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Praise For “Think, Write & Retire!”
Let me just say that the resource you’re about to read is one of the best starting points for learning the how I’ve seen. Dr. Mani knows his stuff and he’s passing it all on to you here in an easy-to-digest form. It’s a wonderful book and I’m quite confident your pocket-book will be greatly enhanced if you follow his advice.
- Mark Joyner, #1 Bestselling Author and Founder of ConstructZero.ORG
“Think, Write, and Retire” is a great resource for anyone considering creating a part-time or full-time income from the Internet. Become an infopreneur using the strategies presented here. In addition, learn how to turn your income into good works just like Dr.Mani.
- Terry Dean, Internet marketing pioneer & author
“Every now and then a marketer gets me to stand up and take notice. Dr. Mani caught my attention when I discovered the tremendous work he does to help children with congenital heart defects. But I was doubly impressed to find out that Dr. Mani has used Internet marketing techniques and strategies to bring awareness and raise funds for much-needed research.
A man who lives with passion and purpose, Dr. Mani also understands how to run a successful Internet business. This book demonstrates how absolutely anyone can leverage the power of the Internet to help fuel their passions and live their dreams.”
- Joel Comm, New York Times Best-Selling Author of “Twitter Power”
Everyone wants to know how to make money, how to work online, how to create a ‘life’ - and while there are hundreds and thousands of experts and technicians... there is no one talking about the importance of PASSION. More importantly, there is no one LIVING it quite like Dr. Mani.
This book is written by a technician with brains, skills AND a heart as big as Texas! A must read in my book!
- Carrie Wilkerson, The Barefoot Executive (TM) & host of www.BarefootExecutive.tv
“In this book Dr Mani has compiled all his infopreneur expertise into one easy to consume package. I have never known anyone more generous, he just gives and gives.
He gives his valuable expertise, and he gives his profits to charity, so you will be helping yourself on your road to success, and helping a kid live. Who can refuse that?”
- Chris Garrett, Co-author of ‘PROBLOGGER - Secrets for Six-Figure Blogging’
“Dr Mani has put together one of the most comprehensive guides to making money from selling information that I have ever seen. ‘Think, Write and Retire!’ offers the beginner an in-depth, step-by-step guide through all aspects of creating, marketing and then profiting from information products, which in my opinion is one of the best ways to make money available to anyone today.
It’s a great business model, Dr.Mani is a great teacher and the book is a great buy.”
- Yaro Starak, Professional blogger and Blogging coach
A SPECIAL MESSAGE FROM THE AUTHOR
I know you'll love to hear this!
By ordering your copy of "Think, Write & RETIRE!" you have helped a child live!
Yes. Here's how.
All profits from book sales go to the Dr.Mani Children Heart Foundation, my non-profit that raises funds to sponsor heart surgery for under-privileged children with congenital heart defects.
Until now, the Foundation has raised over $130,000 and sponsored 47 operations - all through my infopreneur activities on the Internet. That's the power you'll learn to harness through this book. And by the simple act of buying a copy, you've helped make a change in the life of a child.
Thank you for that. Now go tell a friend!
Or better still, order another copy as a gift. Order ten. You'll help more kids.
And then pick up some great gifts I'm giving all my readers as a 'thank you' for helping spread the word. Go to:
http://ThinkWriteRetire.com/thankyou.htm
All success
Dr.Mani
FOREWORD by Mark Joyner
#1 Bestselling Author and Founder of ConstructZero.ORG
That information marketing has changed the world is no longer a big secret.
Times have changed since I wrote what some refer to as "the first ebook" in 1992.
Ebooks are now a common method of reading.
Websites are now the standard source of information about a company.
The web is the place you go to dig up dirt on people.
And bloggers are often cited as news sources in the traditional TV and print media.
Is it any wonder that people are making money in the process?
The big question for many is "how?"
Let me just say that the resource you're about to read is one of the best starting points for learning the how that I've seen. Dr. Mani knows his stuff and he's passing it all on to you here in an easy-to-digest form.
But will you indulge me for a moment and allow me to wax poetically about the man who wrote it?
See, I'm not so impressed that Dr. Mani has written this book. Again, it's a wonderful book and I'm quite confident your pocket-book will be greatly enhanced if you follow his advice. But to hold this up as the measure of the man is a great disservice to one of the greatest men now walking the earth.
What makes Dr. Mani great is the way he has leveraged his infopreneurship.
He doesn't make a big fuss about it, but he uses the funds he raises with his entrepreneurial endeavors to save the lives of children who really need it. He is a heart surgeon who has dedicated his life to providing heart surgery to children who cannot afford the costs.
This, to me, is the ultimate expression of what the Internet has made possible.
If you think that infopreneurship is all about the spammy "internet marketing" bluster that smacks of a late night infomercial, this might give you pause.
See, online marketing is just a medium. It's what one does with it that matters.
Yes, some use it to send out messages of questionable value, but some are using it to change the world.
I hope it's the latter group who will be remembered, and I hope that you can use the information on these pages not only to change your own life, but to do so by positively changing the life of those around you as well.
Mark Joyner
http://www.ConstructZero.ORG
WARNING - DISCLAIMER
This book is designed to provide information on writing, publishing, marketing and distributing information and infoproducts. It is sold with the understanding that the publisher and author are not engaged in rendering legal, accounting or other professional services by way of this publication. If legal or other expert assistance is required, the services of a competent professional should be sought.
It is not the purpose of this manual to reprint all the information that is otherwise available to infopreneurs, but instead to complement, amplify and suppement other texts. You are urged to read all the available material, learn as much as possible about infopreneuring and tailor the information to your individual needs. For more information, see other resources referenced within the content of this book.
Infopreneuring and information marketing is not a get-rich-quick scheme. Anyone who decides to profit from information marketing must expect to invest a lot of time and effort into it. For many people, however, being an infopreneur is very lucrative and they have built solid, growing and rewarding businesses.
Every effort has been made to make this manual as complete and accurate as possible. However, there may be mistakes, both typographical and in content. Therefore, this text should be used only as a general guide and not as the ultimate source of infopreneuring information. Furthermore, this manual contains data on information marketing that is current only up to the printing date.
The purpose of this manual is to educate and entertain. The author and publisher shall have neither liability nor responsibility to any person or entity with respect to any loss or damage caused, or alleged to have been caused, directly or indirectly, by the information contained in this book.
If you do not wish to be bound by the above, you may return this book to the publisher for a full refund.
Welcome to the Wild, Wacky, Wonderful World of Infopreneuring!
Just over a decade ago, it burst upon the world with the cataclysmic impact of a Force Ten hurricane. It radically rearranged the business environment, creating permanent, irreversible changes in the way marketplaces functioned – globally.
We're talking about the Internet.
And the fuelling force of the Internet is INFORMATION: or rather, data.
What's the difference? Data is the raw, unprocessed, diverse, and disparate collection of bits and pieces of knowledge about everything. It is NOT usable... until it has been processed.
Data needs to be collated, compiled, analyzed, re-ordered, interpreted and packaged into bite-sized pieces that are easily digestible for a consumer, an end-user, a customer.
Enter the INTERNET INFOPRENEUR.
The role is not new. The medium of operation is, however. And by its pervasive, extensive, global reach, the Internet has thrown open exciting new possibilities for an infopreneur – opportunities that can be tapped, exploited and maximized by ANYONE.
Yes, YOU can be an Internet Infopreneur.
I was fortunate to catch this tidal wave almost at the very beginning. In the early days of the Wacky Wild Web, in 1995, I tentatively took my first steps into this exciting medium – and quickly got sucked in by the tremendous potential in being an infopreneur.
Unlike most other technological or sociological upheavals, the Internet information revolution has kept growing steadily – even at a faster rate than earlier – for over a decade.
And there's no sign of it slowing down soon!
That's great news – for you. Because even if you are entering the arena with a plan to become an Internet Infopreneur ten years later than I did, you still have a competitive edge that is uniquely your own. You can easily set yourself apart from the crowd, carve out your market niche, and dominate it.
The tools, resources and access to experienced mentors and guides are a luxury not previously available. And the medium itself has matured, become more 'mainstream' than in the beginning, giving it the 'respectability' many hesitant entrepreneurs crave before they are willing to step outside a self-imposed comfort zone.
I encourage you to jump right in. Don't worry. The water's warm!
Why Should You Be An Infopreneur?
The 'information business' is one uniquely suited to harnessing the global reach and impact that the Internet offers, because it taps right into the major driving energy of the World Wide Web. The Web is an interconnected digital network over which data (and information) can flow without friction over great distances, almost instantly.
Email changed the way we communicate. Online marketplaces changed the way we buy and sell. Web-based communities are affecting the way we interact – even offline, in the real world.
And information shared, exchanged, bartered, sold (and hidden) over the Internet is having a deep and irrevocable impact upon all these areas.
You, as an infopreneur, can be a part of this exciting revolution.
Never before has it been so simple, profitable and inexpensive to take knowledge, experience and wisdom you have or acquire, and turn it into a revenue-generating business – one that can run practically hands-free, on auto-pilot!
What's even more exciting, this business can be managed from wherever you are in the world, all around the clock, day and night, without a staff or employees, entirely by implementing technology solutions to power your enterprise.
The 11 Reasons to Be an Infopreneur
1. You need only your own experience. No extra resources are necessary.
Everything you need to be a successful infopreneur resides right between your ears, inside your brain! In this book, you're going to learn how to extract that precious information, compile it into a product or service, and sell it to the folks who need it desperately. And they’ll be willing to pay you for sharing it with them.
These folks could live right across the street from you, or halfway across the globe!
2. Work from home, only in your available spare time.
Telecommuting is all the rage for corporate employees. But you can't beat the lifestyle of an infopreneur. Who else can choose to work in a pinstripe suit in a plush office, or out of their bedroom in pajamas - or even both?
And as an infopreneur, you keep no time, answer to no boss, meet no deadlines, except ones you impose yourself. It's a dream come true for many lazy entrepreneurs.
3. Low start-up cost: affordable for anyone.
Have you ever looked into the start-up costs of setting up a small business in the 'real' brick-and-mortar world?
Depending upon where you live, this will vary; but it's always a sizable chunk of change. There's office space to rent, equipment to buy or lease, employees to hire and pay, legal formalities to complete, licenses to purchase, inventory to stock, manufacturing costs to incur, and a lot more.
When you combine this with the startling statistic that over 95% of small businesses will fail within three years of launch, the low set-up cost of becoming an Internet Infopreneur begins to appear an attractive advantage.
4. Plenty of guidance available from role models and fellow infopreneurs.
Yes, there's no need to reinvent the wheel. Almost every facet of infopreneuring has been explored and experienced by others before you. Luckily, many of them have shown themselves able and willing to share their hard-earned lessons with others... for a price, of course. (Infopreneuring to infopreneurs!)
When I got started selling information products on the Internet, there was barely a handful of courses teaching me what to do. Today, the problem lies on the opposite end of the spectrum, with the bigger problem being how to identify the best, most reliable, valuable courses from the glut out there.
Still, that's a better problem to have than scarcity!
5. Powerful, intuitive, easy-to-use technology available to help you.
Technology has grown by leaps and bounds. At the same time, smart entrepreneurs tweaked and adapted the tools to further their needs, in the process making them more valuable and useful to budding infopreneurs like you.
To take one quick example, look at 'follow up email autoresponders'. This simple, yet powerful, technology lets you set up a sequence of marketing or customer follow-up messages to be delivered by email – at pre-determined intervals, AUTOMATICALLY.
You don't need to keep track, and send them out one by one, manually. Just click a few buttons, and you have a salesperson conveying your sales message to qualified prospects on a schedule, 24/7.
It just doesn't get much easier than that. And technology solutions exist for almost every aspect of infopreneuring today.
6. Can be set to run hands-off, on auto-pilot.
Don't you wish you could be lying on a beach, sipping piña coladas, while your business chugs along raking in millions?
Well, maybe you won't be carrying the green stuff to your bank in sacks just yet. But fully-automated income streams running on auto-pilot with zero effort on your part are a 'dream come true' for many infopreneurs - including myself.
Don't get me wrong. I don't mean all you have to do is wish for it, and checks will magically start appearing in your mailbox. Of course not! You'll need to put in some effort first: hard work, maybe. But once it's done, you'll enjoy the fruits of your labor for a long time – even many years.
7. Scalable: you can take it as high as you want.
Looking to make a few hundred dollars more every month? You can do it.
Want to replace your day job, and make a full-time income from your infopreneuring? That's possible too. It’ll be a bit harder, but not very much so.
Do you plan on building your own information empire online, creating a huge fortune based on your infopreneuring? Even that is well within your reach. Just know you'll have to do things better, in a more structured, organized, systematic way to achieve this goal.
In the ten years since I started out as an infopreneur, making many wrong turns, stumbling and groping my way past a steep learning curve, I have still managed to create a business that not only meets my needs, but also helps fund a major project needing huge cash inflows. My business helps sponsor expensive treatment for little children from underprivileged families, who are born with serious heart defects.
Your ambition as an infopreneur is only limited by your imagination!
8. No time limitations. Grow your business as fast or slow as you like.
Tired of punching a clock, turning up at the office 'on time', running on a treadmill that's moving ever faster, yet going nowhere?
Infopreneuring can be your salvation. You work a schedule determined by yourself, depending upon the targets and aims you define for your enterprise. Big or small, short- term or long, there's a method you'll find optimal and suitable for your work as an infopreneur.
9. No geographic restrictions. All you need is a computer with an Internet connection.
It does not matter where in the world you live. It doesn’t matter where, or how often, you travel.
As long as you have access to a computer and a way to get hooked up to the Internet, you can conduct your infopreneur operations unfettered. Indeed, within a short time, you'll learn to set things up so that you won't even need to check on them too often: maybe once a week, once a month, or even once every year!
10. No barriers to entry, such as language, social status, physical handicaps, or anything else.
The World Wide Web is a great leveler. A one-man show can compete on its merits with a Fortune 500 corporation. That’s within limits, of course; it's getting harder than before. But it's still very possible – just not as easy as it once was.
You do NOT need expensive tools or equipment. You do NOT need a big marketing and advertising budget. You do NOT need an office, staff, or employees.
You can launch your information business with a story. Try one based on your own experience, education, or expertise.
11. Potential for passive income for the long term.
To me, the biggest advantage (and one that is often overlooked) is the potential to work once and get paid over and over again. Many people who read about the potential in becoming an infopreneur give up too early, thinking it sounds like too much hard work.
You write a report or book once: and yes, it can be hard work. But guess what? You get paid for that work a year later... four years later... even ten years later, or more! That's FUN.
One of my specialty info-products was created in 2002. Seven years later, I have sold 259 copies at a price of $39.95 each – without lifting a finger, doing nothing except renewing the website domain name every 2 years! That's over ten thousand dollars in PASSIVE income. Sweet!
How Easy Can It Be?
One of the many niche markets I work in is the highly-competitive one called 'Internet Marketing'. Even in such an over-crowded, hyper-competitive area, the principles of good infopreneuring can help you win easily.
As you will learn in this book, to create and sell an information product, you need to
* know what your target market wants, then
* find a solution to their biggest problem, then
* package it into an easily consumed product – and finally, you have to
* place the offer in front of the right audience to make sales.
How easy can it be?
Done the right way, it can be VERY easy!
Some years back, I emailed my list of subscribers a short survey. In it, I asked them what their biggest problem was. Many said they did not know how best to take advantage of a new income model that Google.com (the search engine company), had made available to website owners. It was called 'Google Adsense'.
The answer surprised me, as this was an area in which, at the time, I had limited experience. But I remembered a few friends mentioning it to me earlier. A quick email to them confirmed they were trying out some interesting new ideas, and that they worked well.
Within a few hours, and with just a few email exchanges and a phone call, we had planned a four-part course to teach my subscribers about Google Adsense marketing –for a modest fee.
I sent out an announcement to my mailing list of 1,280 readers, and sold out the 47 seats in the class within 24 hours!
This exercise generated over $1,700 in a day for my business – selling specialized information to an audience that craved it, wanted it, demanded it.
And what's more, I didn't even have to create the information product myself! As an infopreneur, you too can soon be doing deals like this one. It really can be that easy!
Is This the Right Time?
Whenever I talk to people about becoming infopreneurs, I hear two objections, from different sections of the audience.
One group says, "Oh, the time's not yet ripe for this sort of thing."
And the other says, "But isn't it already too late?"
The fact is, there is no 'perfect' time to start being an infopreneur.
Let's face it: there’s nothing new about compiling data into information. And there's nothing new about selling the processed product. Why, even the Internet is no longer 'new', though it is constantly evolving.
What is, however, relatively new and unexplored, is the concept of selling information products over the Internet to various niche audiences.
Is the time right to start doing this?
Just look at these numbers.
E-commerce over the Internet in the U.S. for the third quarter of 2006 amounted to $27.5 BILLION, a 4.5% increase over the 2nd quarter and a 20% growth over the previous year (Source: U.S. Census Bureau News, Nov.2006). For this study, e-commerce was defined as the exchange in value of goods and services sold online.
Annual spending per buyer increased from $457 in 2001 to $784 in 2006.
The trend is reflected around the world. Below are the total worldwide e-Commerce Revenues for 2004:
North America $3.5 trillion
Asia Pacific $1.6 trillion
Western Europe $1.5 trillion
Latin America $81.8 billion
Rest of World $68.6 billion
(Source: Forrester Research)
So what are they buying? And more specifically, for you as an infopreneur, the important question is whether they are buying INFORMATION.
The answer is a resounding "Yes".
In 2004, more than 14 million Americans made digital content purchases, each for less than $2. TowerGroup forecast that by 2009, the market for micropayments would grow to $11.5 billion in revenue.
One area in which micropayments are growing in the U.S. is for online paid content. According to a ComScore study conducted for the Online Publishers Association (OPA), the largest proportion of micropayment expense was news (43.8%), followed by greeting cards (14.5%) and games (9.2%). The OPA/ComScore report notes that despite double-digit increase for micropayments, at $12.8 million in revenue, the share is only a 1% of total online paid content revenues. Do the math: you'll see just how vast the potential is for selling content online.
43.6% of all purchases over $50 were made on Business Content. That’s good news if you are targeting that market. More and more consumers will buy low-priced content online, with music continuing to lead the way.
In 2005, data from Nielsen NetRatings's Holiday eShopping Index showed a 33% increase in online purchases over the previous year. Books, music, and video combined were the fastest growing category, with a 238% increase.
Are you convinced yet? Or maybe a smaller, more personal sampling will prove the point more forcefully.
In my own infopreneuring business, the revenues and profits from the first half of 2006 were higher than the whole of 2005. A few marketing changes may have had an impact on these figures; but my instinctive analysis is that more people are buying specialized information online, are willing to pay more for useful information, and when satisfied they are getting good-quality stuff, are buying more of it to meet their growing and changing needs.
And that change has doubled my sales in a year!
So, you tell me. Is the time right to start doing this?
What Do YOU Know?
Brainstorming and Niche Research for Infopreneurs
Every single time I've started out a niche market brainstorming session, I ask a group of clients, friends, or subscribers to take out a sheet of paper and make a list of valuable things they know... things that others will pay them to learn.
Nine times out of ten, the answer is almost instant:
"But I don’t know anything that valuable!”
Then, for the next few minutes, I explain what we're about to discuss in this section. After a while, their mindset changes and the ideas start flowing.
But don't take my word for it. Try this experiment. Go to someone you know – a friend, spouse, family member, colleague at work, anyone. Ask them the same question: what do they know that's so valuable that people will pay them to learn it?
You'll be surprised to hear a similar answer coming out of everyone's mouth. And that includes folks whom you admire and respect for their knowledge, experience, and wisdom; people you wish you could learn from and emulate!
So before going ahead, I want you to repeat this sentence out loud, three times:
"Everything that has happened in my life is worth money."
Now, say it out loud. Three times. Done? Do you believe it? Well, you soon will.
The 20-Minute Exercise
Now, I want you to take a short time-out for 20 minutes and carry out this simple exercise. Get out a paper and pen or pencil. Jot down on it a list of the things you have learned in your life.
You could go about making this list two ways:
The first way is to begin from early childhood and follow the course of your life sequentially. The other is to recall the most remarkable events in your life, both good and bad, pleasant and unhappy.
Look at the things you've done, your successes and failures, your life’s ups and downs. Think about how they have affected the way you are today, and the lessons each has taught you.
Don't worry about how trivial something might appear. If it taught you a lesson, one from which you benefit today, make a note of it.
Remember, this may not be easy work. But it will become the cornerstone of your entire career as an infopreneur, so don't skimp or cut corners. Identifying your strengths and potential competitive advantages is a crucial step to your success as an infopreneur.
Here are some tips to help you get thinking.
Start with childhood. What do you remember about it? Was it good, or bad? And did you learn anything from those events and experiences that would have an effect on the way you raise children today, or advise folks who teach and influence kids?
For instance, let's say you saw a role model constantly smoking cigarettes. That led you to take up smoking, until today you're a chain smoker with bad lungs. What would you tell adults who smoke in front of children to do differently?
Or if you remember embracing your reading habit early in life and realize that it helped change your future... how would you go about encouraging more youngsters to read?
Apply the same rationale even to bad, unpleasant circumstances. Were you bullied or beaten at school? Did you get consistently low grades? Did you hang out with bad company? What did all this teach you? And how will that knowledge be of use to other kids and their parents?
Or even to administrators, counselors, school officials, and care-givers?
Think about your education. When you were in school, college, or even post-graduate studies, what were your most important lessons, insights and critical experiences? What can you remember that others might benefit from? What did you learn (outside the classroom, and inside it) that another student in your place might find interesting, helpful, and beneficial?
Surely you have wondered, years later, how much better it would have been if you could have known about a particular thing, event, or consequence earlier – so that you could take advantage of an opportunity or avoid a pitfall. Is that information something that is still relevant and potentially useful for another student like you?
How about your work experience and jobs? Recall how you started out, consider where you are now, and ask yourself how the things you've learned about could be of value to others.
In today's hectic, rapidly-changing marketplace, job security and constancy are things of the past. While your shuffling between jobs might have been viewed with distaste 20 years ago, surely you gathered some knowledge and wisdom from these changes. Today, your experience could serve as an ‘expert guide’ for new people entering the workforce.
Did you have a bad boss? How did you handle that situation? Did it work, or did it NOT work? Either is fine, and is grist for your information-product mill. Why? Because by sharing what did NOT work, you're educating someone who is thinking about going along the same route, teaching them it won't work and saving them time, expense, and frustration!
Were you singled out for promotions, transfers, difficult projects, advanced training, or for making presentations? What did you gain from this experience? And what were the factors that caused you to be selected for 'special attention'? That could become useful information, too, for others seeking such recognition.
Are you an expert at building teams, or motivating others, or assuring top quality in your group? Do you make friends easily at work, have a system to make your workplace friendly and productive, or a method for organizing your paperwork and dealing efficiently with it?
Every single bit of information and experience you have acquired over the course of your career and life can be the kernel of your budding infopreneur empire. Far too often, we tend to discount and devalue skills and expertise we acquire at great expense, both monetary and personal.
Why do we do it? Because to us, it all appears 'natural': as if everyone else – obviously – also knows it. As if it's nothing 'special'.
But it is special, to others – often, many others.
A friend once told me this: "If you know it and they don't, it's a secret!"
People will pay you for secrets they want to learn!
Next, look at your interests, hobbies, passions. Are any of them things that many others find interesting too? If yes, what can you share with them that might add fun, enjoyment, or entertainment to their hobby?
Do you know about a secret fishing spot where the trout are really biting? Does your supplier provide you with the finest beads for your costume-jewelry-crafting hobby? Is your brother-in-law one of the best orchid growers and exporters on the continent? That's priceless information for your audience of fellow hobbyists.
How about life experiences? Everyone has them. Some are good, others bad. All teach us lessons. And many people could benefit from your lessons, without having to go through the experience themselves.
Just think. Assume you accidentally ran afoul of a legal requirement and it caused you to shut down your business or pay a hefty fine. It's devastating. But that very information, highlighted to other business owners facing a similar risk, could make you rich – while protecting them from losing their businesses!
Or what if you learned a simple way to beat stress, and that lesson was forced on you by a terrible period following a break-up or divorce. By sharing your system with others, you could do wonders for their health – and your pocketbook, too.
Let's take travel. Do you travel often? What tips and advice can you give others about it? How about listing the best places to visit in India? Or the safest places to eat in Thailand? Or tourist hot spots you simply should not miss in Belgium?
You could even get more general, teaching other new travelers about basic requirements like getting a passport, buying tickets cheap, getting better rates in hotels and resorts, and a lot more.
Bottom line: You travel, learn these things by trial-and-error, and now possess a database of knowledge. It’s the kind of knowledge from which others can benefit, even profit. Discovering it and identifying the best way to share it with others is your challenge.
Do you enjoy reading books, listening to music, watching TV? Movies, shows, musicals, pop groups, church choirs… magazines, novels, history, classics: each of these has its own group of fans. They would love to learn from you what you already know about their passions – knowledge that will bring them still greater enjoyment and entertainment.
Maybe you know where to get great out-of-print classics at a discount. Perhaps you own a collection of vintage records you don't mind lending out for a fee. Do you have a favorite website you visit regularly for updates about books to read or music to check out?
Sharing those resources with others who have common interests adds greater fun and enjoyment to their leisure time. Folks pay money for that kind of information every day. Why not pay it to you?
Do you have specialized information? It might be things you know by virtue of where you live, work, play, or travel; or what you've learned, studied, and experienced.
Does your job require a refined skill set, like piloting airplanes or performing surgery or investing in futures contracts? How about sharing some basics or the essential requirements of the job with aspiring students who want to do it on their own?
Can you cook gourmet meals? Or does your special chicken curry get family and friends in a frenzy? Recipe collections are hot-selling information products and have jumpstarted many an infopreneur career.
To put it in a nutshell...
You know a LOT!
And almost everything you know, someone else wants to know, or needs to know.
Your life experience teaches meaningful lessons. Your problems and the solutions you adopted to tackle them are valuable to others. Your contacts, connections and network are worth a lot.
But not all of them!
That's one of the biggest traps beginner infopreneurs fall into. They hear about how easy it is to sell information they have. So they skip the difficult research, and jump right in to create an information product – based on what THEY think is important.
The lucky ones find out early that this approach won't work. The unfortunate many spend weeks, months, even years beating a dead horse – before giving up in frustration, wondering what people mean by saying infopreneuring is easy.
Don't make that mistake. Sure, there may be a market for anything you carry in your brain. But as an infopreneur, you want to sort and sift through that vast data bank, and look for the most valuable, most 'in-demand', most profitable information . That’s what you’ll place in front of the most interested audience.
We'll get into that part of the equation in the next section. But before going there, let's take a look at some basic characteristics of any information that is likely to appeal to a large crowd.
Playing On Emotions to Make the Right Choice
Always remember, as an infopreneur, you are dealing with people. People have emotions. These emotions are powerful drivers, governing almost all decisions they make, including buying decisions.
To be a successful infopreneur, your information must appeal to any one (or better still, more than one) of these very important emotions:
Fear
Greed
Vanity
Lust
Pride
Envy
Laziness
These are powerful emotions. Yes, they are 'negative', but nevertheless, they are important.
Let’s examine some case studies and examples of a few of these factors.
Fear
Do you play the stock market? (Or, to put it more diplomatically, are you an 'investor' in stocks and shares?)
If so, you probably subscribe to magazines, newsletters and membership services that give you stock-picking tips and advice. These are information products, and those selling to you are infopreneurs who often harness their marketing to the emotion of fear.
When you have your money invested in stocks, what are you afraid of? A market crash!
And what if I could teach you how to predict or foresee a coming crash, before it happens? What if I could show you how your portfolio can be guarded against a crash, even if it occurs before you cash out? Isn't that information you would love to own?
I've just played on your fear: fear of loss, fear of being caught unawares, fear of being trapped, financially crippled, going bankrupt.
Vanity
Imagine you look and feel like Marilyn Monroe in her heyday – and are as old as she’d be now. Your friends envy your timeless beauty, your unwrinkled skin, your nimble agility, your bright smile. At the same time, they’re sadly making comparisons with their own pot-bellies, arthritic fingers, and asthmatic wheeze when climbing a few stairs.
Now what if you wrote a book showing them how to reverse the aging process,
look and feel young again, recapture their youth? What if you taught them how to look like you, even if they are older, weaker, less healthy? Could you paint a rosy picture of a future where they enjoy years of glowing good health?
Will people buy your book? Sure, they'll be lining up all round the block, waiting with cash in hand. Because you appeal to their vanity!
Laziness
You might wonder just how powerful a trigger laziness can be.
A friend of mine wrote a popular book and sold it in electronic format. It taught people who worked at computers, spending hours every day sitting in front of their machines, a simple set of exercises to keep them fit... without getting out of their seats!
It sold like hotcakes, because it appealed to the buyers' laziness. Get fit while you sit. It just doesn't get more attractive than that!
Each of the triggers listed above has similar potency in eliciting a response from prospects. Often, infopreneurs tap into a product idea that appeals to more than one of these emotions, dramatically increasing the profit potential of their creation.
Now that you have listed your experiences, go through them carefully, one by one, and see if an information product based on each will help solve a problem or provide a benefit, while appealing to one of the 'hooks' above. Make a note beside each idea, about which emotions it appeals to.
Later on, when you start looking for a niche to start working in, this will become a major determinant of your final choice. The information product that appeals to the most people will be the one that can pull the most 'triggers'.
Are You an EXPERT?
The single most important thing that will help you acquire more customers, delight them, and keep them coming back to buy more from you is the quality of your information.
And that means being, or becoming, an expert at what you teach.
Far too many infopreneurs are happy settling for being average, or even mediocre. That's sad. Because, even if great marketing and perfect niche targeting allows you to make a few sales and earn some quick money, you are literally shooting your fledgling business in the foot by not delivering top-notch value to your buyers.
So when it's time for them to come back for more information or education, your initial group of customers will ask themselves an important question:
"Did the first purchase give me enough value?"
If the answer to that is "No" - or even, "Maybe" - you have lost the battle for their mind and loyalty. Your business just failed!
Does that sound dramatic? It's not.
At best, many infopreneuring businesses only break even or make only a small profit from their first sale. The cost of acquiring a new customer is too high.
You need to spend money on product creation, delivery, advertising and other marketing efforts to acquire your first round of customers. The profit you have left over barely covers this cost, or gives you a small return on your investment.
It is only when you delight these customers enough to get them to come back for more, and spend more money with your business, and do it often enough, that you grow bigger and more profitable.
In short, in order to sustain your infopreneuring business, you need to focus on ALWAYS delivering top-quality value to your buyers.
When a customer asks himself the question: "Was my first purchase valuable?”, you want the answer to be an emphatic: "Yes, it delivered MORE than what I hoped for!"
Which brings me to the point: to delight your customers and over-deliver in value as an infopreneur, your information must be the best. The only way that can happen is when the information comes from an expert – preferably yourself.
So while there are many things in your life and experience that could be packaged into an information product and sold to a hungry audience, not all of them are areas in which you are an expert.
Now, you do not have to be an expert, really. If your network of friends, contacts and colleagues includes experts in a field, and you have access to the information they own and can get their permission to share it with others, then you can be a source of excellent content, without yourself being an expert, indeed even without knowing much about the subject of your infoproduct.
If you decide to go this route, however, keep in mind the potential problems later on down the line when your infopreneur business takes off and grows.
You will soon have a customer base of happy customers who are looking to learn more from you on the topic, or need greater diversity, deeper detail, or other related information. When you depend upon an external authority to confer expert status on your information product, you will continue to be dependent upon that authority for future growth.
This may not be such a bad thing, but being aware of this reality will allow you to plan accordingly. For instance, if you plan a series of information products on a topic, you might want to tie in your 'expert' author to an exclusive (or non-competitive) contract to avoid unnecessary complications from their direct entry into your niche later.
By picking and choosing a subject on which you are the expert, you conveniently sidestep this potential pitfall and become the axle around which the wheel of your infopreneuring empire revolves. Often this means you need to have first acquired the knowledge, expertise, and real-world experience in the area you are teaching others.
To take an example: Donald Trump is ideally qualified to teach real estate investing, and is indeed one of the well known infopreneurs in that niche. But a beginner who is just dabbling in real estate, or has little or no experience handling the complex issues involved in buying and selling real estate, has no business teaching it. At best, by posing as an expert in an area with which you are not sufficiently familiar, you will add no value to your buyers. In addition, there is a very real risk you could harm their future seriously by your misguided attempt.
So even if it appears lucrative in the short term, do not risk your reputation and future business by getting involved in areas where you do not have the necessary expertise. It is far better to team up with a real expert, if you are determined to explore such a niche.
Another way to work around this limitation in expertise is to redefine your niche suitably.
Supposing you want to teach others about investing in the foreign exchange market, but have only two years of your own experience, much of it not very profitable. If you try to write a book about Forex investing for people looking to make a quick, big return in this high-risk environment, you are likely to be quickly shown up – and shamed.
On the other hand, you could leverage your two years of learning and experience to come up with a beginner-level course targeting others like you who are taking their first hesitant steps into Forex trading. Your information product could teach them the essential basics: how to set up a trading account, what issues they should be aware of, how to carry out 'paper trades' to test their aptitude, the best places to carry out online trades, and more.
Always keep in mind that you are the expert to someone about something – because you know things they do not. But at the same time, you are a 'student' who can always learn something more from another 'expert' at a more advanced level than you. Never try and pretend to be that expert; instead, play to your own considerable strengths.
There are some areas where no one is the 'ultimate' expert:
* Relationships
* Time management
* Emotions
* Stress control
* Bereavement
* Parenting
* Mind conditioning.
All of these are 'soft' issues where every person's experience is unique and individual. No matter what your particular circumstances and expertise are, there will be others who can gain strength, confidence, support and knowledge from them.
In these areas, “playing to your strength” can mean telling your own unique story. Your own life experience, your education, your expertise can supply you with a story that will launch your information business. To start your career as an infopreneur, you won’t need an office or employees, a large marketing budget, or expensive equipment. All you need to set yourself up for life in this new career is the right audience: an audience that likes, wants, and needs what you know. Tell this audience your story, and you have your customer base!
In this situation, you replace 'expertise' with another ingredient that’s critical to being a great infopreneur: PASSION.
If you are passionate about something, study it with earnest interest, constantly seek to enhance your awareness and knowledge about the topic, keep on top of recent developments, network with other experts in the area, and devote a lot of time and effort to the process, your passion will convey itself clearly to your audience. This will compensate, to a large degree, for your lack of expert knowledge.
It is a truism that if you study anything – yes, ANYTHING – for a few hours daily, then in ten years you will be one of the world's top ten experts on the subject. It is no joke. So, in time, you will really become an expert – and one with passion, to boot!
Who WANTS It?
Core Principles of Finding HOT Niche Markets
Have you heard the saying about "putting the cart before the horse"? Well, that's exactly how most infopreneurs approach their business. It’s the primary reason that so many fail at it, or massively under-perform their potential.
The key to successfully selling information products to niche target markets lies in this critical factor:
You Must Find Your Ideal Market First!
Forget about your product. Don't obsess about what you know best. Both are useless without a hungry crowd desperately wanting to buy your information product.
So the big question to ask yourself first is:
WHO WANTS OR NEEDS WHAT YOU KNOW?
Let's assume you've discovered a cure for cancer. Who needs it? People with cancer, of course. Where are you likely to be able to sell water easily? In a desert. Who will buy from your hamburger stand? Hungry folks.
The key to infopreneuring success is locating your perfect prospective audience, people who face a problem that your information product solves, experience a pain that it soothes, or feel a deficiency that it fills.
But that alone is not quite enough.
Your ideal prospect is one who:
* wants your product;
* can afford to buy it;
* has previously bought similar things;
* is willing to spend the money;
* can be identified easily; and
* can be marketed to affordably.
What's a 'Niche'?
"Niche Markets" are about a topic, a hobby, or a subject matter in which a certain group of people is interested. There are as many "niche markets" as there are people and interests!
But what matters to you is finding a niche market that is profitable. A profitable niche market is one in which there are enough people who are willing to spend money in their area of interest. They’re looking for related information or products or services, which you can provide (or locate) for them.
There isn't any such thing as the "perfect" niche. What's important is how closely targeted it is to your goals.
If you go after a broader, generic niche, you'll very likely have a lot of competition. The narrower and more specific your niche market, the greater your chances of being one of a few players in your field – if not the only one.
For instance, one of my specialized niches in which I've been operating since 1997 still has very little competition. It is not a big niche; but because of the lack of any meaningful competition, I continue to profit from it without much effort.
On the downside, even if I increase my efforts in this niche five-fold, I may not get much more benefit from it. If you go after such niches, you might consider having other niches to work in, so that this becomes one of multiple streams of income from your online activities.
Who will benefit from what you know?
An infopreneur who plans to launch a successful, profitable, thriving business begins by asking some hard questions and finding the answers, before taking the next step.
Often what seems like a great idea is shot down by preliminary market research. And that's a good thing. The alternative is to plunge ahead into the project, blindly, only to discover many weeks or months later that all your hard work has been in vain.
So ask yourself questions. Find the answers, or ask someone who might know. Time and money spent on the right research will save many times more in the long run.
Who needs to know what you already do?
The simple answer is – anyone who wants to be where you are today, but is not yet there.
If you're a leading lawyer specializing in criminal law, your target market would be law students planning a career in criminal law. If you currently own and operate a thriving franchise business, your market may consist of other franchisees who are struggling to get their enterprise going.
Of course, the caveat is that this group of prospects must be actively seeking the solution you plan to offer. A franchisee who is losing money hand over fist for every day that his set-up is not performing optimally may be a lot more motivated than a student who dreams of a future career, but feels no urgency or immediate pain that needs to be soothed.
Who could possibly be harmed or disadvantaged by NOT knowing what you do?
Going back to the cancer cure analogy, anyone with cancer would be at higher risk if they don't know what you know. The same applies to a business owner who lacks experience in tackling thorny management issues or solving marketing problems that you have dealt with for years, and therefore stakes the survival and profitability of his business on that ignorance.
A very interesting information product I've seen being marketed is a special report sharing the location of 'speed traps' in specific geographic areas. These 'speed traps' are set by police to catch drivers unawares if they exceed the legal speed limit. The price these drivers are willing to pay to avoid getting caught and being fined gave the product owner a lucrative infoproduct idea!
Another example of this kind of targeting is my wife's short booklet about laptop computer care. By showing laptop owners how to care for their machines and keep them safe, clean, and functioning at top efficiency, this information can potentially save them hundreds of dollars in repairs and servicing.
Who can take your knowledge and experience, put their own spin on it, and obtain a higher advantage from it?
Let's say you're the owner of a lawn-mowing service in Indiana. You have come up with a set of processes (offer, pricing and package) that allows you to get
three times more business from your existing clients than your competitors can get.
You could then clearly and explicitly formulate your approach into a system that can be duplicated. You’d include details about how you market your business, what wording goes into your offers, how you present your pricing and packages, and put it all into an information product.
Now, this product could be marketed to other lawn-mowing services in different parts of the country. Business owners in other states would then be able to take your proven system, apply it to their own business, and boost profits. That would let them multiply the investment they made in buying your course.
Or imagine that you run a small family restaurant. You’ve found that a special offer for free drinks with dinner on 'quiet weekdays' has brought in a surge of new business.
You could detail your approach in a short report, and then sell it or license the information and process to owners of other restaurant chains all over the world. They would be able to leverage your experience and convert it into huge profit surges in their own businesses.
Who else would spend time, money or effort trying to get/discover/find out what you already have and are willing to share?
Just about every niche market has a group of 'do-it-yourself' enthusiasts. Well, maybe there are exceptions – like brain surgery, for instance! Still, you get the point.
Some people like to potter around in their garden. Others like to build their own furniture; or design their websites; or set up their own businesses; or learn to play music.
Let me tell you about how my daughter and I recently went about setting up our own water garden.
The idea came from a book (yes, an infopreneur piqued my interest). So we went out into the garden, picked a suitable place, and dug a hole. We lined it with waterproof material, constructed a stepped 'waterfall', bought a water pump, and tested out the system.
Then we purchased some nice ornamental decorations and some potted plants to surround the water garden. The final touch was getting goldfish for the small pool.
In all, the project took three days and was great fun. Without an information product to spark off that creative thought, and guide us step by step through the process, the lovely water garden that adorns our front yard might never have existed. And without the guidance offered in the book, we might have wasted a lot more time creating it, and the end result might not have been as nice.
Who has a problem, a pain, a troublesome issue that can be solved quickly and easily by the solutions you're able to offer?
My friend suffers severe migraine attacks. Thankfully, they are rare. But when they strike, he's in severe distress. He looks desperately for a solution, needing something to relieve the pain right away.
Imagine: how difficult would it be to sell my friend a book, or even a short report, teaching a method of avoiding migraine attacks, or preventing them from getting worse? All you need to do is get the message about your infoproduct in front of him, and you'll make a sale.
And here's the big point. If you show it to him at the time he is actually having an attack, or soon after, the motivation to buy your solution is highest. But when he is in between attacks, and not suffering agony at that moment, it will be a bit more difficult to sell him your report.
The lesson is to seek an audience or target market that is suffering pain, facing a problem, going through trouble – and at that very moment, offer an information product that teaches the solution.
Who is already desperately seeking such a solution?
So, you think your best audience is made up of people who are facing a problem? It gets even better. Right now, there are people who not only have the problem and need the solution you offer, but they are actively, eagerly, desperately seeking it out themselves!
Those anxious or 'hungry' prospects are potentially the best consumers for your information product.
As an infopreneur, you must look for – and locate – groups of buyers who fit this category. If this group of prospects is easy to reach with your marketing message, you are virtually guaranteed massive success as an infopreneur.
One of my clients sells a report about buying office chairs. That sounds like a weird topic to write a book about. But he stumbled across the idea when he noticed visitors to his website sending him emails asking the same question:
"My back hurts when I sit at my desk for more than five hours. What can I do?"
He researched the topic, and even consulted a chiropractor who gave him some tips. After compiling the information into a report, he shared it with a few of his readers. Their feedback showed the advice was helping to relieve their backache.
Using these testimonials from happy users of his information, he has built it up into a money-spinning information product that has helped hundreds of people with backache find comfort and relief. He has not done much to market the product. His target audience hears about it from someone who has used it and found it helpful; and they come to his website to buy.
Who has benefited from your information in the past? Are there others in a similar category who might do just as well?
A happy buyer is a repeat buyer. When customers buy an information product from you and it works ‘as advertised’, there's a good chance they will come back and buy more – and even tell a few of their friends about you.
That's why your information must provide real value. It must
* solve a problem,
* relieve a pain, or
* deliver a benefit.
When it does, your infopreneur business will thrive, even if you get many of the other pieces wrong.
The nice thing about infopreneuring is that you don't have to stop at delivering value to one market. You can extend the value of your information to other related markets, making suitable changes to your product that will tailor it to their specific needs.
An example may make this clearer. A member in my club is a self-made millionaire. This infopreneur once created a marketing system for restaurant owners. It included a set of things to do, including
* distributing flyers,
* handing out coupons,
* running newspaper ads,
* collecting email addresses and sending out email offers,
* giving special bonuses and extras for first-time clients, and more.
When restaurant owners applied his system to their business, they experienced massive growth. Many were delighted and sent him glowing letters of praise.
Seeing how well it worked in one niche market, he adapted the material in his package and tailored it to other businesses. Soon, the marketing system was being made available in custom versions to dentists, spa and health club owners, and electronic goods retail stores.
The basic information remained unchanged. Minor modifications were made to the material, to target more closely the specific needs of the different fields. Needless to say, this 'line extension' made the guy a small fortune!
Who is paying others to offer the solutions you can provide them, in a way or style that is better, cheaper, easier?
Many business owners research their competition with one viewpoint: to see if they might find it hard to win market share.
However, a crowded niche may not be a bad thing. It is very important that you stop worrying about competition in a high demand niche! Yes, it is possible you might uncover a niche market with very high demand and little competition, but the chances are slim.
Where benefits abound, risks are high too. And where pickings are easy, sooner or later, the crowds will flock. But this is NOT a problem. In fact, you can turn it to your advantage!
The other websites and businesses in this niche are a treasure trove of research data. Look at competing businesses and study how they are doing things. What do they sell, and how do they do it? Who is their target audience, and how do they reach it?
You could look for businesses with which your competitors partner, and then, approach them to be your referral partners, sending prospects to buy from you! Study their process, identify areas of weakness, and see if you can do better.
If there is an obvious flaw or deficiency in their product offering, you can come up with an alternative that's better… or cheaper… or more effective.
If there are areas left uncovered, your product can fill the gap.
If they are addressing a segment of your niche market while ignoring another, you could position your information business to reach that segment.
There are many more ways to take advantage of opportunities in a competitive niche, and position your information product to reach their target audience. Don’t think that just because a high-demand niche market already has many players, it is saturated.
This often means there is plenty of profit potential in the niche that you can target. With creativity and sustained effort, you can certainly come up with a way to break in-- and cash out!
The OTHER Factors in Picking Your Niche
While it is important to be able to identify the audience most likely to be interested in your information, that is only the first step. You still have to pre-qualify this group of prospects to see if they will really be potential buyers of your information product. That’s when you decide if you should even take the time and trouble to create a product for them.
Why is this important?
I have had clients ask me whether it really is necessary to go through this rather boring, sometimes time-consuming process. And I always answer with a story, and an anecdote from my own early experience as an infopreneur.
First, the story.
There was a young man who wanted to volunteer his spare time for a social cause. He chose to spend three months serving the poor and homeless on the bread-line at his church.
Every morning, come rain or snow, he would be there at the kitchen at 7 a.m. sharp, to serve breakfast. As he ladled out the soup, he'd smile cheerfully at the tired, weary faces of the people who trudged past, asking after their health and making small talk.
Soon he got to know most of the 'regulars' pretty well. Over the next three months, this interaction progressed. He knew their names. He had heard about Jim's recent spat with his wife, Jane's swollen gums, Jack's girl being in hospital and Jill's 'hidden' fortune. He could honestly say he had a 'relationship' with most of these people.
Now here comes my question for you. If this young man wanted to sell his latest information product about investing in stock markets for $97, could he sell it to his 'friends' on the bread-line?
When you've stopped shaking your head, think about how this is different from infopreneuring done the conventional way. See any similarity here?
What matters over and above everything else to you as an infopreneur is correctly identifying, pre-qualifying, and building a relationship with your ideal future customer. No one else. Only potential clients. Prospective buyers of what you're selling.
Not all of them will end up buying from you. But your task is to try and reach those most likely to do so.
And to do that effectively, you first need to develop a demographic profile of your ideal prospect, and plan your marketing activities to attract or seek only those who fit the bill.
The next story comes from my early experience as an Internet infopreneur.
It was in 1996, and I was rapidly gaining expertise with publishing an email newsletter (or 'ezine'). This is a digital mini-magazine, delivered to subscribers by email, making it simple, cheap, and effective to communicate relevant information and news to a very specific target audience.
My first ezine was about heart disease, one of my areas of specialization and one that I understood very well. Readership grew slowly, and in a year I had over 3000 dedicated readers. They loved my writing. I'd get plenty of email if I missed publishing the occasional issue.
But after almost a year, I had my first reality check. I could not make money out of my list of subscribers for two reasons:
I didn't have a product or service my readers wanted, and
I didn't even know what they wanted!
Finally, in frustration, I was forced to stop publishing the ezine, and moved on to another area. I lost a dedicated, targeted, responsive list built up slowly and carefully over time – because I didn't know what to do with it.
Silly, isn't it? Looking back, that's how it seems today. But there are many others who are in this position now. They are building prospect and subscriber lists without a clear idea of what they're going to do with the list, or what their list members are looking for from them. And the only way to avoid getting stuck in this situation is by carefully, patiently, painstakingly carrying out niche market research.
This means checking whether your prospect, in addition to wanting your information product badly,
* can afford to buy it;
* has previously bought similar things;
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