know if you see the two together—and many 
things being equal—you're going to pick the one that establishes trust 
and looks professional. And the higher the perceived value, the greater 

trust you're going to have. That's something we talk a lot about in the 
workshop. And what I want to bring up as I mentioned in the beginning 
is that your audio, albeit is over the telephone, so the quality is a little bit 

lower, people know what they're getting when they hear it, but the 
quality of the editing is really nice. It's really nicely done. I want to ask 
you first, Michael, why do you take so much time to actually edit the 

audio? And maybe you can explain for our listeners how much time you 
actually do take to edit one piece? 

Michael S.: Well, let me go back to what I said earlier. Today's currency 
is time. And you've got to look back to that listener, that person on the 
other end of your website downloading your interview. You've got to do 
him a favor and save him time. You've got to give him the valuable 

information that you've promised in a no frills way without wasting his 

time. And you've got to give him quality. 

You don't want to give him an unedited interview where he's hearing 
beeps coming in from the other phone line. He doesn't want to hear 
chitter-chatter talk or jokes and laughing and giggling and all of the stuff 
that could be edited out. It all goes back to that customer. Give him 

something that you would like to listen to. You want to make that 
listening experience as easy as possible for him. And if you're doing one 
of those interviews, especially one that I've talked about where you have 
a financial interest where you're selling something at the end, you have 
got to keep that listener listening to the interview to the very end. 

And by editing and cleaning up your interviews and giving them the 

information that he wants in a very no frills, high-quality way, without 
any sloppiness, you have a better chance of building that trust and 
rapport with your prospect so you can sell him something later. I think 
that's what it comes down to. If you turn him off early in the interview, 
he's going to just stop the play button, and the next time your E-mail 
comes to him or the next time an invitation comes to him for another 

interview with another expert, he's going to remember that first one was 
terrible, and he's not going to want to take his valuable time to listen to 
this nonsense. You only have one chance to make a first impression. We 



 

 

all know how important first impressions are. And if you make that first 
good impression, you've got to keep delivering on that because that's 
what they're going to expect. 

Michael E.: I totally agree with that. And I also noticed that in certain 

interviews if the tone is not set in the first few seconds, you can kind of 
anticipate the response that you're going to get. What I mean by that is if 
you start to hear some flaws in the first five seconds, you're going to 
imagine that the entire interview is going to be like that. So you can be 
turned off instantly. If the front end of the interview is done very nicely 
and polished and well done and you continue it all the way through, 

obviously you have engaged the listener. But you have to set that 
expectation in the front part. I want to talk to you a little bit about 
production, and I know it's not rocket science, but if you take it 

seriously, it can be an art form editing these audio pieces. What kind of 
tools are you using these days? 

Michael S.: First, any of your listeners who want to do a digital audio 

recording -- I'm just going to tell you how I've done it and what you're 
hearing from my website, but I use a Sony IC recorder, and the model 
number is ICD-ST1 0 stereo. It's a little tiny digital recorder by Sony. 
You're going to need disks to capture your digital audio. 

Now, to record the call through the phone, you're going to need to go to 
Radio Shack. You walk into any Radio Shack or go to RadioShack.com 

and type in "recording phone calls," and there's a little black box that has 
a switch on it, and there's a plug that plugs into your microphone port 
on your little Sony digital recording and then there's a plug that plugs 
into the back of your phone. Now, this device allows you to capture the 
audio from the person you're interviewing. And so when you're ready to 
do your interview, you say, "Ready." You press the little record button on 

your Sony, and you do the interview. When you're finished, you depress 
the record. You stop and with your Sony digital recorder they give you 
some software that you put it to your computer and then you plug this 
plug that comes with your recorder into this little kind of USB port into 
your Sony recorder and then there's a little USB port plug that plugs into 
your computer, and this allows you to extract the audio interview content 

that's on your Sony recorder onto your computer hard drive. So you can 
extract in what is called a WAV file. Then once you have your WAV file on 
your computer, I use some audio editing software, and there are lots of 
different kinds out there. I still use the software that I learned on which 
I'm most comfortable on, and I can do my editing the fastest on. I just 
can't get used to the newer versions so I use what is called Gold Wave. 

If you go to goldwave.com, there's an old version that I use. I don't think 
it's compatible with Windows Vista. I still have Windows XP. It's a 4.7 
version, and the software costs about $50, and it allows you to edit your 
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audio. Editing audio is not that hard. It's almost like editing a Word 
document. You're basically deleting stuff. You're deleting the "ums," the 
"ahs", the coughs, the beeps, the kids talking in the background. You're 

cleaning it up just as if you wrote a rough draft for a letter. 

When you do your editing, what are you mostly doing? You're taking out 
words that you don't need, paragraphs that aren't necessary. You may 
move a paragraph from one part of your website letter up to the top. 
Well, you can do the same thing with audio. Just look at every word on 
your audio recording the same as every word on your website or on a 
Word document. Editing is editing. You're just editing it in a different 

realm. You're editing it through an audio file rather than words on a 
page. Does that make sense? 

Michael E.: Yeah, absolutely. I can see that you have explained this 
before because I can visualize each step as you were going through it. 
You know, there's probably a fear factor for people that haven't opened 
that program up or a program like it and gone in there and actually cut a 

part of the audio, but I've done it myself, and I do it a lot, and it's very, 
very easy to do it and get in there and play with it. Just like you 
mentioned in Microsoft using a Word document. The better you get at 
typing up the pieces and the errors and the mistakes. You won't have a 
staff that helps you do some of the audio editing. 
 

Michael S.: I have a wonderful assistant named Diane, who is my main 

audio editor, and I use the analogy like when you go to the dentist, and 
you get your teeth cleaned. She's like the hygienist who cleans the teeth. 
She knows to take out the "ums" and the "ahs," the little clicks, the pops, 
the hisses. She may spend five hours of cleaning up an hour's audio 
recording. I mean, meticulously for one hour of audio content. But once 

that's all cleaned up, just like when you get your teeth cleaned, then the 
dentist comes in and he takes a look, and that's what I do. She sends me 
her cleaned up version of the audio interview. Then I take a look, and I 
do all of the major surgery. Just like a dentist would if there's a cavity. 
Where if there's something that needs to be moved, then I preview her 
work and then I do any major editing or additions or movements. You 

hear in the beginning of my recordings a little promotional clip just like 

you see a trailer for a feature film. 

As I go through that audio and review her work, I'll listen for a section of 
an interview that just makes my ears perk up for a headline or a trailer, 
and I will move that to the front. I will put the music in. I may choose a 
promotional ending at the end. And, of course, I'll do the recording of the 

introduction and paste that on there as well. So it is very time 
consuming the way I do my audio editing. You don't have to do it. It's the 
way I do it, and it's what makes my interviews stand out and get listened 
to more than many others because they're easier to listen to because I've 



 

 

taken the time to clean them up and make them easier to listen to. 

Michael E.: Now, when you're putting music in there, do you have any 

resources for people that are looking to buy royalty free music that they 
can buy and use at their will? 

Michael S.: That's a good question. I don't because the only music I use 
is that same little royalty free blurb that you hear in my interviews. 
Anyone can just do a search on Google for "royalty free music" and you 
can find it. Go on eBay, type in "royalty free music." You'll find plenty of 
stuff that you can get inexpensively. 

Michael E.: You know, one other thing that I'm not sure that we talked 

about here, but did you mention the type of microphone that you're 

using? 

Michael S.: I don't use a microphone. This is really important. Actually, 
it's become much more important over the years. Number one, you want 
to use a corded phone. Now, it is getting harder and harder to find 
corded phones because everything is cordless. Everything is going 

cellular. And when you set up your interview, make sure you tell the 
person you're interviewing to be on a corded phone. Do not do these 
interviews on a cell phone unless you absolutely have to. And then when 
you start to interview and you press your little record button on your 
recorder, do a little sound test. Maybe record 10 seconds and then just 

say, "Hold on" and listen to see how it sounds on your recorder. Because 

the phone lines can be tricky. So you always want to listen for a good-
quality volume on the other end. So if you and I were talking, and I could 
barely hear you, I would say, "We have a problem here." And it's going to 
make it difficult in the editing if I have to increase the volume on your 
voice all through the interview. 

We can get a little extra hissing. And this is stuff you'll learn as you go 

along. It's not a big deal. But maybe a remedy to that is, "I'll say, 
Michael, will you call me back, and let's see if we can get a better line." If 
that's not better, I'll hang up and I'll say, "Michael, let me call you back, 
and let's see if that's better." I might say, "Michael, do you have another 

corded phone in the house or in the office?" 

You may have one upstairs, and we'll try that. I was having some static 

problems with my phone. I've been using this Radio Shack corded phone 
that I've had for eight years and then I had some static on the line, and I 
couldn't figure out the problem, and I was looking for some corded 
phones. I went to Wal-Mart. I went to Radio Shack. I even bought a 
couple of corded phones, but I couldn't get the same quality audio 
through these corded phones. And then I went to some garage sales and 

picked up some old corded phones, and it seemed like the older ones 



 

 

really work the best. 

So it's going to be really important if you're going to get into this 

interviewing to get a corded phone that gives you the ability to do a nice, 
crisp, good sounding interview. You can go on eBay and find an old one. 

But test that out for sure. So that is definitely important. Do the 
interview on a corded phone. Another little tip before you do your 
interview—here in San Diego before we started doing this interview, I 
press star 70. I have call waiting. That keeps any income calls going 
directly to my voice mail. 

So we don't hear the beeps, which just saves time in the editing process. 

On your digital recorder make sure you've got a fresh set of batteries. I 
use two AAA batteries in mine. You want to make sure your recorder is 

charged up because you don't want to be interviewing someone really 
important and your recorder goes "beep" and then you're out of batteries. 
And you go, "Oh, hold on. Let me go get some batteries." So be prepared 
to get your recording devices ready to go and that it has good batteries. 

You want to unplug any phones or other lines in your office or in your 
home so you're not hearing phones ringing in the background. You want 
to take the dog out of the house. You want to limit any kind of 
distractions or background noise when you're preparing for these 
interviews. Make sure the kids aren't going to be around if you have kids. 

Michael E.: Those are great tips. 

Michael S.: Yeah, these are just some tips that will help make things go 
smoother. 

Michael E.: Just another thing to add on to that. I'm right with you 
there. I'm calling from a line calling San Diego. I'm over here in Italy. I've 
got a hardwire into the phone line as well using a corded phone. I've got 
a little tiny fan in the background that removes white noise. And in the 

room I'm in, I've got something covering the bottom of the door with a 
very long pillow because I have children in the house and at certain 
times two children tend to get noisy. So I find that a little fan blowing on 
a low setting creates this white noise that covers up any outside 

interference. 

It's a good checklist that you've just provided everyone. Because there is 

some production time and some preparation time outside of the content 
that goes into doing the interview and having it done well. Because what 
you don't want to do and what I get nervous about is—I do a phone 

service. So I have to buy these cards that give me good rates to the 
states. Otherwise I would be paying $200 for a direct line. 

So I buy these phone cards. For those that are in Europe sometimes you 



 

 

can use these phone services, but I use these cards, and I have them 
lined up and if something should happen, I'll just move on to the next 
card. So don't take this part lightly. I can attest to that, Michael, because 

you really don't want to have your interviewee having the line drop or 

having to call back because of something that you missed in the 
preparation phase. 

 

Michael S.: Absolutely. And also it's really important...if you only have 
one chance to do this interview and it's a big interview and it's going to 
provide a lot of value to your listeners, you may want to take an extra 

precaution. For instance, we're using a teleconferencing service that you 
set up that has the ability to record audio. But at the same time I'm 
backing it up with my digital audio recording here on this end. So it 
would probably be a good practice for any of your students to do that all 

the time because you never know when your recorder will end. I've had 
this happen to me. 

I will do an interview, and you play back the recording, and you have all 
of this white noise in the background, and I've had to totally redo an 
entire interview. A real important one. It's very frustrating. You won't 
have to ditch the whole thing. You can explain when you put it up that 
we had a terrible problem. This is only if you don't have the ability to 
redo the interview with the prospect. You can get it transcribed and offer 

the transcripts of the interview, but it's very frustrating. So it's always 
good to have a backup. I think by using the service, and you can share 

with your listeners the service that you use that records the 
teleconference and having a backup digital recorder you've got an extra 
copy just in case, and this has saved my butt a couple of times. 

Michael E.: Yeah, that's great advice. That is something that, you know, 

if you really don't want to have to lose that time—because losing that 
time with that expert is money lost, time lost, and it's embarrassing as 
well. I'm using a service right now called Xiosoft. It's X-i-o-s-o-f-t dot 
com, and that's a conference line that you subscribe to, and they do the 
recordings. 

There's freeconferencing.com. Then there's a bunch of others if you go on 

Google and check those out. These are a good way of doing it, but I 
totally stand by what you're talking about and doubling up on the 
recording capability. So, Michael, you've been really generous with your 
time here. 

I just want to get into a couple of final questions because you've shared 
some gems, and I think when people are going through their interviewing 

process—so we've talked about how to prepare for an interview. How to 
find the right content. How to mentally kind of gear up for it. Some of the 
production techniques that you use. Really actually step by step of how 
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to do it and your background of course. The mindset that you need to be 
in. Let me jump back to you personally so that we can kind of give our 
listeners a chance to hear more of you and get to know the great wealth 

of information that's available on your site. I wanted to ask you a 

question about one more technology before we get into your audio. What 
is your perspective on video and YouTube, and things like that? 

Michael S.: I think video is great. You know, if you were to compare the 
selling effectiveness between video and audio only, video would win 
hands down because you're able to engage more senses of the prospect. 
The eyes and the ears at the same time. But audio has some value that 

video doesn't offer. In my interview with Vic Conant. He's the owner of 
Nightingale Conant. They're the largest information products publisher in 
the world, and I think most of your listeners should have heard of 

Nightingale Conant. They produce all of the audio educational seminars 
with Tony Robbins and Zig Ziglar and Brian Tracy and Dr. Wayne Dyer, 
and I asked him this question. The thing is audio is something that a 

listener can take with them, and they can be multitasking. They can be 
exercising. They can be listening in on the background while doing other 
stuff. Audio can be listened to and put on a CD in a car while they're 
driving so you're turning unproductive time into learning time. 

Now, you can still do that with video but the eyes have to be engaged on 
a screen and many times there's a lot of video out there that provides 

content that really doesn't need to be video. I look at audio as doing my 

prospects and the visitors to my site a favor. I can have it all video and 
have the face of the person I'm interviewing sitting up on a screen 
talking, but why do you need to look at the guy's face talking and have 
your eyes engaged when you could be down at the bay exercising and 
listening to the same content. There are definitely benefits to audio that 

outweigh video but video is great too. There's no secret that video is the 
number one most powerful medium of selling. Look at television. 

Michael E.: So in looking at your overall marketing campaign, it would 
probably be something to think about in having because audio is so 
much easier to access in different locations and at various points of your 
day. Video would be a nice compliment to that if you had a presentation 

that you wanted to put together that included visual. Because visuals do 
help a lot. But when you're talking about a conversation and you really 
want to get the meat of the conversation, you know, audio will do the job 
and audio books are very popular. It's a medium that people are very 
familiar with. So I can totally see what you're saying. 

Michael S.: You can provide both. I'll tell you. I have done both. I haven't 

video per se, but I have done interviews with experts where we have 
offered a PowerPoint presentation. It's an articulate presentation where 
we've integrated audio and PowerPoint slides. So we're engaging the eyes. 



 

 

That's for people who want to look at the video and listen at the same 
time. But I will also give the visitor to that segment of that audio 
recording the ability to download just the audio portion as well so they 

can take it with them. I give them the opportunity if they're a reader to 

download the PDF transcripts. Each one of my audio recordings on my 
site have been transcribed into PDF documents word for word where they 
can print out the PDF and take it with them. Some people can read faster 
than they can listen to audio. Another technique is something I learned 
in doing the audio editing is that Gold Wave software that I told you 
about. 

You can download a free trial of it, but it has a little play button that 
allows you to speed up the audio. When I was doing all of the editing 
myself before Diane my editor was doing it, I needed ways to get through 

the editing process faster. When I'm reviewing an hours of worth of 
audio, I could listen to that audio at warp speed. I could speed it up 
twice as fast as a normal conversation and still digest the information. It 

takes little a practice, but anyone who likes listening and wants to listen 
on-line and get through some of the content, they can download that 
Gold Wave player and download the MP3 files to their hard drive, open 
them up in the Gold Wave audio editing program and play them through 
that editor at twice the speed. So they can listen through an audio in 
about half the time of normal conversation and still digest the main 

points of it. 

Michael E.: That's another great tip. 

Michael S.: So my point was I am now experimenting by offering the 
PowerPoint presentation where someone can view the content through a 
PowerPoint presentation with integrated audio. They can download the 
transcripts and take those with them, or they can download the MP3 as 

well. Now, any of your students who are going to get into audio 
interviews, you want to offer your prospects different choices of digesting 
this information because everyone is different. And you're doing them a 
favor. 

You're appealing to the readers who like to print and read transcripts. 

You're appealing to the audio-only people who like to listen only and 

you're appealing, if you want to take the time and the extra production 
value, in creating video PowerPoint presentations. You're appealing to 
those visual people too. When you can integrate—like I said, video 
compared to audio alone will win hands down. Now, these video 
PowerPoint presentations I've invested the extra time and the resources 
and the money in doing these because these were particular interviews 

that offered me some financial interests where I was directing the listener 
or the viewer to the resource that I was going to make money off of. So it 
was worth the investment. 



 

 

Michael E.: You can calculate a measurable return on the investment by 
adding that extra value. 

Michael S.: Yeah. 

Michael E.: The third product, which is a little bit more than it might be 
to your premiere product as you say. That's another great tip. Another 

interesting point that we touched on at the beginning is that you started 
down a certain path and then by taking some chances it led you into how 
many people know you now, and how I discovered you and by continuing 
on that path, educating yourself, interviewing countless experts, you 
have been exposed to another group of experts or another type of practice 
should I say which has kind of changed the course of your career as well. 
Is that right? 

Michael S.: Yeah, I would agree. It's never ending. I just keep 
interviewing experts of things that I'm interested in. Like I said, there's 
different reasons for different interviews. There's product. There's content 
creation. There's marquee value and then there's joint venturing and 
there's just straight content to add volume, add value to whatever you're 
doing. So there are different reasons. You have to ask yourself what's the 

reason why I'm doing this interview. 

Michael E.: Let me expose the viewers and the subscribers to some of 
the information that you have right now because I think it's just an 

amazing collection, and there's also something that if you wanted to get 
more information then you've gotten tonight on actually how to put 
together an audio product, you've got something now that I would like to 

share with them. This is not an endorsed call or anything. This is just 
delivering pure content, pure value for the listener. Why don't you share 
with us, Michael, if you would, your audio creation service? 

Michael S.: Well, first, I want to say I've had in the past over 17 different 
products of my own that I market and sell. And when you're doing these 
interviews, one of the most important things for you to understand are 

you don't have to be the expert. All these other products that I was 
marketing and selling I didn't position myself as the expert. I was just the 

guy doing the interviews and through these interviews and collecting 
these interviews and packaging these interviews I created different 
information products that I would sell. But this is the one product that I 
do have where I've positioned myself as the expert, and it's basically on 

everything that we've been talking about. It's how I use audio. 

It's called "How To Turn A $28 Book Or An Idea In Your Head Into An 
$3,900 Information Product." And it's an entire course that I've outlined 
all the different steps. We've touched on some of things that we've talked 
about today where I teach you exactly how to create an information 



 

 

product. If you're a coach, if you're an author, if you have your own 
product or idea, this will show you step by step how to take that idea and 
increase the value of what you're doing and what you have and give you 

the ability to sell it for three times more, five times more, ten times more, 

and in some cases maybe 50 times more by using audio interviews. 

And there are different sections in this product. One is called "How To 
Turn a $28 Book Into A $3,900 Information Product." You've got "Seven 
Fatal Mistakes That Will Kill The Creation Of Your Audio Program Stone 
Dead." It's a full report and audio download. You've got frontline secrets 
from the trenches. Break through audio creation report. 17 roadblocks 

that can stop you from making your information product and how to get 
around them fast. The fast track audio creation guide. It's 17 insider 
secrets to planning your audio in the fastest time possible. 

And then you also get a one-half-hour, one-on-one audio information 
product consultation with me personally by phone where if you have any 
specific questions on your idea or your product after you get the product 

and you go through the system, we'll arrange a time to talk. And you'll 
allow me to record the call because what I've also offered in this product 
is 15 hours of my best consultations. 

I used to do one-hour consultations, but I don't have the time to do a 
whole hour, but you have 15 hours of students who have ordered this 
product who have dreams and ideas in their head and product creation 

ideas where I've done consultations with them, and I've recorded these 
calls, and you have the best of the best. 15 hours. That's all included in 
this product as well. And the best part is you can try the product entirely 
free for 30 days. I wish we had more time because I'm just looking at my 
notes. There's so much stuff that we haven't talked about and some of 
the most important things is why I use audio interviews as a cost 

effective tool to increase my sales and automate my sales process, and I 
know that your students are interested in automating so they can buy 
back that time, leverage their time using audio. And there's so much 
magic that comes along with these interviews that is just amazing. 
There's a whole bunch of topics that I talk about to the students in my 
consultations when it comes to positioning and how to bond with your 

prospects and why delivery and distribution of your audio is so powerful 
even today with all of the PDFs and the cell phones and the mobile 
devices that are able to wirelessly download and play audio even subjects 
about the real estate value of each one of your audio recordings. If you 
dissect any one of my audio recordings, you will hear a lot different 
things in there. 

I look at that audio recording as a piece of real estate. In the beginning 
you have that little teaser, the trailer that is a headline that captures the 
attention. 10 minutes into the audio you will hear, "You're listening to an 



 

 

audio interview on Michael Senoff's Hardtofindseminars.com." Then 
you'll hear it 40 minutes in on the interview. At the end of the interview 
you will hear "Here is another tip from Michael Senoff's 

Hardtofindseminars.com," which offers and directs the listener to 

another resource on my site or another tip that could save them time or 
they'll hear the audio recording version of a sales letter on my website. 

For instance, on HMA Marketing System I have a sales letter which 
you're training and working with your students on how to create a great 
sales letter and a great website. Every one of your listeners should get a 
professional to read that sales letter into an audio format and record that 

as an MP3. At the top of that sales letter it should say, "If you don't have 
time to read this sales letter now, you can download the audio version of 
this sales letter and take it with you." 

Give your listener the ability to take that information with them on the 
road because long sales letters a lot of people don't have the time; 
understand your prospects are busy; give it to them in audio. If you 

produce a CD that's 70 minutes long, we can fit 70 minutes of audio on a 
CD. If your interview with your prospect is only 40 minutes, put an extra 
30 minutes of bonus material on that CD. Over deliver to your prospect 
or put a sales letter for your coaching or information about the books 
you publish or why someone should contact you for more consulting. 
Use the real estate of that CD. That whole 70 minutes. Because you may 

have someone driving in the car and they get to the end of your 

interview, well, that CD will keep playing and you can put stuff that's 
going to sell that prospect while you've got their one-on-one attention. 

So these are some of the ideas we talk about in the consultations with 
the other people I've interviewed who have ordered Talk Yourself Rich, 
and it's loaded with additional ideas, but there's so much we could talk 

about, and that's why I would urge anyone to at least take the free trial. 
They don't have to pay anything up front. Only if they agree that I've 
delivered on the lessons that I promise to teach in Talk Yourself Rich do 
they pay. So they risk nothing whatsoever. 

Michael E.: I can only imagine that the amount of information that we 

discussed tonight that you so generously laid out so many detailed steps 

that people would save hours, days, possibly weeks if they had to go and 
find all his information all by themselves and kind of go through the 
learning process. If it's anything near what we talked about tonight, I 
know it's something of great value and just by listening to your 
recordings and seeing what's on your website, hands down, everyone 
would agree that it must be packed with enormous value. 

Michael S.: I appreciate it. 

http://hardtofindseminars.com/
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Michael E.: I want to thank you for the interview today and thanks for 
all of the information. If we have any questions, is there a way to reach 
you? 

Michael S.: Yeah, absolutely. Anyone can call me or E-mail me. My 

direct phone number if someone wanted to call I'm here in the U.S. is 
area code (858)274-7851. That's area code (858)274-7851. Anyone can 
reach me by e-mailing me direct to my personal E-mail address 

Michael E.: Based on the tips that you've just given, those aren't tips 
that are just picked out of thin air. Those are tested tips that people don't 
really uncover until they have rolled up their sleeves and gotten in there 

and experienced the whole process. So it sounds like an enormous time 
saver. A great return on investment. By creating additional products for 

yourself and adding more value to those products. So it sounds like a 
really good deal, Michael. Thank you again for sharing so much 
information with everyone. 

Michael S.: You're very welcome. My pleasure. I really appreciate it. 
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