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ALL RIGHTS RESERVED. No part of this report may be reproduced or transmitted in any form what-
soever, electronic, or mechanical, including photocopying, recording, or by any informational storage or

retrieval system without the expressed written, dated and signed permission from the author.

LIMITS OF LIABILITY / DISCLAIMER OF WARRANTY:

The authors and publisher of this book have used their best efforts in preparing this material. The
authors and publisher make no representation or warranties with respect to the accuracy, applicability,
fitness, or completeness of the contents of this program. They disclaim any warranties (expressed or
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HOW TO GET STARTED

One of the most difficult things to do in starting any business, including an Internet business, is getting

started right. In order to get the most out of your relationship with Nitro Marketing, we’ve created some

first steps you can take that will help you get a leg up in your business.

4 STEPS YOU CAN TAKE TODAY TO BOOST YOUR ONLINE BUSINESS

STEP 1:

STEP 2:

STEP 3:

Has your “Big Break” eluded you up until now? Nitro now offers everyone a way to work with
us on rewarding online projects and get paid, no matter what level of experience you currently

have.

We have 3 different routes you can go down, all the way from teaming up with us as one of
our Nitro “Project Managers”, to receiving all the tools and step-by-step training needed to

show you how to start your own internet business from scratch.

We even offer you a way to make money with just an idea, basically you give us your great idea,
and we turn it into a business and you sit back and get a cut of the profits. Get all the details

on the 3 specific programs at:

www.NitroProjects.com

One hour, dozens of great ideas, and years of fat profits... Listen in for free as successful

marketers and business owners share their secrets to success with you every month. It'll be the

best 90 minutes you spend every month — GUARANTEED! Sign up for free at:

www.NitroWebCasts.com

If you like this product, we'll pay you to tell others about! Nitro Marketing has one of the

most lucrative affiliate referral programs on the Internet.

60+ high converting products

Lifetime commissions on everybody you refer
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Residual commissions on our popular monthly services
Commissions as high as $100 and $200 per sale.

Super easy tools and training to help you tell others!
Find out more and sign up for free today at:

www.NitroAffiliates.com

STEP 4: You can get free samples of many of the products available from Nitro Marketing so you can
check out the quality of the information and tactics. Profit from the information, knowledge,

and tools available to you at:

www.NitroMarketing.com/products.html
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PEOPLE WHO BOUGHT HYPNOTIC MARKETING ALSO BOUGHT...

Over the years, we've developed a very good relationship with our community of budding — and very
successful — Internet marketers. And, we’ve noticed that one of the overriding characteristics of the

successful marketers is their lifelong commitment to ongoing education — they never stop learning.

In order to succeed in this business, you need to immerse yourself not only in the latest technology and
trends, but also in the fundamentals of direct marketing. Good copywriting is the single most impor-

tant skill you can learn, followed closely by a genuine understanding of human nature.

As you absorb the powerful content of “How To Whrite Hypnotic Articles,” I'm sure you will be looking
forward to the next great learning vehicle. So, here are some of the products that complement the infor-

mation in “How To Whrite Hypnotic Articles:”

Hypnotic Library — The Hypnotic Library Super Package is a CD-ROM
packed tight with a complete collection of Joe Vitale’s popular series of hypnotic

marketing products.

Magic Words That Bring You Riches — Written by Ted Nicholas, widely recog-

nized as one of the greatest direct marketing wizards of all time. In “Magic Words”

Ted reveals the 17 magic words that can make you a fortune.

Psychological Triggers — Triggers is a groundbreaking book that takes you deep

inside the caverns of the human mind and reveals secret strategies you won’t find
elsewhere. No weapon ever forged in marketing has been as powerful as the knowl-

edge of psychological triggers that cause people to buy what you'’re selling.

Advertising Headlines That Make You Rich — David Garfinkel has been called

the, “the world’s greatest copywriting coach.” He’s a successful results oriented copy-

writer and his new ebook shows you exactly how to adapt proven money-making

headlines to your business.
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How To Create Net Profits On Demand — This is a complete audio and video
course, with workbook manual, on How To Create Net Profits On Demand. Although
the creator of this product, Joshua Shafran, has just recently started teaching his
system, he has an amazing track record. In less than 4 years, he has created 20 busi-
nesses that have made over $ 30 million dollars. He has created a quick and easy
bulletproof SYSTEM that has stood the test of time and consistently cranks out the
profits. This is the exact formula Nitro uses to roll out successful project after

successful project after successful project...

For more information about the complete lineup of powerful Nitro products, simply visit:
www.NitroMarketing.com/products.html
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INTRODUCTION

by Joe Sugarman

I've been a big fan of Joe Vitale ever since I started reading his books and following his career.

In a relatively short period of time, Joe has catapulted to success unimaginable by even himself a few years
earlier. But what has really impressed me about Joe is how he has used his skills of observation and common

sense to communicate wisdom that took me years and millions of dollars to discover. How does he do it?

I have a theory. Joe loves to read. He reads more books than anybody I know. His library must contain
every book on sales, public relations and marketing than you'll find in the biggest public library or any

library for that matter.

And Joe loves to write. His copy is recognized as the most effective of any copywriter today. Combine
his skill at writing with his skill at gleaning everything there is to know about his subjects-all combined
with his personal experiences and you've got some idea of how much good information Hypnotic

Marketing has in store for you and your business.

So it was truly a thrill to be asked by Joe to read Hypnotic Marketing and if I was so moved, write an intro-

duction for the book.

After about the first several chapters I called Joe and told him, “Joe, I don’t think your readers are going

to fully appreciate the powerful information you have in this book.”

Hypnotic Marketing is a collection of some of the most effective and useful tips on sales, marketing and
the Internet that I have read. And after reading it, I was so inspired by several of his concepts that I have

made sweeping changes in my advertising and marketing campaigns.

Joe covers the gamut from how to mentally and hypnotically prepare yourself for success-something that
is critical in any endeavor. He shows how to take an average news release and turn it into a powerful
selling tool. He explains in a few chapters how to generate so much free advertising that often a busi-
ness can be created over night with practically no expense. And he relates all these lessons with personal

experiences and stories that are riveting and have real life pay offs.
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His advice on how to profit from the Internet is priceless. The secrets he reveals work and he’s living
proof that they do. For Joe is a practitioner-a man who has walked the walk and talks the talk. This is
not a book by some theoretician, but rather by a practical and pragmatic man who has experienced both

failure and success, and learned from both.

If you're like me, once you start reading this book, you won’t put it down. And like I did, you'll find

dozens of ideas that will influence you for years to come.

Joe Sugarmarn

Author of Triggers and numerous other books
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FOREWORD
HOW YOU JUST SAVED YOURSELF $25,000

Are you ready to learn the most powerful marketing strategy in history? I've seen people take the three
key steps to creating a Hypnotic Marketing campaign and transform their world. Here’s proof. (You'll be

meeting most of these people in the pages of this book.)

One man became a millionaire.

One woman overseas got national attention for her product.

Another man created a wild idea that drove incredible new traffic to his website.

A chiropractor nailed coverage on prime-time national TV and was mentioned by Barbara Walters.

Still another man and his partner invented a new roll of toilet paper — and got their story picked up by

the national news.

And I've managed to get national media coverage, sell out one of my books overnight, get people to pay
me $2,500 each to “attend” e-mail only classes, make my e-books global best-sellers, see my Nightingale-

Conant audiotape program become a national best-seller, AND get people just like you to pay me
$25,000 EACH for the secrets you’re about the learn in this new e-book!

The list goes on.

I'll tell you about them, and me, and how we did it in the e-pages of this, my latest e-book. You'll learn the
inside tricks and secrets for grabbing minds, getting people to send you money, including how to grab the

mind of the MEDIA and getting IT to pay attention to you. All of this is powerful, even off-the-charts stuff.

And many people paid a staggering $25,000 each to have me show them this method and implement

the secrets.
You, of course, just saved yourself a BUNDLE of money.

The thing is, none of this is that hard. Any one can do it.
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Even a monkey.

One day I'll prove it by getting a monkey and sitting him here in front of my computer. For now, you

can prove that this stuff works.
How? By reading this book, following the principles, and then implementing them. It’s really that easy!

If I can create Hypnotic Marketing to make my clients rich — then you can do it, too. It all begins right

here, right now, with a single click to get to the next chapter.
Make no mistake: This information is powerful, even potentially deadly.

What I mean is this: I am revealing the inside secrets to manipulating the media, and then people, to

do YOUR bidding.

This is not some wild claim to get you buy this book. After all, you've already bought it. What 'm
suggesting is that you use the secrets in this book to help people, not to harm them, manipulate

them, or con them.

As I've said repeatedly throughout my career: Be sincere. Have something people genuinely want or

need; something that will make their lives easier, and them happier and the world a better place.
Enough said.
Are you ready for fame and fortune — to be ruler of your business and tsar of your own career?

If so... keep reading!

hypnotic marketing.com
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CHAPTER 1
THE LAZY PERSON'S WAY TO HYPNOTIC MARKETING

I've thought long and hard about how to begin this first chapter ...
Well, that’s not the truth.
Actually, I didn’t think “all” that hard, really. What I did is what I want you to do right now.

What I did was plant a suggestion in my mind. I told myself, “I want to write a terrific book on Hypnotic
Marketing. I want it to come easily, and [ want the chapters to be clear and practical. I want my readers

to love these ideas, get the message, and use what they learn to make money with my method.”
That was step one.
Step two was to “let go.”

What I did there was play. I went and did the laundry. All of it. (About seven loads.) I went and read books,
such as Grow Rich While You Sleep by Ben Sweetland. I watched a little television. I played with the cat.

At one point Nerissa, my girlfriend, came downstairs and saw me lying on the couch.
“How’s it going?” she asked.

“Going well,” I said.

“What are you doing?”

“Writing my first chapter for my new book,” I replied.

And that’s what | — or at least another part of me — was actually doing as | lounged. Here’s the formula

I used and the formula I want you to get:
Step One: I set an intention.

Step Two: I let go and occupied myself with other things.
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Step Three: Is happening right now. When I got the urge, the inner nudge to start

writing this chapter, I turned on my computer and started writing.

And here I am.

So I didn’t think long and hard at all. But I did take the time to think about my intention — or

outcome—and I did occupy my mind with other things until I felt the inspiration to start writing.

It’s the classic formula for creating anything you want. And that’s what you can do right now, today, as

your first assignment in this course on Hypnotic Marketing.
In short:

Step One: Declare your intention. What do you want to have happen as a result of
reading this book? What is your desired outcome? State it so clearly the guy next
door can understand it perfectly. In fact, go show it to him and see if he DOES

understand it.

Step Two: Do other things. Read this lesson. Read whatever books I suggest you get.
Take breaks. Watch TV. See a movie.

Step Three: Act on your impulses. As ideas come to you to help you achieve your

outcome, act on them.

So chapter one begins with a mindset that business can be easy, that attracting what you want can be a
breeze, and that wherever you are now will seem like dust in the wind once you put these lessons to use

and warp-speed your business to the next galaxy.
Fancy words?
[ think not.

As [ write this, it’s nearing the end of September, 2001. The advanced edition of my best-selling e-book
has been selling and breaking records. (I'm referring to Hypnotic Writing and Advanced Hypnotic Writing.
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My Spiritual Marketing book has been selling so amazingly well that Amazon keeps reordering it and

there are 33 five-star reviews of it there. It is listed number #22 on the 1stBooks.com best-seller list.

And of course, [ just found the love of my life, the home of my dreams, the car that makes my heart race,

and my last sales letter raised $50,000 in only three days.
Life is good.

I’'m not bragging. I'm using my life as an example of what is possible. And there are countless people far
more successful than me. The point is, | started with nothing. I was homeless in Dallas . I struggled for
15 years in Houston . It wasn’t until I learned about the easy path to success, the “Spiritual Marketing”
approach, the Hypnotic Marketing method, that I knocked off my gravity boots and soared to the sky. You

can have this kind of success — and far more.

So, this chapter is about having a *mindset* for success. It begins by realizing you CAN succeed, that
there IS an easy way to greater wealth, and that this book WILL show you the formula to sell what you
have to the public.

Now, let’s get into the mindset of a Hypnotic Marketer ... and begin to explore the first step in the
“Hypnotic Marketing Formula” ... a step that begins by stretching your mind with a “practically outra-

geous” idea or two ...
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CHAPTER 2
HOW TO HYPNOTIZE THE MASSES WITH “PO” IDEAS

If there’s any term I want you to grasp today, it’s one I just made up: “Practically Outrageous.”
Call it “PO” for short.

What that means is this: You want to start coming up with ideas that are outrageous. Think of them as

zany, or clever, or even crazy.

But add the word “practically” to remind yourself that you don’t want “really” outrageous or crazy ideas,

you want “practically” outrageous ideas.
And this also means they are practical in a business sense, meaning the idea makes money in some way.

In other words, if you want to succeed in business today, you have to stand out from the crowd. Good
publicity can do that, and that’s the first part of the Hypnotic Marketing three-step process. But the public-
ity has to be practical. It has to get people to DO something: Call, fax, email, visit you. SOMETHING.

You'll hear more about this new form of direct results publicity in a later chapter on E-DR Publicity. For

now, | want to tickle your imagination by stretching your mind to be creative, risky, bold, daring.
And don’t think you can’t do any of this because you are a one-person business or a small operation.

That's precisely why you MUST think big!

In order to grab the masses with hypnotic publicity, you have to think bigger than you ever thought

before and act bolder than you’ve ever acted before.

Relax. That doesn’t mean you have to make a fool out of yourself or even appear on TV when you are

shy. Again, this entire process can be easy and you can make it fit YOU.
Now stick with me on this. I'm trying to show you a new way of thinking.

Just let my words, and the stories to follow, seep in ...
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CHAPTER 3
FLYING MIDGETS AND THE PR FOLK HERO

[ gain a lot of inspiration from ballyhoo artists from the past. One such giant is still considered a folk-

hero in the public relations business.

James Sterling Moran became a legend in the publicity business with such stunts as selling a refrig-
erator to an Alaska Eskimo. Moran pushed outrageousness to the outer limits to seize the attention

of the buying public.

He once searched for a needle in a haystack for 10 days to publicize a piece of real

estate that was for sale.

In 1946, he sat on an ostrich egg for 19 days, four hours, 32 minutes before hatching
it, all to publicize The Egg and I, a best-selling book soon to become a film comedy
starring Claudette Colbert.

During the 1944 presidential campaign, he changed horses in midstream — literally —
in a Nevada river after the ruling Democrats urged voters not to “change horses in

midstream” by voting for Republicans in the middle of World War II.

In 1989, Time magazine called him “the supreme master of that most singular marketing device — the

publicity stunt.”

As you can see, Moran knew how to be outrageous. But he also made his craziness practical. He tied

what he did to a product.

One of Mr. Moran’s cleverest schemes went nowhere in its time. An avid kite flier, he hit upon the
notion of using kites to fly midgets over Central Park. The police refused to grant him a permit and

nipped the scheme in the bud.

Morgan said, “It’s a sad day for American capitalism when a man can’t fly a midget on a kite over

Central Park.”
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Well, that example proves that you need to be practical in order to succeed today. I'm not sure what
Moran was trying to sell with the idea of flying midgets on kites, so I'm not surprised it never, well, flew.

But notice how clever Moran was. You and I want to begin to think like him. In order to succeed at market-

ing your product with Hypnotic Marketing, you will need a little “practically outrageous” thinking.

Let’s take this thought even deeper ...
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CHAPTER 4
EIGHT PROVEN RULES FOR GETTING PUBLICITY

When Peter Shankman was downsized out of a job in 1998, he was nearly broke and not sure what to

do next.
Of course, all problems contain new opportunities.

What his former employer couldn’t take from him when they ripped away his access card was the inside
knowledge of how media works. As a result, Peter’s company, The Geek Factory, a public relations

agency, expects to gross an incredible $1 million in its second year.
How did he do it? By using publicity to his advantage.

Here are some publicity stunts that worked for Shankman — and the underlying rules behind them

RULE 1:  Word-of-mouth is the best publicity, so give people something to talk about. When Shankman
first launched his high-tech consulting business, he donned a sandwich board and stood on
the corner of 51st Street and Park Avenue in New York. He handed out resumes and fliers,
which cost him under $30 to have printed. Two hours of effort — just two hours! — during a
busy lunch hour netted him 189 phone calls, 74 interviews and 37 offers of work. He took on
several opportunities, including the one that appealed most to him — helping the New Jersey

Devils hockey team build their first website.

RULE 2: Reporters like stories that have a sense of immediacy, so look for ways to link your
company’s message to the big story of the day. Shankman didn’t have enough money to buy
the computer equipment he needed to get his new consulting business up and running. The
hottest news and entertainment story of the day was the popularity of the hit movie Titanic.
Shankman took his last $1,800 and bought 500 T-shirts on which he had imprinted a
picture of the ship and the words “It Sank — Get Over It.” He took the T-shirts to New
York’s Central Park and set up shop, selling them for $10 each. Two hours later, he’d sold
all 500, making a tidy profit of $3,750.
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RULE 3:

RULE 4;

RULE 5;

RULE 6:

RULE 7:

Toot your own horn. If you don’t tell the media what you’ve done, they’ll never know. So
prepare press releases and get on the phone to the people you most want to hear your story.
Shankman, a regular reader of USA Today, suspected that the writer/editor of his favorite

column might be interested in his story, so he gave her a call.

Timing is everything. Shankman called on a slow Sunday, the slowest day of the news week.
The USA Today editor was thrilled to hear from Shankman because it’s hard to write a
column when there’s not much news. A bright, enterprising story like Shankman’s made the

reporter/editor’s job easier.

Don’t be old news. No media wants to report on events that have passed. Offering news about
things while they are happening will not only get you valuable attention, but also sell more
products. The first question the reporter/editor asked Shankman was whether he was going to
continue selling the shirts because she didn’t want to write about something that was no
longer for sale. Shankman assured her he’d be selling the shirts. She asked where — on his
website? Shankman didn’t have a website, but he didn’t let that stop him. “Yes,” he said, “I'm

selling them on my website.” Then he went home and built a website.

Be prepared for the impact of your promotional efforts. Have the goods ready to sell and the
systems in place to make it happen. The next morning, the Internet Service Provider hosting
Shankman’s site woke him up. The 35,000 responses to his site in three hours that resulted
from the USA Today article had crashed four of the company’s six servers, and they wanted

to know if this was going to continue.

Don’t stop now. Keep those press releases coming. While you can’t always expect a published
follow-up report, media outlets always like to know when they’ve had an impact, so share your
success. In all, Shankman sold 8,000 T-shirts at $15 a piece and, after paying his upfront
expenses, pocketed about $80,000 toward his business start-up costs. The ink from USA Today
got picked up and published in such far-flung publications as the San Diego Union Tribune, the
New York Daily News and U.S. News and World Report.
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RULE 8: Be nice. Say thank you. Media people are customers too. After Shankman got his business off
the ground and grew it in less than a year to eight employees, he decided to hold a picnic and
invite people who had helped him out along the way. It ballooned into a skydiving party to
which 75 media people and clients were invited. Among the guests who ultimately wrote

about their experience were reporters from Forbes magazine and Business Week.

Shankman is modest about his successes and offers only one piece of advice.

“Don’t be afraid to do something stupid,” he says. “The worst that can happen is that it doesn’t work.”
Wise words indeed.

Remember, just let these ideas sink in.

In a way, what you are reading are hypnotic inductions.

They are stories for your “inner mind” to absorb, to help stretch your mind — and later fatten your
wallet. When you’re ready, click here to find out how a former heavyweight boxing champion used

media to sell sausage!
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CHAPTER 5
PITCHING A HEAVYWEIGHT BOXING CHAMPION AND HIS SAUSAGE

Melody Campbell-Goeken, Public Relations Account Manager, for the Center for the Persuasive Arts,

in San Antonio, Texas, told me this story ...

“I managed the George Foreman Sausage public relations account. I used the Internet to
create a week long BUZZ campaign. I set up a bogus EVERYBODY LOVES GEORGE e-

mail account on HotMail.com, and sent out 1 message every day to a list of about 600.

This list included all local and food trade media, local ‘talkers’ and politicos.

“Our first message of the week was:

‘It’s a bird! It’s a plane! It’s the start of George’s campaign!’

“We hired a plane to fly the message ‘EVERYBODY LOVES GEORGE’ on a huge banner

over the city during peak drive times.

“Tuesday’s e-mail was as follows:

‘If you missed the message in the Monday sky, pay attention the rest of the week ... The
word on the street says that GEORGE likes it hot, and for now, that is all we can leak.’

The e-mail was great. | only had a dozen people who requested that they be removed from

the list, but we got lots of fun responses!!

We knew we couldn’t go up against the Eckrich sausages of the world in advertising dollars,
so we decided to create BUZZ about George. Some though we were publicizing presidential
candidate George W. Bush, others thought country music superstar George Strait was what’s
‘hot.” One of our sandwich boarders (word on the street phase), sporting a ‘Everybody Loves
George’ sign, was stopped and questioned by the Secret Service during a unannounced visit

by former President George Bush. This only added to the mystique of our campaign.”
Clever! And the whole movement involves being “practically outrageous,” which YOU can do, too.

Ready for MORE amazing examples of hypnotic publicity?
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CHAPTER 6
SHOW YOUR BRA!

Something that always works to get hypnotic publicity is a contest — especially an outlandish one.

Gazebo, a full-service lingerie store in Northampton, Mass., gets truly hypnotic publicity from its annual
“Show Us Your Bra” contest. The three-part project starts with the contest in which artists of any and
all levels of talent create and name three-dimensional replicas of bras. There’s a bra made from match-

ing red ketchup and yellow mustard squeeze containers.

There’s another called “De-fence” and made from barbed wire. Still another called “Eve’s Bra” and made

from two halves of an apple — complete with a serpent!
The entries are judged, hung in a show, and auctioned. Their third annual auction was covered by CNN.

The group then creates a calendar of the most notable entries and sells it for $20. With the assistance
of sponsors, all proceeds from the auction and calendar sales go toward Gazebo’s Breast Form Fund which

helps women obtain breast prostheses and post-mastectomy bras.
As you can see, this is an outrageous event that is also practical: It gets media attention AND it sells bras.

Visit their web site, check out details of the contest and view more bras then you’ll ever find anywhere

else at: www.the-gazebo.com.

However, don’t get TOO mesmerized at that site, as you have the next chapter to read!!!
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CHAPTER 7
21 WAYS TO IDENTIFY STORY IDEAS ABOUT YOU OR YOUR BUSINESS

I’'m not afraid to admit that I don’t know everything. Just as you invested in this new book to learn more
about Hypnotic Marketing, I'm always investing in books, tapes, and courses to learn more, too. The
following is an excerpt from a great book by Joan Stewart and Tom Antion. It reveals 21 ways to iden-
tify story ideas about you and your business. I thought this excerpt (and their book) so good, that I asked

their permission to use part of it here.
Here they are:
Does this sound like you?

You can’t understand why the business reporter at your local newspaper has quoted your competitor in

five separate stories but hasn’t called you once.

Your company sends out more than two dozen news releases every year about new employees and promo-

tions, but they result in little more than a few lines of type.

The 12-page speech your boss wrote when he spoke at the local Rotary Club luncheon would have made an

excellent column for the local business magazine. But after you mailed it to the editor, you never heard a word.

If your attempts at media coverage have fallen flat, quit grumbling and start taking a proactive approach

to free publicity by identifying interesting, compelling story ideas the media need.

Yes, NEED. Newspapers, magazines and trade publications have hundreds of thousands of column inches
to fill. TV and radio stations have hundreds of hours of news and community interest programs they
must broadcast. The number of media outlets is greater than ever, and competition is fierce for advertis-
ing dollars, viewers and subscribers. The secret to savvy media relations is knowing exactly what they

want, then giving it to them.

Here are tickler questions designed to help you identify the best story ideas within your company

or organization:
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What’s different? Is your company doing anything unique, or different than your
competitors? Examples: A professional speaker who gives a quirky, memorable free
gift to every meeting planner who hires her. A web site company that gives its
customers discount coupons good for a web site update for every referral a customer
sends. An agency that buys creative toys for its employees to use during brainstorm-

ing sessions to get their own creative juices flowing.

The local angle. Are you the local angle to a national or regional event? During the
war in Kosovo, many local newspapers and TV stations ran stories about people in
their own communities who kept in touch with their relatives in the war zone.
During the Columbine shootings in Colorado, newspapers interviewed local child
psychologists and counselors who offered tips on how parents can spot warning signs

in their own children.

Piggyback on a news event. After severe rains in Milwaukee a few years ago, a
Minnesota company got several minutes of free advertising on a Milwaukee radio
station by talking to the drive-time radio host about a special pump that removes
standing water and moisture in the air. The host interviewed a company representa-

tive and gave out the company’s toll-free number.

Piggyback on trends. Do you sell a product or service that ties into a national trend?
A credit counseling agency might offer themselves as a source for stories about the
whopping credit card debt wracked up by college students. A non-profit agency that
advocates safety for women can promote its community classes by offering the media
tips on how businesswomen can be less susceptible to theft of laptop computers in

crowded places like airports.

Piggyback on a holiday. Are you doing something different on a particular holiday?
Are you a management consultant who can suggest ways that companies can keep
their employees productive during the holidays? Have you determined that it’s more
efficient for your business to simply close down during the week between Christmas

and New Year’s? If you're of Irish descent and give all your employees a half day off
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on St. Patrick’s Day, that story might interest the media. Remember that the week
between Christmas and New Year’s is the slowest news week of the year, and an
excellent time to seek coverage. A Wisconsin company got a six-minute story on the
local TV station after it announced at the annual Christmas party that every

employee was being treated to a trip to Disney World.

Tell the media about trends. Have you spotted a new trend in your industry? Let the
media know. Many accountants, for example, are becoming certified as investment
counselors. If it’s a trend a reporter is interested in, don’t be surprised if they inter-

view you for the story.

Offer free advice. What advice can you offer that will help someone else solve
their problems? Tell reporters they can call on you for advice when writing stories
about your area of expertise. Give them specific examples of how you help people

save time and money.

Write how-to articles. Editors of many newspapers, magazines and trade publica-
tions want articles that tell their readers how to do something such as get out of debr,
discipline their children, have a safer work environment, set up a home office, or
acquire a business loan. Think of the number one problem your customers face, and
then write a how-to article about it. If it is printed, try to recycle the article for a

different publication.

Take a stand on issues. Is there a local, state or national industry or political issue
that you lobby for, or that you feel strongly about? Find the reporters who cover that
issue and share your thoughts with them. If, for example, your trade group is support-

ing local gun control legislation, call and offer to comment on the issue.

Publicize an upcoming event. Are you sponsoring an event such as classes, an open
house, a free demonstration, or a fun event? Don’t just send a news release. Think of
something visual that ties into the event. Then call your local TV station and ask if

they are interested in doing a story a day or two before. Coverage before the event

helps spark interest and boost attendance. THINK TECHNOLOGY How are you
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using technology in interesting or unique ways? Have you found a way to draw lots
of traffic to your web site-with resulting orders? Are you using the latest technology
during your speaking engagements? Is your sales force using technology to stay in

touch with existing customers and seek out new ones?

The labor shortage. How are you attracting and keeping qualified employees? By
letting them work from home? By recruiting in places like Fort Lauderdale during
spring break? By setting up trust funds for children of employees who stay longer
than a year? By offering casual day every day of the week? The labor-shortage is a

red-hot topic, and demographers predict that it will become even hotter.

Your lifestyle. Does the type of clothing you wear, the home you live in, your
hobbies, your relationships with your family, the food you eat, and where you travel
on vacation say something unusual about you? These stories are ideal for lifestyle
sections, food pages, travel pages and special interest magazines. Even though the
articles are not necessarily business-related, the reporter most likely will ask you
what you do for a living, and that’s a chance to plug your company or organization,
particularly if it ties into the reason they are writing. (Example: You speak interna-
tionally and have an extensive collection of wine you have bought during your trav-
els. This would be a GREAT story for food page editors, and it would publicize the

fact that you are a professional speaker.)

Alliances and partnerships. Has your organization formed an interesting alliance or
partnership with another business or non-profit? Call the business reporter and share
the information. Be willing to explain the results you expect to see from such an

arrangement. And be sure your partner is also willing to speak with a reporter.

Talk about your problems. What are the three biggest business problems you are
facing? Find out the name of the reporters who cover your industry. Then share the
information with them. Who knows? Someone might read your story and call you

with a solution you might not otherwise have known about.
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Talk about your mistakes. What are the biggest you have made, and how would you
advise other people from not making the same ones? Don’t be embarrassed. Everyone
makes mistakes. And if you're willing to discuss yours, there’s a good chance the

media will be willing to write about you.

Polls and surveys. Are you taking a poll or survey, either among your customers or
among the public? Homewood Suites, a Texas hotel chain, got great publicity from
results of a survey that asked guests what they do in hotel rooms. Almost one in five
respondents said they jump on the bed. lams Pet Food Company surveyed its
customers about their relationship with their pets. An overwhelming 91 percent of
the people polled admitted saying “I love you” to their pets. In addition, 63 percent
of respondents sleep with their pets at their sides. Results of the poll were released
several weeks before Valentine’s Day. (Brilliant!) How about taking a poll asking

your customers about the most unusual way they use your product or service?

Clever contest. Have you thought about sponsoring a clever contest? To celebrate
its 100th anniversary, OshKosh B’Gosh launched a six-month nationwide search for
the oldest pair of bib overalls. Thrifty Rent-a-Car sponsors an annual “Honeymoon
Disasters Contest.” Entries result in amusing feature stories printed in major news-
papers and magazines throughout the country. For additional publicity mileage, the
company announces results near Valentine’s Day, giving the media a perfect story

that piggybacks on a holiday.

The four seasons. Think about story ideas that tie into the four seasons. Has your
company found a way to keep cool or cut utility costs? Suggest it during the dog days
of summer. Hospitals, clinics and medical schools can offer the media a list of experts
to pass along helpful tips on how to avoid getting colds and flu during the winter.

Lawn care companies can share tips on how to prepare your lawn during the spring.

Celebrating an anniversary? The fact that your company is celebrating an anniver-
sary or birthday isn’t news. But it would be more enticing to the media if you could

tie it in to a clever event. A button manufacturer published a lavish photo history

hypnotic marketing.com



http://www.hypnoticmarketing.com
http://www.hypnoticmarketing.com

hypnotic marketing

of the button-including its uses-on shoes, clothing, furniture and accessories. An
accounting firm celebrated its centennial by publishing a giveaway book of commis-
sioned original renditions of what select artists thought it meant to be 100. A

national rental car company rented out its fleet of cars for free one day.

Create tip sheets. Can you write a tip sheet that explains how to solve a particular
problem, or how to do something? It includes helpful free advice. Topics sound like
this: “11 Ways to Snag More Business From Your Website,” “The 7 Secrets of
Profitable Self-Promotion,” “9 Ways to Save Money on Insurance Premiums.” Each
tip sheet should have a short introduction of a sentence or two. At the end, print a
paragraph that states the name of the author, the author’s credentials, and contact
information such as phone number, e-mail address and web site URL. Think of the

Number One problem your customers are facing, and offer tips on how to solve it.

Changing your focus? Is your company changing its focus, switching product lines,
expanding services, entering new niche markets or making any major changes in the
way it does business? If so, let the media know. Be willing, however, to talk about the
reasons behind the change. If you're trying a new product line because the first one

flopped, be willing to say so.

Excerpted from How to Be a Kick Butt Publicity Hound by Joan Stewart and Tom Antion.
www.antion.com/t.cgi/175318/publicityhound.htm. Used here with their kind permission.

Let’s keep moving!
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CHAPTER 8
RUNNING WATER

Eric Villines, Director of PR for jobs.com, told me the following story ...

“Formally I owned The Villines Company, a marketing firm out of Santa Monica special-
izing in Entertainment and Event Marketing. I've developed numerous large-scale events
to develop media attention, but I have to say, I'm generally most proud of media atten-

tion ['ve garnered from pulling off low-cost and more grassroots oriented stunts.

“My most recent example of this: Shortly after coming to work for jobs.com (early 2000),
[ decided our sales reps in Boston, home base of our largest competitor (Monster.com),
needed some local ‘noise’ to help them with their daily sales calls. The fly in the ointment
here was that I had very little budget to work with, and I knew I'd be competing with
Monster’s $200-Million yearly marketing budget.

“I investigated events coming up in the area where we’'d be guaranteed a large and demo-
graphically mixed audience, and decided our stunt ‘had’ to take place at the Boston
Marathon. But again I was working with little budget, and although I needed some sort of

eye-catching concept, blimps with our logo and painted Humvees were out of the question.

“Ironically, with graduation coming up, and Boston being arguably the biggest college
town in America, the answer was right in front of me. I checked with our trade show
department to see what sort of promotional inventory we had in stock, and discovered we

had a thousand water bottles with our Jobs.com logo.

“I immediately got on the phone with a local field agency I had used in the past, and hired
them to hire six or so local college students. Additionally, I had the company purchase
caps and gowns. During the Boston Marathon, we had the students cart around and hand

out our water bottles, pens, printed copies of our logo, and anything else I could dig up.

“The day before the event [ had put in a call to the Boston Globe’s photo department, and

gave them a ‘tip’ that college kids in caps and gowns would be running around the day of
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the event. In itself, I would have considered the day’s efforts a success (final cost includ-
ing exp. $2,500), but getting our College Team’s photo featured in the “Names&Faces”
section of the Globe (April 17, 2000) with a caption plugging our company created an
immediate morale boost for our sales department as well as giving them another piece of

fun collateral to bring on their sales calls.”

Way cool! You see, getting appropriate attention can be fun and very inexpensive.

Here’s another story for you ...
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CHAPTER 9
SELLING BLOODY GAMES

Kirk Green of Green Communications in Rancho Santa Margarita, CA told me the following:

“Over the years | have been part of a number of stunts to promote and sell video and

computer games ...

“1) When the LA Dodgers were up for sale we announced that the company I worked for
was going to buy the Dodgers ... all we needed was 10 million people to buy copies of our
new Baseball game for the Sony PlayStation. No game had ever sold more than 2 million

prior to this ... it became a national story.

“2) For the game Carmageddon, the object of which is to run over pedestrians and hit cars
and is fairly blood, our company staged a blood drive with the Red Cross and gave free
copies of the game away to people who gave blood. We raised over 125 pints that day and

the story made national news.

“3) For the launch of the Game Wild 9’s we staged a marathon videogame contest at the

Playboy mansion with Hef and the Playmates stopping by.”

As you can see, being a little off the wall can help. But again, I want to temper your creativity with

practicality.

Next, here’s something simple and easy which virtually anyone can do ...
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CHAPTER 10
ONE OF THE EASIEST WAYS IN THE WORLD TO GET PUBLICITY

Sally Highducheck wrote the following revealing email to me:

“One of my clients is Leflein Associates, a New Jersey — based research firm that has been
performing publicity surveys for both B2C and B2B businesses for some time. Currently, |
am putting together a case study for Barbara Leflein, president of the company, and am

amazed at the success that some of her clients have had by using surveys as marketing tools.

“Clients get press coverage everywhere — local and national TV, newspapers (even the
WSJ and USA Today), magazines, websites, wire services — all for a fraction of the cost
of what even a simple advertising campaign would cost (and with more credibility and
control of messaging, too!). Even more importantly, the coverage turns into increased

customers for her clients — ultimately THE objective of any marketing campaign.”
As you can see, being “practically outrageous” can be as simple as a survey.

(Note: How do you create your own surveys! Easy. SurveyMonkey.com is focused entirely on allowing
YOU to create surveys quickly and easily. No programming experience is required, no software must be

downloaded. It’s free, too. See www.surveymonkey.com.)
But what if you used something obvious yet overlooked — like toilet paper?

John Zappa and a friend were laid off from a computer company. They bought my Nightingale-Conant
audiotape program, The Power of Outrageous Marketing, and then wrote a news release that is bringing
them national headline attention. What they did was invent something called “Ticker Tape Toilet
Paper,” with printed readings of the fall of dot.com companies on the tissue paper. They then sent the

release out. John wrote me saying,

“It has only been six days since the release went out, and I've had more requests for inter-
views than I could keep track of. Just last week, I was on a dozen separate radio shows and
have been doing 20 to 30 other interviews *per* day. I am booked every day for more

radio interviews for the next two weeks, including a couple nationally syndicated shows.
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“Even more bizarre is that Dow Jones Newswires has picked up the story and that should be
released in the coming weeks. Not only that, but a reporter from Bloomberg Financial is actu-
ally coming to Austin to interview me in person and taking me to lunch. Anyway, it looks

like things are going to snowball from here. I may have inadvertently created the next fad.”

Since the above email from John, the Associated Press AND the Wall Street Journal picked up on his

story. Home-runs!
What can YOU do to grab media attention? All it may take is imagination — and some toilet paper.

Here’s another wild example of original thinking to grab national publicity: Thinking creatively — and
outrageously — can lead to a million dollars in global publicity. Just ask Jason Black and Frances

Shroeder. They went online to sell their new born baby’s name — and for $500,000, no less.

They posted their “item” for sale on ebay. Shortly after that USA Today and numerous other publica-
tions across the land picked up the story. While there haven’t been any buyers (that 'm aware of) the

very Barnum-like event has caused enormous publicity.

How did the parents create their bold idea? Apparently Black and Shroeder wanted a new house. So
they sat and thought about ways to raise the money quick. That brain-storming led to the idea of sell-

ing their new born baby’s name.

When I wanted to buy a BMW Z3 Roadster, and wanted to pay cash for the luxury sports car, |
generated the idea to teach e-classes online. The result brought me $65,000 in five months. (And
I LOVE my hot rod!)

Again, what do you want? A new car? New house?

Wanting something BIG can lead to a colossal money-making idea — whether or not you have a child

who needs a name.

So, how do you come up with ideas for yourself?
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CHAPTER 11
HOW TO INSTALL A “SUCCESS WISH” IN YOUR MIND

This chapter is about expanding your mind.

It’s about learning to think with a flair for the theatrical.

It’s about allowing your mind the freedom to be crazy.

It’s about considering there are no rules and that anything goes — even flying midgets on kites.

At this point you may not know how to think like Moran, Shankman, or any other results-driven publi-

cist. That’s perfectly okay.

Remember how I began this book? I said I set an intention for how these chapters would come to me,
and they began to happen in exactly the way I intended. So your first step is to create an intention for

yourself regarding learning how to think like a Hypnotic Marketing wizard.

That means looking for “practically outrageous” ideas to promote your business.

That means declaring an outcome, an intention, a goal, for yourself and your sales.
g g Yy y

That means deciding that you CAN do it, by selecting your intention and turning it over to your

subconscious/unconscious/higher mind.
Why is this so important? Let me explain:

If you're wondering why I'm not talking about the nuts and bolts of marketing in this chapter, it’s because
I'm talking about an inside-out approach to success, which, to me, is far easier and far more powerful. I've

seen people implement direct mail campaigns, publicity blitzes, and online marketing — and get no results.
None.
Zip.

Zero.
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The problem was usually with the person, not with their product or even their marketing.
If the person had a death wish, no amount of marketing could save them.

If the person had a succeed wish, it almost didn’t matter what amount of marketing they did. They

would succeed.

For example, [ had one client who sold adjustable massage beds. I have one and love it. They relax you in
minutes. | created a direct mail postcard for him. [ also had another friend create a short infomercial for him.
The results? It all bombed. Why? Because the CEO of the company didn’t want to succeed! For whatever

reasons, he sabotaged our efforts. He mailed the card to the wrong list. He never gave people the video.

The same thing happened with a client I met in Australia. He invented eye glasses to reduce computer
eye strain. I love the glasses and am using a pair right now, as I type these words to you. I arranged to
find a U.S. distributor for the glasses. As it happens, I know one of the greatest infomercial kings in the
world, a man who made a fortune selling sunglasses. So I introduced him to my Australian friend. The

result? Nothing. Why? Because my Australian friend wouldn’t act on anything my contact would offer!

He had a death wish. The result was failure.

My point is this: YOU are the most successful ingredient in your marketing campaign. If you don’t

believe in your product or service, it will fail.

[t all begins right here, right now, and INSIDE YOU.
So spend a little time reflecting on yourself.

Ask yourself such questions as:

Do I honestly want to succeed?
Do I believe in my product or service!
Do I believe my business serves people?

Do I feel capable of telling the world what I do?

Once you answer those questions with a solid “YES!,” you are ready to actually create step one in the

three-step Hypnotic Marketing strategy.
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And what exactly is step one?

Create a PO — a Practically Outrageous publicity event!

And how do you come up with such an idea?

By first believing you CAN do it, and then by brainstorming wild, zany, crazy ideas that MIGHT work.

Want some more help on creating some PO events?
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CHAPTER 12
THE TOP THREE WAYS GUARANTEED TO ALWAYS HYPNOTIZE THE MEDIA

Would you like to know the top three ways to always hypnotize the media?

Here they are:

Babies
Pets

Women

[ could probably rattle off countless stories of how just those three topics could be and have been used

to capture the attention of the media.

P.T. Barnum held baby contests back in the 1800s to generate interest in his museum.
Pets are often used to get attention in photographs in ads.

Women are notoriously used — and maybe used is the wrong word — to get atten-
tion. Put a few bikini-clad young women on motorcycles and send them around your

new restaurant and you're sure to get media attention.

Without going one step further in this book, those three topics alone — used in some creative way —

could be your ticket to step one in Hypnotic Marketing.
One woman complained that “using women” to get publicity is sexist. Well, it might be.

But you'll notice that women, as well as babies and pets, are continuously magnets for publicity. It’s not
sexist as it is so much human nature. The world at large is simply interested in women, babies, and pets.
Rather than complain about it, either use these facts to get hypnotic publicity for yourself, or just think
of some other way to grab the media’s attention. I'm just reporting what works — and works virtually
every time. In fact, why not stop right here and make a list of some ways you can involve women, babies,

or pets in YOUR business.
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Just make a list right here:

But let’s not stop now!

Ready for more proven ways to grab the ears and eyes of the media?

hypnotic marketing.com



http://www.hypnoticmarketing.com
http://www.hypnoticmarketing.com

hypnotic marketing

CHAPTER 13
10 TIPS ON BECOMING NEWSWORTHY FROM A MEDIA TIGRESS

[ learned a long time ago that you can’t do all your marketing yourself. Not if you want colossal success,

anyway. All the greatest got advice from others and weren’t afraid to delegate duties.

I'm the same. I went to media expert Marcia Yudkin and asked her for some tips on how to grab media

attention. Here’s what she said:

“Compared with advertising, media coverage costs you virtually nothing. With a phone
call or simple press release, you can entice print or broadcast media to spread the word

about what you do.

“However, unlike advertising, you have to earn publicity. You have to provide a

compelling answer to the all-important question of an editor or producer:
“Why would our readers or listeners be interested in you now?

“There are as many successful ways to answer that question as there are stories in the
media every day. Here are 10 of the possibilities cited in 132 Ways to Make You or Your

Business Newsworthy, available in full from www.yudkin.com/downloads.htm.

“Concoct an interesting characterization of yourself. (Rick Davis of Temple, NH, created
the Institute of Totally Useless Skills.)

“Piggyback on the news or current entertainment. (In the summer of 2001, anything
about sharks appeared timely, while the summer that Jurassic Park came out the media

focus was dinosaurs.)

“Agree or disagree with newspaper columnists by writing them. (Many use or mention

their mail in their column.)

“Send free samples of your product to the media. (And enjoy the cachet of being able to

say Channel 6’s Anchor wears your earrings.)

hypnotic marketing.com



http://www.yudkin.com/downloads.htm
http://www.hypnoticmarketing.com
http://www.hypnoticmarketing.com

hypnotic marketing

“Prove a stereotype wrong. (The Beach Boy Engineers)

“Turn your liabilities into news. (More in-laws involved in your business than at any other

establishment in town.)

“Don’t do something everyone else does. (One doctor refuses patients who smoke or have

other unhealthful habits.)
“Borrow Hollywood story lines. (‘The Comeback,” ‘The Big Break,” ‘Hero Risks All’)

“Run for office. (In 1988, entertainer Ron Bianco of Providence, RI, ran his singing dog,
Bilbo, for President.)

“Adopt a catchier business name. (The day ‘Bundy Very Used Cars’ changed its name to
‘Rent-a-Wreck,” CBS arrived to feature it.)

Note: Marcia Yudkin is the author of eleven nonfiction books, including the classic 6 Steps to Free
Publicity, Internet Marketing for Less than $500/Year and Freelance Writing for Magazines & Newspapers.
She publishes a free weekly e-mail newsletter called “The Marketing Minute,” available from

www.yudkin.com/marksynd.htm.

The above was used with her kind permission.
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CHAPTER 14
THE SEVEN LAWS OF BASEBALL'S GREATEST PUBLICIST

When [ was a child, I wanted to be a baseball player. I think I saw a movie about Babe Ruth and got

inspired to hit balls out of ballparks. But I was never that good and soon learned that I was better suited

to hit typewriter keys. So here I am.

But baseball can teach you a lot about hypnotic publicity. Possibly the greatest baseball promoter of all

time was Bill Veeck. In a recent book about his philosophy, titled Marketing Your Dreams, the author

(Pat Williams), offers “Veeck’s Immutable Laws of Promotion.” I'll paraphrase each of them right here,

right now, to help you further think of “practically outrageous” ideas to drive traffic to your website.

LAW 1:

LAW 2:

LAW 3:

LAW 4:

LAW 5:

The power of illusion. Dress up your product or service and it becomes more appealing.
Baseball becomes more than a game when you tie to people drinking milk. Bring in your milk

bottle cap and you got in free.

The incongruity property. Give away something that makes no sense. Everyone gives away free

TVs to get attention. Veeck once gave away 4,000 pickles. The oddness captures attention.

Clean bathroom = happy fan. Treat your customers and clients like royalty and they’ll
continue to praise you and do business with you. Veeck paid extra money to have cloth towels
in restrooms. He remodeled the women’s bathrooms. This isn’t far from something you can do.

Sincerely help your clients and they can bring you media attention.

Winning is an end, but not a means. One time Veeck hosted a “Grandstand Managers
Night.” He had a group of 4,000 fans vote on major managerial decisions during an actual
game. While Veeck wanted his teams to win, he also wanted his fans to have a glorious time.

This, of course, led to incredible publicity.

Spend money (preferably someone else’s) to make it. Veeck got sponsors to flip the bills for

his wild stunts and giveaways. The person who donated 1,000 pickles of course benefited from
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the publicity Veeck generated. Same goes for anyone involved. Create win-wins and cross-

promotions to grab media attention.

LAWG: The promotion never ends. You can’t ever stop publicity, marketing, or selling. One time

neighbors called the ballpark and complained of the noise. Veeck seized the moment to help
them as well as himself and held a “Good Neighbor Night.”

LAW 7:  None of these laws are immutable. Anything goes. The intent is to draw Hypnotic Publicity
to you or your business in order to drive traffic to your website, and then sell them what you
offer. Veeck was willing to break rules. He once proposed a “Missing Tooth Night,” where

anyone with a missing tooth got in the game free.

Again, think on these laws. See how they stretch your mind to think of “practically outrageous” ideas

YOU can implement.
Make some notes right now, if you want.

And when you're ready, jump to the next chapter!
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CHAPTER 15
THE PSYCHOLOGY OF HYPNOTIC PUBLICITY

I love old books. People often wonder why I collect so many of them. Truth is, they are packed with

wisdom you can still use today.

For example, I am a fan of the writings of Kenneth Goode and Zenn Kaufman, business writers from the
1930s and 1940s. One of my favorite books by the duo was titled Showmanship in Business. It is an
absolute delight to read. Packed with stories of how average business people can add “show biz” to their

enterprise to grab attention, it’s as valid today as it was when it came out after the Great Depression.

The authors said there are four proven ways to grab attention:

Make them laugh.
Make them cry.
Thrill them.

Talk of love — with words and music.

They went on to explain some of the psychological elements of those four ways of getting attention for

your business. Because these are so thought-provoking, I want to share some of them with you.

Conflict

“People like action,” they wrote. “Action in competition, whenever possible.”

Firsts

“There’s no news in seconds — even when better than most firsts,” wrote the authors.

Humor
“You can’t laugh people into buying your goods — that’s been said often enough,”
they wrote. “But you can laugh them into wanting you, which is a long step toward

making a sale.”
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Mystery
“Mystery books sell big ... Mystery pictures pack movie houses. Your public loves

mystery.”

Animals
“One of our friends who has a knack for getting lots of free publicity attributes a great

part of his success to his regular use of animals in his story,” they explain.

Magic
“Hyatt Bearing has scooped interest at industrial shows by using optical illusions as

attention getters.”

Symbolism

“The word ‘Prosperity’ elected McKinley,” they write, speaking of President William
McKinley, the US President born in my home town, Niles, Ohio. “People like labels
better than ideas.”

Again, all of this is to fuel your mind with IDEAS.
And again, wrote down some ideas that come to you right now.
Do it now, and then jump to the next chapter to learn a forbidden way to get manipulate attention!

And when you're ready, jump to the next chapter!
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CHAPTER 16
EDGY TOP SECRET WAYS TO ABSOLUTELY NAIL MEDIA ATTENTION

I’'m very hesitant to write this particular chapter.

You see, people can misuse what I am about to tell you. Many people — the few who already discovered
this underground information — are already using it to manipulate the media, which means they are

using it to manipulate you and me.

I’'m sharing this information with you to first help you become aware of how the media works. And

second, to help you break into the news with your own message.
Again, this is powerful stuff, and not to be taken lightly. Please don’t share it with anyone else.
Here it goes:

Activists know how to get into the news. Whether by staging a protest, doing something outlandish like
jumping off a building, or actually cramming the culture by upsetting conservative events like animal

shows, or even stopping fishing with bombs or threats of bombs.
Again, activists know how to get our attention.

I remember years ago helping a client, a well known attorney, promote his book. He boldly told me, “I

can get a hundred people to protest my book if it will get me on the news.”

He was serious. I knew he could do it. He was so popular, and such a keen promoter, that he didn’t have
to stage a protest — and yet created one of the biggest book release parties in the history of the city we

lived in (one of the largest in America).
So what do activists know that most of us don’t?

[ suggest you grab a book called Making the News by Jason Salzman. It’s an incredible work. It’s written
for non-profits organizations and activists, It explains how the media works, and details ways to get into

the media. It is still in print, and well worth buying and memorizing.
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Salzman says that the most successful media events are entertaining. They are theatrical. In one chap-
ter in his book he lists and explains numerous ways for coming up with ways to create newsworthy stunts.

Here are a few of them:
1: Cameras love costumes. Dress up your staff or you and call the media.

2:  Dramatize a popular expression. “Waffling on the issues” led to a press conference outside

a waffle house.

3 Grade people or organizations. The press loves winners and loser. “Report card for the

energy secretary” got headline news.

4: Depict a symbol of your concerns. Forty thousand pairs of shoes were put on a lawn to

depict the 40,000 people killed by guns.

D Get your ad rejected. Create an ad you know won’t run, get it rejected, and then host a

press event to complain.

6:  Burn a puppy. One man issued news releases saying he was going to burn a puppy. The press
ran to his door. He came out, puppy in hand, and used the moment to scream out his posi-

tion on human rights. Of course, the press loved it. (No, the puppy was not harmed.)

]: Conflicts make news. You can always challenge your competition to a showdown, playfully

or for real, and invite the media to witness it.

Well, I told you these ideas are edgy!

By now you might be wondering if you can do ANY of the wild, zany, outrageous or even bizarre ideas

presented in this and the former chapters.

You must remind yourself that the world is packed with people and organizations scratching and clawing to
get into the news. A simple news release by you won't likely get you the national media attention you want.

You have to think bigger. Bolder. You have to think like P.T. Barnum. You have to act like a Donald Trump.
Even if you are a so-called “small potato,” you must think and act like a HOT potage to get into the news.

Again, this is the first step in your Hypnotic Marketing strategy. Let’s explore it even more ...
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CHAPTER 17
HOW TO GET RICH WITH PT. BARNUM'S SECRET

I’'m fond of this quote by P.T. Barnum — which he wrote on his death bed in 1891:

“I am indebted to the press of the United States for almost every dollar which I possess...”
— P.T. Barnum, 1891

Barnum knew the power of the media. It made him one of America’s wealthiest men, and one of the
most famous world-wide. And it also helped make many of Barnum’s stars — from Tom Thumb to Jenny

Lind — also rich and famous.
You can do this, too. I'll show you how in this chapter.
And maybe more importantly, I'll explain how I use news releases as direct response mechanisms.

In other words, I “embed” reasons to get people to your website *within* the body of my news releases.

I call it E-DR Publicity, and I'll be explaining it in a later chapter.

First, let me say that I’ve written at length about how to write news releases in my other e-books,
particularly Advanced Hypnotic Writing. If you’ve read that, you can skip this chapter, or just review

this section again.

Ready?

The tool you'll use to get publicity for yourself is simply one sheet of paper: A news release.
A news release is what it says: A release of news.

But few people writing them seem to understand that fact. Instead, they are sending out ads and calling
them news. Editors get hundreds to thousands of news releases every day. (!) If yours is a thinly disguised

ad, yours will get trashed.

So, how do you stay out of the trash can?
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THE HEADLINE

As you might tell from the opening section of the last chapter, headlines can make or break your chances
to get media attention. Re-read the headlines I came up with for Jeff, Barry, and myself. Aren’t they all
catchy? Don’t they all signal news?

Want a tip on how to write headlines for YOUR news releases?

Listen to the commercials that try to get you to watch the TV news. You'll hear short teaser phrases such as,
“Can your eyes be healed in 45 seconds?” or
“Can this dog save your life?

Another [ heard was:
“Meet the man who committed the crime that shocked our nation!”

Those teases are headlines!

And they are very hypnotic!

In other words, while you watch TV tonight, note how the teasers during the commercials lure you into

watching the news. What they are doing is hooking you with spoken headlines.

You can follow the same principle when writing news releases. This works for ALL the media and is used
by everyone from Oprah to Larry King to your local favorite television news station. Start to think like

a reporter and generate headlines for news releases for your (let’s say) e-book. Ask questions such as —

What’s the news in your e-book?
What’s the news about you?
How does your book affect readers?

The world?

Your neighborhood?
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Fish for the news and then turn that news into a one-page hard-hitting news (and news only) release.

This will all make more sense as you can continue with this book and review the examples to follow. So

let’s not stop here!

THE STRUCTURE OF A HYPNOTIC NEWS RELEASE

Use your business letterhead. If you don’t have letterhead, don’t worry about it. What the editor cares

about is your news, not you. A letterhead just adds some credibility.
Under it, on either the left or right, type the phrase “NEWS RELEASE.”
Under that, type the name of a contact person (which can be you) and your phone number.

On the top of the page, on the opposite side, write the words “FOR IMMEDIATE RELEASE.”

In the center of the page, maybe one-third down from the top, type a headline. Remember to make this

sentence newsworthy.

A few lines below that, begin your release. Though it is okay to type the release single-spaced, editors
are used to seeing it typed double-spaced. Keep in mind that a release is a NEWS source. Give your facts:

who, what, when, where, how and why. And present them in order of importance.
Your following paragraphs should fill in details and complete the news story.

At the very end, give your name and address and say “For More Information Cal