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			Book Presentation:
The Six-Figure Second Income by David Lindahl and Jonathan Rozek

			Book Abstract

			Main Idea

			You can make a substantial income today by working at it with the bits and pieces of spare time you have available on the side. All you have to do to succeed is ignore all of the half-truths, conventional wisdom, myths and outdated information which is out there. You also have to totally disregard all the fertilizer the snake-oil salesmen will try and feed you to get you to join their overpriced membership clubs or multilevel-marketing programs.

			To build a second income to six-figure profitability levels, have your own online business that you work in your spare time. Building and then growing your online business will require that you undertake different activities in three specific time-frames:

			
					Pre-launch – you figure out what to sell, format your materials and decide on the delivery method you will offer.

					Operate – you learn how to generate leads, sell your product and build a profit spiral for the future by selling over and over.

					Optimize – once you’ve got everything set up, you pay attention and learn how to do things better in the future.

			

			About the Author

			DAVID LINDAHL is a successful real estate developer who developed a seven-figure second income selling information products online. His real estate portfolio now totals more than $221 million across the United States of America. He has been in business for more than 21 years.

			JONATHAN ROZEK graduated Magna Cum Laude in Ancient Chinese from Harvard College. He studied French, Russian and Chinese simultaneously while at college.

			The Web site for this book is at www.SixFigureSecondIncome.com.

			Important Note About This Ebook

			This is a summary and not a critique or a review of the book. It does not offer judgment or opinion on the content of the book. This summary may not be organized chapter-wise but is an overview of the main ideas, viewpoints and arguments from the book as a whole. This means that the organization of this summary is not a representation of the book.

			Summary of The Six-Figure Second Income (David Lindahl and Jonathan Rozek)

			Phase 1: Pre-launch

			To be successful in building a second income that ultimately reaches six-figure levels, you’ve got to be prepared to ignore a lot of what passes for “conventional wisdom.” Instead, you’ve got to get a clear vision of where you want to head and then keep taking one small step after another until you get there. Key pre-launch activities are:

			
					Get your thinking straight

					Source your first product quickly and cheaply

					Get everything in place so you can open for business

			

			1. Bust all the myths which may be holding you back

			When you first set out to build a six-figure income in your spare time without leaving your day job, there will be plenty of naysayers who will tell you it can’t be done. They will base their conclusions on the half-truths, myths and outdated information which is floating around.

			If you’re looking for a reason to fail before you even try, you can fall for any of the false barriers which are out there:

			
					“You’re too young or too old” – which ignores the fact the web is the ultimate merit-based marketplace.

					“You don’t have enough time or money” – which is totally outdated information. The web is cheap and accessible.

					“It’s a bad economy at present” – which is true enough but people are still buying the things they want.

					“All the good ideas are already taken” – which is ludicrous and implausible. It’s actually better to sell to an existing base of experienced customers rather than starting from scratch.

			

			You’ve also got to watch out for the real dangers to your second income business ideas:

			
					Being influenced by people who are less successful than you want to be and who convince you it’s not worth trying.

					Those who think they can sit back on the couch and watch TV while their online business spits out money with no effort at all.

					Luddites who suggest this web stuff is a passing fad and the only good money is money you earn by doing hard labor.

					You insist on staying in your comfort zone and don’t want to try anything different in case it turns out to be a failure.

					You think “My situation is different” and therefore what worked for some other lucky people won’t work for me.

					You keep on looking for “The Next Big Deal” all the time and therefore never get around to start doing little things now which might be good for your future.

			

			Overall, it’s easy to talk yourself out of trying to build a six-figure second income in your spare time. The undeniable fact, however, is all these barriers, dangers and myths are actually good. They mean you will face less competition that you might otherwise have faced. If you keep your eyes open, you’ll find your life is full of opportunities and potential profits everywhere you look. You just need to have a way to monetize what you’re interested in and the web is a great mechanism to do that.

			Assuming you do choose to think for yourself and to move forward with building a second income, the first decision you face will be something like this:
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			Unless you have ready access to a unique product which has already been manufactured in volume and which is just sitting around somewhere waiting for someone to sell it, you should start out with an information product. The advantages of information products are compelling:

			
					Info products can be created in days, not months.

					You don’t have to line up a manufacturer.

					Your costs are minimal, probably zero.

					You can sell it over and over again.

			

			2. Source your product cheaply and reliably

			There are many types of information products you can create. For some worthwhile ideas on the info product you could develop, work your way through some key questions:

			
					What problem or problems am I trying to solve here?Perhaps start with something that totally frustrates you or someone you know and think about a solution you have or you know someone else has.


					How can I demonstrate my solution in action?The best information products can be seen and experienced. People will always pay good money for working solutions.


					What have I found which already exists as a solution?Have a look on the web and see what other solutions are already packaged and selling.


					What are the best resources I have found?Believe it or not, other people will pay to find out the things you spend months of research to figure out.


					Can I sell something which describes how things fit together?People just like you will pay good money if you can save them the time and hassle you spent getting up to speed on the subject at hand. They will pay you to help them.


			

			The whole point is ideas for viable information products probably crop up in your work and home life daily. You just have to be aware of what problems you face and which solutions you’d personally pay to use. You might come up with:

			
					Quick-start guides to the equipment you use.

					Reports on the common mistakes beginners make.

					Variations on well-established themes.

					Solutions to common myths and misconceptions on topics.

					Starter’s guides to your hobbies and passions.

					Reports on how to grow things.

					Ideas on how to make money.

					Consumer reports testing and comparing various products.

			

			Before you commit substantial time to developing your information product, you should be searching out what others have already put together about the same topic. Don’t stick your head in the sand and act like other products don’t exist. As you do this kind of competitive research, you will either conclude the field is already too crowded and therefore you should be looking to another subject or else you will come up with the unique slant you want to take. In either case, the sooner you reach this conclusion the better.

			“The web is the ultimate merit-based marketplace: If you have what they want, they’ll buy it.”

			– David Lindahl and Jonathan Rozek

			3. Put in place everything required to open for business

			Once you’ve chosen a topic you know something about and have decided to run with for your first information product, it’s now time to start thinking about how you’ll package what you know for sale. This sounds intimidating but it involves just three steps:

			
					Capture your raw content – which isn’t always as hard as it may sound. You don’t have to sit down and write. There are all sorts of ways to create content:	Record a conversation you have with someone.

	Interview people and create a transcript.

	Record a seminar or presentation you give.

	Capture screen shots as you do something on computer.

	Record a web video session you run.

	Sit at a keyboard and start writing down your thoughts.




					Edit the content – develop an outline of where you want to head with your information product and then cut and paste material until you get the level of detail you want around that idea framework. Put together logical groupings to make your overall information come alive. Bear in mind your outline will evolve as your project moves forward so be prepared to change things around substantially. Go through as many drafts as you need until you have everything put together so it flows. Information products are always iterative – they get better with successive drafts. Be careful to back up your work as you go along as well. Aim to gather more information than you ever use so you can be selective about what you put in and what you leave out.

					Package your content for delivery – which sounds easy but the reality is there is an astonishing array of formats you can choose for delivering your information product. You can package your information product in:	Print – special reports, home study courses, books

	Audio – CDs, Web delivered, toll-free lines

	Video – seminars, DVDs, live event recordings

	Web – PDFs, software, MP3s, podcasts

	Live – webcasts, seminars, events, tours, cruises

	Continuity – newsletters, membership programs

	Services – consulting, advisory, teleseminars, coaching

	Mobile apps – iPhone, iPad, Kindle


As you think about packaging your content, it will also become clear you can put together different info products which target specific levels of content about your subject:
	A beginner’s package for complete novices.

	An expert package for those who understand the basics.

	A consultant’s package for people who want to do that.

	A professional-level package for those who are interested.




			

			Once you’ve sourced and packaged your initial product – whether physical or information – it’s then time to announce to the world you’re ready to start selling. Before doing that, you have to get everything in place so you can open for business. This requires putting seven building blocks in place:

			
					Buy a domain name for your new business – something descriptive rather than gimmicky. Forget about funky spelling and get a domain name which describes the customer benefits you offer. Contrary to the myths, there are loads of good domain names left. All the best domain names have not been taken. You can Google domain name registrars to find someone you want to use to register your domain name. One widely used registrar is GoDaddy.com.

					Arrange web site hosting – which should only cost about $3 to $4 a month, or slightly more. Avoid the “free” web hosting services – they all have too many catches. A good solid web hosting company is ixWebHosting.com.

					Decide on a web site design – which you can build yourself, hire a freelancer to create or use wizards offered by your web host. Using an off-the-shelf template is often a viable approach. You can try AllWebCodeDesign.com.

					Get an HTML editor – which will help you fine-tune your web site pages as you get more experienced. A solid HTML editor is Alleycode: alleycode.com.

					Get a good FTP tool – which will allow you to transfer files backwards and forwards to your Web site. You can Google for free FTP tools or a very solid performer is available at globalscape.com/cuteftplite.

					Set up a way you can accept money on the web – which isn’t as hard as it may appear. The easiest and fastest way is to get a PayPal account (PayPal.com) and you can almost immediately start accepting credit card payments at your web site. Alternatively, you can accept checks and money orders, set up your own merchant account with credit card processors or arrange to use a payment gateway provided by a service company. You’ll probably also need a shopping cart to make this work. Good starting points for these items:	Merchant accounts: PowerPay.com

	Payment gateways: Authorize.net

	Shopping cart: 1ShoppingCart.com




					Set up your e-mail system – so you can hear from prospective customers, handle their orders, provide support and so forth. A commercial e-mail system is different from basic home e-mail in that it lets you send follow-up materials to a mailing list which you hope will come to number in the tens of thousands or more. If you try and do that with a home e-mail system, you’ll get flagged as a spammer and none of your messages will get through. A good robust commercial e-mail provider is MailChimp.com oraweber.com.

			

			These seven set-up steps may sound complicated at first glance but it’s just a matter of working your way through them. None require specialist technical skills to handle. You’re getting everything in place so you can move forward. If you have the resources, you can outsource many if not all of these steps to others as well. Online companies like Elance.com are excellent for this in that you can set a project budget, find people who can do the work for you and then handle paying your contractors all in the one place.

			Keep in mind also these set-up tasks are very straightforward. Once you’ve gone through the process of setting up one web site, you’ll be able to do more quickly and efficiently in the future. You’ll also be ready to help others navigate their way through these steps for their own projects and ideas.

			“You don’t need big blocks of time to get a six-figure second income. All you need is scraps of time here and there. No longer must you spend hours each day at a second job to make the income of a second job.”

			– David Lindahl and Jonathan Rozek

			“These days, small is the new big. Everywhere you look, the old model of big, slow and one-size-fits-all, is giving way to fast, agile, and just-the-way-you-want-it. This is wonderful news for the micro manufacturer and micro marketer you’ll become.”

			– David Lindahl and Jonathan Rozek

			Phase 2: Operate

			To build a six-figure second income, you need to operate your online business profitably. This breaks down into three basic business processes you need to be running consistently well:

			[image: ]

			Generate prospects

			Process #1 is all about getting people to raise their hands and express interest in what you have to offer. This is the phase where all the self-proclaimed hucksters and get-rich-quick scammers peddle their gimmicks. You don’t need any of that stuff to succeed.

			You also need to clear away some of the myths which have taken root in this area:

			
					“It’s all about traffic’ – which is an arbitrary measure of interest. Traffic has nothing to do with how much you sell. Getting traffic is easy but what you’re after is profits. You want the right people to get to know you.

					‘There are game changer secret tactics out there’ – which is patently ludicrous. At best, gimmicks are temporary advantages which get closed down very quickly. More likely, these tactics are based on outlandish claims which are illegal. Besides, if your business depends on a gimmick to succeed, what will happen when that gimmick disappears?

					“It’s all about cost per lead” – which again is unsustainable. What counts in business in return on investment. You’re far better off paying more for leads which convert into sales than you are to have plenty of low-cost leads which generate no business whatsoever. Remember, you’re trying to attract the right kind of prospects rather than pursuing all loads of people who aren’t interested.

			

			The essential principle in generating prospects for an online business is you’ve got to give before you get. Put another way, the best way to generate prospects for what you want to sell is to first give them a sample of what you have to offer. Rather than shouting at people, you want to quietly establish your credentials as a provider of quality material and information. The six components of an effective working lead-generation effort based on building your reputation first are:

			
					Deliver valuable information to a targeted audience – focus on a narrow and very specific niche. By doing this, you can promise benefits which are precise and concrete rather than broad and vague. You want the recipient to think: “You know, this guy knows the pain I am feeling. He must have been in this situation himself.”

					Direct people to a specific landing page – have available a page on your Web site which is customized to make people from this niche feel right at home. Every niche needs to have its own tightly focused landing page. People always prefer dealing with specialists, not generalists.

					Reinforce they’re in the right place – have page headlines, pictures and other elements which immediately confirm the visitor has come to material which will be helpful.

					Give them even more information they will like – even before you ask them to buy. Don’t be pushy. Extend the bond you’ve established by providing your web site visitors with more pointers, more case studies and more samples. Ideally, you want to give them so much good quality information they think: “Wow! If they give all this away for free, the stuff they charge for must be mighty impressive.”

					Explain there’s lots more where that came from – make your offer of even more information if they give you their contact details. Remember, you’re not trying to sell anything yet. Instead, offer more follow-up information. Stress the privacy and confidentiality aspects of what you’re doing.

					Capture their details for your leads database – when they submit their contact details, have that go into your database and immediately redirect them to a “Welcome” page that thanks them and confirms their details have been received.

			

			In a way selling online is like getting someone to marry you. It would be unusual to propose on a first date. You first get to know the other person, establish a relationship and build it before popping the question. In a similar vein, trying to sell immediately is the sign of an inexperienced online marketer. You distinguish yourself if you’re helpful rather than pushy.

			Leads for process #1 typically come from several sources:

			
					Pay-per-click advertising from Google AdWords or something similar.

					Advertise on other people’s Web sites with Google AdSense or other comparable services.

					Get your site ranked highly in the organic searches on Yahoo!, Google or elsewhere.

					Write articles about your area of specialization and submit them to search engines or online magazines.

					Use social media like Facebook and Twitter to create awareness.

					Write a blog or post videos on YouTube.

					Sell through eBay auctions or classifieds.

					Run ads in local or community newspapers.

					Run your own direct mail campaign.“Buyers on the web don’t care how old or how young you are – they only care what you can do for them. That might be a selfish reality, but it works in your favor. In fact, my son created his first info product when he was 14 years old. He’s sold it across America for years and no one has ever asked his age. It’s just not relevant.”
– David Lindahl and Jonathan Rozek


			

			Convert prospects into buyers

			You’ve got leads and people who have expressed an interest in what you have to offer. That’s nice but now you need to convert that interest into sales. There are six mistakes people tend to make at this stage:

			
					Mistake #1 – Confusing attention with shoutingIneffective marketers think if they shout at the prospect hard enough and frequently enough, they will eventually buy. Obviously, this is counterproductive. You want to engage in a conversation, not bully them into buying so you will go away.


					Mistake #2 – Boosting claims out of all proportionSome ineffective marketers are prepared to say anything to get the sale. They hype the product beyond all recognition and fill their ads with so much hot air it’s bizarre. The less hype you use and the more realistic a perspective you bring to bear the more you will end up selling.


					Mistake #3 – Self-centered rather than customer focusedIneffective marketers love to talk about themselves and what they own yada yada yada. This is very boring. Customers need to be convinced you can focus on their needs and provide solutions to their problems. Forget about self-promotion and orient everything to the customer’s perspective.


					Mistake #4 – Asking you to buy too soonIneffective marketers ask you to buy as soon as you become aware of what’s on offer. Good marketers get to know what people need and analyze those needs in depth first. Talk about potential solutions can wait until you first make an effort to understand the problem at hand.


					Mistake #5 – No call to action or deadline.Poor marketers have chats with prospective customers and hope they will decide to buy on their own steam. Savvy marketers know people are easily distracted so to inspire them to act while the subject is fresh in their minds, they include direct calls to take immediate action before a specified deadline. Smart marketers reward people for action.


					Mistake #6 – Creating a false sense of scarcity.Ineffective marketers commonly suggest quantities are limited and therefore you must order now. They might even have a countdown: There are only 153 86 25 3 left! Most people correctly surmise this is a scam. It’s obvious if you’re selling an electronic product, you can make more copies ad infinitum. If a marketer has to use this kind of sham to get you to buy, something must be wrong with the product.


					Mistake #7 – Speaking to an audience, not an individual.Poor marketers use words like: “All of you”, “Folks”, “Many of you” and so on. Smart marketers speak to just the one person reading the material. Instead of making speeches to the masses, great marketers sell more because they have one-on-one conversations with people who have a problem they need solved.


			

			So that’s what you shouldn’t do to convert prospects into buyers. What will work, by contrast, is to make sure the material you share with any prospective customer answers the eight key money questions – the eight questions everyone needs answered before they will give you their money.

			
					Why should I stop and listen to you?People are busy. You have too much to do so the only way you can cope is to make split-second decisions about what’s worth reading and what is junk. If someone comes along with a “Buy my product!” approach, you can’t be bothered wasting time on this. By contrast, if what they’re talking about is something you’re passionate about, then you will welcome them in. Find a way to appeal to the interests of the person you’re having a conversation with.


					Why should I read this whole thing?Most people spend the first 10 seconds when they read something figuring out whether or not they need to read the whole thing. Ineffective sales letters waste time talking about the promoter, the product, the price – things that don’t matter. Instead, you need to honestly state at the outset what you’re trying to explain. “By the time you’ve read this letter, you’ll know the three specific things we’ve found which will accelerate the growth of your business.” Signal immediately you


					What else do you have and how will it help me?

					Why is your solution better than any other alternative?

					Why should I believe your claims?	Get specific rather than using generalizations. “I spent more than 18 hours interviewing the top Harley dealers across the nation to find out how they personally break in their own rides.”

	Use testimonials which detail actual results achieved.

	Quote other experts – coat-tail on their reputations.




					What’s it going to cost me?	Send the right signals. Always describe your purchase as an investment in education which will have a payback in terms of a better job, better future, more success, etc.

	Consider having more than one version of your product – a complete version and a deluxe version. Some people always buy the best, others will figure the extra investment will come back to them in spades. Everyone assumes their problems are unique and will be willing to pay for customized solutions.




					What’s my risk here?	Make your guarantee a competitive advantage: “We don’t play games. You must be delighted with the value you get from this guide and conclude it’s worth every penny of your investment or you can return it, no questions asked, for a complete and prompt refund.”

	Guarantee your product for at least 90 days and preferably a year. The increased sales you make will more than offset any people who take advantage of your terms.

	Use your guarantee to restate the benefits. “Open my kit and try all of the dozen techniques detailed. You’ll wonder where this has been all your career and conclude the checklist alone is worth your entire investment, or you can return it for a refund, no questions asked.”




					What happens after I have paid my money to you?

			

			Build relationship and sell more

			
			
			
			
			
					Broadcast mode – to advise everyone on the distribution list about some new and interesting developments.

					Autoresponder mode – where a pre-prepared e-mail is sent whenever an action triggers it.

			

			
			
					Buys a product

					Signs up for an online service

					Starts a trial for your product or service

			

			
			
			
			
			
					Progressively keep segmenting into smaller niches

					Encourage consumption every way you can

					Become a welcome guest in their in-box

					Engage in genuine two-way communication

			

			
					Progressively keep segmenting into smaller niches – find newer and grainier ways to segment your mailing list down into small niches. Once you do this, you can then send each group e-mails with offers which are more specifically targeted to their needs. You can zero in on what makes them tick and develop offers they will be more likely to respond to.

					Encourage consumption every way you can – because people get distracted. Sometimes they buy a product with good intentions but never get around to using it. As follow-up e-mails, you can send the buyer:	Quick start guides on how to use your product.

	Ongoing periodic e-mails with user tips.

	Case studies about what other people are doing.

	User surveys they can participate in.




					Become a welcome guest in their in-box – by providing genuine value with your follow-up e-mails. Put together a good blend of commentary, news and other product offers. Be unpredictable and fun. Keep people guessing what you’ll come up with next to engage their curiosity. Make it so people actually look forward to receiving your e-mail rather than treating you like a spammer.

					Engage in genuine two-way communication – don’t just talk to your audience but directly invite them to talk back. This can be as simple as posing a question and then sharing some of the responses you get back with everyone. Or ask how customers are using your product in novel ways. Invite everyone to suggest what your next-generation product should be like. With a bit of luck, you might get a great new product idea this way. Also don’t forget there are other ways you can and should be staying close to your customers:	Perhaps send out postcards every quarter with helpful hints and ideas. As customers see your name and Web site details, it will jog their memories to check out what you’ve been doing lately.

	Send customers free newsletters with solid content. Continue to add more value to their purchases.

	Call some of your customers on the phone and ask them their opinions.




			

			
			
			
			
			
					Install online measuring devices into your web site – which is very easy to do. Two widely available tools are Google Analytics (which is free) and tools from crazyegg.com (which cost a few dollars every month). These tools will track precisely what people click on when they visit your site, which pages they go to, how long they stay and so forth. These tools generate some real in-depth information about what works and what doesn’t.

					Determine why people don’t buy, adjust accordingly – which is also surprisingly straightforward. You look at the e-mails prospects and customers have sent and try to figure out why they aren’t buying. You can also install a free software tool from kampyle.com which lets you ask questions and gather instant feedback from any page of your web site. You can then get busy learning why people don’t buy at present. The list of potential reasons is huge:	Problems with their web browser

	Your prices are too high

	They have a specific problem which is not covered

	Your return policy is unclear

	They were offended by the terminology you use

	They need extended payment terms

	They tried to order but they got an error

	Your order process is unclear

	All kinds of other problems can arise




					Test everything, do more of what works – which sounds logical but very few marketers ever get around to doing this. There are all kinds of theories about what boosts response rates. If you test how changing one element works, you can figure out how to fine-tune and tweak your online business even further. For example, you can test:	Different price points for your product. Amazingly, higher prices can sometimes result in more sales.

	The impact on sales of different headlines.

	Whether more pictures makes your site more productive.

	The best wording to use in your captions.

	Which guarantee language appeals to the widest audience.

	How variations in shipping charges impact on sales.

	The best bonuses to be including with your information product.




			

			
			
			
			
			The blueprint for a six-figure second income
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