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The Information Marketing Association provides Insider Secrets, Access to Experts and 
Step-by-Step Resources Assembled for Creating and Running Simple and Easy Multi-
Million-Dollar Information Marketing Businesses.

Successful authors, self-publishers of books, people who sell home study courses, 
personal and business coaches, newsletter publishers, and seminar promoters turn to 
the Information Marketing Association for the critical insights on the business side of 
running a successful information marketing business.  This information gap can only be 
filled by the one and only trade association for the information marketing industry.

The IMA offers everything you need to continue to grow your information marketing 
business under one umbrella.  The benefits are too many to list.

Because you have this report, you can experience all of the benefits for free, for 
2-months, with an invitation only opportunity to get a two month trial membership.  Just 
visit www.IMAFree.com to take advantage of this opportunity, while it lasts.

* * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * *



This month, we will talk about being detectives and about fact-based deduction.  
In the original Dragnet radio, then TV show, Sgt. Joe Friday often stopped someone 
telling too meandering of a story or spewing opinion, and said, “Just the facts, ma’am, 
just the facts.”  Mysteries’ solutions often hinge on a single fact, as with Sherlock 
Holmes and “the dog that DIDN’T bark.”  Napoleon Hill wrote of  “accurate thinking.”  
(A little, due to its relative unpopularity.  I write on it a lot, because I don’t give a damn 
about its unpopularity.  Or mine.)

SUCCESS IS FACT-BASED.  Certainly, intuition, particularly that born of long 
experiences, can be helpful.  Storehouses in the subconscious can be called on.  
Sometimes a leap of faith is required.  Luck, although it comes to us because of what 
we do, not randomly.  But by and large, marketers who insist on investing without 
supportive and predictive facts are very often punished for doing so – whether they 
realize the cause of their suffering or not.  (Often, they do not.)  It makes me crazy 
how much business decision-making, advertising and marketing, and investing is done 
without facts, without facts readily available or even contrary to facts.  I am often asked 
to offer opinions and advice without being provided with facts, a dangerous mis-use of 
my expertise.

Recently, someone attached to a client’s company made several very opinionated and 
forceful suggestions about modifications necessary to one of its flagship products.  
He did so without obtaining, assessing or citing any facts about the product’s sales, 
importantly, its refund rate and any evidence that was worsening, and importantly, the 
comparative retention, ascension and values of buyers of that product over time vs. 
customers who did not own that product.  Without obtaining any such facts or even 
soliciting opinion input from recent buyers and users of that product, he made decisions 
about re-making the product.  He may or may not be right.   Regardless, he behaved as 
an ass.  It is akin to an auto exec deciding to take cup-holders out of his company’s cars 
because he thinks they ruin the aesthetics of a luxury car.  Only thing dumber would 
be recalling cars to remove the cup- holders.  You very recently saw a debacle of this 
nature on grand scale with the guy credited as brain behind the Apple Store taking over 
J.C. Penny, and nearly destroying it, by acting on what he thought.  He had no more 
understanding of the J.C. Penny customers than Martians’ holiday traditions.  Oh the 
wreckage he wrought.

This is why I jumped on Tupperware stock when I became aware of Rick Goings 
became its CEO, but have never been tempted to buy Shaklee stock, in its succession 
of CEO’s.  I look for understanding of the customer.  And, by the way, a few years ago, 
I had a three-hour lunch with Rick, and I doubt anybody gets and has more facts at his 
disposal.  My most successful clients have a lot of facts, too.

To make smart decisions, you deduce, you don’t opine.
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What you think, believe or like pales to significance in the tall shadow of facts.

So, in this Report, we’ll talk about all that you might know and want to know about 
your buyers, converted to customers, subscribers, members or donors. I’m not 
writing here about prospects, although much of the buyer knowledge can be used to 
reverse engineer mailing list selection, print and online media selection, targeting within 
Facebook, etc. -I’m talking here about understanding your actual buyers. 

For the record, data is not the same as knowledge, let alone understanding. Data can 
certainly contribute. But it is not the same. 

I am going to challenge you here. You may decide I have called you stupid or lazy. Only 
if the shoe doesn’t fit can you acquit. I am going to share some inside baseball and 
dirty little secrets. Remember that NO business is or can be as it appears to the public. 
Behind the facade of most successful businesses, there are 2, 3, 4 layers to peel away, 
to uncover the real business. Don’t hold that against me. I am going to suggest you take 
action on something, if you haven’t already done so. I push, here, for your benefit, not 
mine. I can honestly say that it does not matter a bit if you do or don’t act on my strong 
recommendation. I may well make your head hurt, for which I make no apologies. The 
future is, I believe, bleak for info-marketers operating with few facts, as if money was 
running uphill, as it once did for a while. GET SMARTER OR DIE. If you work directly 
with me, bring me better information or expect diminishing results. 

One last prologue point. It’s important, here, and broadly. The young Englishman who 
beat Phil Mickelson out in the big PGA tournament in mid-June was asked by Letterman 
how he liked the course in Pennsylvania, a course other pros had complained about 
and ranked as difficult and unpredictable. He said, “Oh, I came in several weeks before 
the tournament to play it and I fell in love with it. I think that made a difference.” No 
shit, Sherlock. He gets points -and big, fat check and shiny trophy -for Actually Doing 
THE Work, instead of Just Showing Up. But here is a bigger, very big fact for you: in 
just about every situation, the more KNOWNS that you possess, the more likely your 
success. In any competitive situation, the more KNOWNS that you possess that others 
do not possess, the more likely your victory. He invested extra days in getting to KNOW 
the course he would play. We live in a very lazy world full of arrogance, entitlement, 
casualness and sloth. There is advantage to be had, on the roads less traveled -one of 
which is the road paved with facts. It’s the on-ramp to the highway paved with gold.
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What Do We Know About Our Buyers?
Full contact information
If for no other reason, onrushing sales tax reporting expansion will soon require you 
to account for ALL your sales by city, county and state of buyer and you may be held 
responsible for affiliates doing the same. Also, if you can only communicate with them 
via e-mail, you are already in a death spiral: needing to bombard them with more and 
more and more to get less and less and less response. Even if I’m wrong about a tax 
on e-mail use on the horizon (and I’m not), the diminishing open rates, readership and 
response is itself a tax, chewing away at the value of your list. You MUST mail. 

As an aside, there are 20 info-marketers in my current, 2013 Titanium Mastermind Group. I know them 
and their businesses intimately. They include very savvy online marketers. All are doing well, but as in 
any group, some are doing a lot better than others. My observation is: if you ranked them in income, and 
you again ranked them by greatest use of direct-mail, you’d have identical lists. (With one exception, the 
member from Russia, where direct-mail is very problematic, and he is almost unimaginably successful at 
online marketing.) 

Geography 
Recently, several people were considering and debating potential locations for the 
“new buyer training” workshops they would put on in coming months. I asked: is there 
geographic bias within your recently acquired as well as total customers? I wanted a 
thumbtacks-on-map answer: look, out of 500 new customers, over 120 of them live in 
California and its adjacent states, over 100 live in Texas an adjacent states and nearly 
100 live in the Midwest, across Ohio, Michigan and Indiana. You then choose cities that 
are airline hubs or centers for those three areas, so that the majority of buyers will have 
convenient access to non-stop flights and low fares. If the buyer density is tight, you 
also consider driving distance radius. The above scenario likely mandates L.A. at LAX, 
Dallas at DFW, and Cleveland or Chicago. 

The answer I got was: we don’t know. This is like having a dozen different packaged 
food items on a table stripped of their labels and debating which is healthiest to eat. 

Also, if you have a large list, and you have hard addresses and can divide 
geographically, you can craft and deliver different messages to customers in different 
places - a woefully neglected opportunity to lift response. Consider something as simple 
as exciting income claims: a $100,000 a year income in most of Kansas, Iowa, Indiana, 
Ohio, Kentucky has you living rich; in New York City and Boston and L.A. and San 
Fran and Seattle, it has you living poor. Also consider the bane of my work, the “But My 
Business Is Different Syndrome.” If you show a lot of big city based testimonials to folks 
living in small towns or vice versa, they disqualify themselves from the success shown 
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- but if you use testimonials without specifics including location, they doubt all of them 
and/or assume they all have advantage. There are, as you know, Red States and Blue 
States. I assure you, your customers who live in Tennessee have very different attitudes, 
viewpoints and life priorities than those who live in Massachusetts. 

On three different occasions, over a ten year span, I’ve helped different clients make 
a lot of money by selling very differently to their customers in some states versus 
customers in other states, with different marketing for those in big cities than for those 
in outer-ring suburbs. I currently have homes in two suburbs - one in northern Virginia, 
near Dulles, a Washington D.C. suburb, and one in Ohio, between Cleveland and Akron. 
Family life in these two towns has many commonalities, many more similarities, but also 
profound differences. The reasons parents are motivated to do the same thing or buy 
the same thing are different. The costs of doing things are dramatically different. You can 
ignore all this. But if you’re smart, you won’t. 

Demographics 
WHO are they? - Statistically, factually. WHERE are they? - Not geographically, but in 
life stages, in education and experience. Without getting a lot of information directly from 
buyers that reveals how far along they are in their personal development, knowledge 
specific to what you teach, their own business/life success, and their income, you may 
(a) have a false picture of the customer you are getting, his frame of reference for and 
ability to understand your information and his financial ability to buy; and/or (b) you may 
talk over your customers’ heads, intimidate them and drive them away, or vice versa; 
under estimate them in some way(s). And if you are going to use offline media: print, 
broadcast, mailing lists, you MUST have demographic profiles of customers in order 
to make good prospecting choices. For example, the demographics of subscribers to 
Barrens, Investors Business Daily, Fortune, Forbes, Worth, Smart Money and Money 
have very important differences, despite all being about finance and investment. One of 
the smart guys in the demographics/customer analytics business is Richard Seppela, 
the ROI Guy, by the way, and a conversation with him about all this is a good thing to 
have. But, again, even setting aside the issue of new customer search, and sticking with 
retention of and selling to the customers you have, having both a demographic break-
down of them i.e. % married v. single, o/o’s by age, % with kids in college v. not, etc. 
and demographic profiles can help with product, product positioning, price, selection of 
speakers for events, sales copy, selection of photos. Age alone is particularly important 
- as demonstrated in my book, No B.S. Guide to Marketing to Leading Edge Boomers 
and Seniors. An old book, Passages by Gail Sheehy, is also worth digging up and 
reading, as an assist in thinking about customers’ movement on a horizontal line of life 
experience and interests. Harry Dent Jr., with us twice so far at GKIC events, is also 
worthy of study on the subject of demographics. 
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I often ask for and collect basic demographic information just of people registered for 
one of my seminars, and plot it out by percentages, looking at age, income, years of 
business experience and other facts, to better know the audience in advance, and make 
some decisions about what to talk about and how to talk about it. 

I can tell you that by reviewing hundreds and hundreds of GKIC’s new member 
questionnaires (sample included in this Report), I have a different understanding of the 
new buyers than I would assume and believe if I weren’t reading these questionnaires. It 
can’t be relied on as a full and accurate picture, as a minority of new members complete 
and submit questionnaires, and assumptions about those who don’t (being worse or 
better, dumber or smarter, poorer or richer, etc.) would be risky. But it is a piece of the 
picture that would not be in my or GKIC’s hands without these questionnaires, and 
review of them. I can assure you Dave and Darcy have a different picture of GKIC’s 
recently acquired members as a result of going out and conducting 2 day New Member 
Boot Camps for small groups. IF this kind of information is used, it can be very useful. 

What do they WANT to know?
What do they NEED to know?
Given who they are and where they are, we need to understand their actual, most 
important needs - physical, financial, emotional, etc., as well as their true desires. Many 
info-marketers rely on customers having ambition, for example, but do not understand 
the true level and parameters of their customers’ ambition(s). It is a grievous error to 
think all your customers have legitimate ambition to be rich. As many may fear the idea. 
As a good example of the gap between need to know and want to know, most business 
owners want more new customers; most have more pressing need to plug bucket holes 
and do a much better job keeping, serving, inspiring and fully monetizing the customers 
they have. Most people need personal development, but they want to fix the people 
around them. Most people need to lose weight, but they want to eat the foods they like. 
Selling knowledge and know-how only raises the difficulty bar, in every one of those 
situations, because very, very few people actually want to own more knowledge or even 
more capability; they want the outcomes. This is why the sea-change of this industry in 
my lifetime has been the move away from selling of knowledge to selling done for them 
services. 

An interesting way to assess your customers’ truest desires are to pay attention to who 
they are buying from besides you, in your same general category, and how those people 
are pitching and wooing them - differently than you do. 
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What is their mindset? 
This gets to psychographics, beyond demographics, and is a lot trickier. ANY sense, 
though, of what’s rolling around in their heads, generally, or at the time you are selling 
to them, can provide a lot of traction. Failing to work on this can severely handicap 
everything you do. In fact, the following comments may be the most valuable in this 
entire Report. Included, I reveal a technique I use that I have not presented anywhere 
before. 

When I crafted my opening for my speech used at all the giant SUCCESS events, which 
I did not use the first two times, then created and added, and stuck with thereafter, 
I did so based on the realization that they had a very different mind-set at 5:00 P.M. 
than they did at 8:00 AM. or Noon or even mid-afternoon. I still have the little note I 
scribbled to myself, after my second outing. I wrote down four words and drew big X’s 
through them: Positive, Expectant, Hopeful, Success, Oriented. Then I wrote down three 
different words plus one phrase: Weary, Numb. Disappointed. And: Just Want To Go 
Home. I realized I had to do something to change that mindset before I could hold their 
interest and be able to sell to them. I later watched as eight different speakers attempted 
working in my place, all failing miserably, shell-shocked at the stampede for the exits 
and feckless at halting it - even though they watched me and could see what I did. 
They were neither blind or deaf and might easily have adapted my tactic, but they were 
totally focused on their speech and their performance rather than on the mindset of the 
audience at that moment in time. 

Not long ago, I wrote a lot of new copy for a financial advisor selling to modestly affluent-
to-affluent seniors, long-married, retired in Arizona. I described ‘The Man Of The House’ 
to myself this way: Proud. Independent/Do-It-Yourselfer. Worried.  Suspicious. Quietly 
Angry. My copy is working extremely well. 

How do you get to these mindset ‘items’? For the SUCCESS events, I used my powers 
of observation, the empathy of a customer like them, and common sense. For the 
seniors, I thought about my own attitudes, but more how my father would think and feel 
about things were he still alive, and in possession of a modest nest egg he was trying to 
stretch safely through another 10 to 20 years. Also, I have a mountain of research that 
was done for the Boomers And Seniors book. 

There are two things to consider about customer (or prospect) mindset. One is how 
you can connect with it and make it work for you. You probably know that as the Robert 
Collier Principle. The other is whether or not you need to alter it. The latter involves 
what Lee Milteer calls “pattern interrupt.” Most people respond to different stimulus, 
ideas, propositions the same way over and over again, pretty much automatically. For 
example, there are two patterns of thought that I can count on from GKIC customers 
when putting a seminar in front of them. The best customers have a favorable pattern - 
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something like: Good. Enjoy. Discover. What’s New? - and they dive into the information 
hoping to be persuaded to attend. 

Bless them. More of the customers have a different, less favorable pattern -something 
like: Uh-Oh. Another Seminar. More Of Same. Can’t Afford. Too Busy. Trouble With 
Spouse. To get to them, I have to (quickly) interrupt that pattern. (On that last point, my 
Titanium Member Dr. Tom Orent has a fantastic audio CD in his package selling his 
$60,000 coaching program, full of dentists’ wives describing their negative reactions, 
including one saying that she told him: if you go to that seminar and sign up for anything, 
don’t bother coming home - and she meant it.) 

I will also tell you that not only do you need the best appraisal of your customers’ 
mindset that you can get, but, usually, you need to continually work at improving it. My 
private client, Jay Geier, gives every dentist who joins his program a hardbound copy of 
Think And Grow Rich. It reminds me of my young-pup days in Amway: I gave every new 
recruit a copy of the book The Magic of Thinking Big. Few people have ever been taught 
to think big. Most think small. If you aren’t working on improving customer mindset, and, 
importantly, using outside, 3rd party, authoritative voices to do it with and for you, then 
you aren’t growing the potential of your customers. To this end, a study diet of “bigger 
and better thinking” books and commentary; getting your customers to join GKIC and 
hear from me; using Lee Milteer’s ‘Millionaire Mindset’ monthly program as a member 
benefit.. .. to borrow from Wonder Bread, building strong customers 12 ways*.  Most put 
too much weight on the first 6 of the 12*. (*See List, at end of Report). 

What is the psychology that brought them through your 
door? 
Here’s why this is so important: marketers think in terms of facts, features and 
benefits in presenting and writing about their products and services, but buyers think 
in terms of (personal) reasons to buy. This is how copy that is technically correct, well 
structured, and appears to be good sales copy fails to persuade and motivate people to 
act. It presents the thing well, but doesn’t sync with the potential buyer’s true interests 
and motives. There should and can be less conjecture about this with customers than 
with prospects, because we can more readily get customers to tell us things and reveal 
things to us, including clues to their true reasons for buying. 

As a big, general rule: whatever made them buy from you the first time is the best 
psychology and motivation to make them buy a 2nd and 3rd and 3Q1h time. This is 
problematic because we get bored with selling different things the same way with the 
same motivational appeals; we mature more in our interests and sophistication than our 
customers do (and it’s especially easy to lose touch with the new customers); we want 
to do different things differently. 
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I’ll give you one “dirty little secret” in this category: Werner Erhard, founder of EST, 
told me directly: “We preach independence but we breed dependence.” The founder 
of the National Speakers Association, a legendary ‘old school’ motivational speaker, 
who appeared to be anything but a cynic still said, “Most people are walking around, 
umbilical cord in hand, looking for a new place to plug it in.” Fewer than 5% of the 
questions I get and have gotten over all these years begin with “How do I learn” or 
‘What/who should I study”; they are direct questions asking me to tell them what to 
do. They don’t want options; they want absolutes. And they don’t want to be guided to 
mastery; they just want THE answer. They usually want simple answers to complex 
questions, too (a mindset mark of the poor). The overwhelming majority of salespeople, 
for example, do not really want to learn and master NLP, cold reading, and other 
sophisticated skills so that they are independent of simplistic tactics; they want a script, 
preferably featuring “the 6 magic words that close every sale.” This is why even when a 
product delivering sophisticated skill development is being sold, like Sally Hogshead’s 
Fascination Marketing System, there must be done for them elements: the assessment 
tells them their archetypes and triggers -they aren’t given the information to deduce 
it. Their 9-second elevator speech is written in a Mad Libs format. There are a few 
blanks to fill in, but the words to choose from, to fill them in with are provided. Yet, as 
Werner identified, most people believe in and espouse belief in independence, think of 
themselves as independent, and respond well to the preaching of independence. 

This psychology requires the info-marketer to provide dependence, but present it as 
steps toward and behavior symbolic of independence. 

I have most likely described from 80% to 90% of your buyers. But you don’t have to 
speculate. If you collect and analyze enough information about your buyers, you can 
validate or invalidate this premise by some basis other than your opinion. 

What predictive factors account for differential value? 
This is the most neglected aspect of info-marketing business management and decision-
making. In 40 years, I’ve worked with only 7 or 8 info-marketers and related companies 
who have had and used this information well. Everybody else is dumb, lazily dumb or 
willfully dumb about it. Companies with buildings full of computers and human bean 
counters still fail to count these beans. 

You can make a lot of financial and marketing decisions based on simple average 
customer values, and get by with it. If you at least know that your average 6-month 
customer value is $400, you can decide how much of the $400 you’re willing to spend to 
get the customer. Better to know 6-month, 12-month, 18-month, 24-month values. This 
is BASIC. Even this isn’t done well, or used well, by many.

But the incredible slop in that is that we’re talking averages. Plot the bell curve. It will 
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reveal not all customers are equal. Not at all. 

Usually, a small-percentage are exceptionally valuable, about half the majority are 
sufficiently valuable, and half the majority are worth little. There ARE predictive factors 
of top value, and near top value customers. In every business, these predictive factors 
exist. Often, they include SOURCE. They may alternatively or also be geographic, 
demographic, detectable mindset, detectable behavior. They may be created internally, 
with or after first purchase. Buyers who do “X” within 21 days of first purchase are, 
overall, 3X more valuable than those who skip or delay doing “X”. ONLY with that 
number, can you intelligently decide (a) how much (more) to spend or do, to get more 
new buyers to do “X” quickly, and (b) (maybe) how much more to spend on and do with 
those who do “X” versus those who don’t.

Go back to SOURCE, and consider a simple affiliate marketing scenario. 
Company pays out a 50% affiliate commission on a $500 product, which gets it new 
customers. Customers that come from Affiliate Bruce have an average 3-year value of 
$5,000. Customers that come from Affiliate Bob have an average 3- year value of $800. 
Bob provides 3X the quantity of customers that Bruce does. What might we do as a 
result of these facts? 

I would suggest we have different, better compensation, incentives and rewards for 
Bruce than for Bob. We might build entirely different products and promotions for Bruce 
and for Bob. We might try managing the new customers gotten from Bob for faster, more 
aggressive monetization than those obtained from Bruce. We would NOT treat them as 
two peas in the same pod. Paraphrasing Orwell, all affiliates are equal, but some are 
more equal than others. Jimmy Johnson used to say that if a 2nd string lineman who 
missed four blocks on Sunday fell asleep in the Monday meeting, he woke up traded to 
the Cincinnati Bengals. If Emmitt Smith dozed off, a lineman was quickly seated close 
to him on either side so he didn’t fall over and hurt himself, and somebody else hurried 
to get him a pillow. That’s the way to manage a team. By the way, in my stable of, at the 
moment, 23 racehorses, we have one racing for $30,000 to $150,000 each race, a few 
racing for $8,000 to $12,000, most racing for $1,600 to $2,800. They all get the same 
foundational level of care. But the filly racing for the big dough gets a lot more attention, 
investment and TLC than the ones racing at the bottom grades. Maybe not as it should 
be. But as it must be. 

Successful investing - which is what marketing is - is all about accurately predicting 
differential value and, when you can, influencing differential value. 
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HOW TO BETTER KNOW THE BUYER
• Buyer-Furnished Information
• Surveys / Polls
• Questionnaires
• Focus Groups
• Direct Interaction
• Eavesdropping
• Source (and the psychology of its buyers)
• Advertising/Marketing Split-Tests

* * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * *
The pregnant questions are: how many of these tools are you using?...how ardent, 
organized and diligent are you in collection of meaningful information (not just data) 
about your customers?...how do you use the information you have? And one quick 
caution: I do NOT believe in democracy or inmates running asylums, so the purpose of 
information gathering is NOT as “input” that will then govern; it is to improve your sales 
effectiveness. 

HOW WE BUILD BETTER CUSTOMERS-12 WAYS
1. Awareness of (problems & hazards/opportunities) 
2. More knowledge
3. More information 
4. More competence 
5. Better methods 
6. Better tools 
7. Healthier Self-Image 
8. Healthier Self-Esteem 
9. Immunity To Criticism
10. Improved Ideas About Money, Prosperity & Success
11. Greater Ambition
12. More persistence and resilience
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