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Legal Disclaimer:  

While all attempts have been made to verify information provided in this publication, 
neither the Author nor the Publisher assume any responsibility for errors, omissions, or 
contrary interpretation of the subject matter herein. 

This publication is not intended for use as a source of legal or accounting advice. The 
Author and Publisher want to stress that the information contained herein may be subject to 
varying state and/or local laws or regulations. All users are advised to retain competent 
counsel to determine what state and/or local laws or regulations may apply to the user’s 
particular business. 

The purchaser or reader of this publication assumes responsibility for the use of these 
materials and information. Adherence to all applicable laws and regulations, federal, state, 
and local, governing professional licensing, business practices, advertising, and all other 
aspects of doing business in the United States or any other jurisdiction is the sole 
responsibility of the purchaser or reader. The Author and Publisher assume no responsibility 
or liability whatsoever on the behalf of any purchaser or reader of these materials. 

Any perceived slights of specific people or organizations are unintentional.  

Earnings and Income Disclaimer:  

We (The Internet Marketing Center) make every effort to ensure that we accurately 
represent our products and services and their potential for income. Earning and Income 
statements made by our company and its customers are estimates of what we think you can 
possibly earn. There is no guarantee that you will make these levels of income and you 
accept the risk that the earnings and income statements differ by individual. 

As with any business, your results may vary, and will be based on your individual capacity, 
business experience, expertise, and level of desire. There are no guarantees concerning the 
level of success you may experience. The testimonials and examples used are exceptional 
results, which do not apply to the average purchaser, and are not intended to represent or 
guarantee that anyone will achieve the same or similar results. Each individual’s success 
depends on his or her background, dedication, desire and motivation. 

There is no assurance that examples of past earnings can be duplicated in the future. We 
cannot guarantee your future results and/or success. There are some unknown risks in 
business and on the Internet that we cannot foresee which can reduce results. We are not 
responsible for your actions. 

The use of our information, products and services should be based on your own due 
diligence and you agree that our company is not liable for any success or failure of your 
business that is directly or indirectly related to the purchase and use of our information, 
products and services. 



P A G E  4  

D O C U M E N T  T I T L E  

About the Author 

 

DAN S. KENNEDY is a lifelong entrepreneur, busy consultant, popular 
speaker, and author of numerous books including The Ultimate Marketing 
Plan and the No B.S. series. He has been an innovator in the field of 
information marketing for more than 20 years. 

 



P A G E  5  

D O C U M E N T  T I T L E  

Contents 

 

A Brief Introduction ............................................................................. 6 

Lesson 1:  How to Manage Change ..................................................... 8 

Lesson 2:  How Media Mature and What Is Required to  

Profit from Mature Media................................................. 14 

Lesson 3:  Why You Should Dollar-Cost-Average Lead  

Generation ........................................................................ 19 

Lesson 4:  Why You Should Go from Online to Offline ................... 22 

Lesson 5:  Smart Entrepreneurs Have R&D Budgets ........................ 23 

Lesson 6:  There Are Riches in Niches and Subcultures ................... 25 

Lesson 7:  Market First, Product Second ........................................... 28 

Lesson 8:  Permission Required — The Brave New World .............. 30 

Lesson 9:  Income versus Equity or Make Sure to Do  

Some Future Banking ...................................................... 34 

Lesson 10:  Discover an Opportunity Becoming Real ...................... 37 

Lesson 11:  Use the One Best “Communication Arrangement” ........ 41 

Lesson 12:  Create a Hierarchy of Incomes ....................................... 43 

 
Appendix:  Niche Market Salesletter.................................................. 45 

 

 
 



P A G E  6  

T H E  U L T I M A T E  I N T E R N E T  E N T R E P R E N E U R  

This program offers a quick look at what it takes to prosper as an 
entrepreneur who utilizes the Internet heavily. 
 
This is a distinctly different subject from “Internet marketing” or “making 
money on the Internet.” In one way, this is a broader discussion. In another 
way, it is a deeper discussion. It is not just about making money, especially 
in the short term. Frankly, you can do that pretty easily. And you need look 
no further than Corey Rudl’s courses, books, and coaching programs to 
support that objective. 
 
The “true entrepreneur” goes far beyond making money, to creating wealth. 
Nor is the true entrepreneur limited in thinking about or being tied to any 
one media or even any one business. 
 
Often, what an observer sees from the outside, looking into an 
entrepreneur’s world, is a limited picture. It is the picture the entrepreneur 
chooses to have seen. The entrepreneur’s real business is more complex and 
more far-reaching than most people realize. This is most true in the case of 
Corey Rudl, as you will come to understand by listening to our dialogue on 
the three audio CDs in this program. 
 
As you may or may not know, Corey was for two years a member of my 

A Brief Introduction 
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elite Platinum Inner Circle group for information marketers, and I’ve also 
worked privately with him, his chief operations officer Derek Gehl, and the 
rest of the Internet Marketing Center (IMC) team. I’ve been to their 
Vancouver headquarters, a hive of activity. I have enormous respect for 
their accomplishments. When Corey invited me to work with him in 
assembling a discussion of entrepreneurial issues for those living primarily 
in cyberspace, I quickly agreed. 
 
The three audio CDs are an unscripted, lengthy conversation Corey and I  
had, by necessity of our schedules by telephone, only slightly edited for 
length and to erase a barking dog. 
 
This accompanying manual features 12 brief lessons I wrote exclusively for 
this program, which appear here in the order in which the subjects come up 
in our discussions. Combined, these materials should really challenge your 
thinking about your present business or any business you might develop. 
Good luck to you in taking your enterprise to the next level. 
 

 - Dan Kennedy 
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I mentioned in my discussion with Corey that my father once made a 
decision resistant to technological change in his business that plunged our 
family from prosperity to poverty almost overnight. That experience has 
made me sensitive to my own tendencies to resist change in general — and 
to resist technology-related changes in specific. 

What’s interesting — and dangerous — is that it is very hard to look in the 
mirror and see yourself resisting change. You can easily see this tendency in 
others, but it’s hard to see it in your own behavior. 

For example, I work with many people who do a lot of business on the 
Internet. A few are 100% e-commerce with no offline advertising, 
marketing, or fulfillment. Some of these people are “names” in the world of 
Internet marketing. A number of others are not promoting themselves that 
way, but simply using the Internet to quietly make a lot of money in diverse 
businesses. My biggest client has over $50 million a year of online 
revenues. Many are solo entrepreneurs pulling in a few million. 

Despite their undeniable success, some of these businesspeople are very, 
very stubborn about the present, evolving, and obviously threatening 
changes in e-mail marketing. They are in denial about e-mail marketing’s 
diminished efficacy and very resistant to changing the economics of their 
business to support offline marketing. They are even resistant to getting 
contact information other than e-mail addresses from their customers. 

How to Manage Change  

Lesson 1  
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They are, in my opinion, dead men walking. But they would vehemently 
deny being resistant to change. In fact, they would argue they embrace 
change and point to their techno-savvy and successful use of the Internet as 
evidence. In truth, though, they are now just as guilty of resistance to 
change as the entrepreneur who has refused to use the Internet at all. 

If you take a long view and want to build a business with decades of life, 
you have to pay attention to cycles, to history, to the nature and pace and 
impact of change over time. If you do, three things will be evident: 

1. Change will reveal the survivors. You need a medium of 
communication at your business’s core that has stood the test of time 
and shows no possibility of disappearing or radically changing in the 
foreseeable future. (That would be mail — “snail mail.”) 
 

2. Change is constant. If you seek to be in the same business three to 
five years from now, doing business as you do it now, you won’t be in 
business. 
 

3. Change is not limited to technology. You need a broader view. 
 

Oh, and by the way, it’s very easy to look like a moneymaking genius 
within a short time frame, especially if utilizing cheap media. In the first 
few years of the infomercial industry’s rebirth, when you could routinely 
buy half-hours on TV all over the country for $200 and $300, everybody 
looked smart. Nearly 20 really big companies sprang up — of which only 
one remains. 

I frankly don’t think making $200,000 or $300,000 a month focusing full-
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time on marketing via the Internet has been that big of a trick in the past 
five years. It’s going to be exponentially more difficult in the next five. The 
herd will thin, as part of a natural cycle. The survivors will be very agile, 
flexible, forward-thinking entrepreneurs who embrace change, even change 
they don’t like. 

I have two specific suggestions for how to embrace change. 

1. Stay on top of technology 

You have to be very aggressive in getting, assimilating, integrating, and 
acting on new information. Being connected to Corey’s company, the 
Internet Marketing Center, with regard to Internet marketing is essential, 
because they invest heavily in constant testing of new ideas. They are the 
established leaders in this field and are progressive about change. 

Being connected to me with regard to marketing in general is also, I 
humbly suggest, essential. If you aren’t now, you can easily remedy that 
starting with a completely free three-month subscription to my No B.S. 
Marketing Letter. But beyond us, you need to be getting information from a 
wide variety of sources: through networking, masterminding, seminars, 
trade associations, and the media, from Fortune, Forbes, and the Wall Street 
Journal to Catalog Age and DM News. In short, you need to be looking for 
change, not waiting for change. 

2. Do it or have it done for you  

I’ll use myself as an example, in two different scenarios. First, the topic of 
this discussion — the Internet. I do not use it personally at all. I’m not 
online, don’t use e-mail. If I want to see something, it is downloaded and 
printed out for me. If it can’t be, then I don’t want to see it. I neither send  
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nor receive e-mail. However, I have the Internet used for me a lot, in a 
number of different ways. 

When it became clear to me that the Internet was going to be a media of 
major importance in my kinds of businesses, quite possibly usurping print 
and direct mail, at least for a five- to ten-year term, I faced three options: 
(1) learn to use it; (2) hire people to use it for me; or (3) sell my businesses 
to people who would use it. Because my aversion to having employees 
exceeds my distaste for technology, I chose number three. 
 
The important thing here is that you must be decisive and pick and act on 
an option, and not just sit there deliberating. So I chose number three. In 
1999, I sold my products business; in 2003, I sold my newsletter business, 
along with certain newer products. In the first case, I not only received my 
purchase price and a consulting contract, but a royalty stream for five years. 
In the second case, I negotiated a nearly identical arrangement, extending 
into the future. 
 
And in the second case, as I’d intended, because Bill Glazer (the buyer) and 
his team are so much more willing to do comprehensive and aggressive 
online marketing, that which didn’t even exist in my business now exceeds 
the original business in size and profit, and my royalties are very 
substantial. In short, I made the parts worth far more than the whole by 
carefully choosing the right people to sell my businesses to. 
 
With my Psycho-Cybernetics business, I, again, was not willing to utilize 
Internet marketing or hire people to do it. My partner was fully capable of 
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doing it but had no time, so we first issued a “master license” to someone 
who could and would do it, and had him run all online direct marketing for 
about a year via that license arrangement. Now, in early 2005, we have sold 
the entire publishing company to him. Combined, with these entities, their 
licensees, their affiliates, millions of dollars of “Dan Kennedy publications 
and products” have been sold in each of the past few years purely online, 
and millions more in online/offline integration. 
 
Do not be confused: the it here is online marketing. But I use this only to 
illustrate how you must respond to any it (meaning new media technology 
or new situation) that you confront. You must do it yourself, hire someone 
to do it for you, or find another “structure” for getting it done. 
 
Here’s my second example: About nine years ago, I hit a certain level of 
wealth that bred a whole new level of financial complexity in my life. I 
have a high school education, not an MBA. I don’t have the personality of a 
good bean counter. The accountant I’d used for years was good for small-
time operators but couldn’t keep up with me and had no useful advice. I had 
a new it, a new reality to deal with. 
 
Since I do not believe in delegating the money, I dug in and put myself on 
an aggressive course of learning and study, in order to do a lot of my own 
investing and investment management. I also found and hired a new CPA 
firm, a top-ranked money management group to put my pension plan 
money with, and assembled a small team of others that I could rely on 
regarding real estate investments. I devised a seven-year financial plan and 
stuck to it. 
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In this example, I used a combination of “do it” and “hire someone to do 
it.” I have a set of targets for complete retirement, requiring no income 
other than investment yield in 2008. In my 2005 review with my advisors, 
we verified that I am ahead of schedule. 
 
Some years ago I did some work for Joan Rivers. After Joan’s husband 
died, she was faced with a collection of new realities, one of which was 
managing the money. Her husband had always done it, and she’d paid no 
attention. She didn’t even know how to balance a checkbook. She decided 
to do it herself, not hire someone to do it for her — I think, prudently. She 
checked her ego and celebrity at the door and took a community college 
class in bookkeeping. She got how-to books. She studied and learned. 
That’s what you have to do. 
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It’s easy to look like you have the Midas touch if your timing is just right 
and you can ride the wave of an emerging, immature, cheap media. 

Sears was one of the very first catalog companies and became a mail-order 
giant thanks to some very favorable economic factors. It was a helluva lot 
cheaper to mail out a catalog than to send the salesman with a horse-drawn 
wagon full of rugs, pots and pans, and other goods town to town, house to 
house. It was also possible to sell to lots of farmers in isolated rural areas.  

In a way, online marketing — certainly the “online catalog” — has become 
what mail order was as it replaced the traveling peddler or the local general 
store with very limited selection and inventory. Online marketing benefited 
from the cost savings, replacing paper and ink and binding and postage 
with unlimited cyberspace and virtually free e-mail. 

As I said in the previous lesson, in the first few years of the infomercial 
industry’s rebirth, when you could purchase half-hours on TV all over the 
country for a couple of hundred dollars, new businesses prospered. Money 
was briefly made hand over fist, with amazing ease. By “briefly” I mean for 
five years, extending almost to 10 years. I realize to somebody in their 
twenties or even thirties, that doesn’t seem “brief.” To me, in my fifties, 
looking hopefully ahead to my sixties and seventies, it is quite brief. To the 
Asian business leaders who out-think our own and who think in terms of  
 

How Media Mature and What Is Required 

to Profit from Mature Media 

Lesson 2  
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centuries while we think in calendar quarters, it’s briefer than brief — 
almost inconsequential.  

You must understand that the Internet is a very immature media. E-
commerce is very young and new. It has not stood the test of time. It is 
impossible to predict what it will look like 10 years from now, other than 
that it will be very different and, most significantly, its economics will be 
very different. This is what happens with every marketing media as it 
matures. 

Consider taxes. You may not know it, but at one time there was no sales tax 
of any kind charged on mail-order sales, just as today there’s no sales tax on 
Internet sales. That changed for mail order. It will change for the Internet. 

As a media matures, the costs of using it rise, and at some point, they take a 
big, quick leap. Government regulatory interference heightens, and 
consumers become less infatuated with it as a bright, shiny object, and 
more discriminating and more demanding of it. When these factors 
converge, the easy money dries up, and the survivors face new realities… 
the very adept, new opportunities. Survivors are often assisted in creating 
wealth by the thinning of a herd, the reduction of clutter and confusion. 
Here are four tips on how you can profit from a mature media. 
 
Avoid extinction traps 

One such trap is having customers conditioned to buying from you at cheap 
prices, possible only because you are selling with cheap media. In the end, 
your rising, possibly suddenly rising costs will bump up against the price 
your customers will pay you, and the customers will go elsewhere and 
leave you for dead. Another extinction trap is lazy dependence on any one 
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media. It’s like living in a mansion in a flood zone or smack on an 
earthquake fault line. Not a question of if, only a question of when. 

In short, to be able to make money with a mature media you have to first 
avoid getting wiped out by its maturation. Again, this is very difficult to 
grasp if you are young, say, 20, even 30, have not experienced or paid 
attention to a media changing this way, and have a poor understanding of 
history.  

I saw this maturation of a media firsthand with television. It’s hard to 
imagine now, but when I grew up, there were three stations. Most people 
picked one and watched it all evening. Advertisers only had three networks 
to deal with. Then came cable and massive audience fragmentation. If you 
are a mainstream advertiser, TV has become a very difficult media. If you 
are a niche advertiser, TV may have been out of your reach before, but now 
there’s a food channel, a golf channel, a pet channel, etc., so TV might be a 
big, new opportunity for you. 

A second example is infomercials. As I said already, at the peak time I was 
doing a lot of work in the industry, there were 20 big companies rolling out 
one show after another. Of the 20, only one remains. It reduced its 
dependency on TV in advance of the rising costs and difficulties of the 
mature media. It leveraged the asset of the customers acquired through TV. 
The others stayed as infomercial companies — and died. 

Seize new opportunities created by herd thinning 

This usually means being very aggressive while others are withdrawing. In 
our discussion, Corey talked about “market space.” This is important. When 
others retreat in confusion, you can invade their market space and take over 



P A G E  1 7  

D O C U M E N T  T I T L E  

a lot of territory. To do this, you need superior margins. You need to have 
been selling at above-average prices and margins and/or operating back-end 
businesses and high-profit income streams not tied to your front-end media. 
In that situation, you can continue to use and even expand your use of the 
maturing media as front-end media while others are forced to cut back or 
are starved out altogether. It also helps to have built up a big stash of cash. 

Be all about the customer, not about the media 

If you think you are in the Internet marketing business or e-commerce 
business, you’ll wind up just as dead as did those 19 infomercial 
companies. If there is any one single secret to my success you ought to 
work very hard to understand and emulate, it is being about the customer 
— not about any particular media or means of doing business or any one 
business at all. Over the years, I’ve done a great deal of speaking and gotten 
a lot of front-end income and customers by speaking, but I’ve also now 
stopped my speaking tours, with no loss of income or customers. For me 
“travel” was a medium that became untenable. 

I’ve used catalogs, not used catalogs. Used print ads and direct mail. Been 
in the product business, then the continuity business, and in the coaching 
business. Now I’m benefiting second-hand from a huge amount of online 
business. No real entrepreneur is ever tied to or held hostage by any one 
media or business. Your sole allegiance should be to your only real asset: 
your customers. They are portable, malleable. They will welcome 
communication from you and give money to you in different ways at 
different times as you wish, if you train them to do so — and you must. 
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Change the way you use any one medium and try to use it for more 
than one purpose 

To again use infomercials as an example, in the early days, their only use 
was to make a sale. Then it was to make sales to get customers to whom 
you could sell repeatedly via other means. Then it became about that, but 
also about driving sales at retail stores for new products and brands — the 
George Foreman grill, for example. Similarly, you may be using the 
Internet right now to get customers. But you’d better be thinking about how 
your own use of the Internet can mature.  
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 This is a lesson small thinkers, short-term thinkers, and less astute 
businesspeople can never grasp. I’m not going to exert a lot of effort in 
selling you on the idea. You’ll either get it or you won’t. 

Let’s assume you find five ways you can advertise and get response, 
generating leads for sales: (1) Buy traffic online, (2) search engine 
optimization, (3) paid ads on others’ sites, (4) small display ads in 
magazines, and (5) mailing postcards to rented lists. Let’s say the leads 
from buying traffic cost a dollar, from search engine optimization a dime, 
from paid ads three dollars, from magazines five dollars, and from 
postcards eight dollars, with a breakdown that looks like this: 

 
        .10  
    $1.00 
    $3.00 
    $5.00 
    $8.00 

The less far-thinking businessperson says, “I won’t buy any for $8 or $5; 
I’ll only buy them at $3, $1, and 10¢.” The super-dumb businessperson 
says, “Only 10¢.” 

 

Why You Should Dollar-Cost  

Average Lead Generation 

Lesson 3  
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There are two big problems with this response: (1) By focusing on only the 
cheap means of generating leads, you become vulnerable to massive, 
sudden business disruption or extinction; (2) It’s hard to get growth and 
speed, and therefore momentum. There is also a third, lesser problem: It’s 
easy for your competition to knock you off.  
 
The smart businessperson says, “I’ll do them all,” and averages the cost: 

 
10¢ + $1.00 + $3.00 + $5.00 + $8.00 = $17.10 divided by 5 = $3.42 

That marketer then makes whatever adjustments are necessary to prices, 
margins, upsells, etc., to afford $3.42 a lead and still make good money. 

But let’s say the same person can get a lot more of the $5 and $8 leads than 
the 10¢ leads — which is probably the case. For example, in a month the 
marketer can get the following: 

       100 at .10 = $10 

   100 at $1.00 = $100 

   200 at $3.00 = $600 

   300 at $5.00 = $1,500 

1,000 at $8.00 = $8,000 

The smart businessperson again averages the figures and again goes back to 
the drawing board to reengineer products, prices, margins, upsells, even the 
financing of a negative in customer acquisition against customer value.  
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In this case, the businessperson spent $10 + $100 + $600 + $1,500 + $8,000 
= $10,200 to get 1,700 leads. That’s an average of $6.00 each. 

$10,200 divided by 1,700 = $6.00 

This does actually get more complex, because the differently sourced leads 
might convert differently. But to simplify the discussion, if we assume that 
all the leads convert at the same rate and all have the same long-term, total 
value, then we’d be tempted to buy only the cheap ones, and that would be 
dumb. The smart businessperson would still buy them all. 

This illustrates a bigger, broader way of thinking. If you think in terms of 
customers, not media, and you are all about the customer, then getting to 
think like this is easier. It’s also about being an entrepreneur versus a 
business owner versus just an Internet marketer versus a bean counter. The 
top of the food chain is entrepreneur. The question is, where do you want to 
be — at the top or near the bottom? 
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One of the most successful modern mail-order/catalog companies is the 
Sharper Image, and I think everybody ought to study its CEO and founder, 
Richard Thalheimer. I once flew cross-country to hear him speak for an 
hour. With a hugely successful mail-order company, Thalheimer went 
brick-and-mortar and opened numerous stores. He also sells via TV 
infomercials and, of course, online (www.SharperImage.com). 

One of the most amazing retail success stories is Starbucks. CEO Howard 
Schultz reinvented the coffee shop and opened a zillion of the stores known 
for their unique ambience. Yet he also put Starbucks coffee in grocery 
stores and restaurants and Starbucks mini-locations in gas stations. You can 
have Starbucks coffee shipped to your home, or you can buy it online. He 
also licensed the brand for other foods, including ice cream and liqueur. 

Both these cases were not without peril and stumbles and mistakes. But 
both are prime examples that show what entrepreneurs do. And that is the 
answer to why a successful online marketer would — and should — go 
offline. Because that’s what an entrepreneur does. 

Why You Should Go From Online  

to Offline 

Lesson 4  
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Never buy stock in a company without a healthy research-and-development   
(R&D) effort, department, and budget. That’s my investment advice if you 
feel compelled to fool around investing in other people’s businesses. 

You, too, need an organized, systematic, ongoing R&D effort, funded with 
a budget. You have to invest to experiment, knowing most of your 
experiments will lead nowhere. If you are unwilling to do that, too cheap 
about it, too lazy, you’ll be left behind. You’ll own a business that was once 
great but is great no longer. 

Corey’s Internet Marketing Center invests more in testing all sorts of ideas, 
prices, and variables online every month than any firm I know. I goaded 
them into starting the same process offline. Such experimentation will be 
more painful and costly there, but if IMC goes the distance, they will wind 
up thanking me.  

One other marketer — 80% online, 20% offline — made about $3 million 
last year directly because I was able to point him to “offbeat” ad media he 
would never have otherwise considered. I knew these media as a result of 
the R&D program Jeff Paul and I were committed to, when we were in 
partnership in JPDK Inc., running the famous full-page “How I Made 
$4,000 a Day Sitting at My Kitchen Table in My Underwear” ad. 
 

Smart Entrepreneurs Have  

R&D Budgets 

Lesson 5  
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If we hadn’t agreed to run that ad every month in two new, offbeat 
magazines and to spend a certain sum each month testing, I would not have 
known what I know, and this client would have made millions less last year. 
Jeff and I spent quite a bit of money doing that. But we also found two 
great places to advertise far off the beaten track, both of which have been 
valuable to both of us many times since. (No, I am not going to name 
them.) 



P A G E  2 5  

T H E  U L T I M A T E  I N T E R N E T  E N T R E P R E N E U R  

Pay very close attention to everything both of us say on the audio CDs 
about the subject of specialization. 

Many businesspeople sabotage themselves by trying to be too big and 
broad and mainstream. They try to be all things to all people. You just do 
not have enough marbles in your sack to play that game. Not even via the 
Internet. I own stock in Amazon.com, and I bought at the right time, so I 
did fine. But look at the gigantic mountain of money Jeff Bezos ran through 
and used up before Amazon.com ever, finally produced a penny of profit. 
He’s no dummy. Rather, his experience is a great object lesson. 

Most of my clients’ wealth has come from attacking and, in many cases, 
dominating niches or subcultures. Alternatively, they’ve exploited niches 
within their subject matter and positioned themselves inside a big market. 
This is the most reliable, formulaic approach. 

Consider, for example, that Dr. Ben Altadonna markets only to 
chiropractors — and then makes himself attractive only to chiropractors 
who are eager to advertise. Craig Proctor markets only to real estate agents, 
more to ReMax agents than to others, and also makes himself attractive 
only to agents who want to advertise. Rory Fatt markets only to restaurant 
owners, almost exclusively independents and small independent chains. 
Michael Walters markets only to financial advisors eager to acquire clients 

There Are Riches in Niches and  

Subcultures 
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by putting on seminars. Even Ron LeGrand, who uses broad media such as 
TV and newspapers, appeals to people who want to make money by 
“flipping” real estate, not by owning it as landlords long term. Each of 
these people makes millions of dollars a year as information marketers and 
entrepreneurs. 
 
John Alanis, heavily using the Internet, sells “how to meet women” 
information, but directed at shy guys who want women to approach them. 
His is a very specific position. Greg Godek sells how to be more romantic; 
Laura Corn sells how to have 101 nights of great sex; Ross Jeffries sells 
“Speed Seduction.” Each has staked out a different position within the same 
general market space. And when all their advice fails, there is 
StopDivorceNow.com. 
 
“Horse owners” are a subculture, and a ton of information as well as 
seminars, coaching, hard products, nutrition products, travel, etc., etc., is 
sold to them, online and offline. But the subculture divides many times, 
many ways. Even horse racing divides between Thoroughbred (flats), 
Quarter Horse (flats), and Standardbred (harness) — and people in one 
market sector are very resistant to buying anything people in the other 
sectors buy. 
 
In my own coaching group, Ron Wolforth markets to parents of kids who 
want to learn baseball pitching. Someone else sells information on hitting. 
 
You want to be known for something specific that matches up with a very 
specific type of and group of consumers, who can be targeted and reached 
or attracted. 
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Look at the Appendix for an example of an unusual niche that is making 
money online. The salesletter you’ll find there is from Susan Berkley, a 
member of one of my coaching groups. You might know her if you heard 
her — she’s the voice of AT&T. Neither she nor I would claim this is the 
best salesletter site ever put up on the Web. In fact, by the time you see this, 
it may very well have been improved. But that’s not the point here. I show 
it to you because it is selling one of those things you might never know 
existed if you weren’t in the niche/subculture interested in it (in this case, 
getting work as a “pro voice”). 

This letter is symbolic of the hundreds of thousands of such things you 
might never know about unless you are in the niche/subculture interested in 
it. Every one of them makes money. Also, in this case, the letter sells “high 
priced” (by Internet standards) products — the top course costs $395. In 
2004, with virtually no promotion, this letter mounted on a web site 
produced over $40,000. It should do at least twice that in 2005. It fits the 
“own a number of ‘little’ sites” idea Corey talks about on the audio CDs. 
(You only need a dozen to make almost $500,000 a year.) 
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Repeat after me: Market first, product second. Get this formula backwards 
and, more often than not, you’ll either be DOA (dead on arrival) with your 
new business or go broke more slowly and painfully over time. Getting this 
formula wrong, more than any other reason, is why the vast majority of 
businesses flop, whether they are focusing on Internet marketing or 
marketing by other means or both. In spite of having all the how-to 
information they need, such as Corey’s for the Internet, they fail — and 
tend to blame others rather than their own fundamental, foundational 
mistake. 

 
Get this: There must be a market. If you study business, you will find very 
few entrepreneurs make their fortunes by making a market. It happens, of 
course. Like switching people from horse and buggy to the newfangled, 
much-ridiculed motor car. Like Bugsy building that hotel in the middle of 
the desert and creating Las Vegas. And I suppose if you seek enormous and 
lasting fame and legacy, this is the path to take. 
 
But if you simply want to get rich, you’ll go to an already established, 
organized, responsive, affordably reachable market with an unmet or 
underserved need and desire and/or a rabid passion to consume unlimited 
quantities in a product or service category. 

Market First, Product Second 

Lesson 7  
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And if you want to get rich as quickly and certainly as possible, you will 
find and identify and thoroughly understand such a market first, then build 
your entire business to suit it — with zero preconceived biases or personal 
preferences. 
 
Again, consider where you want to be on the food chain. You’ve 
undoubtedly heard the common term “starving artist.” There’s good reason 
it’s a common term. So many of them are starving because they put their 
product first. They paint or sculpt whatever they feel like painting or 
sculpting, then hope somebody might want it. The most starving of all 
starving writers are writers of poetry, especially non-rhyming poetry. One 
small step up from starving poets are inventors. They make the same basic 
mistake but have an even more emotional attachment to the thing they 
create without a market.  
 
I’m talking here about the folks who weep and wail on the fringes of the 
marketplace, devoutly convinced they have something everyone would buy 
if only — if only there weren’t a conspiracy against them; if only they had a 
ton of money to advertise their product; if only everybody running the 
Fortune 500 companies weren’t so shortsighted and would license their 
product. If this is where you want to be, you need only model their thinking 
and their stubborn behavior, and there you will be. 
 
Entrepreneurs think and behave very differently. 
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If you’ve read Huxley’s Brave New World, you might fear the future. But 
no entrepreneur ever operates based on fear. Entrepreneurs do, however, try 
to anticipate all possible scenarios, from best to worst, then prepare to 
capitalize on the best to survive the worst. 
 
One likely near-future scenario is the arrival of a “permission required” 
marketing environment. For some years, we’ve lived in a permission 
preferred environment, with consumers growing more resistant to intrusive 
efforts and government slowly taking notice and responding with new laws 
that restrict uses of different marketing media. I am writing this only days 
before a new body of law comes into effect governing the sending of faxes 
for commercial purposes, even to a business’s own members or customers. 
Only recently, the do-not-call list law changed the entire telemarketing 
industry, and in recent months, companies have been fined for violating it, 
whether on purpose or by accident. 

I am amused by people who notice the changes yet still feel that their 
marketing medium of choice, be it e-mail, “snail mail,” or in-person selling 
is safe from such interference. Talk about stubborn denial! Just for the 
record, there is ongoing, very serious discussion in three different 
Congressional committees about a do-not-e-mail list. New York senator 
Charles Schumer has proposed a do-not-mail list. I am reminded of the old 

Permission Required — The Brave 

New World 
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Tarzan movies: If you listen, you can hear the drums in the distance. 

For more than two years now, I have incorporated permission language into 
my own order forms, subscription forms, and other forms, and gradually, 
most of my clients have done the same. For your education and 
convenience, I’ve included two versions of that wording here (with the 
caveat that this does not constitute or replace legal advice): 

 

 

 

 

 

 

 

 

 

 

 
 
 
By including this wording, and by other means, we started preparing for the 
possibility of “permission required” migrating from fax and phone  

Sample permission language: 

 

This constitutes permission for <insert entity 
name(s)> to contact above-named customer by 
all above means regarding this order, related 
products, services, events, or other offers. 

 

or 

 

This constitutes permission for <insert entity 
name(s)> to contact above-named customer via 
e-mail, fax, mail, and/or telephone regarding this 
order, related products, services, events, or other 
offers. 
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communications to other media. The worst-case scenarios would still be 
disruptive, but not deadly. 

In this brave new world of “permission required” Internet marketing, you 
will be at a severe disadvantage or advantage depending on the following 
criteria: 

• Whether or not you possess full contact information for your 
customers and prospective customers; i.e., e-mail, physical address, 
fax number, phone number(s) 

• Whether or not you have collected and maintained signed, written 
permission from those customers and prospects to contact them by 
any means you choose 

• Whether or not you have a very good relationship with your 
customers 

• Whether or not you have a tradition of frequent communication with 
your customers 

Entrepreneurs who have a great relationship with their customers, 
facilitated by frequent and regular communication not limited to just selling 
to them, will always have the permission they need to conduct business 
with those customers. And, at some point, these same entrepreneurs will 
own an extremely valuable asset that the majority of businesspeople in their 
market space will not own. 

There is one best kind of communication arrangement, which I discuss in a 
later lesson in this program. But I would like to suggest here that you 
consider the term “communication arrangement.” By this I mean the 
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explicit or mutually understood agreement you have with your customers 
about how you will communicate with them, when and how often you will 
communicate with them, and what the nature of the communication will be. 
Do you have an actual communication arrangement with your customers? 
You should.  

Incidentally, depending on how long you’ve been involved in direct 
marketing, and how much your focus has been only online, you may be 
familiar with the idea of permission-based marketing as championed by 
Seth Godin. I commend his works and mean no disrespect, but I do want to 
tell you that the idea itself is far from new or recent. I began teaching 
permission-based marketing, by that name, in the context of a story called 
“Welcome Guest vs. Annoying Pest,” in 1993. I mention this to let you 
know that the brave new world has been coming toward us for quite some 
time. 
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Entrepreneurs create wealth. In fact, there is a unique sequence of thought 
and action that differentiates true entrepreneurs from ordinary business 
owners, and another unique sequence that separates what I call “Renegade 
Millionaire”* entrepreneurs from the rest. 

First, entrepreneurs create businesses to produce wealth. Most business 
owners, on the other hand, lack such a clear and simple purpose. They are 
often in business simply to be in the business. You can tell a lot by how 
they describe and define what they do. Second, while most businesspeople 
think you get customers in order to make sales, my Renegade Millionaires 
make sales to acquire customers. 

What all this relates to is the difference between income and wealth. If you 
talk to most entrepreneurs, say at seminars, you will hear everybody talking 
a lot about how much money they’re making; i.e., income. You won’t hear 
much talk about how much value or equity they’re creating. In part, this is 
because they aren’t creating value or equity. It’s also because they aren’t 
measuring it. 

The trouble with income is that it gets spent. I talk with entrepreneurs about 
the idea of “future banking.” This refers to how the action or transaction  

* Renegade Millionaire is intellectual property protected by copyright, trademark, and service mark by Dan S. Kennedy and should not 

be used. For information about the Renegade Millionaire System, visit www.renegademillionaire.com. 

Income Versus Equity 

(or  Make Sure to Do Some Future Banking) 
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that occurs today not only generates an immediate bank deposit but also 
sets up, preferably guarantees, a future bank deposit or, better yet, a series 
of or, best yet, a predictable stream of future bank deposits. The future bank 
value is the equity. 

Most business owners let this future banking be accidental, but it can be 
managed. Here’s an example. Betty has a web site store that sells skin care 
products, cosmetics, and perfumes in gift baskets. Today, Harold Customer 
sends such a gift basket to his wife. Betty makes $30 on that sale. And 
Betty hopes that Harold’s wife is so happy with the gift that Harold will 
remember to come back to Betty’s site when his wife’s birthday and their 
wedding anniversary roll around. 

Susan has a similar web site store that sells similar products, also in gift 
baskets. Today, William Customer sends such a gift basket to his wife. He 
also gets an e-mail confirming the order and offering William a free e-mail 
reminder service: provide his wife’s birthday and their wedding 
anniversary, and any other special occasions, and automatically get two 
reminders, one month and two weeks ahead of each occasion. 

Susan has been providing this service for some time and knows that for 
every 10 customers who sign up for the reminder service, she gets three 
purchases within the next 12 months, and half keep buying year after year. 
Today, William signs up. Susan makes $30 on the current transaction but 
she has also done future banking. William represents 1/10th of a future 
bank value of $30 x 3 = $90 x at least 3 years = $270. So the transaction 
with William = $27 in future bank value. 

In many cases, especially in businesses like mine, the future bank value is 
often far greater than the profit from the present or initial transaction.  
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Future banking is important for many reasons: 

• It imposes good marketing discipline 

• It gives you a way of measuring business value 

• It allows you to accurately forecast future income, to better manage 
your business 

• If the time comes to sell your business, you will definitely command 
a higher price with this information at your disposal 

The question is, is it possible for an entrepreneur to engineer wealth? Yes, 
through future banking. By thinking in these terms, you can engineer your 
business to build value, not just to provide income. 
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My friend Joe Sugarman was the first direct marketer to put a toll-free 800 
number in mail-order ads and accept credit card orders via the 800 number. 
That was not nearly as long ago as you might think. 

At the time, 800 numbers were still so new, almost all advertisers put the 
words “toll free” in any ad where an 800 number was used, and sometimes 
even more copy, such as “Call toll-free. No long-distance charges. It’s a 
free call.” We had to explain the 800 number, because people didn’t 
understand them and were reluctant to use them. We also put the “1” in 
front of them, so people would know how to dial them. 

After several years, 800 numbers became common. Everybody knew what 
they were and how to dial them. However, not long ago, the supply of 800 
numbers dried up, and 888 numbers started being issued. Customer 
understanding and acceptance occurred quickly, but in the beginning, the 
change was a bit of a problem. 

I see this acceptance of toll-free numbers as similar to the use of the web 
site in place of the 800 number as the means of response offered in offline 
advertising, such as print ads in magazines and newspapers. As of this 
writing, most of my clients’ tests indicate that offering only a web site 
suppresses response too much. Many offer options, such as an 800 number  
 

Discover an Opportunity  

Becoming Real 
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and a web site; and many still find that the best response comes from the 
800 number only. 

However, we are moving closer and closer to the day when offline 
advertising driving traffic only to a web site will be economically viable. I 
am optimistic about this and eager to see it happen. In fact, I will be testing 
it myself, in two businesses in which I have an interest, late in 2005. 

I’ll give you two other encouraging analogies. A very large direct-response 
TV advertiser of collections of country-and-western music has recently 
switched from phones answered by human order-takers to phones answered 
by automated systems that collect name, address, credit card info, etc. with 
voice prompts. To my knowledge, this has been tried many times in the past 
and failed every time. This marketer reported to DM News that the new 
system was working, had cut costs, and had not adversely affected ordering. 
So what was true in the past might not still be true and might be even less 
true very soon. 

In a different business, last year, a client of mine stopped speaking at his 
seminars and substituted video of himself shown on big screens. Not only 
did this not hurt back-of-the-room product sales, but the sales improved! I 
know of several times this was tried a few years ago, and it failed every 
time. Again, what was true in the past might no longer be true and might be 
even less true soon.  

The same evolution may be occurring with offline advertising offering only 
a web site for response. And when it becomes so acceptable to advertise 
this way that you can advertise this way, that changes a lot. 

One of the most exciting opportunities for information marketers (and 
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others) is the use of small display ads, even classified ads, in lots and lots of 
publications that are little more than a headline and a web site. These are  
small, inexpensive ads that drive customers to the full-size ad, or right to 
the store, or to another sales device online.  

Pioneers in mail order built very successful businesses with ads like this, 
offering catalogs, free reports, etc., and requiring people to write, in some 
cases to send $1 or $2 for postage and handling, to get the “free” product. 
While this discouraged a lot of response, it brought legitimately interested 
prospects from small, simple, low-cost ads in sufficient quantity. This kind 
of ad would read something like this: 
 

Discover 101 unusual, highly effective marketing  

secrets. Free booklet. Kennedy, 5818 N. 7th  

Street #103, Phoenix, Arizona 85014. Send $1.00 s/h. 
 

When 800 numbers became popular, the ad changed to: 
 

Discover 101 unusual, highly effective marketing  

secrets. Free booklet. 1-800-000-KENNEDY. 

 
 

But these ads brought problems. The dollars went away. There was the cost 
of the inbound call and the handling of that call by a person or its 
transcribing, if automated. And although the calls brought a greater number 
of leads, the leads were of poorer quality. In most cases, the switch to the 
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toll-free number was not economically viable. But people’s willingness to 
address an envelope, stamp it, and remember to mail it has diminished. 
Gradually, the approach that entailed running small ads in hundreds of 
places has gone sour, become more difficult. 

But the use of a web site as a contact point may make this approach a good 
opportunity all over again. Now the little ad reads:  
 

Discover 101 unusual, highly effective marketing secrets. 
www.dankennedy.com 
 

Little ads like this used to be — and could be again — like owning little oil 
or natural gas wells. Each one is pumping out only a little, but pumping out 
a predictable little amount month in, month out. Own enough of them, 
you’re rich. 
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In an earlier lesson, I wrote about the “communication arrangement” you 
have with your customers. There is one such arrangement that is infinitely 
better than all others. 
 
It is the foundation on which I built my own success and wealth. And it is 
certainly no secret, so I don’t mind telling you about it. Most people see it 
but do not understand its importance or power or how it contributes to 
value and equity, so they’re unwilling to make it a top priority in their own 
businesses. 

The one best communication arrangement is being paid to communicate 
with your customers — which usually means a paid-subscription, printed 
newsletter. Nothing works anywhere near as well. 

Customers who pay to receive a printed newsletter are more valuable by a 
significant multiple than identical customers held by any other 
communication arrangement. I make that as flat, unequivocal statement of 
fact, based on my own experience in my businesses and that of many of my 
clients over 30 years. 
 
Admittedly, the payoff is not instant. Usually, start-up is slow, building up 
to a good number of subscribers is slow, and there is, of course, the work 
every month of putting together a good, interesting, entertaining newsletter. 

Use the One Best  

“Communication Arrangement” 
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It requires patience, diligence, and discipline. However, the payoff is 
gigantic over time.  
 
There is a communication arrangement that is even better than the “one 
best” method, too. It is a multimedia, multitiered communication 
arrangement that encourages customers to ascend a “ladder of 
involvement” and allows you to segment your list. In this arrangement, you 
will stack on top of the paid newsletter many other forms of 
communication. You may use daily or weekly e-mail, weekly fax, 
occasional voice broadcasts, teleseminars, web seminars, chat rooms, and 
bulletin boards. 
 
My client Michael Jans, an information marketer working (only) with the 
property and casualty insurance industry, has done the most sophisticated 
work I know of with this “create a community of customers” approach. I 
think we’ve done a good job, maybe a 7 out of 10, at Glazer-Kennedy Inner 
Circle. In both cases, we have the customers paying for all the 
communications they receive and paying more as they move up each step 
of the ladder. And don’t think you can’t do this with customers created 
online. Well over 60% of all new Glazer-Kennedy customers originate 
online. They no longer come from my speaking or seminars. 
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The last thing I want to talk about is the type(s) of income you have in your 
business. I will discuss four different kinds of income, as follows: 
 

1. Transactional income 
2. Repeat income 
3. Renewable income 
4. Continuity income 
 

Most businesses have transactional income. Whether they have a physical 
store or an online store, a printed and mailed catalog or an online catalog, 
the income they receive from these parts of their business is transactional. A 
purchase is made and paid for — The End. Until and unless another 
purchase is made in the future. Because transactional income is the most 
common type of income, it is also the lowest common denominator, the 
lowest form of income. 

Next up the scale is repeat income. This is where transactions are, by 
nature, by some stimulus, repeat in nature. Carpet cleaning occurs more 
than once. People go out to eat at least once a week. Businesses that cater to 
these needs attempt to get their customers to return to them and conduct the 
same transaction repeatedly — or often just hope that they will. 

Create a Hierarchy of Incomes 

Lesson 12  
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Next up from repeat income is renewable income. This is repeat by term, 
often by pre-agreement. Auto and property insurance is in this category. 
Magazine subscriptions are in this category. 

Next up, and a big jump up, is continuity income. In continuity 
arrangements, the customer has pre-agreed to delivery of something and 
their credit card is automatically charged with each delivery. The customer 
must take the initiative to cancel the arrangement. A variation of continuity 
income, which is an even bigger leap, is forced continuity income, where 
the purchase of an item “A” automatically forces the customer’s agreement 
to continuity of “B.” 

If you want to have the most advanced, ideal type of income, you’ll find a 
way or ways to get continuity or forced continuity income into your 
business. 



P A G E  4 5  

T H E  U L T I M A T E  I N T E R N E T  E N T R E P R E N E U R  

Appendix: 

Niche Market 

Salesletter 
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An urgent message for voice-over artists 
(and for those of you who want to become one) 
From Susan Berkley 

"Great Voice Company voice-over student 
makes $2,000 in just under an hour on her very first job!" 

Don't put your aspirations on the back burner any longer! 

Let me take you behind the curtain and 
show you exactly how it's done... 

Dear Friend, 

The information I’m about to share may not be for you. It’s not for everybody. 
But it does apply to a lot of people who might not think so at first, so please 
take the time to read this carefully. 

If you’re like many of the people I speak with every week, you’re probably 
reading this because the umpteenth person just told you: “You’ve got a 
great voice. You should do something with it!” 

Sound familiar? 

Maybe you listen to the voices on TV and radio and think: “That sounds like 
fun. I’d like to do that!” Perhaps you’d like to voice cartoons, documentaries, or 
books on tape. Maybe you’re thinking about a career change to something 
more fun and creative with flexible hours, but didn’t quite know where to start. 
Well, look no further. You’ve come to the right place. 

Hear insider secrets revealed at my two-day 
Voice-over Bootcamp. 

My name is Susan Berkley. You’ve heard me as 
one of the voices that says “Thank you for using 
AT&T” and as the voice that gives you your bank 
balance at Citibank. Since 1987 when I quit my 
radio career and my job as Howard Stern’s traffic 
reporter I’ve been doing voice-over full time and I 
haven’t looked back. 

I’ve got my own recording studio and production 
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company, where we record corporate narrations and phone messages for 
companies all over the world. I’ve made a ton of money behind the microphone 
since I quit my day job. And for the first time in all those years, I recently held an 
incredible two-day Bootcamp to teach a few people what I’ve learned about having 
a successful business based around your voice. We captured it all on tape so you 
can learn every last secret from the comfort of your own home, car, or office. 

No matter where you are in your voice-over career, these CDs can save 
you a huge amount of trial-and-error pain and suffering and accelerate 
your results. 

 
So what does this have to do with you? Well, it’s quite simple really. Either you 
have aspirations to become a voice-over artist or you’re already in the business 
and would like to get more bookings… a lot more bookings. Either way I can help. 

Ask yourself, where else can you speak for a few minutes, have the time of your 
life, and make hundreds, maybe thousands of dollars? 

In fact, I was speaking with a producer today about a TV voice-over she was 
casting, and she apologized that they only had $1,200 to pay the talent! 

I also just got a call from one of my students, who was thrilled that she 
booked an instructional narration for a pharmaceutical company and made 
$2,000 in just under an hour on her very first job! (That one surprised 
even me.) 

Of course, not every job pays this much. There’s union and non-union work, and it 
can take a while to build a client base. But the AFTRA (American Federation of TV 
and Radio Artists) talent union minimum session fee for voicing a radio commercial 
is $235.40. For a television voice-over the AFTRA minimum is $402.25. And that’s 
not including residuals! 

The voice-over lifestyle is fun. It can be hugely profitable. And it can even make 
you famous. 

 

"The minute I met Susan I knew she was for 
real. It was just so easy to trust her and say 
OK, this isn’t just anybody trying to make a 
buck. So it was a very safe place, which  
allowed me to grow. I am excited. I am  
building a studio. I going to branch out and be 
bold. I am ready. This did it for me!" 
Leslie Wadsworth, voice-over artist 
Seattle, WA  

Listen to Testimonial Now 
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Did you hear the recent Dan Rather interview with Saddam Hussein? Well, the 
voice of Saddam’s translator was none other than my friend Steve Winfield, a 
voice-over actor from New York who did the whole thing in a very convincing fake 
Arabic accent! Steve’s voice-over specialty is languages and accents, and he got so 
much publicity as the voice of Saddam's interpreter that he was interviewed by 
both the LA Times and Matt Lauer on The Today Show! 

Can’t do accents? No problem. With the right training, some marketing know-how, 
and a great demo CD, you’ll have lots of options. Thousands of commercials are 
recorded every day in studios all across America. And that’s just the stuff we hear. 

There’s a whole other world of HIDDEN corporate voice-overs called industrials, 
which are used for corporate purposes, training, sales videos, CD-ROMS and the 
like. Billions are spent annually on these types of productions. There are voices in 
phone systems, talking cars, elevators, appliances, and toys. There are cartoon 
voice-overs and books on tape, and I’m only scratching the surface. 

Every day, people just like you are getting booked for voice-overs. And the 
good news is there is a proven system that will allow you to tap into this 
amazing cash-flow business even if you’ve never done it before in your 
life. 

I’m not saying you’ll get rich overnight. Far from it. But if you’ve been dreaming of 
enjoying working professionally with your voice, now is the time to take some 
proven, practical steps to make that dream a reality. 

 
And by the way, if you’re looking for a great home-based business, this 
could be it. More and more voice-over artists are building their own home 
studios. With today’s Internet technology and low-priced studio gear, you can 
market yourself on the Web and then send your voice to customers anywhere in 
the world. This is great news for people who don’t live near a major market and 
even better news for people who do. 

My studio is in New Jersey, just outside of New York City. I’m close enough to the 
city to get to any of the big midtown recording studios in 20 minutes or less if I 
wanted to. But frankly, I don’t want to spend all day running around New York City 

 

"The organization of the last two days was  
spectacular. I knew immediately that it was  
going to be a good weekend. I think having a 
clearer outline on how to market is really the 
most valuable thing." 
Bruce Orr  
Stony Brook, NY 

 
Listen to Testimonial Now 
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with the traffic and the crowds, competing with other voice talent. I don’t want to 
and I don’t need to, because as long as I work my marketing plan (which I will be 
sharing with you on these Bootcamp CDs) my clients hire me directly at my own 
studio without auditions. I don’t have to go to them. The work comes to me! 

So whether you’re feeling excited or nervous about doing voice-overs right now, 
the few minutes it takes to read the rest of this letter will possibly be the most 
important you’ve spent in many years. 

In fact, with the secrets you’ll find in this letter, you’ll discover how to 
profit handsomely even if you have never done voice-over before in your 
life. 

 
I learned early in my career that the real money in voice-over isn’t in getting an 
agent and then waiting around to be called on auditions. Heck, even if you get the 
audition, you still have to book the job. The real paydays come from knowing how 
to market yourself directly to the people who hire voice talent: the producers, 
recording studios, and software developers. 

Listen, I’m going to cut to the chase here and lay out an opportunity for you to 
discover the secrets of voice-over success from the comfort of your favorite chair 
or while listening in your car. There’s no travel, no hotels, no airports to get these 
never-before-revealed secrets I’ve uncovered in the last 16 years of building my 
business. 

You might be thinking, “Why is Susan sharing all this? Isn’t she afraid of creating 
competition?” Heck, no! 

There’s plenty of work to go around for everyone! 

For example, just today I was trying to figure out how many radio commercials are 
broadcast every day. There are 10,716 commercial radio stations, playing an 
average of 12 commercials per hour each. I did the math. 

And are you ready for this? 

 

"I really enjoyed this class. I got a lot out of it. I 
have been to voice-over seminars before, but 
there were a lot of marketing techniques and 
ideas that I have never heard before. I got to ask 
a lot of questions that I have been dying to find 
the answers to. They knew everything that I 
needed to know or wanted to know, that I had no 
one to ask. I am going to put into action what she 
told me to do." 
Lydia Keagy  
Tavernier, FL 

 
Listen to Testimonial Now 
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I estimated that nationwide, commercial radio stations broadcast 
somewhere in the neighborhood of 3.2 million commercials per day, and 
that’s not even counting voice-over opportunities in broadcast and cable 
television, audio publishing, and corporate work. 

It’s physically impossible for James Earl Jones to do all those voice-overs. 
Somebody’s voice is on all those commercials… It might as well be yours! 

I’m not saying there isn’t a lot of competition in voice-over. There is. For example 
VoiceBank, an online casting service, has over 10,000 demo tapes from voice 
actors signed with talent agencies. But billions of dollars are spent on advertising 
every year and thousands of spots are recorded every day. Each day brings a fresh 
opportunity for you to break into this interesting and lucrative field. And producers 
tell me they are always looking for talented new voices. 

So, how do you actually sell your voice to people who are willing to pay 
for it? 

Well, recently I held a very exclusive Bootcamp in New York City. Because I now 
teach solely by teleconference, I haven’t done a live event like this in years. It was 
completely sold out. People paid up to $695 to attend. And every single one of 
them told me they left feeling they underpaid for the information. The secrets 
uncovered were just that powerful. 

 
Attendees gained marketing know-how. They got coached on their 
performance. They learned all about home studios. They experienced the 
thrill of doing cartoon voices. They discovered the nuts and bolts of 
putting together a super-profitable home studio. They learned how to beat 
performance anxiety. And they were treated to an exclusive, no-holds-
barred panel of industry experts who revealed insider secrets and the real 
nitty-gritty of voice-over. 

 

 

"This Bootcamp gave me a better understanding 
of what the industry is about from a hands-on  
perspective. Susan is extremely professional and 
very warm and giving. Your first few times at the 
mic you are a little bit nervous, but she really 
helps bring the best out of you. Listening to other 
people’s voice-overs and hearing professional  
critiques was fantastic. I now have a lot of great 
materials to study." 
Gary Kline  
Fairfield, CT 

 
Listen to Testimonial Now 
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Here’s my line-up of industry guests: 

Cartoon voice-over star Kayzie Rogers: Kayzie is a regular in the Pokemon 
movies and TV shows. She does several voices on the Kirby cartoon series and has 
been the voice of everything from a stick of gum to a character in a video game. If 
you’re interested in cartoon voice-overs, this session with Kayzie is not to be 
missed. And even if you’re not the crazy voice type, you’ll learn some valuable 
techniques for expanding range and increasing vocal flexibility. 

Home studio expert Angelo Panetta: If you’ve been thinking of setting up a 
home studio, Angelo’s your guy. You’d never know it, but inside the basement of 
his house on a quiet suburban street in New Jersey is a successful recording 
studio. There he composes music for soundtracks and produces and records for 
clients all across the country. Angelo also has a radio theater company, where 
stars from movies and TV are featured as actors. He knows all the ins and outs of 
setting up a home studio and remote recording and will show you how to get the 
best equipment and the biggest bang for your buck. 

Casting director Jennifer Sukup: Jen’s a casting director at Pomann Sound, one 
of the major production houses in New York City. Every day, she casts voice-over 
for commercials, corporate audio, and cartoons. She’ll tell you how to get noticed, 
give you tips about audition protocol, and warn you about how to avoid offending 
or annoying casting directors with your marketing efforts. 

Executive producer Casey Connor: Casey is the executive producer at Pomann 
Sound. He’s worked in TV, film, and audio production for years and was a former 
promo producer at American Movie Classics. He’s a real New York character, and 
you’ll get a real kick out of this guy. Casey has a million behind-the-scenes voice-
over stories to tell. Some are cautionary tales. Some are side-splitting anecdotes. 
His perspective on the business is as valuable as it is entertaining. 

Producer/director Adriana Davis: Adriana is an independent film producer and 
director for D-Squared Media, a production company in New York City. She often 
hires voice talent for corporate productions and has produced and directed several 
award-winning documentaries. If you’ve been wanting to be a voice in 
documentaries and narrations, Adriana has tips for helping you get started. 

 

"I just feel that it is wonderful to be able to sit 
here and relax in the knowledge that the  
information, the teaching, the instruction we’re 
getting is top-notch, it’s first-rate. And we 
don’t have to second-guess, and we don’t have 
to wonder if this person really knows what she 
is talking about. It’s going to be a huge part of 
what I am keeping in mind as I go through my 
voice-over career." 
Walt Darson  
Huntington, NY 

 
Listen to Testimonial Now 
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I’m proud to say that everything you need to know about voice-over is 
now available on the Voice-over Bootcamp CDs for you to study and 
review again and again. 

“But how do I know if I have any talent?” 

Warning: The single biggest obstacle to making big money in voice-over is 
the wholly erroneous idea that you have to have a certain type of voice to 
be successful. 

Of course, you need to know how to speak clearly and read well. And you have to 
be willing to devote the time to developing your skills and abilities. But having a 
voice that is so good it calls undue attention to itself can actually be a liability! In 
voice-over the product is the star. You have to learn how to make your voice 
transparent so the listener pays attention to the message, not the messenger. 
Today’s producers, agents, and casting directors want voice actors of all ages who 
know how to sound real, believable, natural. The big announcer sound or “radio 
voice” of the past can actually prevent you from getting work. 

So what are you waiting for? Come with me behind the mic and discover these 
insider voice-over success secrets. Here’s just a taste of all the career-enhancing 
information I’ve packed into these 10 Voice-over Bootcamp CDs. 

A “master class” on voice-over technique 

• The one thing a voice-over beginner should never say to a producer or 
client 

• How to prevent premature career failure 

• Handle the dreaded “What kind of experience do you have?” question 
with ease 

• How to avoid looking stupid in the studio 

 

"It started out as just how to learn to do voice-
overs, and it ended up with how to cope with the 
psychological aspects of this business. She was 
very, very informative, very positive… I mean, I 
felt like she was giving you a helpful critique, but 
yet not to the point that it kind of tears down your 
self-confidence. I really feel a lot better equipped 
to take the next step." 
Terry Tully 
Fuquay Varina, NC 

 
Listen to Testimonial Now 
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• A complete vocal makeover for “Pukin’ DJs” and other non-marketable 
types 

• Discover your signature sound 

• Learn my method for getting that “announcer sound” out of your voice 

• Escape the lack-of-confidence box 

• Overcome your inhibitions and face the microphone without fear! 

• Tips on the actual process of recording a spot 

• Recording studio mysteries revealed 

The “A-Z” of marketing your voice 

• Non-marketing marketing strategies for even the most timid voice 
actor 

• Why voice-over artists fail: the number one business mistake 

• How to look a client in the eye without blinking and ask for hundreds, 
even thousands, of dollars 

• Finding the best possible talent agent in your market 

• To sign or not to sign? Solve the biggest talent agent dilemma 

• When, why, and how to fire an agent 

• How to keep yourself out of the clutches of voice-over scam artists 

• How to quickly identify deadbeat clients and avoid them at any cost 

• How to use “buffer selling” to move your career to the next level 

• How to stop giving your voice away for free 

• A look inside a million-dollar-a-year voice-over business 

• Detailed analysis of a successful voice-over career 

• Understanding why people hire voice-over talent and how to satisfy 
them 
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• The critical mistake that ruins careers and drives people out of the 
voice-over business 

• How to earn an extra couple of hundred dollars just for keeping your 
mouth shut! 

• When to safely quit your day job 

The secrets to producing a demo that will get you noticed and get you 
work 

• Avoid expensive demo CD disasters (pay attention and prevent a 
$2,300 mistake!) 

• How to find the perfect piece of copy 

• Tiny changes you can make to your demo that yield big results 

• Making smart choices about when and where to record your demo CD 

• Little known sources for finding great copy for your demo 

• The five types of demos: Which is right for you? 

• How to find the perfect director to bring out the best in you 

• The two types of recording studios: Do you know the difference? 

• Production music fiascos: How to keep your demo up to date 

• Record a competitive demo without spending a fortune 

Home studio gold 

• Pros and cons of building a home studio 

• Stupid home studio mistakes to avoid 

• The three types of people who shouldn’t even consider having a home 
studio 

• Surprising places to find low-cost engineering and wiring help 

• How to charge the highest possible fees: Pricing, value, collection tips 
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• My secret sources for high-quality home studio gear and expert advice 

• Macs or PCs? My expert guest explains the difference for audio 
recording 

There are nine audio CDs in all, plus a 10th CD with an Adobe PDF version of the 
awesomely comprehensive course manual, with a complete outline of my 
comprehensive marketing plan plus live links to all the valuable voice-over 
resources. And you get pages and pages of copy — actual scripts from 
commercials, cartoons, and corporate audio — for you to practice, enjoy, and use 
on your demo CD. 

• Need to know what steps to take to get started? It’s in here. 

• How to record a demo CD that will get you noticed and get you 
work? It’s in here too. 

• Wondering where to find a talent agent? What I’ve got to say about 
agents may surprise and even shock you. 

• Afraid of what to say if a producer questions your lack of 
experience? No problem! I’ve got that one covered. 

• How to negotiate the best price for your work? I’ll show you 
exactly what to say and how to do it. 

 
Try to find another highly successful voice-over artist  

who will reveal every detail of what she does and how she does it, without 

 

"Oh, I had the jitters. I had the adrenaline going 
for me. I had to shake it all out. But I thought it 
was great. I had this trepidation of trying to find 
something that I could go to where I wasn’t  
wasting my money, where I would get good  
industry contacts, good feedback, someone who 
has been around the block, who is still in the  
industry and who could tell me really what it is we 
should be doing as beginners. When I looked at 
Susan’s web site I saw some of the credits: AT&T, 
I saw the CNBC clip that she did, I saw a local 
news spot in the New York market that she did. 
So, immediately that brings credibility." 
Michael Valentin  
North Bellmore, NY 

 
Listen to Testimonial Now 
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holding anything back. 

You won’t. 

I’ve certainly NEVER seen a top voice-over artist do this, and I’ll be astounded if I 
ever do. Most people don't understand the law of abundance. They think if they 
share what they know and give to others, there’ll be less for them. They think the 
more they give, the more they lose. 

But I know there’s only one right person for every job. There’s plenty of work out 
there. And here in the USA, there’s certainly no danger of there ever being any 
fewer commercials on the air, is there? If anything, with the rise of cable broadcast 
networks and other media formats, I predict there will be more and more need 
for well-trained professional voice talent in the future. 

See EXACTLY how to go from nothing to a successful voice-over career, 
even if you still have to keep your day job! 

Classes are great. Books are great. But there is nothing like sitting at  home and 
hearing speakers share their knowledge and experience with you. It would have 
been great if you could have joined us at this Voice-over Bootcamp in person, and 
maybe you will in the future. But I know it’s not always possible to travel to New 
York. It’s expensive, and it’s hard to get away. And one thing’s for sure, I have no 
plans to take my voice-over Bootcamp on the road. If you want this information, 
you’re just going to have to travel to me or get these CDs. 

WARNING: IF YOU ARE EASILY OFFENDED DO NOT BUY THESE CDS 

I must warn you that one of my guests on the industry panel uses language that is 
a little “salty” at times. If you think this kind of language might offend you, do not 
buy these CDs. 

I must also remind you that this Bootcamp was recorded live at the Beacon Hotel 
in New York City. And because it was a live recording, the audio quality is not 
perfect. You may hear occasional background noise, a few audience members 
asking questions, and some fluctuation in volume. If you are looking for pristine, 
studio quality audio, do not buy these CDs. 

But if you are looking for the ultimate, tell-it-like-it-is resource for a successful 
voice-over career, this the program for you. With these Voice-over Bootcamp CDs 
in your home library, you’ll have all the hard-to-find information you need at your 
fingertips whenever you want it. Listen and review again and again, walking 
through the steps in the privacy of your home or car. 

So get ready to have a BLUEPRINT FOR VOICE-OVER SUCCESS 
handed to you on these CDs. 

Now don’t get me wrong. I do make money from the information products and 
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seminars I sell, and I do make money running my own voice-over business, where 
we record voice messages for phone systems in all languages every day. 

But that’s not why I do this. I get great pleasure from helping my students succeed 
and hearing the excitement in their voice when they call to tell me they’ve gotten a 
booking. I get a deep and intense satisfaction when someone sends me an e-mail 
or tells me they’ve been inspired and motivated by something I’ve written or said. 

The information you are going to learn in these CDs is simply not available 
anywhere else. It’s not in any book. You won’t learn it at broadcasting school, and 
you certainly won’t learn it at any college or university.  

When I say profit from my experience, learn from my mistakes, I mean it. I’ll 
sheepishly share some of my most embarrassing moments, but I’ll also share what 
worked in crystal clear, step-by-step detail. 

This is real-life, in-the-trenches information from people who learned the hard way 
and who are out there doing it every day. This is stuff THAT REALLY WORKS. 

So here’s the deal. 

If you were to travel to New York to go to this Bootcamp in person you’d pay a fee 
of as much as $695 to attend, and that’s before the price increase I’m likely to 
make in 2004. Not only that, you’d probably end up paying $150 a night or more 
for your hotel, plus airfare, airport transfers, and meals. All in all, I’d say if you 
came to one of these Bootcamps live and in person, you’d be looking at an out-of-
pocket expense of close to $2,000. 

But these CDs with all the action plans, insider secrets, and road maps to 
voice-over success are only $395. 

I should point out that while this investment may be significant for you, you might 
make this money back in your very first job like some of my students have done. 
Plus, I’ll be shortening your time to market and potentially saving you from making 
some very embarrassing and expensive mistakes. 

Plus, if cash is tight, you can take advantage of our installment plan and 
make just three monthly payments of $132 each (plus shipping and 
handling and any applicable sales tax, which will be added to the initial 
payment). 

BUT ONLY IF YOU ACT NOW. 

 
FREE BONUS CD #1 

My SPEAKING STRESS CLINIC for voice-over artists 
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Do microphones make you jumpy? Does performing in class make you 
tense? Do auditions make you a nervous wreck? If you’re a voice-over 
artist or hope to become one, a bad case of nerves can be a real  
liability. Now there’s hope for anyone who suffers from performance 
anxiety. In this class Susan Berkley will explore the roots of mic fright 
so you can understand why you’re so apprehensive about doing what 
you love. 

Here is just some of what you get in this recorded teleseminar: 

• Why voice actors tend to be their own worst enemy 

• What to do when nerves rear their ugly head 

• How to keep tension from affecting the sound of your voice 

• The surprising link between mouth noise and stress 

• How to stay calm, cool, and collected in any session 

• Emergency help when nerves make your voice soft or weak 

• Why performing in class makes you so nervous and what 
you can do about it 

• What to do when other talent tries to psyche you out 

 
As a result of this session you'll be able to — 

• Be fearless in front of any microphone 

• Feel comfortable and calm when you have to perform 

• Gain appreciation for the gift of your talent 

• Enjoy unlimited self-confidence when it’s your turn to shine! 

A $29.95 value, yours FREE if you order the Voice-over Boot-

camp CDs today!  
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FREE BONUS CD #2 

MAKE MONEY TALKIN’ FUNNY! 
A guide to doing cartoon and character voices — 2 CDs 

Do you like doing funny voices? Do you think it would be fun to be a voice 
actor in animation or cartoons? Are you looking to expand your range and 
vocal versatility? In this program Animation voice actor G.T. Cooper and his 
sidekick “Mr. Mic” show you exactly how to develop your own marketable 
animation voices. 

Here are just some of what you get on these two CDs 

• How to develop your own endless supply of uniquely wacky  
cartoon voices 

• A foolproof system for cataloging your voices so they’re always 
there when you need them 

• All about the root voice and how it can “spawn” a host of  
marketable characters 

• What is voice theft? How to avoid becoming a perpetrator 

• How to develop marketable accents and dialects step by step 

• Are you a natural mimic? How to do celebrity impressions and 
voice impersonations 

• The surprising role of “attitude” in cartoon and character voices 

• Tips for creating an animation demo… and much, much more 

 
As a result of this session you'll be able to — 

• Turn your knack for funny voices into a marketable skill 

• Develop cartoon voices like the experts 

• Create a whole stable of voices that are uniquely yours 

• Increase range and vocal flexibility 

• Have so much fun behind the microphone it oughta be illegal! 

A $49.95 value, yours FREE if you order the Voice-over Bootcamp 
CDs today! 
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Listen, I want you to have a wonderful life. A life where you look forward to getting 
up every morning and going to work. Where you get to do the things you love. 
Where your time is flexible, and where you don’t have to worry about paying the 
bills. 

I want these things for you. And I also want you to be 100% satisfied with what 
you learn from me. 

So here is my unconditional, risk-free, no questions asked, money-back 
guarantee. 

Order the Voice-over Bootcamp CDs. 

If at any time you feel that you haven’t gotten your money’s worth, that 
you haven’t learned what to do to start or expand your voice-over career 
so that you can be in control of your life and be on your way to doing 
something you love, simply send us a letter requesting a refund (less 
shipping and handling and a $25 re-stocking fee). And KEEP THE CDs AND 
THE SPECIAL BONUSES for your trouble! That’s right. Don’t even send 
them back to me. That’s how confident I am that you will absolutely love 
this program. 

So now you have no more reasons to procrastinate. Order now to get started on 
your voice-over career today. 

 
Here’s how to order. 

 
Warm regards from your voice-over coach, 

 

Susan Berkley 

 
P.S. Please take action NOW while it’s fresh in your mind and while this 
special Internet offer still stands. Every day you procrastinate is one more day 
you’ll feel frustrated about postponing your dreams. Turn all that “downtime” you 
spend stuck in your car or driving around in traffic into your virtual voice-over 
university. We’ve made it so easy for you to finally do something with that 
great voice of YOURS. 

Here’s how to order. 

 



P A G E  6 1  

D O C U M E N T  T I T L E  

More testimonials for Susan Berkley’s Voice-over Bootcamp Weekends! 

“Wow! Your attention to detail is nothing short of stupendous for our time with you 
and guests last weekend at 'Bootcamp.' Very well worth the price of admission. I 
see so much benefit in getting all this useable information in only two days, but it 
leaves me wanting more.” Charlie Sill, Atlanta, GA 

“It speaks to all the realities of the business while still making success seem 
achievable. I got the inspiration I came here to get!” Paula Sangeleer,  
Salisbury, MD 

“It’s an efficient overview of the industry and an easy-to-follow action plan. The 
guests were all excellent and informative. The marketing research is invaluable!” 
Audrey Bentham, Haddonfield, NJ 

“Great course with terrific insight! The organization of the two-day Bootcamp was 
well structured and presented, especially Susan’s overview of the business and 
marketing aspect of the industry.” Scott Burman, Houston, TX 

“I found it to be really well structured for the neophyte to the industry. I 
appreciated the fact that there were no 'dead spots.' The entire weekend was action 
packed and crammed full of useful information. It reinforced that what I already 
knew about marketing applies here also.” Bob Dornblaser, Boca Raton, FL 

“Very informative and helpful. Good information on how to get started in all areas 
of voice-over.” Marcus Yarde, Northampton, MA 

“Inside information from an industry expert!” David Meek, Indianapolis, IN 

 

"I just took Susan Berkley’s Voice-over Boot-
camp and I found it to be incredibly helpful and 
I learned a lot of great things. I have been 
working in radio for 15 years now and doing 
voice-overs is a whole different animal, con-
trary to what some people in radio may think. 
Even though people thought I was going in as a 
ringer. That was not the case. I’ve gained a lot 
of valuable information and been able to apply 
what I learned already. I am ready to go out 
there and try some of the marketing that 
Susan taught me. Definitely take the Boot-
camp. It is well worth every penny and then 
some." 
Jon Thomas 
Forest Hills, NY 

 
Listen to Testimonial Now 
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“A great stepping stone to a possible new career. I enjoyed listening to the 
experienced professionals and learning from their stories. It made the entire 
Bootcamp extremely credible to me, not to mention valuable. The speakers were 
honest, animated, and very interesting. I wanted more at the end of the session. 
It made my dream more real to me now.” Tess Canlas-Mojica, Bayonne, NJ 

“A great introduction and very comprehensive. The workshop covered in two days 
the amount of information that I had researched for months.” Sherry Wiggins, 
Tampa, FL 

“Susan had a warm, disarming style of interaction that is reassuring. The 
interaction and feedback while at the microphone was great, and overall the 
weekend was very informative and helpful.” Dimitrios Donavos, Pittsburgh, PA 

“Good value for the price! You can learn from everyone and it was a great 
complement to the teleclass.” Katie Marroso, Nashville, TN 

 
“It’s informative for any skill/experience level to learn something to succeed in 
the business. It was very well put together. It covered everything, even several 
subfields of voice-over. If someone has the 'why' to do this, this definitely has all 
the hows.” Michael V. Petrazzuolo, New Milford, NJ 

“You have given me information that has changed my life! I have a very satisfying 

 

"My Name is Judy Rodman. I have been a  
professional in the music business for over 30 
years. I have had number one records both as 
a recording artist and a songwriter and am  
currently the developer of a vocal technique 
method called Power Path and Performance, 
which I teach professionally in my studio in 
Nashville, TN. I recently purchased the Great 
Voice Company’s Voice-over Bootcamp CDs. 
The information in it is well worth the price. I 
not only intend to pursue a new career as a 
voice-over artist, but I have also used some of 
Susan’s techniques of getting into a script very 
successfully with my own students, to help 
them get into character and communicate a 
song authentically. I will be studying these CDs 
for some time. I say if you can’t get to New 
York for the seminars, by all means, buy these 
CDs." 
Judy Rodman  
Columbia, TN 
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career now that can go in many directions, and I can make a lot of money and 
have fun at the same time.” Rita Washington, Washington, DC 

“Great bang for the buck! It was jam-packed! It was fun, upbeat, and had 
absolutely invaluable information. Susan is a great speaker — enthusiastic, 
knowledgeable, and a great sense of humor! My pen was flying. I’m actually 
writing this with my toes because my hand is worn out. The guest speakers, the 
on-mic work and the marketing strategies were plentiful and excellent. This 
weekend flew.” Emery Guder, New York, NY 

"A friendly atmosphere to learn in. The guest speakers were great;  they were very 
informative!” Karen Scherma, Brooklyn, NY 

“There was so much important information offered. I really enjoyed the fact that 
you covered every aspect of the industry thoroughly.” Grace de Guia,  
Cincinatti, OH 

“Susan’s honesty, approachability, and patience was wonderful. You leave with a 
brutally honest view of the business and what it takes to make a living at it!” Todd 
Goodman, Chatham, NJ 

 
“A great introduction for beginners and semi-professionals.” Elise Amaral, 
Sarasota, FL 

“It’s a ‘For Real’ workshop! I can’t imagine that anyone serious about voice-over 
would miss this workshop opportunity!” Patte Rockwell, Atlantic City, NJ 

“It’s given me a much broader and more sophisticated view of the industry.”  
B. Bigelow, Chicago, IL 

“Lots of incredible information and worth the time and trip!” Joni Billings,  
Corona, CA 

 

"I just wanted to say what great information. I 
know it is going to save me a lot of time and a 
lot of money. I don’t want to be a name  
dropper, but Arnold Schwarzenegger once told 
me 'If you are going to do something, Don, do 
it correctly and do it all the way and be the 
best, baby!' So, with your help, I can do that. 
Thanks again everybody. We will see you on 
the radio or TV or wherever." 
Don Tersigni  
Valparaiso, IN  
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“It gave me the opportunity to focus on what I need to do it!”  
Diane Donaher, Bethlehem, PA 

“The knowledge gained and the opportunity to meet and listen to working 
professionals is invaluable. The practical, real-world information contained within 
the workshop was most beneficial.” Paul Sorrell, Jackson, TN 

“It provided a great introduction to the world of voice-over! You’re given great 
information that is very helpful.” Michael Turnbull, Harbor Springs, MI 

“A great resource for valuable information, contacts, reference material and 
networking. The one-on-one critiques and attention was very important, and 
Susan’s presentation and enthusiasm was great. Very motivational!” Lisa Leonard, 
Beachwood, NJ 
 

“Everything was great! I really enjoyed the information about demo tapes and the 
knowledge from the guest speakers. It supplies you with a lot of important 
information and points you in a positive direction.” Brian Winans, Lake 
 Hiawatha, NJ 

“It is integrated, informative, and full of experiences!” Cynthia Sam, New York, NY 

“It provided a good overview/introduction to the voice-over industry. It touched on 
many aspects and through that enabled the participants to develop a plan. I also 
liked hearing the guest speakers. The information they provided was invaluable — 
insightful, 'inside scoop,' and candid.” Elaine Gillan, Windsor, ON 

“Professional but friendly and comfortable. Susan is very generous in sharing her 
knowledge and experience, while covering every aspect from desire to execution.” 
Arlene Harvanec, Bay Village, OH 

 

"On the way back from your May Voice-over 
Bootcamp in New York, I ran into the owner of 
the local radio station and told her that I had 
just returned from your seminar. She asked me 
to come in for an interview and she hired me. I 
did four spots on Thursday and will be back at 
the station tomorrow 06/01/04. A GREAT BIG 
THANK YOU for all you do for everyone. It may 
be just business, but I will never forget those 
two and one half days in the Big Apple." 
Don Cordsen 
Page, AZ  
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“Meeting in person is a complement to the teleclass!” Paul Hazuda, North 
Haledon, NJ 

“It provided lots of information for anyone who wants to do anything in the 
industry (voice-over or even production). Great mix of motivation, business, and 
marketing, and practical ways to find work.” Judy Hudson, New York, NY 

Here’s how to order.  


