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In this dispatch, which is our mem-
ber’s ONLY communication, we’re 
going to dive into the topic for this 
month, which is creating an en-
try-level info product to build your 
list and get some success under your 
belt.

I realize we’ve been doing BOTH Fast 
Track AND Produce Promote, so it’s a 
lot of information.

Do NOT worry.

If you’ve not been able to consume it 
all, we’re starting FRESH this month 
with a new income stream – from 
SCRATCH.

Some of you have goals to do 6 fig-
ures or more this year.  You also need 
an entry to your funnel.

But if you’re creative, you could take 
the method below and build out a  
whole masterclass using it as I have 
taught elsewhere.

You just use the modules method I 
talk about.  And break it out into 6 
modules, 1 a week.  Or 4 modules for 
4 weeks.

I want to hear from YOU about this in 
the Milcers Community. Let me 
know if it’s something YOU can actu-
ally do by the end of February.   

If you’re stuck on anything or need 
help, let me know.

At the END I’m going to tell you how 
to hook up with a BUDDY PARTNER 
in the group for accountability and 
mutual support.

Please give me your FEEDBACK on 
this issue here.  If you have positive  

comments, I need them to better 
promote your Club.  If you have im-
provement feedback, I need that as 
well so I can get YOU a RESULT that 
you’re wanting.

Each month, I’ll lay out details on a 
new income stream and encourage 
and motivate you to add layers of in-
come to your income cake.

Usually, they won’t be this long. This 
one is long. But that’s because you’re 
brand new to this and there’s a lot to 
explain.  It’s important you read all of 
this, or you’ll miss critical information.

Before we get into it, my customer 
support is here. Do NOT email for 
customer support.  I don’t answer 
support via email.

I’ll remind you that  if you’re on a 14-
day trial of FAST TRACK  (Milcers is a 
lower price) you will be charged $97 
per month for your 4 coaching calls 
per month, your monthly Fast Track 
Marketer’s Club Dispatch, your 2 
videos per week for 6 months, your 
access to the Fast Track Marketer’s 
Club Community, your ability to get 
critiques once a month, our monthly 
Free Traffic coaching call, our month-
ly Sales Copy Coaching, the new in-
come stream I give you each month.

Oh, and you never pay for a newslet-
ter again. And you get discounts on 
my products.  The benefits go on and 
on.

First off, I have a VIDEO for you to 
watch. 

Click Here To Watch 
The Video

https://discord.gg/R9Rfw9
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This walks you through the whole 
process, showing how I’m creating a 
brand new product right now with 
this very method.

What I want to show you is how it 
might be EASIER and SIMPLER than 
you’ve been thinking it is to create an 
info product.

One of the GREAT things about this 
method is it gets around the “I have 
no experience or credentials” obsta-
cle.

Problem solved.

Another problem is feeling like you 
have NO INFORMATION to put into 
your info product.

Problem solved.

Another problem is what do you 
write about in your sales page?

Problem solved.

Another problem is what do you 
write about in your info product?

Problem solved.

Now, you can WRITE this product or 
do it as a mindmap or slides.  It really 
doesn’t matter.

I suggests you do it as a written prod-
uct, so you can sell VIDEO TUTORIALS 
as the upsell.

That makes for a very nice combo.

PDF for the initial sale.

Video tuts for the upsell, or the prod-
uct you offer them after they buy.

STEP ONE:  TYPE YOUR TOPIC OF 
INTEREST INTO GOOGLE

To research the product, your HUB is 
Google.

I show this in extreme detail on the 
video.  But I’ll recap it here.

Let’s say you’re interested in wood-
working like our member Eric.  You 
just type woodworking into Google 
on a deskstop computer.  This works 
on mobile but you get more sugges-
tions on a desktop from my test.

When you type in the topic, Google 
will give you suggestions based on 
the most searched for terms:

Boom!

You KNOW already what people are 
SEARCHING Google  for.  Now we 
type in different things like “how to”:
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There are some INSTANT TOPICS for woodworking.

Let’s try “woodworking projects” 

 

So people want woodworking projects that make money!  That should be 
easy to sell.  People are more likely to pay for it

I searched “woodworking projects that make money and now I get search re-
sults.
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I click on the first one.

Wow, it’s a GREAT site with fantastic ideas.

I pop that URL into a Google, text or Word doc.  I see some ideas on it that 
look great.  So I might screen cap those and also drop them into my research 
document.

On this video, I show how I screen cap and drop things into a research docu-
ment.  

I use Snagit by Techsmith.com for my screen caps. I just hit the print screen 
and it lets me capture it.  Make sure you’re using the “capture region” option.

But Firefox and Chrome have free extensions that allow you to grab screen 
caps for free. I show one of these on the video called Fireshot. I’ve used it be-
fore and it works great.

In Chrome  you just click the 3 dots then select more tools > extensions



6

Then just search FIRESHOT: 

Install it and you’re good to go.

If you get STUCK ON TECHNICAL ISSUES, I do understand you’re busy.  But 
Youtube is a great resource.

And you can usually find a short video there that shows how to do some-
thing really fast.
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This is how I’d do the research for woodworking.

On the video, I show how to do it for something as mundane as TIES.  And it 
was pretty crazy the cool info I found.

Our second link for woodworking we found in Google had 50 woodworking 
projects that make money.

Holy cowl.

What an incredible find: 

 

The bullet point you get out of this for the sales letter could just be “50 wood-
working projects that make money”.

But here’s what I’m thinking.

You research each of those and find the ones that sell for the MOST MONEY, 
giving you the biggest profits.

THEN you create Facebook ads to offer each product locally.

And you use Thrive Architect, Clickfunnels, Elementor, Beaver Builder or an-
other page builder to build out a sales page for each one.

Elementor is a FREE PAGE BUILDER. You only pay if you want the more ad-
vanced features.
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I imagine they have a feature that allows you to export and import page tem-
plates.

So you create the sales page in Elementor and export it. Then you can allow 
your buyers to import it.

The advantage of the PAID Elementor is it gives you ready-to-use page tem-
plates which are a huge time saver.

Clickfunnels has, I believe, the MOST and best templates. But it’s also the 
most expensive tool.

The one I use is a wordpress plugin called Thrive Architect.

If you don’t know how to install Wordpress, for basic how to’s I LOVE this you-
tube channel by WPCrafter.

Here’s his video on installing wordpress.

Here’s a video he did on how to use Thrive Architect to create a landing page.

The Thrive Themes Youtube Channel has GREAT tutorials. Here’s one on how 
to build a whole listbuilding funnel.

Thrive Architect is their plugin for their page builder.  You can use it with any 
theme.  But their company is called Thrive Themes. You don’t have to pur-
chase their themes though to use Thrive Architect.  You can just use it with 
the default wordpress theme, or almost any other.

The paid version is actually more cost effective than Elementor, even though 
the base version of Elementor (without done for you templates) is free.

Thrive Architect also allows you to export and import templates.

The ONLY reason I might build the templates out with Elementor is people 
can download and import the templates FOR FREE.
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There are PLENTY of page builders. For example, if I type “Page Builders” into 
Google, check it out: 

Holy cowl!

Look at that.

You got the fodder for a product right there!

What do you want to bet, you could find some killer bullet points and topics 
about page builders!

You almost can’t search ANYTHING online without running into great ideas 
for info products.

They’re all over the place, ONCE you have my SECRET STRATEGY for creating 
the sales pages and products I’m teaching you in this Dispatch.

Here’s an example from MY research page in OUTLINE view:



10

 

All of those things make GREAT bullet points in a sales letter as I demon-
strate on the video.

You can do this for ANY topic.

Let’s take TINY HOUSES as another example.

I go to Google.com and type in tiny houses:
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In the search results I see this:
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Those are some pretty darned good bullet points for a sales letter and prod-
uct about Tiny Houses.

* The top 5 tiny houses for 2019

* This XL  Tiny House will drop your jaw (I changed the words)

* Want to see the most incredible tiny house EVER?

* Where to get plans f or 84 of the BEST tiny houses

Google helps us out more by listing this:

So these are MORE great bullet points for a sales letter.
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Now, you want to REWORD stuff as much as you can due  to copyright law.

For example, the line above says:

My bullet point might be:

The maximize size for tiny house is 11 feet tall and 65 feet long. Right?  
Wrong!

If you have trouble coming up with bullet points, in the first Dispatch, I 
showed you how to find and use headline generators by searching Google.

Those will be of GREAT help to you.

Here’s just one.

Check it out.

I like Imagine Tiny Houses in 2019.
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Reminder:  The maximum height of a tiny house is NOT 11 feet!

You can save a bundle in 2019 with this incredible tiny house plan

See how that works?  And there are many headline generators.  Plus, I turned 
you onto the Gary Halbert newsletters on how to write bullet points.

Reference the prior Dispatch for that training.

But wait, there’s more: 

Those 2 articles by the Washington Posts and New Yorker are where you bor-
row your CREDIBILITY!

Don’t have any credibility?

Now you DO as you can quote THEIR articles and research.

Now what you’re looking for are bullet points that REALLY get you CURIOUS.
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Like this listing in Google:

I’d probably use that bullet point with slight rewording:

Here are 5 Tiny Houses that’ll blow you away.  And they’re less than $12,000. 
Wanna see?

Here’s another one:

The bullet point might be:

Buying tiny houses is a mistake.  Right?  Bullcrap. Here’s why they rock.

Here’s a question from DeeJay:

For example, you say very often: “Oh that looks good.” Or “I like that” or “I 
don’t like this other thing” — Problem is I, we, don’t know what you’re basing 
you ‘likes’ on. —- (I’m thinking it’s years of experience) So how do we copy 
you and do something similar that actually approximates your selectivity. 
What should we be using as selection criteria? 

Here’s my criteria on this:  Specificity and curiosity.

People won’t SPEND money unless they’re curious, right?

So I look at how much curiosity I think something might generate.

And then also, I love SPECIFIC things.

For example, 5 tiny houses you can build for less than $12,000.

Very specific. 

And there’s a good chance someone wants to read that vs. the general:

“Cheap tiny houses.”

If you read the Gary Halbert newsletters on bullet point writing f rom the last 
dispatch (hint:  search google for “Gary Halbert bullet points”), then you’ll 
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have a great idea of what makes for a hot bullet point.

One of the best guidelines is if it makes YOU curious?  Does it excite you?

Here’s an example from what I did and didn’t click on in gathering my re-
search: 

You can see the one in yellow.  Optimizing an exit popup sounds like a sleep-
er.  It’s something you NEED to do.  But who can REALLY get excited about 
optimizing one?

Maybe someone.

I just didn’t think people would give a flip about optimizing.

There is NO right or wrong here.
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It’s YOUR judgement or guess of 
what YOUR target audience will love.

HOW TO LET YOUR CUSTOMERS 
TELL YOU WHAT THEY WANT TO 
BUY

One thing you can actually do is write 
a whole boatload of bullet points on 
all your research.

Then send out a survey with all the 
bullet points and a checkbox next to 
each one. Let people check off the 
top 10 they want to know about.

So let your CUSTOMERS TELL YOU 
what they want to buy.

I have a pretty decent guess because 
I’ve been selling to my market forev-
er. But you know what? 

I’d probably get my customers top 10 
list wrong!

It’s easy to do a free survey like this 
using surveymonkey.com software.

Another thing is this:

Sometimes you click on a link and 
the page just sucks.   The info is all 
clichés written by someone who got 
paid $3 to write it!

You want JUICY info.

Here’s a great example on popups.

That page is loaded with good exam-
ples.

There’s no science to this.  It’s art.

It’s YOUR gut reaction.

When you see the page do you go, 
“WOW, that’s HOT!”

Or do you go:  “Yuk”

Or you’re bored or don’t care.  

The bottom line is, do you think you 
can get a HOT BULLET point out of 
the info that will cause people to 
want to buy, perhaps ONLY for that 1 
bullet point?

Believe it or not, people buy just to 
find out ONE bullet point!  It happens 
all the time.

This is why I LOVE to make the prod-
uct the actual bullet points.

That way, they get exactly what they 
paid money for.

Now, you can ADD more info to it.

But at least a good chunk of the 
product can be ONLY the bullet point 
explanations.

A good way to write these is using 
the:

• explanation
• application
• illustration formula

…that I spelled out in the last
dispatch.

Pretend your top 10 bullet points 
are on the cover of a magazine at 
the checkout stand of your local su-
permarket. Would YOU pick it up? 
Would YOU buy it? Here’s one last 
example of finding ideas.
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I typed in this:

OTHER WAYS TO GET IDEAS

1.  Go to Amazon.com and search books on the topic

 The POSITIVE points in reviews tell you what people WANT to buy.  Create
bullet points and research on these.

 The NEGATIVE comments have gems in them that tell you what people
DO NOT WANT!

 So avoid that stuff.

2.  Look at the repetitive questions in Facebook groups

 The SAME questions come up over and over.

3.  Look at the bullet points and topics covered in best-selling products on
the topic

 They’ve already done a lot of sales research for you  on what people’s hot
buttons are.

 Study sales pages, video sales letters and webinars.

Action Item:  Do your research and start building out your research docu-
ment until you have 30 or so pages JUST AS as I show on the video.

STEP TWO:  GRAB INFO FROM YOUR RESEARCH DOC AND 
WRITE BULLET POINTS

I’ve already talked about the Gary Halbert newsletters on bullet point writing. 
And also headline generators.

Then you have the sample video.
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Here are some of the bullet points I created for my product about exit pops: 

There’s nothing particularly fancy with those bullet points.

They’re just  straight old Gary Halbert type bullets.  The same thing you 
might see on the cover of a magazine like Cosmo.

By the way, if you don’t have BORON LETTERS  by Gary Halbert, snag it. 
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At the VERY BEGINNING, he drops his bullet points for the product.  You can 
see these in the Kindle preview on Amazon: 

But wait, there’s more: 
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Right there in those bullet points, you have a living example of how to write 
great bullet points.

It’s a good idea to write MORE bullet points than you need.  Then you can go 
back and cut out the lamest ones.

And, as I mentioned earlier, you can also get people to vote.

Even in a Facebook group.

You can just push a poll to your Facebook group.  Or ask a friend who has a 
Facebook group if you can push the poll.

Now for the REST of your sales letter, you can simply follow the formula I’ve 
already taught you:

https://attractsalesnow.com/template/

Here’s where you can list your bullet points: 

 
Now, if you’re selling your product for $50 or $100, one nice trick is to divide 
your bullet points into 5 or 6 MODULES.

That way, if feels like they’re getting more.

It’s kinda weird psychology. But it’s very common in products more in the 
$50 or $100 range.
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But I even see it in $10 sales letters.

STEP THREE:  WRITE OR RECORD YOUR PRODUCT

You do NOT have to write it if you don’t want.

Drop your bullet points onto Google slides or  PowerPoint and record away.

If you have a text file, you can import it into Powerpoint and it’ll create the 
slides for you.

NICE SHORTCUT!

Now, I can already here it:

Marlon, how?  Show me.  I just don’t know how.

See, THIS is why God invented Google and Youtube.

Check it out: 

Oh my gosh.

Look at that.

interesting BULLET POINTS!

Wow.

Maybe we got like a BUNCH of products that could be written about Power 
Point alone. And what about Excel and all the rest?
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Are you seeing things there that might be good bullet points?

Yes, there are tons of books on Power Point but the thing is,, they are NOT 
being SOLD.

They’re on Amazon or something with a table of contents and NO BULLET 
POINTS to create curiosity and desire!

Bingo.

And if I used Linked In, boom!

I can message business people all freaking day long, more or less.



24

I searched Powerpoint secrets and here are two that grabbed my attention:

Not that the others are bad.

Those are just what grab MY attention.
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Wow, there is a HOT LOOKING ADD IN.

I bet you could find some smoking hot stuff  if you searched this:

Bingo.
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Boom!

I think we have a TARGET AUDIENCE:
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CONSULTANTS!

Wow.

What do you want to bet we could really dig up smoking hot bullet points on 
Power Point for consultants?

I bet we could!

Oh my gosh.

This is just getting off the hook!
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One of those results goes to QUORA where people ask QUESTIONS and oth-
ers answer.

Do you think you might be able to find an incredibly rich list of questions on 
about ANY topic on Quora?

You betcha.

Take 3 hours and track this stuff down and YOU, yes, little old YOU can have a 
totally rocking RESEARCH DOC.

But I got off track…

We are SUPPOSED to be writing the product!

Shoot.

I got totally sidetracked by these amazing ideas and findings!

This list is endless.

OK.

Back to the product.

I like to make a big chunk of the product simply answering the BULLET 
POINTS.
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I already taught you one easy way to 
do this:

Explanation

Application

Illustration

Which means this:

Explain what the bullet is or means. 
Why it’s exciting or useful.  Explain it 
step-by-step if need be.

Now APPLY it to them.

Why should they care?

HOW will it make their life easier, 
faster or simpler?

Then illustration.

You can give examples and illustra-
tions.

Tell you a funny story.

A friend of mine joined a $5,0000 
coaching program.

All the guy did when they met up 
was TELL STORIES!

But may friend went on to become 
a master storyteller and made up to 
$200,000 from his emails and stories 
on a webinar.

That’s right.

It was Daegan doing his Story Selling.

I used to get a CD of the month by 
the same guy (Matt Furey).

Matt would spend the whole hour 
telling a story.

He’s a master story teller.

My point is.

You can give short illustrations and 
examples.

But if you’re a good storyteller, you 
can pour it on.  Long as it’s useful to 
people and you ENGAGE them.

Make sure you first APPLY what you 
explained to them!

So in the example of PowerPoint for 
consultants. I found an add-in.

I might talk about what the add-in 
is, how it works, why it’s valuable and 
makes their life faster, simpler or eas-
ier.

ALWAYS talk in terms of WIFM – 
What’s In It FOR ME!

Then APPLICATION.

Apply it to them.

Here are brainstorms of 10 ways you 
might could use this add-in in your 
consulting business.

Then ILLUSTRATION.

Here are some illustrations or exam-
ples I ran across.

When you’re doing your RESEARCH, 
look for EXAMPLES and ILLUSTRA-
TIONS you can use.

Here’s An Example From My Product

This example is from my product on 
exit pops: 

------------- START EXAMPLE -------------
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SECRET 2:  EXIT INTENT COUPON POP UPS CONVERT 35% OF LOST 
VISITORS

We’ve got to start with this term EXIT INTENT.

Did you know that statistics show the average visitor stays on an eCommerce 
website just 15 seconds?

What’s more 75.52%% of shoppers worldwide bail on their order before they 
complete it.

Here’s the article I found that gives you all the scoop in detail:

https://beeketing.com/blog/best-exit-intent-coupon-pop-ups/

The big idea is that when customers are leaving your website, entice them 
back with a last minute offer or just for you special.

That’s what a coupon can do for you.

But here’s the best part: To GET the coupon discount, they have to sign up 
for your email list!  Or, you could also drop them into your chatbot. 
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The service Beeketing produces apps for ecommerce sites.  They have all 
kinds of extremely useful tools. The one above is called the Better Coupon 
Box app.  

What I love about it is their use of social proof icons.

Now, their service works only with these ecomm platforms:

But if you’re on any of those platforms, check them out.

If not, you can build a coupon like that in most other programs.  We’ll talk 
about popup building options in a bit.

SECRET 3: THIS PAGE GRABBED 88 LEADS FROM ONLY 1,254 VISI-
TORS.  WANT TO SEE IT?

So here’s what’s interesting about this.

88 leads from a page with only 1,254 visitors sounds good, right? That’s a 7.2% 
conversion rate. Not too shabby.

The page had a headline, one paragraph of text, button and video.  If they 
clicked the button, it popped up the email capture form.

This is normal stuff you can do in about any page designing program.  That’s 
good news.

Getting 88 leads from only 1,254 visitors is a lot simpler than you might imag-
ine.  

You can see it here.

It’s variant A.

The thing is, when they tested the exit intent, they got 40% more conversions 
as cited in the previous secret.
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That’s the second part of the good 
news.

Getting 40% more conversions can 
be as simple as adding an exit intent 
pop.

Again, later in this report, I’ll give you 
the details on HOW to do it. Right 
now, we’re digging into WHY do it.

One other thing.

The thing that worked best was 
when they offered 2 free reports or 
resources on the exit pop.

Take away:  To boost the conversions 
of your email capture page, try add-
ing an exit intent popup with 2 extra 
bonuses.

Take away:  To increase conversions 
on a sales page, try adding an exit 
intent popup with two bonuses.

I’ll remind you these methods work 
for ANY business.  You just need to be 
creative in coming up with ideas.

Home / Garden – It’s easy enough to 
offer either bonus reports or small 
add-ons like samples for an order.  

Health / Beauty – Same thing as 
home and garden. Try two reports or 
small extra health or beauty samples.

Food and drink – You’ll have to be 
creative here.  Perhaps 2 discounts 
on other items when they buy.  Case 
studies and recipes are other ideas.

Financial / Trading – Reports or vid-
eos work good here. Also access to 
trainings or webinars.  Or live events.

Fashion – Maybe two reports on ways 
to use certain fashion items or trends.  
Or case studies.  Or webinars.

News / Content – Access to addition-
al information, probably reports or 
videos on hot, trending items.

Sports – Access to additional articles 
or information.

Travel – Definitely reports on various 
locations, moneysaving ideas, plan-
ners.  All kinds of possibilities.

Saas – Reports and videos fit well.

B2B – White papers instead of re-
ports.  Or videos.  Or webinars.

Consumer Electronics – Consumer 
buying reports come to mind.  Also 
webinars or videos on how to buy 
and/or a walk through of features.

The point is, ANY niche or market can 
use these methods.

Why?

Because they’re about CONVER-
SIONS.

If you need CONVERSIONS, you need 
to take advantage of the technology 
that works.

BUT MARLON, I DON’T “LIKE” 
POPUPS

The key here is that there’s a differ-
ence between intrusive and non-in-
trusive. And valuable vs. non-valu-
able.
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Here’s a great article by Neil Patel 
that explains the difference.

The basic point is that there are times 
when you VALUE what’s on a popup 
and the way it’s delivered isn’t intru-
sive at all.

Then there are other times when it’s 
just annoying.

If a popup offers me something I val-
ue and WANT, in a relatively non-in-
trusive way, it’s good!  Why wouldn’t 
I want more value on something I’m 
keen on? 

-------------- END EXAMPLE --------------

When you read above, you’ll see me 
EXPLAINING the bullet point.

But then at one point I also go into 
an in-depth APPLICATION:

Home / Garden – It’s easy enough to 
offer either bonus reports or small 
add-ons like samples for an order.  

Health / Beauty – Same thing as 
home and garden. Try two reports or 
small extra health or beauty samples.

Food and drink – You’ll have to be 
creative here.  Perhaps 2 discounts 
on other items when they buy.  Case 
studies and recipes are other ideas.

Financial / Trading – Reports or vid-
eos work good here. Also access to 
trainings or webinars.  Or live events.

My ILLUSTRATIONS could be web-
sites I find using that type of popup 
or method.

Examples help make it CONCRETE 
and SPECIFIC for people.

I’m TRYING  to do all 3 of these things 
in THIS REPORT right now.

• Explaining things
• Giving example like the one I

just gave from my own product
or the bullet point examples
from Boron Letters.

• And I explain how YOU can use
these methods for YOUR info
products.

Alright.

We’ll going into this in more detail on 
the calls.

But I need to hear from YOU in the 
Milcers Community.

I need to know, can YOU personally 
DO THIS?

What else do you need help with this 
month to make it happen?

HOW TO GET A BUDDY PARTNER

One of the suggestions from Jason 
was to have accountability or support 
partners.

1. Post in the Milcers group

I need a BUDDY PARTNER.

 I am (experienced, beginner or in-
termediate).

 Maybe tell what stage you’re work-
ing on. Finding niche. Creating
product.  Writing copy.

https://discord.gg/R9Rfw9
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2. Message each other

 If more than one person responds, you could actually have 3 people in
your group.  Probably not more than 3.

 You can have a weekly call, skype chat or messenger chit chat.

 Report your progress, your next steps and goal or goals for the next week.

 And the other person does the same.

 Keep it short.

 Avoid complaining.  Keep it goal focused.  Report on what you did last
week.

 What you want to do next week.

 Barbara Sher has a killer book called Teamworks that shows many ways to
do these meetings in detail.

      DeeJay suggested we do some HOT SEATS.

      So we may take a crack at those.

      Best wishes,

      Marlon

      PS:  Just to stack up some crazy value for you more ADVANCED guys and 
gals with lists, you can sell a $97 class, pay ONLY if you LOVE it AFTER you 
attend.

      You can take the SAME content you’d put in a $10 product and teach it in a 
3 hour webinar and have people pay ONLY if they loved it.
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If you use this bullet point method and teach the bullet points, they’ll LOVE 
IT.

You have the charge go through 3 days after the event.

They give a credit card upfront to join.

We’ll spend a month on this method soon.

But I wanted to give an advanced tip off to some of you advanced g0-getters 
who have the list to pull off a webinar.

For beginners, you need to build a list first.

Which is the VALUE of the product you’ll be creating with the methods in 
this report.

The MISSING LINK is TRAFFIC.

We’ll have a whole week on that.

We’re already at 42 pages and I’m out of gas on writing for today.

So we’ll get to it this month AFTER you get your product well underway.

It’s time for you to hop to!

PPS:  Do me a small favor and give me your feedback on this Dispatch here.
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THE ROAD NOT TAKEN

Two roads diverged in a yellow wood,  
And sorry I could not travel both  
And be one traveler, long I stood  

And looked down one as far as I could 
To where it bent in the undergrowth;  

Then took the other, as just as fair,  
And having perhaps the better claim  

Because it was grassy and wanted wear, 
Though as for that the passing there  

Had worn them really about the same,  

And both that morning equally lay  
In leaves no step had trodden black.  

Oh, I marked the first for another day! 
Yet knowing how way leads on to way 
I doubted if I should ever come back.  

I shall be telling this with a sigh  
Somewhere ages and ages hence:  

Two roads diverged in a wood, and I,  
I took the one less traveled by,  

And that has made all the difference.

Robert Frost


