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Dear Reader:

Thefollowing brief Special Report introduces you to an advanced marketing
concept not for the faint of heart. | urge you to read thiswith an open mind. It reveals
atool that could cause the birth of everything from new businesses to hot trendsto
mind control cults. Please use thisinformation for good.

Dr. Joe Vitale

President, Hypnotic Marketing, Inc.
www.HypnoticMarketingl nc.com
www.MrFire.com

Beyond Belief

| was watching an unusua documentary last night about belief. 1t's called Mana:
Beyond Beli€f. It focused on people, places, cultures, and rituals from around the world. It
showed followers of Elvis, believersin the Shroud of Turin, cherry blossom festivalsin
Japan, unnerving ritualsin Africa, aman in Indiainstalling a new computer by blessing
it, and much more. Pretty fascinating.

At one point the movie revealed the behind the scenes story of afamous painting,
alegedly by Rembrandt, called The Man with the Golden Helmet. According to the film,
the art was so popular people would crowd the gallery room, three rows deep, straining to
get just apeek at it. Advertisers used the image to sell products. The masterpiece became
famous world-wide.

But then a group of researchers painstakingly analyzed the painting. They finaly
concluded the work was not by Rembrandt at all, and could not have been.

Suddenly the crowds dwindled. No one cared about the man with the golden
helmet. While the art still hangsin a gallery in Germany, few pay any attentionto it. It's
still the same piece of art. Reproductions of it are still sold around the world.

But now the origina doesn’t draw a crowd.

Why?

© Copyright by Dr. Joe Vitale. 2005. All Rights Reserved. Duplication Forbidden.



Buying Trances: A New Psychology of Marketing
Confidential Special Report by Dr. Joe Vitale — Reproduction Forbidden — Page 3

The Book

Y ears ago afriend of mine who produces a nationally syndicated television show
walked into his boss's office and dropped a book on the desk. He wanted to make a point.
But hedidn’t say aword. He just stood there.

“What’sthis?’ his boss asked.

“A book.”

“1 can seethat,” hisboss replied. “What about it?’

“Do you want to read it?’

“Not without knowing something about it,” his boss replied.

“Yeq, that’ s the point,” my friend said, and he walked out.

What did he mean?

What was his point?

Blotnick'sLie

In one of my latest books, The Attractor Factor, | recount the story of Srully
Blotnick, an author and researcher of many bestselling books. Dr. Blotnick often wrote
about a study done proving that people who follow their dreams make more money than
those who pursue money. It's afascinating report. It’sinspiring. It’'s one of the favorite
sections in my own book.

But the story, I'm told now, isamyth.

Apparently Blotnick never did the research.

According to Susan Faludi, author of Backlash: The Undeclared War Against
American Women, while Blotnick wrote severa respected books, and they were all
published by reputable publishers, and he even wrote a column for Forbes magazine for

ten years, he was later found to be afraud.

Now those who read about his work today but who don’t know the punch line are
inspired to pursue their dreams, just like the people in his study.
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But those who read his work today and know of his later results, don’t feel so
inspired.

Why isthat?

Before | start to unravel this apparent contradiction of mesmerizing stories, let me
share one more with you:

Big Fat Liars

In anew book I'm reading right now, called Big Fat Liars, author Morris Chafetz
recounts the story of abook that awakened everyone to the true story behind gun control
in America. The book wastitled Arming America. It claimed to use probate records to
prove that prior to 1850 fewer than 10 percent of Americans owned guns, and fully half
of those guns didn’t work.

The book was amagjor hit. Scholars praised the book. Columbia University gave
the author the prestigious Bancroft Prize for History. Chicago’s Newberry Library
awarded the author a $30,000 fellowship. The applause continued until one day, someone
guestioned the author’ s research.

According to Big Fat Liars, the author had fabricated his research. When the
author of Arming America was confronted, he said he lost his notes. He couldn’t prove
his claims. When backed into a corner by investigators, he kept changing his story.
Ultimately, his Bancroft Prize was withdrawn. His book died, too.

What happened?
What' s the theme within all of the above stories, anyway?

Before you leap ahead, stop and describe what you think is going on in the above
stories:
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The Ultimate Secr et

Brace yourself. What I’'m about to tell you may be the greatest marketing lesson
of al time.

It tiesinto my often stated belief that “Most of marketing is perception.”
Y es, you need a good product. Y es, you need to fulfill your promises to people.

But what will influence people more than anything else —in their purchasing and
in their satisfaction — is their perception.

Consider the following:

. Rembrandt’ s painting was perceived to be great while it was perceived to be by
Rembrandt. As soon as it was discovered to be afake, interest dropped. It was no
longer perceived as valuable, even though it’s a masterful painting and still hangs
inan art galery.

. My friend could not get his boss to read the book he carried in because
there was no framing for the book. It was simply “abook,” something
unknown, so there was no perception of any real value.

. The gun control book was perceived as a breakthrough as long as people
perceived the research was truthful. As soon as it was revealed to be a
hoax, the book and author lost all respect, and sales dropped.

. Blotnick’s work was respected and popul arized by everyone, including
me, until it was discovered that he may have fabricated his studies. Asa
result, perception of him went from holy to humbug.

Are you beginning to grasp the secret?
Are you beginning to see a pattern here?

Perceptions control how people respond to anything, and their perceptions are largely
controlled by others.

Who controls their perceptions?
Need | answer that?

WEell, maybe | do. So let’s continue:
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When you walk into a grocery store and choose one brand of toothpaste over another,
the pretty packaging isonly part of what activates your decision to buy. The rest was
programmed into your mind over time through advertising and publicity, the strong arms
of marketing, that you rarely paid conscious attention to, causing you to create a
perception. That perception created the urge to buy (or not).

Who's in control here?

Who's pulling the strings to make us buy?

Who' s the wizard behind the curtain, anyway?

Could it be ---- you????

A New Psychology

What I'm suggesting in this brief Special Report isthat people are —let’s be blunt
— machines.

They are not awake. Yes, their eyes are open. Y es, they can think.

But the vast mgjority of their actions are stemming from unconscious motivations.
Even they don’t know why they do what they do. Ask them and they’|l give you areason,
but it’s rarely the accurate one.

Hypnotists know this. Put someone into atrance and plant the suggestion to open
awindow when the phone rings. Tell them to forget that the suggestion was installed but
toact onit.

When the phone rings, they’ll do as you suggested. Ask them why they did it, and
they’ll rationalize their behavior, saying something such as, “1 suddenly felt warm.”

Thereal reason they acted will be hidden from even them!

| don’t mean this to sound negative. | mean it to be redlistic.

The branch of psychology that deals with cognitive behavior states that people act
because of their thinking processes, which of course involves their perceptions. My
argument is that someone other than the person thinking is creating most of those

perceptions. In areal way, marketing is the hypnotist and we are the subjects.

Thisiswhy we need public relations, marketing and advertising. Thesefields are
used to not just influence perception, but to actually createit.
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How you manage to create and control perception would take an entire book,
which I’d be happy to write if you’ d be happy to buy. (See the note at the end of this

report.)

This Specia Report is simply an introduction to the concept of mind control
through intentional marketing. Thisis all about putting people into what | call a“Buying
Trance.” Before | end this, let me be sure you understand what I’ m saying here.

Let’s cut to the chase:

Here sthe bottom-line:

How you frame, position, or explain your product or service will determine
how people perceiveit. How they perceiveit will determine what they do.

Let me repeat that:

How you frame, position, or explain your product or service will determine
how people perceiveit. How they perceiveit will determine what they do.

Y our marketing creates atype of “buying trance’ that they fall into, aslong as
they trust you, and stay in, until something shakes them awake.

Please don’t think thisis obvious. I’ ve been involved in marketing almost thirty
years now. I’ ve taken part in everything from infomercials to radio spots to direct mail
campaigns to Internet breakthroughs. I'm considered the father of Hypnotic Writing and
Hypnotic Marketing, and wrote books on both subjects. I’ ve taught thousands of people
how to get results through their marketing. I’ ve written more books than | careto list.

I’ ve recorded audio programs, taught seminars, held events, and even have my own
Executive Mentoring Program and Hypnotic Gold, my own membership program. I’ve
spent half alifetime learning, teaching and practicing marketing.

Y et I’'m constantly surprised when people overlook such basic and obvious things
as having a business card, or putting their contact information on a sales |etter. Just the
other day someone sent me an 11-page letter. They ended it by asking me to call them.

But they left off their phone number!

So don’'t think any of thisis obvious.

Instead, look for ways to use these insights today, to build your own empire.

After dl, aren’t you awake while everyone else is asleep?
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Positive Expectancy

Let me give you one final example:

I’m about to turn in my next book, titled Life's Missing Instruction Manual: The
Guidebook You Should Have Been Given at Birth, to my publisher.

Publishers are typically conservative and short sighted. They can’t guess what the
public will want and are fearful about taking risks. Rather than turning in a cold
manuscript --- much like my friend and the book he dropped on his boss's desk --- |
decided to turn in a manuscript with a dozen endorsementsin front of it. So | wroteto
some people, asked them to look at the manuscript, and collected their testimonials.

Why?

Obvioudly, those early positive reviews will put the editors into atype of positive
expectancy; atrance where they are more likely to look at the pile of pages | hand them
as maybe being actually good. Y es, the book is good. But | want the perception that the
book is good to be there first. Following that, the book may even be considered great.

| did the something similar with this very work you’ re reading.

Can you guess what it was?

Write your answer here:

What did | do to influence your perception about this Special Report?

Look back to the opening page and you' || see a note from me.

That paragraph is designed to “set the stage” for your perception. It’s there to lead
your mind in the direction | want it to go: to begin thinking of this Report as being a
breakthrough in powerful marketing.

Do you see how this works?

What I’ ve shared with you here may be the greatest marketing secret of all time. It
goes beyond current expectations of sales and right into the psychology of myth-making.
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Unless you create a story, aframing, a positioning, you will not gain entrance, let
alone alasting place in the mind of your consumer.

| shouldn’t have to add that your positioning must be honest. If you fabricate
stories or data to get attention, sooner or later someone will blow the whistle on you.
When they do, you'll feel the sting. And it may last along, long time.

Instead, come from your heart, appeal to the emotions, and always stay true.

And now let me challenge you with something important....

Your Challenge

Here's something else to chew on and to keep you up tonight wondering about:
I’ ve used this Special Report to establish at least one perception within you.

Whether you agree with that bold assertion or not, assume | know what I’'m doing
and that | installed a perception in you through these very words.

What isit?
Or isthere more than one?

Write your answer here, or on a sheet of paper someplace near you:

Giveup?
Let me give you aclue:

Think back to what you read here today and consider what you now want to know
more about.

Write down your thoughts, ideas, and insights:
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Now here' s the million dollar question:

Did what | wrote in this piece create that interest?

In other words, did this Special Report create that perception in you?
Maybe consider the question this way:

Did you have that interest before reading this Special Report?

I’ll let you wonder about the answer to that....but note what you do over the next
hour or so after reading this Report.

Finally, my purpose here has been to introduce you to one of the most powerful
and maybe even darkest marketing secrets of all time. | trust you will useit to brighten
the world. After all, people are waiting to be led. (They’ re machines, remember). Lead
them to greatness, and yourself to riches.

Carry the torch to victory.

" Bene agendo nuguam defessus.”

(Never weary of doing good.)
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Resour ces

What’s next? Where do you go if you want to learn how to use hypnotic language
or hypnotic marketing to create perceptions? Y ou have five choices:

1.

2.

wingit.

Sign up for my complimentary newsletter at www.MrFire.com. I'll send you
my ezine, and other materias, to help educate and inspire you.

Join my new membership program at www.HypnoticGold.com. Every month
you'll receive an audio interview and a guide to take you to the next level in
understanding and using the deeper levels of marketing wisdom.

Invest in my course on marketing at www.HypnoticM arketingStrategy.com
This may be the definitive program on how to create hypnotic copy, off line
and on, and how to use my proven marketing methods for real world results.

Enroll in my Executive Mentoring Program. Thisis for serious minded
people only. You'll need to complete an application to even be considered:
Get details at http://www.]oe-vital e-executive-mentoring.com/info.html

Which appeals to you the most?

The choiceisyours.

Thetimeto act is now.

Go for it!

Note: If you would like to see this Special Report
developed into a full length book, please send an email to
BOOK @mrfire.com with the subject line “Write it, Joe!”
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BONUS

Buying Trances:
The Real Secret to Hypnotic Selling

by Dr. Joe Vitale
www.mr fire.com

| couldn®snap Billy out of his trance.

It happened over thirty years ago. | was ateenager fascinated by the powers of the
mind. | read about spirituality, psychic phenomena, UFO®, past lives, present problems,
the magic of believing, and yes, even hypnosis.

And that helps explain why | had my best friend, Billy, in a deep trance in the
basement of my parent®home in Ohio. | had regressed him from the age of 16 back to
the age of four or five. | had no business doing it. But | was curious and Billy was game.
It was a remarkable morning until something truly terrifying happened.

| snapped my fingers---the prearranged command to wake Billy up---but he
stayed in the chair, smiling, eyes closed, and laughing loud and hard.

"How old are you?' | asked, wanting to check his age level.

"Seventy-two, how old are you?!" he replied, laughing like awild, untamed, truly
obnoxious child.

Y ou can®imagine my fear.

"When | slap my hands together, you will awaken,” | commanded.

Billy laughed long and loud.

| slapped my hands together.

Billy laughed louder and longer.

|@n panicking now. 1@n barely sixteen years old. | have my best friend in atrance,

regressed to a young age, and | can®bring him out of it. | could see my parent®rage. |
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could see Billy®parent®rage. | could see myself locked up, still ateenager, al because |
practiced hypnosis like other kids played baseball or monopoly.

| waited. | held my breath. | snapped my fingers. | slapped my hands. | perspired.
Billy wasn®coming out of his trance. He was locked into another time period. And | was
responsible.

Some kids borrow the neighbor®car and wreck it. | borrowed my best friend®
mind and put it in park.

What was | going to do?

| don®recall how much time went by before | decided to call for help. | remember
going to the phone book and desperately searching for a hypnotist to call for help. | found
onein Cleveland, Ohio, a hundred miles from my home. | called him, got him on the
phone, and acted as cool as| could.

"Doctor, my nameis Joe, and, well, I@e been learning about hypnosis. | was just
wondering, what would happen if you put someone in atrance and they, well, er, ah, you
know, never came out of it?"

There was silence on the line.

Then | remember the voice bellowing at me.

"Are you practicing hypnosis there?!"

"Oh, no," | lied. "I wasjust curious what would happen if, you know, you put
your best friend under, regressed him, and he wouldn®come out of it. Is that a bad
thing?"

"Is your best friend there now?"

The hypnotist was on to me.

"Well...yes."

"Will he come to the phone?"

"Hewon®do ANYTHING | ask," | said. My voice was cracking now. | was
scared and it showed.

"Don®worry about it," the hypnotist advised me. "He® either naturally awaken
shortly, or he® fall asleep and then wake up."

"But he thinks he®five yearsold,” | added.
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"YOU KIDSHAVE TO STOP PLAYING AROUND!" he roared.
"But | want to be a hypnotist someday,” | explained.

"GET TRAINING FIRST!" he blurted.

"Okay, okay, | will," | said. "But what do | do about Billy?"

"Put him on the phone.”

| went to Billy, somehow got him to get on the phone, and the hypnotist said
something which helped Billy awaken. To this day | don®know what he said. And since |
haven®seen Billy in nearly twenty years, | have no idea how old Billy redlly thinks heis.
| understand he®now a State Trooper in Ohio, so | imagine he®stable and well. Still, 1@n
staying in Texas.

| learned something profound that day in my parent®basement when my life
stopped for an afternoon.

| learned that trances are powerful. They are real. And we are all in them.

That®right. You@ein atrance. Yes, right now. So am I. We may not think weee
five years old, but we think we are writers, or marketers, or salespeople, or some other
"trance." Aslong aswe believe the trance we are in, we will play it out perfectly. When
we wake up, we® just be in another trance. Even the "I@ now awake" trance is just
another trance.

Stay with me here. Whether you disagree or not, there®a valuable lesson here---
one that can help you increase your sales and your profits.

In short, your prospects are all in trances. If you merge with their trance, you can
then lead them out of it and into the "buying trance" you want them to bein.
|® repeat that:

"Y our prospects are al in trances. If you merge with their trance, you can then
lead them out of it and into the "buying trance" you want them to bein."

Let me explain with an example:
Say you want to sell a new software program on how to incorporate your
business. How would you do it? The average person might send out a sales letter that

says "New program makes incorporating a snap.” That approach would get some sales,
especially from people already wanting to incorporate.
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But amore hypnotic approach would be to run a headline such as this: "Tired of
paying too much in taxes? Read this surprising way out of the maze!" This new approach
would merge with the existing trance in a business person.

In other words, they are in the "taxes suck™ trance" and the "small businesses get
screwed" trance. Agree with them. Merge with them. Accept that trance as your door.
Then lead into what you want to sell by tying it back to their trance.

Let®break down this process into 3 steps.
1. What do your prospect sbelieveright now? (Current trance.)
2. Agree with their beliefsto mergewith them. (Rapport.)
3. Lead their beliefsinto your offer. (New trance.)

That®it. That®the real secret to "hypnotic selling.”

What? Oh. Y ou want another example? Here goes:

Say you want to sell apair of pants. How would you use our "Hypnotic Selling"
3-step process to move them?

1. What do your prospect® believe right now about pants? A little research would
help. Let®say they believe all pants are the same. They arein the "all pants are alike"
trance. That®their current trance, or mind set. Y ou would not be very wise to argue with
it. Instead, accept it and go to step two.

2. Agree with them. In person, on the phone, or in your headlines, say something
that let®your prospects know you are in the same trance. Use statements such as "
thought all pants were alike, too" or "No pants are different--so why even look at this
pair?* This creates rapport. You can®sell anyone without creating rapport. So, step two is
away to meet people where they are. Consciously join their unconscious trance. Then go
to the next step.

3. Now lead theminto your offer. Y ou might say something like, "Why are people
saying these pants are different? Here®why." This is taking them into a new trance---a
trance that says " Some pants are different”---a buying trance. Because you acknowledged
the trance they were in, and merged with them, you are now in a position---avery
powerful position---to sell them.

There are numerous ways to find people®trances, merge with them, and then lead
them into a"buy from you" trance. | won®be able to go into all of them in this short
article. 1@n just giving you the tip of the iceberg here. But before | end, let®look at
possible existing trances your prospects may be in when you call, or send them asales
piece. They include:

© Copyright by Dr. Joe Vitale. 2005. All Rights Reserved. Duplication Forbidden.



Buying Trances: A New Psychology of Marketing
Confidential Special Report by Dr. Joe Vitale — Reproduction For bidden — Page 16

"I@n worried about money" trance "I@n lonely” trance "1@n afraid of people”
trance "1@n sick and tried of my job" trance "1@n fed up with my kids" trance "The world
sucks' trance "1@n hungry" trance "l need to lose weight" trance.

And so it goes. Y ou® notice that each of these trances are self-serving. That®the
nature of people. They are interested in their well-being first. They are pre-occupied with
their own needs, desires, pains and more.

Any inward stateis atrance. Naturally, everyone isin one trance or another when
you call them or write them. Y our job isto note it, merge with it, and lead them out of it.

Here®one final example to make this process clearer for you:
Let®say you want to sell amusic recording. We® makeit aclassical CD.

Step 1. What trance are people already in? Y ou can imagine they come
home from work, find your sales letter in their mail, and are NOT in the mood for
it. Your headline might say, "Just got home from work?'

Step 2: Create rapport by acknowledging their trance. Y ou might write,
"Since you just got home from work, are probably tired and ready to toss this mail
in the trash, wait one second before you do it."

Step 3: Now introduce your new trance. Maybe write: "Imagine putting a
CD on that fills your mind with soothing, relaxing, healing music...the kind of
heavenly sound that helps you drift far, far away from your day..."

To end this article, let me remind you of what Billy taught me when | was akid:
Everyoneisin atrance and everyone can be brought out of it. Theideais not to
ignore this quirk of human nature, but to use it for the well being of all you touch---

including your own profit.

Just don’t age regress any of your prospects!
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