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How I’ve Maximized The Results From The Principles In This Book








Whenever I learn a new principle, I remind myself that there are many phases that I go through before I can fully utilize each principle. So I’d like to share some principles I’ve used for maximizing my own learning.



This is what works for me, and I believe this can work for you too.



Here’s how it works. For each principle, I ask myself these questions...



	
Do I know this principle?





It’s easy to get to this level.



The problem is most people stop at this level.



But it’s not enough to know a principle.



Knowledge of a principle does not mean you’ve mastered it or you’ll get good results from it.



In fact, having just the knowledge is learning on a shallow level.



So it’s important to proceed to the next step.



	
Do I see this principle as relevant to my goals?





People tend not to notice what they don’t see as relevant.



Worse, people tend not to remember irrelevant things.



If you forget what you learned, you’re back to zero again.



	
Do I feel emotionally okay about this principle?
 Or am I sceptical, resistant, making excuses, blaming, having negative reactions, or—even before trying them out—dismissing the principle as unimportant?





Your emotional state affects the decisions that you make.



I used to be sceptical, resistant, I made a lot of excuses, but what I’ve found is, being open and curious is important.



	
Have I taken action on it?





Many people will get to this point.



But even at this point, it’s shallow learning.



I remind myself: Don’t stop at this point.



	
Have I formed a habit out of the principle?





This is where true learning begins.



You gain experience as you take action again and again.



Your behaviour changes.



You become a different person compared to when you just began.



You become better and better, and your results improve.



	
Have I formed a system out of it?





Write down your own procedure, methods, innovations for that principle.



Our brain is not perfect, it’s forgetful, it can be overwhelmed, overloaded with information.



So it’s important to write down your own blueprint.



	
Have I taught or shared it with others?





When you teach, you learn more.



Whenever I’m out learning something new, I always ask these questions so I can gauge how far I’ve learned.



These questions remind me where I need to be, before I can fully maximize what I’ve learned. The level I always aim at is Level 5, where it’s habit. Then I push further, I write down the system, I create my own blueprint. Then I push even further, and teach it to others—in the process I learn more about it.







To summarize, here’s my formula for how to maximize anything that you learn:







Deeper Learning = knowledge + seeing how it’s relevant to your goals + good emotional state about it + action + habit + write it down into your own blueprint + share it with others







If something is missing in the formula, then it’s possible that you haven’t fully maximized what you have learned.










How To Think And W
 rite Like A Bestselling Author - The Secrets They Don't Tell You About








One way to learn how to write like a bestselling author is to learn how to write like a sales copywriter.



What does writing like a sales copywriter mean?
 What does that look like?



That means writing to persuade others, writing to influence others, writing NOT to impress but to make it easy for others to understand.



What it DOESN’T mean is to start sounding like a newbie salesman trying to annoyingly convince people to buy a product.



Good
 sales copywriters do not sound like they’re selling.



This applies especially for “HOW TO” books because these books need to convince the readers that the method being taught in the book is good and that readers need to take action on what they learn from the book.



You need to motivate your readers.



And you need to eliminate the reasons why readers can’t or won’t do the steps you recommend in your book—because you know that if they try your suggestions it can help them.



If you are an author who has an important message, a message that you know can help a lot of people solve their problem, you may want to learn the sales copywriting principles that we will talk about shortly, and then once you learn them you can apply them to your book.



The good news is, you can learn these skills even if you’re not a sales copywriter.






 
11 Reasons Why Would-Be Bestselling Authors Might Want To Learn Sales Copywriting






	
To write better descriptions for the book that will sell more books


	
To write better titles and subtitles for the book that will sell more books


	
To write better table of contents that will sell more books


	
To write better chapter or section headlines that people will want to read


	
To write books that convince people


	
To write books that influence people


	
To write books tha
 t cause people to take action—take action on whatever it is that your recommend—a certain method of doing things, a certain technique, a step by step procedure, etc


	
When people take action on your book, they get results


	
When they get results people trust you as an author


	
When people appreciate the advice you give and it helps them they will give you good testimonials and book reviews


	
The more book reviews you get, the more other people trust you even when they haven’t heard of you before


	
Best SELLING books are called best SELLING books, because they SELL more. Sales copywriting is the study of how to SELL more using words. You can find books that are written by highly intelligent and high IQ and highly academic people but they don’t sell well because it’s not written in a way that sells. On the other hand, you can find books written by undergraduates, they may have poor grammar and some spelling mistakes but they are written in a way that people understand it and they end up getting to the bestseller lists.








 
35 Techniques From Sales Copywriting That You Can ALSO Use When Writing Bestselling Books






Here is my checklist:



	
Is it written so that a fifth grade elementary school undergraduate can understand?





The answer should be YES.



You want to make sure that a lot of people can understand it. That doesn’t mean to be condescending, it means that you just want all people to be able to get good information from your book—even those people who don’t really like reading books but have a problem they want to solve and that’s why they decided to read your book.



Imagine that you are a teacher and you have a classroom full of students who read your book, you want to write it in such a way that the students who have a C grade can understand it. Don’t write to the A+ students who do their homework and who already know what you’re teaching.



Again write so that everyone can understand it.



If teachers taught like that, maybe I wouldn’t have flunked school.



See, I’m a college drop out.



So when I write books, I try to write for other college drop outs like me. The good thing when you write like that is that more people can understand it. Graduates can understand it. Dropouts can understand it too.



You can reach more people with your important message, you help more people that way, and when you make money that’s just a bonus because you deliver so much value to others.



	
Are there any technical terms in my book that I need to simplify?





Should be minimal, only mention technical terms when absolutely necessary.



Again, this is similar to the principle of talking to the 5
 th
 grader. Try to talk in layman’s terms whenever possible. Avoid jargons. Avoid things that might confuse people.



	
If there are any technical terms, have I explained
 in plain English what they mean? Whenever I use a technical term, I explain more by saying... “That means...”





There really are times that you have to mention a technical term because there’s just no way around it. It’s so important to your message that you have to use it, otherwise you will have difficulty communicating what you mean.



Here’s a way to get around that.



Whenever you use a technical term, add to it by saying “That means...”



Here’s a bad example, don’t do this:



“To write a bestselling book, you may need to learn to write like a sales copywriter.
 Here are the things you need to do.” (AVOID)



Why this is bad? Because if you do it this way without explaining what a sales copywriter is, without explaining what’s different between a sales copywriter and a normal writer, and without explaining what’s different between a sales copywriter and a door to door annoying newbie salesman, then you might be assuming that everyone knows what something written by a sales copywriter looks like.



When I was beginning (and even years after that) I had no idea what sales copywriting was. I heard the word before but I always assumed it meant either one of two things: to write and sound like sales TV infomercials or maybe it’s just to write like you normally write.



Here’s a much better example:



“To write a bestselling book, you need to write like a sales copywriter. That means writing to persuade others, writing to influence others, writing not to impress but to make it easy for others to understand. This also means you can get your message to more people, which means you can help more people solve their problems or achieve their goals. I will give a checklist for how to do it.”



By saying “that means” right after the word sales copywriter, I didn’t make the assumption that everyone has an idea what it means. Then I explained it in layman’s terms and explained the benefit of it to the reader.



	
Have I spent at least as much time researching about my market as writing?





Answer should be yes.



The good news is that if you chose a topic that’s your expertise and your passion, then you already spent more than enough time doing your research. You might have already spent years, so there’s little need for more research.



If it’s not an expertise or passion, then you might need a lot of additional time researching.



	
Do I know the target markets fears, angers, frustrations, dreams and aspirations, what keeps them up awake at night, the nightmare stories in this niche?





This is something that you find out by going to Amazon and reading the reviews of your competitors and other books in your niche. Pay special attention to the 1 star and 2 star reviews.



You can also learn about this from forums, or draw it from your own experience when you were still starting to learn about your topic.



What were the things that you complained about before?



What were the problems you encountered?



	
Have I read or skimmed at least 3 of the most successful books ever written in my niche?

	
The title of the book


	
The benefits promised


	
The description of the book


	
The table of contents


	
The chapter summaries at the end of each chapter


	
The book summary at the end of the book


	
The main highlighted points









Again if you chose a topic of passion or expertise, then you might not need to spend a lot of time doing this. You do want to repeat this step every 6 months to 1 year so you are aware if there’s anything new about this topic.



When you just read the important parts of the book, you can finish a book in 15 minutes. Many bestselling books are written in such a way that it’s easy to skim.



	
Have I used testimonials for my book?





This is one of the things you should make sure to do.



You want to get more and more testimonials over time for several reasons.



Testimonials serve as third party validation. That means that more people will trust your book because of what other people say about it. When you say “Hey, my book is a good book! It has helpful tips!” it sounds like you’re bragging, and readers don’t like that.



When OTHERS say it for you, that’s a different thing.



Also, here’s another reason you want testimonials. The more testimonials you have, the more chances your book has to appear in the Top 100 Rated Books in your category. That means more exposure and sales for your book.



That’s why you want to make sure you’re giving value in your book—so you get testimonials naturally.



However if you are just starting out (everyone has to start somewhere) you can get testimonials from your friends, family, acquaintances, your present and past clients.



Then you can get testimonials from other authors. You can review their book and they will review your book in return. If your book is good, they will give you a good review. If their book is good, you can give them an honest review as well. This is also a good chance to critique and make suggestions to help improve to each other’s work.



But where do you get these kinds of reviews?



How do you get to meet other authors?



We have a list of resources that we frequently update, and you can use these to get testimonials from real people and other authors. Here’s the link:




http://www.businessvirtualization.com/bestseller-book-bonus




	
Are the testimonials I use relevant to my message? Does it support the message I want to communicate?





You want to make sure that you choose the testimonials that support the benefits that you promise the readers. You want to choose testimonials that are specific, and the ones that communicate what you really want to communicate.



Here’s a poor testimonial for a book:



“I like the book, it’s very useful.”



We’ll give an example of a more useful testimonial in a bit.



	
Do you put the most important and most relevant testimonials at the top of your book description so that it’s more visible?


	
Do the testimonials contain an initial scepticism that eventually turn into pleasant surprise, shock, strong positive emotions?





i.e. “at first I was sceptical when I picked up this book... But as I read more about the techniques and strategies, and then I started applying them... I was surprised at the results! I couldn’t believe how I was able to write faster and I got more books done, in fact I now write two books a month when I used to write one book year! I have one book that is now a bestseller. I have several other books done already and I will start marketing them using this system.”



	
Do the te
 stimonials contain benefits and not features?





i.e. “at first I was sceptical when I picked up this book... But as I read more about the techniques and strategies, and then I started applying them... I was able to write faster! I got more books done! And finally have one book that is now a bestseller. I have several other books done already and I will start marketing them using the system here.”



	
Am I making a commitment to getting more and more testimonials?





Getting testimonials is very important.



Don’t let anyone tell you otherwise.



I’ve heard people say that you don’t need testimonials, but go to the Amazon bestseller lists in your category and look at the descriptions of some of the top bestsellers. They will usually have testimonials in their book descriptions. And they will also have a lot of Amazon Reviews.



	
Have I removed a lot of the useless adjectives, decorative words and kept it as simple and straightforward as possible?





Answer should be YES, as much as possible.



	
Are my sentences longer than they need to be?





Answer s
 hould be NO unless you do it for NLP copywriting purposes (which we will discuss later).



	
Have I used power words and phrases instead of adjectives.





Power words are words that appeal strongly to our five senses—sight, hearing, touch, taste, smell.



Power words appeal strongly to our emotions
 .



On the next page
 are some examples of power words in action:






 
78 Power Words You Can Use To Improve Your Book






1).
 
 This is life-changing
 vs. this is effective



2).
 
 Monster sized
 vs. big



3).
 
 Results at insane levels
 vs. great results



4).
 
 It runs on steroids
 vs. it’s a faster or bigger or better approach



5).
 
 Explosive growth
 vs. fast growth



6).
 
 Murder your competition
 vs. defeat your competition



7).
 
 I’m salivating
 vs. That looks delicious.



8).
 
 Hunger for success
 vs. want to succeed



9).
 
 Run circles around
 vs. become better than



10).
 
 This is damn good
 vs. this is good



11).
 
 Massive
 vs. a lot



12).
 
 Jackpot
 vs. lucky



13).
 
 The market is in a frenzy
 vs. the market is excited



14).
 
 You are a ROCKSTAR!
 vs. you are a successful person



15).
 
 I was shaking in anger
 vs I’m angry.



16).
 
 Gruesome!
 vs. Ugly



17).
 
 Shortcut
 vs. easy



18).
 
 Disgusting!
 vs. I don’t like that.



19).
 
 They rolled their eyes
 vs. They didn’t believe me.



20).
 
 Infuriating!
 vs. that makes me angry



21).
 
 The news are all obsessed about
 vs. The news are all talking about



22).
 
 Snarling
 vs. disagreeable



23).
 
 Enraged
 vs. angry



24).
 
 Devour the information
 vs. read



25).
 
 Loathe
 vs. dislike



26).
 
 Worthless
 vs. I can’t use it



27).
 
 Bashing my head
 vs. trying to do something or thinking about a problem



28).
 
 Exasperation
 vs. giving up



29).
 
 It’s a nightmare
 vs. it’s bad



30).
 
 It works like magic
 vs. it works well



31).
 
 It’s hopeless to fight
 vs. I don’t want to fight



32).
 
 At each other’s throats
 vs. fighting each other



33).
 
 I screwed it up
 vs. I made a mistake



34).
 
 Take charge
 of vs. it’s your responsibility



35).
 
 Boost
 vs. improve



36).
 
 Rebellious
 vs. disagreeable



37).
 
 For crying out loud



38).
 
 This story sends shivers up my spine
 vs. this story is scary



39).
 
 Fasten your seatbelts
 vs. I’ve got something interesting to say



40).
 
 Secret tactics they never told you about
 vs. techniques to do [blank]



41).
 
 Muscle memory
 vs. you know it really well



42).
 
 Weird but effective tip to [blank]
 vs. good tip to [blank]



43).
 
 That’s delusional
 vs. that won’t work



44).
 
 One wrong step and you’re dead meat
 vs. you could make a mistake and fail.



45).
 
 Terrifying
 vs. scary



46).
 
 It finally sunk through my thick skull
 vs. I finally understand it



47).
 
 The clock was ticking
 vs. time was running out



48).
 
 That’s baloney
 vs. that’s not true



49).
 
 Eureka
 moments
 vs. moments I realized something new



50).
 
 Burning money
 vs. wasting money



51).
 
 The thrill of the chase
 vs. the excitement



52).
 
 Russian roulette
 vs. taking risks



53).
 
 This is their territory
 vs. this is their expertise



54).
 
 Shivered at the thought
 vs. I feel afraid



55).
 
 Compulsive gamblers
 vs. risk takers



56).
 
 Pathetic
 vs. not good



57).
 
 It’s time to open the flood gates
 vs. it’s time to take action



58).
 
 That’s nonsense!
 vs. I disagree



59).
 
 Your life-long dreams
 vs. what you want



60).
 
 Horrible
 vs. bad



61).
 
 People are starving for a solution
 vs. We need a solution



62).
 
 Insider secrets revealed
 vs. I’ll tell you something important



63).
 
 Blew my mind
 vs. I couldn’t believe it



64).
 
 Behind the scenes tactics
 vs. tactics that work



65).
 
 Firestorm
 i.e. firestorm of emotions, firestorm of words, firestorm of [blank]



66).
 
 Put it on the spotlight
 vs. let’s look at



67).
 
 Pissed off
 vs. angry



68).
 
 Tremendous
 vs big



69).
 
 Hit-and-miss
 vs. take a chance



70).
 
 In the dark
 vs. confused or don’t understand



71).
 
 The pain was excruciating
 vs. It was painful



72).
 
 Lazy way to [blank]
 vs the easy approach



73).
 
 This tactic slaughters all other tactics
 vs. This is a good tactic



74).
 
 This strategy is dangerous
 vs this strategy is good



75).
 
 This will jumpstart your success
 vs. this will do it faster



76).
 
 Bulletproof
 vs. safe



77).
 
 Mammoth
 vs. big



78).
 
 Making excuses
 vs. not getting results







	
Do I keep an ever growing list of my own power words? Should be YES.


	
Have I used words that appeal to the five senses of sight, touch, taste, smell, hearing? Have I used words that appeal to emotions?


	
When someone reads my book, does it generate the emotions that I want it to generate? Fears. Angers. Frustrations. Dreams and aspirations.


	
Is there anything in the book that prevents the reader from having a smooth read?


	
Have I as
 sumed something in the book that the reader may not relate to?


	
Does the reader want to say “me too!”, “I want that too!”, “I feel exactly the same way!” or does the reader say “so what?”


	
Have I listed the features of the book?





i.e. this will teach you how to create a mind map of your book.



	
For each feature have I listed the benefits to the reader?





i.e.
 this book will teach you how to create a mind map of your book so you will never have writers block again and so that like me you can increase your writing speed from 1,000 per day to 10,000 words per day.



	
Are there any features that I haven’t
 explained the benefits yet?


	
Does
 my book title or its topic contain a benefit, not features?


	
Does
 my book description focus more on the benefits to the reader, not features?


	
Does
 my book description contain testimonials?


	
Does
 my Table of Contents contain benefits, not features?


	
Does
 my book title answer WHY THE READER SHOULD READ THE BOOK?


	
Do my
 first few sentences answer WHY THE READER SHOULD READ THE BOOK?


	
Does
 my description answer WHY THE READER SHOULD READ THE BOOK?


	
Hav
 e I given more reasons WHY THE READER SHOULD READ THIS all throughout the book?


	
Does my
 book description answer WHAT IS IT ABOUT?


	
Does my
 book description answer HOW DO THE READERS DO THIS (whatever you wan’t them to learn how to do)?


	
Does my
 book description answer WHAT IF I TAKE ACTION IMMEDIATELY what good will happen to the reader?


	
Does
 my book description answer WHAT IF I DON’T TAKE ACTION IMMEDIATELY what bad thing might happen? What will the reader be missing?












 
NLP Sales Copywriting Techniques That You Can Use To Write Books That Sell






Here are some techniques
 from NLP that you can use to make your books more powerful.



NLP is the study of successful people, and how to model successful people.



While you may or may not have to learn these to get results, these next principles can help you improve your book, getting more sales, getting more leads, getting more referrals from word of mouth.



If you want to be a successful bestselling author and be at the top 10%, NLP is one of the things that can help you achieve more by modelling how successful authors write.



These techniques were developed in NLP—but today these are used by international bestselling authors like Tony Robbins and Brian Tracy.



Again,
 NLP is the study of successful people, of how to do what successful people do so that you can also be successful, it is essentially about modelling success. Bestselling “HOW TO” authors use NLP techniques to minimize resistance from their readers.



H
 ere’s an example of why you might want to use NLP.



If you write a book WITHOUT using NLP techniques you might convince 10% of the readers to take action on your book. But if you write a book using NLP techniques, you might get 30% of the readers to take action.



If you sold 100 books in a month that’s the difference between getting 10 and 30 people to take action on what you teach every month.



If you sold 1,000 books in a month, that’s the difference between 100 and 300 people
 taking action on what you teach every month.



In a year, you will have helped more people with what you teach.



When you believe in your message, wouldn’t you want to get more people to actually take action on the things you teach?



Through your book, wouldn’t you want to help more people, because when they take action it will help them solve their problems and achieve their goals?



NLP is a technique that you can use in your book so that it minimizes resistance, so people take action on what they learn.







If Tony Robbins and Brian Tracy and many successful authors are using it, would you want to learn how to use it as well?












NLP Principle number 1.
 Giving people choice rather than commanding people. When you command people to do something, there is a tendency to resist. You can overcome this by giving them choice using words like “may”, “may or may not”, “might”, “probably”, “maybe”

Here is an example that may lead to stronger resistance, so you may want to AVOID doing this:







“You need to do this workshop right now. Take 5 minutes to do it.”
 (AVOID)



Some people may do it. However for your other readers, there’s a p
 ossible resistance: “No I don’t. I don’t have to do it right now, and I don’t have to do anything you say.”







To fix this, you can give people a choice by using words like “may”, “may or may not”, “might”, “probably”, “maybe”



On the other hand, here’s what you can do. You can rephrase it to say:







“You may or may not want to do this workshop right now so you can master the skill. When you do the activity, not only do you learn it on a theoretical level, you also learn it on a practical level. It usually takes just 5 minutes to do this exercise.”







You might notice that the sentence conveys the same thought, but it doesn’t command. It doesn’t force the reader to do something. By using “You may or may not” it gives the readers choice.







NLP Principle number 2:
 Another thing you can do when you want to ask the readers to do something is use “you can”, or “you have the ability”, or “it’s possible for you to”, or “you should be able to”



So rather than saying the forceful command, you can use a less commanding tone.







“You have
 to do this workshop right now. You can take 5 minutes to do it.” (AVOID)







You can say...



“If you did this workshop, you should be able to finish this in 5 minutes.”



Notice that in that sentence, I did not forcefully command the reader to do the workshop. I gave the readers a choice, and then said that he “should be able” to finish this in 5 minutes. That sentence is true, because any reader should be able to do that. It doesn’t mean he will, but the message is the same which is to do the work shop.







NLP Principle number 3:
 Do you pace and lead when you write, so there is less resistance from the reader?



Now this topic might be a bit confusing at first.



When I first learned this I got so confused that my head hurt!



You may be wondering...



What does pacing and leading mean?



And why do you need to learn pacing and leading in the first place?



Pacing and leading is another tool for reducing resistance from people who read your books or people that you help train.



A pace means you say something that is true about the reader. Like “As you read this book...”, “As you breathe in...”, “Probably you are wondering whether pacing or leading will work or not...”



A lead means whatever it is that you want to communicate or convince the reader about.



A pace means something that is true.



A lead means is where you want to take your readers to (like a new belief you’re introducing to them).



So when you write, you can use this to your advantage by following a pattern like this...



Pace... pace... pace... lead.



Here’s an example...



“As you are reading this book...” (first pace, it’s true, you ARE reading this book)



“
 And as you wonder what I’m going to say next...” (second pace, it’s likely that it’s true, it’s not too far off to be untrue)



“
 You may begin to notice that many of the techniques in this book are also applied to how this book was written.” (lead)



“And as you finish the rest of this book...” (pace)



“You might suddenly notice things from this book that you never noticed before.” (lead)



Here’s another example...



“As you finish this chapter...” (pace)



“
 As you read this message....” (pace)



“
 As you read this sentence...” (pace)



“And a
 s you ponder the examples...” (pace)



“
 You may begin to wonder if any of the books you’ve read before are actually using these same principles.” (lead)



“You may begin to wonder if your favorite authors also use pacing and leading.” (lead)



Here’s the thing, for this to be effective you may need to use this again and again. When you do this, it creates a habit in your readers of agreeing with you because pacing is saying things that are true.



So when you pace... pace... pace...



The readers response is it’s true... true... and true...



And when you say your lead, they are more likely to believe that it’s also true because the readers are already used to hearing true things. This way you get more results compared to when you don’t pace.



This is not to be manipulative. This is not some hypnotic mumbo-jumpo nonsense making people do what they don’t want to do.



People are intelligent. They will not believe everything that you say. If you’re saying something that’s not true then people will sense it.



That’s why it’s also important that when you do a “lead”, it has to be something that will help them.



When you do a “lead”, it’s not to manipulate readers but to motivate readers to take action, to get readers to do something so they actually experience it rather than just imagine it, to get readers to act so that they can get results.



Here’s another example...



“
 As you’re thinking whether or not to do this exercise...” (pace)



“
 And you may be wondering if it will really matter at all if you didn’t take action on this...” (pace)



“
 You might find that it’s probably OK to try, after all there’s nothing to lose and everything to gain.” (lead)



“
 So here are the steps you can take to find out if this will really work or not.” (lead)



“
 If it works, then you get all the benefits of having more readers understand your book, take action on your workshops.” (lead)



People can be stubborn, sceptical, and distrustful.



At least I know I can be stubborn, sceptical, and a doubter after being ripped off several times.



So when you know that you have a great message and you want to get it across to your readers, you will want your readers to be in a more receptive state.



That’s why you use pacing and leading.



They can still accept or reject your message.



But they are more receptive.



They are less resistant.



Here are some more paces as examples...



“
 As you read this book...” (pacing)



“
 As you learn about the secrets of a bestselling author...” (pacing)



“
 And you may be wondering about what ways you can apply what you just learned to your own book.” (pacing)



“
 You may begin to notice things that you’ve never noticed before.” (lead)



“
 You may begin to notice from now on that authors that you love to read (even way before you found out about NLP techniques) are using these principles and you may be surprised to find that they have been doing this right in front of you all those times.” (lead)



“
 A new world might open up to you, and reading a book will become a very different experience from now on” (lead).



Again, o
 ne thing you might want to do is to make a habit of pacing and leading your readers.



Pace and lead several times throughout your book.



When you do this, you will improve your book to be able to influence more people, to help more people, to share your solution with more people.



Also when you lead, you may want to take small, believable steps.



i.e.



“
 If you want to find out how to become a bestselling author...”



(...then further down the book)



“Read more...” (STEP)



(...then further down the book...)



“You might want to learn more about this topic...” (STEP)



(...then further down the book...)



“If you want to discover how to do this, turn to the next page...” (STEP)



(...then further down the book...)



“You might want to do this exercise. Here’s the advantage when you do it.” (STEP)



(...then further down the book...)



“You can download the list of resources here (link to the website).” (STEP)



(...then on the website...)



“You can get the list of resources sent to your email by entering your email address here.” (STEP)



Here’s A Bad Example,
 you need to AVOID doing this:



“As you are sitting i
 n your chair reading this book... you might wonder whether or not this technique is applicable to you...” (AVOID)



The reality is that you might not know whether or not the readers are sitting on a chair... They could be lying in bed. Or standing up and pacing while reading a book. Or in the bathroom. Or sitting cross legged on the floor.



Here’s A Good Example:



“As you are reading this book... You might be wondering whether or not this technique is applicable to you.”



Here’s How The Good Example Can Go Bad, WHAT TO AVOID:



“As you are reading this book... I know you are already wondering whether or not this technique is applicable to you.” (AVOID)



How is this a bad example? Because as the author, I don’t really know whether or not the readers are already wondering about whether or not the technique is already applicable. All we did was change the word might.



Here’s Another Good Example:



“As you’re reading this book, and probably also pondering on how you can apply these techniques, you may begin to notice that ideas will just come to you naturally.”



You might also notice that
 we are giving the readers a choice by using “might”, “maybe”, “probably”, “you may or may not do this”, “you may or may not want this”.








NLP Copywriting Principle 4:
 When commanding or giving feedback or giving criticism, you may want to avoid using the word YOU. People feel bad when you single them out for something they are doing that is wrong. Instead, use something generic.

Here are some examples:



“You should not spend your time on technical things” (AVOID because you might piss off a lot of people who are technical.)



“You should spend more time marketing your book. Act more like a marketer. “ (AVOID)



Here’s the fix:



“Based on statistics on self-made millionaires, a
 uthors who want to succeed spend less time doing technical things and more time doing their marketing. Statistics on self-made millionaires reveal that they spend 65% of their time in marketing, 25% in research and development, 10% in operations (technical things).”



Here you find
 that it’s the same message, but there is NO COMMAND. There is also NO CRITICISM.



People hate being commanded. People have a tendency to resist command.



People hate being criticized. People have a tendency to resist when criticized.



When you want to influence others as an author, and when you want to help others through your book, you may want to reduce the resistance that readers have from being commanded and from feeling criticized.



When you criticize a certain group of people you can admit that you too have committed your own mistakes.



Sometimes it’s not enough to just use more generic words rather than using “you”.



You can improve it further if you admit that you too have made that mistake.



Here’s an example:



“One of the biggest mistakes that struggling authors make is they unknowingly and unintentionally criticize and command their readers, which generates unwanted resistance.” (GOOD START BUT CAN BE IMPROVED)



While using “struggling authors” is better than using “YOU” in this sentence (because at least you mellow out the criticism), you also have to consider that there are readers who might be more sensitive to criticism than others. They might respond with, “Oh, I’m a struggling author,
 and you write like you look down on us struggling authors” and right there you may just have created resistance.



So here’s how you might improve it to make it even better.



“One of the biggest mistakes that struggling authors make is they unknowingly and unintentionally criticize and command their readers, which generates unwanted resistance.



“I know because I too made that mistake and boy did it cost me!



“I found that it’s especially true for some of the readers who are more sensitive to criticism than others.



“If you’re like me, I’m sensitive to criticism, you might appreciate an author who chooses his words carefully for you.”



When you do it that way, you take off the heat of criticism from your readers because now you (the author) are the one who made those mistakes!



It communicates that it’s OK to make those mistakes.



It communicates that you, as an author, are a real person who is imperfect and human. An imperfect human being can be more lovable than a “perfect” human hypocrite who criticizes and looks down on others.



But there it is again, when you look at that previous paragraph you may find that it can also be improved by saying:



“It communicates that you, as an author, are a real person who is imperfect and human. An imperfect human being can be more lovable than a “perfect” human hypocrite who criticizes and looks down on others.”



“Of course at some point in my life
 , I was that hypocrite. But now, I try my best not to be a hypocrite for my reader’s sake, and you might want to do that too.”



As good authors, we have a responsibility to our readers.



As authors, we do our best to give the readers the information that they need, eliminate unnecessary blocks for them, and help them take action so they can get the results that they want.








We could spend a whole book about NLP but since this is about being a bestselling author, we focus less on the theory and more on the HOW TO.

When you understand that the purpose of using NLP patterns is to reduce resistance, then you may not need to understand the theory behind each and every NLP pattern, instead you can focus on how to use them to improve your book.



However, if you do need to really understand them on a deeper level and you’re like us who love to innovate on the things we learn, we can recommend some resources for you like Harlan Kilstein’s NLP Copywriting, and books from Richard Bandler, John Grinder, Milton Erickson.



But again it’s not necessary if your goal is just to use these techniques to improve your book.










 
40 NLP Templates You Can Use To Motivate Your Readers Into Taking Action On What They Learn And Reduce Resistance






Here are some ways that you can motivate your readers:



1).
 
 “When you do
 [blank]
 , this will put you in the top 10% in your industry”



2).
 
 “If you only followed this one piece of advice from this book and nothing else then
 [blank]
 is that one thing.”



3).
 
 “If you forget everything you learn from this book and followed just this one piece of advice, it would still make you successful.”



4).
 
 “Here are
 [blank – number]
 reasons why
 [blank - whoever your target market is]
 need to do
 [blank]
 so you can
 [blank - benefit]”



When you give people one reason to do something, that’s good. When you give them 10 reasons, 15 reasons, 25 reasons that’s even better.



When you are an expert, you know what those things are that people should focus on to get the most results. Many times, people neglect those things. That’s why you may need to motivate your readers, so they can take action and then get results.



5).
 
 “When you do
 [blank]
 you get
 [blank – benefit]
 ”



6).
 
 “I am convinced that just about anybody can learn how to
 [blank]
 for
 [blank – of number]
 reasons”



7).
 
 “When you do it this way, you have the advantages of
 [blank]
 ,
 [blank]
 , and
 [blank]”



8).
 
 “If there’s one thing and only one thing you can do to become a successful
 [blank],
 then
 [blank]
 is that one thing”



9).
 
 “This is a tremendous advantage to you because...”



10).
 
 “Here are
 [blank – number]
 dangerous myths about
 [blank]
 ”



11).
 
 To motivate readers to go get past blocks (that readers think can’t be overcome at this point) but looking back it can actually be overcome.



12).
 
 “I too made this mistake...”



To
 reassure readers that their past mistakes are OK. Those mistakes don’t mean anything to their future success.



Here are other variations.



“I was one of those
 [blank]
 guys who...”



“I have to admit that...”



“The thing is, I also did this...”



13).
 
 “Despite not having a university degree, I was able to succeed at
 [blank]
 . So if you’re like me, then you can too...”



To motivate readers that they don’t need to have genius IQ levels to learn this.



14).
 
 “For your use, you may not need to be as good as
 [blank – insert the name of legends in your own industry]
 to be able to get results”



To remove the self-limiting block from the belief that the legends in the industry are too good there’s no way to reach them. The truth is you may never know until you try and when you have
 a self-limiting belief you might not even try.



15).
 
 “You don’t have to worry about
 [blank – insert any block here]
 ” Then explain why they don’t have to worry about whatever that block is.



16).
 
 “You don’t have to do this perfectly. You will still get results even if you miss a few things here and there. Instead, aim for continuous improvement.”



17).
 
 When you say this, it relieves the tension of having to do everything right the first time.



18).
 
 “Remember that the more you do this, the easier it will get”



19).
 
 “When you use this, it will work for you over and over again.”



20).
 
 “This is a lifelong skill. It’s a technique that you can use wherever you go”



21).
 
 “This is a simple step by step system that anyone can learn”



22).
 
 “Doing this can change your life”



23).
 
 “You can create your future”



24).
 
 “You can make a difference”



25).
 
 “You can achieve your dreams”



26).
 
 “You can be a success if you
 [blank]
 ”



27).
 
 “There are almost unlimited opportunities for
 [blank]
 to
 [blank]
 , more so today than ever before.”



28).
 
 “Anyone can do it, you can to”



29).
 
 “What
 [blank - people]
 don’t teach you about
 [blank]
 ”



Brings out curiosity in readers and motivates
 them to read more



30).
 
 “You are in control”



31).
 
 “You can be responsible for your own success”



32).
 
 “You are a person of action”



33).
 
 “You can take responsibility for your mistakes”



34).
 
 “You can be your own boss”



35).
 
 Mention how what you teach will help them get more freedom if it’s related in any way at all. i.e. time freedom, financial freedom, and the other freedoms



36).
 
 Rather than forcing people to have the same belief as you, you can say: “I may be wrong, but here’s what I believe...
 [then state what you want to convey]
 ”



37).
 
 Rather than forcing people to have the same belief as you, you can say: “You can try doing this...
 [then state what you want to convey]
 ”



38).
 
 Rather than forcing people to have the same belief as you, you can say: “This approach may be right or wrong, but here’s what I think...
 [then state what you want to convey]
 ”



39).
 
 Rather than forcing people to have the same belief as you, you can say: “Here’s my theory on it... I don’t know if it’s true or not.
 [then state what you want to convey]
 ”



40).
 
 Rather than forcing people to have the same belief as you, you can say: “Here’s my observation... You may or may not notice the same thing.
 [then state what you want to convey]
 ”



It may differ from one niche to another, so it’s a good idea to keep your own list of NLP templates, and grow it over time.










 
31 Templates For Creating Killer Table Of Contents And Headlines










You can use these templates to come up with killer table of contents and killer headlines. Just fill in the
 blanks
 with your own topics.



	
[Blank – number]
 Reasons Why
 [Blank – people or person]
 Need To Learn
 [Blank – topic]
 To Get
 [Blank – benefit]





i.e. 27 Reasons Why Dog Lovers Should Learn How To Train Dogs To Do Tricks



	
[Blank – number]
 Secret Steps Your
 [Blank – people or person]
 Never Told You About
 [Blank – topic]
 To
 [Blank – benefit]





i.e. 7 Secret Steps That Greedy Internet Gurus Never Told You About When Making Money Online That You Can Use To Generate 1000s Per Month On Autopilot



	
[Blank – number ]
 Weird Tips About
 [Blank – topic/benefit]
 That
 [Blank – people]
 Don’t Want You To Know





i.e. 3 Weird Tips About Losing Belly Fat That Doctors Don’t Want You To Know



	
[Blank – number]
 Secrets That
 Only [Blank – people]
 Know In Getting
 [Blank – benefit]





i.e. 15 Secrets That Only Millionaires Know About Getting Rich Without Working Hard



	
[Blank – number]
 Deadly Myths About
 [Blank – topic]





i.e. 17 Deadly Myths About Internet Marketing



	
Here Are The Top
 [Blank – number]
 Dangerous Trends In
 [Blank – topic]
 That [Blank – target market]
 Should Know About





i.e. Here Are The Top 10 Dangerous Trends In Start-up Businesses That Struggling Small Business Owners Should Know About



	
The truth about
 [Blank – benefit]





i.e. The Truth About Making Money Writing Books



	
[Blank – number]
 Sure Fire Methods For Getting
 [Blank – benefit]
 In
 [Blank – time]
 a





i.e. 10 Sure Fire Methods For Doubling Sales In 3 To 6 Months



	
[Blank – number]
 Tips To
 [Blank – benefit]


	
[Blank – number]
 Ways To
 [Blank – benefit]
 Without
 [Blank – pain]
 , Without
 [Blank – frustration]
 , That Works Even When You Don’t
 [Blank – nightmare, pain, frustration]





i.e. 10 Ways To Get 6 Pack As Without Painful Boring Exercise, Without Useless Dieting That Doesn’t Work That Works Even When You Don’t Have The Genetics



	
How To Transform Your Life With
 [Blank – topic]





i.e. How To Transform Your Life With Goal Setting



	
The Lazy
 [Blank – person/people]
 Way To
 [Blank – benefit]





i.e. The Lazy Investors Way To Making Money In Stocks While You Sleep



	
[Blank – number]
 Reasons Why
 [blank – people]
 Need To Learn
 [blank]





i.e. 7 Reasons Why Authors Who Want To Be Bestsellers Need To Learn NLP Sales Copywriting



	
Why
 [Blank – person/people]
 use
 [Blank – topic]
 to
 [Blank – benefit]





i.e. Why Warren Buffet Uses This One Strategy When Investing In Stocks



	
[Blank - number][Blank – topic]
 That Actually
 [Blank – nightmare, pain, opposite of benefits]





i.e. 12 “Healthy” Vegetables That Actually Shorten Your Lifespan



	
Why
 [Blank – topic]
 is Important In
 [Blank – topic]





i.e. Why
 Mind mapping Is An Important Skill In Writing Bestselling Books



	
How To
 [Blank – topic]
 Your Way To
 [Blank – benefit]





i.e. How To Write Your Way To Success And Financial Freedom



	
How To
 [Blank – benefit 1]
 ,
 [Blank – benefit 2]
 , And
 [Blank – benefit 3]
 Using Just One Simple Tip





i.e. How To Save Time, Cut Down Costs, And Double Sales In 1 Month Using Just One Simple Tip



	
[Blank – number]
 Ways You Can Use
 [Blank – topic]
 to
 [blank – benefit]









i.e. 12 Ways You Can Use Sales Copywriting Skills To Become A Bestselling Author







	
Why Focusing On
 [Blank – topic]
 Gets You 400% More
 [Blank – benefit]





i.e. Why Focusing Your Time On This Marketing Strategy Gets You 400% More Book Sales, Referrals, And Backend Sales



	
Why
 [Blank – people]
 Should Focus Less On
 [Blank – topic]
 If You Don’t Want To
 [Blank – pain, nightmare, frustration]





i.e. Why Entrepreneurs Should Focus Less Time On Technical Work If You Don’t Want To Keep Struggling Forever



	
Why Spending Too Much Time On
 [Blank – topic]
 Is A Sure Way To Fail





i.e. Why Focusing On Technical Tasks Is A Sure Way To Fail



	
Why
 [Blank – people/person]
 Believe
 [Blank – topic]
 Is Useless Unless You Understand
 [Blank – topic]





i.e. Why Seasoned Investors Believe Investing Strategies Are Useless Unless You Understand How To Interpret Graphs



	
What
 [Blank – people]
 Never Tell You About
 [Blank – topic]
 That You Need To Know





i.e. What Self Made Millionaires Never Tell You About Where To Focus Your Time That You Need To Know



	
Why It’s Dangerous To
 [Blank]
 If You Don’t
 [Blank - topic]





i.e. Why It’s Dangerous To Your Success If You Don’t Do What You’re Really Passionate About



	
Why It’s So Hard To Do
 [Blank – topic]
 Even When You Know You Should
 [Blank – topic]





i.e. Why It’s So Hard To Focus Your Time On What’s Important Even When You Know It’s What You Need To Succeed



	
How To Prepare Yourself For
 [Blank – nightmare, pain, frustration, failure]





i.e. How To Prepare Yourself For A Financial And Economic Meltdown



	
How We Spend More Time On
 [Blank]
 Than We Spend On
 [Blank]





i.e. How We Spend More Time On Urgent Unimportant Things Than We Spend On The Things That Really Matter In The Long Term



	
You Don’t Have To
 [Blank – topic]
 To
 [Blank – benefit]





i.e. You Don’t Have To Have Perfect Grammar And Spelling To Be A Bestselling Author



	
Combine the different templates together, innovate on it, keep growing your templates list.









It’s easy to come up with additional table of contents and headline ideas by looking at other bestselling books. One really good source of great headlines are books and websites by copywriters like Dan Kennedy, John Carlton, Harlan Kilstein, Ted Nicholas.



It may be a good idea to keep a list like this, and grow that list over time.










 
Copywriting Checklist
 - 38 Ways To Write Your Book Like A Bestseller










	



	



	



	



	



	



	



	



	



	



	



	



	



	



	



	



	



	



	



	



	



	



	



	



	



	



	



	



	



	



	



	



	



	



	



	



	



	



	



	



	



	



	



	



	



	



	



	



	



	



	



	



	



	



	






	
Is it written so that a fifth grade elementary school undergraduate can understand? Should be YES.


	
Are there any technical terms on it that I need to simplify? Should be minimal, only when necessary.


	
If there are any technical terms, have I explained in plain English what it means
 i.e. “That means...(then explain what it means here)”? Should be YES.


	
Have I spent at least as much time researching about m
 y market as writing? Should be YES. If you chose a topic of passion and expertise then it’s already yes.


	
Do I know the target markets fears, angers, frustrations, dreams and aspirations, what keeps them up awake at night, the nightmare stories in this niche?
 Have I read the 1 star and 2 star reviews of the bestsellers in my niche? Should be YES.


	
Have I read or skimmed at least 3
 of the most successful books ever written in my niche? Should be YES.


	
Hav
 e I used testimonials for my book? Do I understand that testimonials are one of the most important tools I can use to market my book better? Should be YES.


	
Are the testimonials I use relevant to my message? Does it support the message I want to communicate?
 Should be YES.


	
Do you put the most important and most relevant testimonials at the top of your book description so that it’s more visible?
 Should be YES.


	
Do the testimonials contain an initial scepticism? Would be good, especially if followed by shock, surprise, disbelief.


	
Do the testimonials that you prioritize and put at the top contain surprise, shock, disbelief


	
Do the testimonials that you prioritize and put at the top
 contain benefits and not features


	
Am I making a commitment to getting more and more testimonials?


	
Have I removed adjectives, decorative words? Should be YES.


	
Are my sentences longer than they need to be?
 Should be NO unless you do it for NLP copywriting purposes.


	
Have I used power words
 and phrases instead of adjectives? Should be YES.


	
Do I keep an ever growing list of my own power words? Should be YES.


	
Have I looked at the 78 power words to get more ideas? Should be YES.


	
Have I used words that appeal to the five senses of sigh
 t, touch, taste, smell, hearing? Have I used words that appeal to emotions? Should be YES.


	
When someone reads my book
 , does it generate the emotions that I want it to generate? i.e. Fears. Angers. Frustrations. Dreams and aspirations. Should be YES.


	
Is there anythin
 g in the book that prevents the reader from having a smooth read? Should be very minimal.


	
Have I as
 sumed something on the book that the reader may not relate to? Should be very minimal.


	
Does the reader want to say “me too
 !”, “I want that too!”, “I feel exactly the same way!” or does the reader say “so what?” Answer should not be “So what?”.


	
Have I listed the features of the book? Should be YES.


	
For each feature have I listed the benefits to the reader? Should be YES.


	
Are there any features that I haven’t explained the benefits to them yet?
 Should be NO.


	
Does your book title or its topic
 contain a benefit, not features? Should be YES.


	
Does your book description focus more on the
 benefits t the reader, and less on the features? Should be YES.


	
Does your book description contain testimonials? Should be YES.


	
Does your table of contents all contain benefits, not features? Should be YES.


	
Does your book title
 answer WHY THE READER SHOULD READ THE BOOK? Should be YES.


	
Does your first few sentences answer
 WHY THE READER SHOULD READ THE BOOK? Should be YES.


	
Does your DESCRIPTION answer WHY THE READER SHOULD READ THE BOOK? Should be YES.


	
Have you given more
 REASONS WHY THE READER SHOULD READ THIS all throughout your book? Should be YES.


	
Does your
 book description answer WHAT IS IT ABOUT? Should be YES.


	
Does your book description answer HOW DO THE READERS DO THIS
 ? Should be YES.


	
Does your book description
 answer WHAT IF I TAKE ACTION IMMEDIATELY what good will happen to the reader? Should be YES.


	
Does your book description
 answer WHAT IF I DON’T TAKE ACTION IMMEDIATELY what bad thing might happen? Should be YES.








 
NLP Copywriting Checklist
 - 9 Ways To Reduce Reader Resistance










	



	



	



	



	



	



	



	



	



	



	



	



	



	



	



	



	



	



	



	



	



	



	



	



	



	



	



	



	



	



	



	



	



	



	



	



	



	



	
NLP Principle number 1.
 Giving people choice rather than commanding people. When you command people to do something, there is a tendency to resist. You can overcome this by giving them choice using words like “may”, “may or may not”, “might”, “probably”, “maybe”


	
NLP Principle number 2:
 Other phrases you can use to ask the readers to do something is use “you can”, or “you have the ability”, or “it’s possible for you to”, or “you should be able to”


	
NLP Principle number 3:
 Do you pace and lead when you write so there is less resistance? Pace = a statement that is true. Lead = where you want to take the reader to. The pattern is to pace, pace, pace, pace, then lead. Then do it again.


	
When you make a “lead” during the pacing and leading, are you making very small steps at a time? Should be YES. Or are you taking big steps?


	
NLP Copywriting Principle 4:
 When commanding or giving feedback or giving criticism, you may want to avoid using the word YOU. People feel bad when you single them out for something they are doing that is wrong. Instead, use something generic like “people”, “authors”, “business owners”, etc.


	
Do you use different language patterns to motivate your readers?


	
Have you read and gone through the list of 38 things you can say to motivate your readers?


	
Do you keep and grow your own list of things you say to motivate readers?


	
Have you read and used the Templates For Creating Killer Table Of Contents And Headlines to save time coming up with good table of contents and headlines?
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