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Scientifically Proven Persuasion Principles 
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How to Produce Video that Rocks

What do your videos look like? Shaky camera, poor 
lighting, scrolling messages like a used car dealer? Sorry 
people but this isn't 2004. That kind of video online just 
doesn't cut it any more.

You must keep the audience engaged, motivate and 
persuade them to take action. An effective video - that 
matches your content - will do that.

Spend only a couple of minutes on this website and you'll 
see what I mean. You CAN produce this level of quality, 
and it won't take a two years at a broadcasting academy, 
or bust the bank.

Create Video that Rocks: http://www.cdzn.com/wvu 
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Persuasion: Scientific Evidence of What Leads to Yes

What I'm about to tell you is very powerful. It's totally exclusive and no one knows about it 
yet. It's research on how we make decisions and what makes us comply. It's scientific 
evidence of what leads to yes.

Researcher Dr. Robert Cialdini proclaims that, "There's nothing wrong with lining your 
pockets, so long as you're providing good service to your customers." I have to agree, that's 
what it means to run a profitable business.

So long as you're conducting business in a fair and ethical manner, staying within the rules 
of the FTC, governing bodies and the tax man... why not use a little persuasion to convert 
shoppers into buyers?
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What bothers me - as I've already seen evidence - is that many direct marketers will be 
releasing whitepapers and courses in the coming weeks, some costing thousands of dollars, 
all claiming to have invented this research. The only way you can stop their persuasion, and 
know if they are using proven psychological manipulation on you, is if you are armed with 
the same information that they have.

You must stop any side projects this week and learn these tactics now, or else you'll lose 
more of your hard earned cash with their smooth talk. You'll learn how to recognize a Trojan 
Horse when you see one. And you'll also learn how to apply this research to improve 
your persuasive abilities in your own environment.

The first is a book by Dr. Dan Ariely, a Professor of Behavioral Economics at the MIT Media 
Lab. His book "Predictably Irrational" (audio available from iTunes) uncovers the hidden 
forces that shape our decisions. He also operates a blog by the same name. Predictably 
Irrational Blog: http://www.predictablyirrational.com

One of the things that impressed me most was the Decoy strategy. It's a clever method of 
positioning offers for products or services. And you'll be seeing it everywhere from now on.

According to Dan's research, "It's hard to evaluate anything in an absolute way. All decisions 
are made relative to each other. We don't compare one decision to everything. We compare 
only what's available at the moment of making a decision."

Let's take the example of the decoy. Here are three payment options for a popular trade 
magazine that was advertised online:

* Online Version - 47 Dollars
* Print Version - 97 Dollars
* Both Online and Print Versions - 99 Dollars

The middle option appears to have no purpose. No market share. No one will choose it. But 
it's there for a very important psychological reason. It's there as a decoy.

Without the middle option, people are far more likely to choose the lower cost online 
version. With the decoy, it serves to show, or point to the amount of "value" in the higher 
offer.

Dan Ariely found that, "The decision people make, is based on the amount of information 
available at the time of purchase. The combo deal is seen as a great value in comparison, or 
relative to the print only version. Now the purchasing habits are reversed, far more people 
are likely to take the higher priced offer."

Having three offers with one as a decoy, gives people a reason to make the choice. It forces 
them to make a decision. It gives them more confidence in the moment.

Start using this simple strategy on your direct sales page and you can either, double your 
profits, or leave half of it sitting on the table. It's up to you.
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Exclusive SEO Secrets

If organic search traffic is important to your online business, then you 
cannot afford to be misinformed. Forget the hype, rumors and speculation. 
One organization truly knows what's going on. And it's a Revolution.

First attend all the major search engine conferences. Then combine that 
inside information with a large private testing facility, with an exceptional 
staff, cranking out test pages day after day, measuring the results, and what 
would you have? The world's leading SEO authority.

Ready for a Revolution? ==> http://www.cdzn.com/jwr

- - /AD - -

The second resource is Dr. Robert Cialdini, who has two books that are essential reading. 
First is "50 Scientifically Proven Ways to Be Persuasive" which was released in June 2008.

His second book explains the psychology behind direct marketing. It's called, "Influence: 
The Psychology of Persuasion." The latest edition called "Influence: Science and Practice" 
will be available August 2008.

(You can also jumpstart your knowledge on this work by getting the 50 minute Executive 
Briefing by Robert Cialdini at iTunes.)

Dr Cialdini asks several key questions that are critical to marketing success:

If you have two items to present, which one do you present first, the one with the higher 
price, or the one with the lower price?

If you have new info, when should you mention that it's new, at the beginning, or the end of 
the presentation?

When it comes to presenting your product, service, or idea, which should you present first, 
its strengths or weaknesses?

What's the first thing you must do, immediately after someone has praised you, or your 
organization. There is a real moment of power here and most people let it slip away.

Getting these points in the right order can double or triple your responses and orders in 
most cases. Get them out of order and you'll lose 50 to 60% of all your profits.

Here's a little takeaway from the audio book. Dr. Cialdini explains that, "When you describe 
the benefits it's not sufficient to describe what they'll gain. The psychological research is 
very clear, that people are up to five times more motivated by the idea of losing something, 
than they are of gaining that very same thing."
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A good example is the home insulation case study. This test went door to door and talked to  
the owners about insulating their home. One group told the owners they could save 50 
cents per day by insulating. The other group was told they would lose 50 cents per day by 
not insulating.

It's the same idea and the same argument. But the people who choose to insulate based on 
loss was significantly higher. (The audio didn't mention a percentage.)

Dr. Cialdini's has scientific proof that, "Anything couched in terms of loss, resonates more 
powerfully with the average person. They are more interested and likely to act on 
information based on what they stand to lose instead of gain."

So it may be time to revamp your salesletter to list the benefits that someone stands to lose 
if they don't move in your direction. Sure it's ok to list what they hope to gain, but its also 
important to list what they stand to lose.

Get Robert Cialdini's "50 Scientifically Proven Ways to Be Persuasive" and "Influence the 
Psychology of Persuasion" and Dan Ariely's "Predictably Irrational" at Amazon, iTunes or 
your favorite book store.

Remember, this is not theory. These are the facts. It's scientific evidence as to what makes 
people say yes. It's about getting people to comply. To get them to take action and do what 
you want, rather than just think about something in a positive way.

If you understand and employ these principles, you will become an agent of influence in 
your professional environment. If you don't learn about this research, you'll never know if 
someone is influencing you, your thoughts, ideas, or decision making process, and just 
sucking the cash out of your wallet using proven psychological persuasion principles.

Wouldn't you like to know?

How to Get Traffic, Make it Convert and Get Paid

Got info overload? Feeling overwhelmed? Want a website review? Need actionable advice? 
Sustainable revenue? A clear path? Better conversions? Help with your marketing, sales or 
advertising? Give me a call. 

My coaching rate is $300 an hour for newsletter subscribers. Phone me any time you need 
help. Even if it's just a couple of questions. You can reach me any time at my home 
office by phoning 604-322-5400. The initial phone call is free.

Why phone me? Because I've got over 30 years experience in sales, advertising and 
marketing. Over the last 10 years, I've answered over 7,000 email questions and performed 
over 500 coaching sessions. I know what makes successful people tick.

It's like asking a true Jedi Master of affiliate marketing. Someone to critique your work and 
offer specific advice based on knowledge and experience. Someone to save you from 
mistakes and misdirection. The best time to talk is before you start any new project. 
Just pick up the phone. Enter 1-604-322-5400 and call now. Just pick up the  
phone and call now.
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That's it for this edition my friend. Thank you for reading. We'll chat again soon. Until then, 
here's wishing you all the best for online success.

Michael Campbell

Dynamic Media Corporation
#425 - 383 East 37th Ave
Vancouver BC Canada V5W 4C1

Subscribe to this Newsletter by eMail
(Published since September 1999 and yes, it's still free.)

Subscribe by eMail: http://www.InternetMarketingSecrets.com

Download the Podcasts, PDF Editions and Back Issues

Subscribe with iTunes: http://www.cdzn.com/it

Download the Podcasts and PDF Editions: http://ims.libsyn.com

Back Issues of the Newsletter: http://www.internetmarketingsecrets.com/newsletters/

Read the Blogs for Breaking News

Internet Marketing Secrets Blog: http://InternetMarketingSecrets.com/blog/

Michael Campbell's Twitter Updates: http://twitter.com/dmcorp

P.S.

Did you like this newsletter? Why not forward it to your friends, coworkers, classmates and 
anyone else that you think might enjoy it. Thank you for your continued support.

= = = = = = = = = = = = = = = = = = = = = = = = = = = = = = = = = = = = = = = = = = = = = = = = = =

Legal stuff...

Copyright © 2008 Dynamic Media Corporation. All rights reserved world wide. Publication #IMS143P080715
All trademarks and service marks are property of their respective owners.

The information, stories and articles contained in this newsletter are the opinion of the individual authors based on 
their personal observations and years of experience. Neither the authors or publisher assume any liability whatsoever 
for the use of or inability to use any or all information contained in this publication. Use this information at your own 
risk. Links to the cdzn.com web site are affiliate links whereby the publisher receives financial compensation should 
a purchase of products or services be made by clicking on said links.

Privacy Policy: I never sell, rent, trade or lend any information about my subscribers to anyone, for any reason, 
whatsoever. I assure you that your privacy is respected and well protected.
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