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Why This is Important 
Since	the	early	2000’s,	when	I	first	wrote	the	
course,	How	to	Write,	Publish,	and	Sell,	a	Money-
making	eBook	I’ve	been	helping	people	create	
books	to	engage	potential	customers.	In	2013	we	
started	90-Minute	Books	to	help	even	more	
people,	and	have	created	over	500	titles,	
collecting	leads	and	engaging	readers.	
During	this	time,	the	one	thing	that	still	surprises	
us	is	how	stuck	people	get	with	the	most	
important,	and	often	the	easiest	part	of	the	
process	to	fix	their	book	title.	
Whether	it	is	picking	an	ineffective	title,	not	
understanding	who	your	audience	is	or	just	
getting	stuck	in	‘analysis	paralysis’,	your	title	can	
either	grind	you	to	a	halt,	or	get	you	excited	to	
have	your	book	out	there	in	the	hands	of	
potential	customers.	
Too	often	it	delays	people	from	moving	forward	
on	their	plans	to	write	a	book,	even	causing	them	
to	debate	whether	they	could	use	a	book	at	all.	
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Based	on	our	experience,	this	field	report	will	
help	you	figure	out	the	best	book	title	to	attract	
the	exact	person	you	want	to	work	with.	Your	
ideal	client.	
When	you	get	excited	about	the	title	of	your	book	
and	imagine	how	it	can	make	a	difference	in	your	
ability	to	attract	the	ideal	people	you	want	to	
work	with	it	gets	you	very	excited.	It	gets	me	
very	excited	because	I	know	the	power	of	using	a	
book	as	a	lead	generator.	There	is	no	better	tool.	
I’ve	used	so	many	ways	to	attract	names	and	
emails	over	the	years	(and	remember,	that’s	
really	the	bottom	line	in	writing	a	book).	I’m	a	
very	results-oriented	marketer.	I	focus	on	the	
outcome	rather	than	being	married	to	any	
particular	method.	I’ve	spent	my	entire	
marketing	life	figuring	out	how	to	get	the	best	
result	for	any	business,	and	the	result	are	getting	
you	in	conversation	with	someone	who	could	be	
your	ideal	client.	
The	more	people	that	you	engage	with,	the	more	
opportunity	you’re	going	to	have	to	help	people,	
and	the	more	opportunity	you	have	to	grow	your	
business.	
I’ve	never	seen	anything	get	as	high	opt-in	rates	
as	a	book.	
A	book	has	so	much	going	for	it	because	it’s	
already	pre-stacked	in	our	minds	as	having	
authority.	It’s	valuable,	easy	to	get	and	easy	to	
consume.	Our	whole	lives	we’ve	been	told	that	a	
book	is	something	special,	something	to	‘go	to’	
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for	answers,	something	to	cite	in	school	reports	
and	turn	to	for	help	as	adults.	
The	more	you	can	borrow	from	that	
preconceived	authority,	the	more	you’re	
automatically	tapping	into	something	that	
compels	people	to	take	action.	
This	has	been	going	on	since	before	the	printing	
press	was	invented	and	it’s	not	something	that’s	
going	away.	
Books	are	still	viewed	as	a	powerful	authority,	
and	the	people	who	have	written	these	books	are	
viewed	as	powerful	authority	figures.	
That’s	why	it’s	important	to	have	a	book,	but	as	
someone	looking	behind	the	curtain	now,	
someone	looking	to	become	a	member	of	‘the	
club’,	it’s	important	to	understand	that	not	all	
books	are	created	for	the	same	reason.	
To	stop	yourself	from	falling	into	the	‘it’s	too	
difficult,	time	consuming	or	expensive’	camp,	it’s	
important	to	keep	in	mind	when	you’re	writing	a	
book	to	generate	more	business	that	the	book	is	
not	the	product	and	it’s	not	for	you.		
It’s	to	start	a	conversation.	You	want	to	think	
about	your	book	and	begin	with	the	end	in	mind.	
This	book	is	to	help	rather	than	entertain	your	
ideal	prospects,	so	what	would	they	want	to	see?	
If	you	have	that	healthy	mindset,	that	you’re	
writing	the	book	not	to	demonstrate	your	
knowledge,	but	to	tap	into	their	desire	for	
information	or	transformation,	and	to	present	it	
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in	a	way	that	makes	them	say,	“I	want	that.”	
That’s	really	where	the	opportunity	is.	
The	purpose	of	your	book	title	is	to	trigger	that,	
“I	want	that,”	thought	in	their	mind.	
I’m	excited	to	share	the	formulas	we	can	use,	the	
5	categories	of	book	titles	that	get	the	best	
results	for	you.	
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Begin With the End in Mind 
Let’s	think	about	beginning	with	the	end	in	mind.	
At	its	most	basic,	we	want	to	tap	into	the	vision	
your	client	has	in	their	mind	and	the	
conversation	they	are	already	having.		
What	would	be	the	most	valuable	thing	for	them	
to	know	at	this	point,	and	what’s	the	job	we’re	
hiring	the	book	to	do	in	our	business.	Why	are	
we	even	thinking	about	writing	a	book?	What	
purpose	is	it	going	to	serve	in	our	marketing?	
If	your	answer	is	to	help	you	get	more	business,	
then	we’re	talking	about	using	your	book	as	a	
lead	generating	tool,	as	a	lead	getting	magnet.	
Something	that’s	going	to	attract	your	ideal	
potential	customers.	
The	good	news	is,	that’s	by	far	the	best	way	to	
use	a	book	in	any	business.	

Whenever	you	make	the	switch	from	being	
someone	who	knows	a	lot	of	information,	to	
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someone	who’s	written	a	book,	then	people	will	
add,	‘author	of	whatever	the	name	of	your	book	
is’	to	their	mental	rolodex	next	to	your	name.	

You	see	it	time	and	again	in	the	media.	People	
like	the	reflected	authority	of	knowing	or	
interviewing	an	author	and	it	makes	it	easy	and	
attractive	for	them	to	seek	you	out	as	an	
authority	to	speak	at	their	conferences,	guest	on	
their	podcast	or	radio	show,	to	post	on	their	
blog,	and	generally	spread	the	message	you	
begin	to	establish	with	the	title	of	your	book.	

If	you	begin	with	the	end	in	mind	and	know	
which	group	of	people	are	your	best	potential	
customers,	you	can	create	a	title	that	engages	
that	group,	amplified	through	other	people’s	
channels.	Your	audience	of	relevant	people	
grows,	because	you’ve	given	them	a	way	to	
anchor	your	name	to	a	solution	they	are	
interested	in.	

When	you	have	an	effective	book	title,	you	own	
that	little	category	in	someone’s	mind.	You	
become	the	person	who	can	help	them	do	that	
thing.	That	mindshare	becomes	really	valuable	
when	you	start	looking	for	opportunities	to	ask	
people	to	take	an	action	(to	do	business	with	
you).	

Remember,	the	job	of	work	we’re	hiring	the	book	
to	do,	if	you	could	just	wave	a	magic	wand	and	
have	the	best	outcome,	the	whole	point	of	the	
book	is	to	get	you	in	conversation	with	someone	
who	matches	your	ideal	customer.	
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There	are	always	vanity	reasons	to	write	a	book,	
but	if	you’re	focused	on	results,	I	can’t	overstate	
this	enough.	Your	book	is	really	as	a	tool	to	get	
you	in	a	conversation	and	make	otherwise	
invisible	prospects,	visible.	
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Minimum Effective Dose 
One	of	the	secrets	I’ve	always	been	attracted	to	
about	writing	a	book	is	the	idea	of	the	minimum	
effective	dose	or	the	minimum	viable	product.	
You	often	hear	those	words	in	Lean	Startup	
circles.	How	can	we	get	the	maximum	effect	with	
the	minimum	effort?	Where	does	this	cross	the	
line	of	diminishing	returns	and	our	effort	is	
wasted?	How	can	we	get	something	out	there	
and	then	update	or	pivot,	if	necessary,	based	on	
real	feedback?	

The	secret	I	noticed	is	an	observation	of	the	way	
books	fit	into	the	landscape	of	our	society	and	
our	business.	Unfortunately,	people	almost	
always	over	commit	time	and	money	in	creating	
a	book	for	the	results	they	get	because	everyone	
concentrates	too	much	on	the	words	when	in	
reality…	very	few	books	get	read!	

This	is	especially	true	when	you’re	thinking	
about	using	a	book	as	a	lead	generation	tool.	
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Once	we’ve	agreed	your	book	is	a	catalyst,	a	way	
to	get	people	to	raise	their	hand,	request	a	copy	
and	become	visible	to	us,	then	the	job	of	work	is	
80%	achieved	by	the	title	alone.	This	is	the	thing	
that	gets	someone	to	say	‘I	want	that’.	

The	trap	people	fall	into	and	the	reason	people	
spend	months	and	months	writing	and	editing	is	
because	they’re	relying	on	the	book	to	do	the	
rest	of	the	job	for	them.	They	expect	the	book	to	
convert	that	prospect	into	a	customer.	

The	purpose	of	your	book	is	not	to	do	everything	
for	you,	magically	transforming	readers	into	
clients.	It’s	only	a	token	to	start	the	conversation.	

The	worst	thing	you	can	do,	and	the	thing	I	most	
often	see	people	do	when	they’re	beginning	to	
follow-up	with	people,	is	use	the	book	as	the	
reason	for	following	up.	Rather	than	advancing	
the	conversation	and	asking	someone	the	next	
relevant	question;	“what	business	are	you	in?”,	
“are	you	eligible	for	social	security	this	year?”,	
“Do	you	have	any	scholarship	offers	yet?”,	they	
instead	ask	“Did	you	get	the	book?”	or	“Did	you	
get	a	chance	to	read	it?”	
Who	cares	whether	they’ve	got	a	chance	to	read	
it?	The	unfortunate	reality	is	they	probably	
haven’t	and	that	no	ends	the	conversation.	

Thanks	to	the	data	from	eBook	readers,	there	are	
lots	of	studies	that	show	only	around	55%	of	all	
the	books	bought	ever	get	opened.	
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Even	when	most	are	fiction,	where	the	job	of	the	
book	is	to	entertain	you!	
I’m	going	to	let	that	sink	in.	Almost	half	of	the	
people	who	buy	a	book,	don’t	even	open	it.	I’m	
guilty	of	that	sometimes.	I’m	sure	you	are	too.	
The	reality	is	that	less	than	20%	of	people	read	
an	entire	book	and	most	people	don’t	even	get	
past	the	first	few	chapters.	

The	secret,	the	thing	that	will	amplify	your	
results	and	the	way	I’ve	shaped	everything	I	do	
around	books,	is	to	understand	how	this	impacts	
the	minimum	effective	dose?	What	are	the	things	
you	actually	need	if	you’re	going	to	use	a	book	as	
a	lead	generating	tool?	

You	have	to	have	a	book,	then	you	have	to	have	a	
title	that	upon	reading	it,	the	person	you	want	to	
be	in	a	conversation	with,	your	ideal	prospect	
says,	“I	want	that.”	Then	you	have	to	have	a	way	
for	them	to	get.	

Those	are	the	three	absolutely	mission-critical	
things	your	need	in	order	to	use	a	book	to	
generate	new	business	and	your	title	is	where	it	
all	starts	because	that’s	going	to	telegraph	to	
people	your	book	is	what	they	want.	It’s	the	way	
you	get	their	attention	and	create	a	compelling	
desire	to	own	your	book.	It’s	the	catalyst	to	spark	
the	action	they	need	to	take	to	get	it.	

So,	as	well	as	those	mission	critical	elements,	it’s	
important	to	accept	the	things	that	don’t	affect	
our	outcome.	The	things	that	aren’t	‘going	to	
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make	the	boat	go	faster’	and	by	that	I	mean	they	
don’t	get	us	to	our	destination	(identifying	a	
potential	customer)	any	quicker	

When	you’re	using	a	book	as	a	marketing	tool,	
one	of	the	biggest	things	that	has	no	effect	on	the	
actual	outcome	(someone	asking	for	your	book)	
is	the	number	of	pages	of	your	book.	Nobody	
knows	or	cares	when	they’ve	made	the	decision	
they	want	your	book,	whether	it’s	40	pages	or	
140	pages.	It	makes	no	difference.	As	long	as	you	
deliver	the	answer	promised	in	the	title,	the	
book	has	done	its	job.	If	you	can	tell	me	the	
solution	in	1,000	words,	why	make	me	read	
10,000.	Remember,	in	this	scenario	the	book	is	
not	the	product.	You’re	not	writing	entertaining	
fiction,	you’re	starting	a	conversation	by	helping.	

Just	like	they	don’t	care	about	the	number	of	
pages,	the	number	of	hours	you	slaved	over	
writing	or	planning	or	thinking	about	it,	or	
avoiding	it	don't	count	either.	The	clever	way	
that	you	termed	the	phrase	in	the	second	
paragraph	of	the	third	chapter,	the	hundreds	of	
hours	editing,	whether	or	not	you	articulated	
every	counter	point…	None	of	that	makes	the	
boat	go	faster	when	the	goal	is	getting	your	book	
in	front	of	people.	

The	minimum	effective	dose	is	content	that	
usefully	answers	the	promise	of	the	title	and	
most	importantly,	gives	them	an	option	to	
advance	the	conversation	whenever	they’re	
ready.	
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So,	now	we	have	the	background	to	your	results	
focused	book,	let’s	talk	about	some	of	the	title	
formulas	that	are	the	most	effective.	

Here	are	the	five	different	title	categories.		
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The 5 Most Effective Types of 
Book Titles 
Name	It	and	Claim	It	
I	call	the	first	category,	name	it	and	claim	it.	

This	is	essentially	where	we	want	someone	to	
read	the	title	and	say,	“I	want	that”	and	one	of	
the	best	examples	is	a	book	by	Dave	Ramsey	
called	Financial	Peace.	
Just	think	about	those	two	words,	they	carry	so	
much	emotional	value.	If	somebody’s	in	financial	
turmoil,	stressed	out,	they’re	struggling,	they	
don’t	know	what	they’re	going	to	do,	and	they	
see	a	book	called	Financial	Peace.	Just	saying	
those	words,	holding	the	book	in	their	hand,	
probably	lowers	their	blood	pressure.	It’s	the	
potential	of	a	life	raft,	finding	something	to	help	
them	is	enough	for	them	to	say	‘I	want	that’.	
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I	think	Tim	Ferriss	did	a	great	job	with	The	4-
Hour	Workweek.	It’s	another	great	example	of	
name	it	and	claim	it.	Getting	people	who	
resonate	with	the	idea	of	a	4-Hour	Workweek	to	
say	‘That	sounds	great,	I	want	that’.	

There’s	a	funny	advertising	saying	I	saw	in	the	
UK;	“It	does	exactly	what	it	says	on	the	tin.”	
That’s	what	these	kinds	of	books	are.	You	know	
exactly	what	you’re	getting	when	you’re	asking	
for	it.	

We	recently	finished	a	book	with	a	90-Minute	
Book	client	called,	More	Clients	Now	and	
another	called	the	2	Week	Divorce.	They	do	
exactly	what	it	says	on	the	tin.	In	fact,	our	book	
called	The	90-Minute	Book	would	fit	in	that	
category	too.	They	both	present	something	an	
ideal	customer	would	want.	
When	you	think	about	the	outcome	YOUR	
specific	clients	want,	how	would	they	describe	
their	dream	come	true	outcome?	What	words	are	
they	using	to	describe	the	solution	they’re	
looking	for?	

We	created	another	90-Minute	Book	called	The	
Adult	Acne	Cure.	It’s	a	book	geared	towards	
people	who	are	the	ideal	prospect	for	a	device	
that	costs	$900	that	is	difficult	to	explain	in	a	
book.	

But	remember	our	goal.	It’s	to	start	a	
conversation	with	a	potential	client,	not	convert	
them.	It’s	not	about	the	amazing	device	that	can	
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help	stop	your	acne.	It’s	not	about	making	your	
mechanism	or	process	the	star	of	the	book.	It’s	
about	resonating	with	people	interested	in	the	
cure,	highlighting	the	results,	identifying	what	it	
is	your	client	is	actually	going	to	want,	and	
starting	a	conversation	with	those	people.	

The	Adult	Acne	Cure	is	a	book	that’s	interesting	to	
people	who	have	adult	acne	or	know	someone	
who	has	adult	acne.	The	book,	Financial	Peace,	is	
going	to	be	attractive	to	someone	who’s	in	
financial	turmoil	or	wants	financial	peace.	They	
are	categories,	situations,	problems	that	you	can	
name	and	claim.		

Just	Do	It.	
This	category	uses	your	book	title	as	a	
declaration	where	you’re	saying	just	take	this	
action.	One	of	the	best	examples	you’ll	probably	
recognize	is	Think	and	Grow	Rich.	Rather	than	
naming	and	claiming	the	problem,	this	is	much	
more	focused	on	actions	leading	to	the	outcomes.	

Almost	20	years	ago	I	worked	with	a	leading	
marriage	counselor	to	create	a	book	called	Stop	
Your	Divorce.	We’ve	sold	more	than	$5	million	
worth	of	books	over	that	time	because	it	taps	
into	exactly	what	that	audience	wants.	To	Stop	
Your	Divorce.	

I	helped	Eben	Pagan	when	he	was	first	getting	
started.	It	was	not	long	after	Stop	Your	Divorce	
launched	and	I	was	telling	him	all	about	this	idea	
of	writing	eBooks	and	selling	them	online.	He	
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created	a	book	called	Double	Your	Dating	and	
went	on	to	create	another	follow-up	book	for	
women	called	Catch	Him	and	Keep	Him.	Both	
great	declarations	of	the	outcome.	
Back	around	2000-01	I	created	a	whole	course	
called	How	to	Write,	Publish,	and	Sell,	a	Money-
making	eBook.	Marie	Forleo	was	in	the	very	first	
class	and	wrote	the	book	Make	Every	Man	Want	
You.	We’ve	got	lots	of	90-Minute	Books	that	fall	
into	this	category	too.	Lisa	Sasevich’s,	Boost	
Your	Sales	or	Ed	Dale’s,	Make	Your	First	Dollar.	
Titles	like	Hypnotize	Your	Husband,	Drop	
Three	Dress	Sizes,	Double	Your	Income.	Those	
are	all	declarations	where	you	can	imagine	
someone	getting	your	book	and	declaring	that’s	
what	I’m	going	to	do.	

I’m	going	to	stop	my	divorce,	and	this	book	is	
just	the	ticket	to	help	me	do	it.	I’m	going	to	think	
and	grow	rich,	and	this	book	is	going	to	help	me	
do	it.	I’m	going	to	double	my	dating.	I’m	going	to	
boost	my	sales.	I’m	going	to	drop	3	dress	sizes…	

You	have	to	begin	with	the	end	in	mind.	Who’s	
the	person	that	you	want	to	be	in	conversation	
with	and	what	outcome	do	they	want?	

If	you	have	a	$900	device	that	helps	people	cure	
acne,	then	you	want	to	be	in	conversation	with	
people	who	have	adult	acne.	What	do	they	want?	
They	want	their	adult	acne	cured;	they	don't	care	
(yet)	about	the	device.	Let’s	get	those	people	to	
raise	their	hand	so	we	can	start	the	conversation	
about	that.	
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How	To…	
It’s	very	hard	to	go	wrong	with	a	how-to	book	
but	there	is	still	a	success	formula.	Often,	people	
get	caught	up	in	the	detail	of	the	solution	and	
forget	the	customer	perspective.	This	is	most	
obvious	when	how	to’s	end	on	the	feature	not	
the	benefit.	

Think	about	how	some	of	the	best	titles	you’ve	
heard	of	(and	some	you	haven’t)	do	this,	How	to	
Win	Friends	and	Influence	People	is	probably	
one	of	the	most	popular	how-to	books	ever	
written.	It	ends	with	an	amplifying	benefit.	

We	used	this	title	category	for	a	book	I	wrote	
with	my	barefoot	water	skiing	friend,	Lane	
Bowers.	called	How	to	be	the	Best	Barefooter	
on	Your	Lake.	See	how	it	ends	by	amplifying	‘…	
on	YOUR	lake’.	You’ve	probably	seen	Frank	Kern	
has	become	a	fan	of	the	90-Minute	Books	style	of	
short,	specific	books	with	his	book,	How	to	Get	
High-Paying	Consulting	Clients	Even	if	
Nobody’s	Ever	Heard	of	You.	That	amplifies	the	
benefit	that	this	will	work	even	if	nobody	knows	
you.	And	there	are	others	like;	How	to	Sell	Your	
House	for	Top	Dollar,	Fast	and	How	to	Get	All	
the	Listings	You	Want	in	Any	Area	You	Want	
Without	Making	a	Single	Cold	Call.	Can	you	see	
the	amplifying	benefit	there?	
The	great	thing	about	using	a	how-to	title	is	you	
can	be	laser	specific	on	the	outcome	your	ideal	
client	would	want	to	achieve,	the	logical	solution,	
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and	the	amplifying	benefit	connects	with	their	
emotional	desires.	
By	being	the	author	of	the	book	delivering	the	
benefit,	you’re	positioning	yourself	as	the	
authority,	as	the	person	who	can	help	them	the	
results.	

Information	Goldmines		
When	people	start	something	new	(either	by	
choice	or	necessity),	they	seek	out	and	are	in	
many	cases,	desperate	for	information.	This	is	
especially	true	if	you’re	in	a	business	that	has	a	
long	research	or	gestation	period.	The	type	of	
thing	where	people	gather	a	lot	of	information	or	
their	decision	to	buy	is	more	complicated.	

Let	me	give	you	a	couple	of	examples	here.	

Information	goldmines	are	really	about	data,	
market	data	and	explaining	the	factual	parts	of	a	
process	for	people.	One	of	the	examples	we’re	
using	right	now	is	the	2018	Social	Security	
Benefits	Guide.	That	the	information	‘cookie’	
we’re	offering	to	people	as	a	way	to	start	the	
conversation.	

We’re	sending	out	postcards	to	our	ideal	
potential	customer	with	a	simple	statement:	If	
you	plan	on	collecting	Social	Security	after	
February	2018,	read	this.	We	rotate	the	month	to	
keep	it	current	and	mention	all	the	things	
someone	needs	to	know	about	Social	Security	
issues	that	may	affect	them.	
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We	then	make	the	offer;	you	can	get	all	the	
information	you	need	in	the	free	2018	Social	
Security	Benefits	Guide.	

We	didn’t	write	about	buying	health	insurance.	
We	wanted	to	start	the	conversation	with	the	
most	valuable	information	our	ideal	customers	
would	want	to	know.	
Let’s	look	at	another	example.	I	have	a	client	in	
Canada	who	helps	hockey	players	with	branding	
and	social	media	to	give	them	the	best	possible	
presence	when	schools	and	teams	look	to	select	
students/players.	That’s	something	that’s	sort	of	
a	difficult	to	explain	to	people	because	it’s	pretty	
broad	and	many	people	don't	even	realize	it’s	
important.	It’s	something	that	only	certain	
people	are	going	to	be	interested	in.	

I	don’t	know	if	you	know	this	about	Canadians,	
but	they	take	their	hockey	pretty	seriously!	If	
you	want	to	be	an	NHL	hockey	player,	probably	
the	best	thing	that	can	happen	to	you	is	to	be	
born	in	Ontario	because	that’s	where	they	all	
come	from	and	have	parents	willing	to	spend	
thousands	and	thousands	of	dollars	for	their	kids	
to	play	elite	level	hockey.	

They	look	at	the	NHL	as	a	viable	career	path	
because	they’re	in	the	right	system;	they’re	on	
the	right	track	that	could	lead	to	the	NHL.	
Parents	accept	the	expense	in	the	hope	that	at	
the	very	least,	they	may	get	a	hockey	scholarship	
so	they	don’t	have	to	pay	to	go	to	college.	That	is	
always	in	the	back	of	their	minds.	
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So…	rather	than	run	ads	offering	the	branding	
and	social	media	services,	we	ran	an	ad,	flyers	
and	posters	offering	the	2018	US	Hockey	
Scholarship	Guide.		
Regardless	of	the	type	of	book,	we	want	to	
present	the	thing	that	is	the	ultimate	outcome	for	
the	group	of	people	you’re	trying	to	attract.	We	
know	as	the	insiders	that	branding	and	social	
media	presence	is	important,	but	parents	are	
thinking	about	scholarships.	

If	it	resonates	and	they’re	attracted	to	the	book,	
we’ve	identified	an	ideal	prospect	for	the	
branding	services.	As	soon	as	they	get	the	guide,	
a	logical	next	step	is	thinking,	“How	can	I	make	
my	child	stand	out	among	all	the	other	kids	
competing	for	these	hockey	scholarships?”	
Because	you’ve	started	the	conversation,	you’ve	
created	an	opportunity	to	help	them	get	what	
they	really	want.	You’ve	identified	an	invisible	
prospect	and	turned	them	into	a	visible	prospect.	
This	may	not	happen	overnight,	but	by	engaging	
in	a	relevant	conversation,	you	can	introduce	the	
importance	of	branding	and	social	media	
packages,	rather	than	trying	to	start	the	
conversation	trying	to	explain	why	your	service	
is	important.	

Gathering	the	scholarship	information	for	them	
provides	something	of	value	that’s	easy	to	
request,	is	non-threatening	(or	salesy)	and	starts	
the	conversation	by	giving	rather	than	asking.	
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Last	example.	

We	do	a	lot	of	work	with	realtors	and	one	of	the	
most	successful	ways	to	identify	people	thinking	
about	selling	their	home,	is	to	provide	
information	about	what	their	house	is	worth.	

Think	about	it.	If	you’re	thinking	about	moving,	
one	of	the	first	questions	you	ask	is	“How	much	
is	my	house	worth”.	Even	before	you	look	at	
what	you	can	buy,	or	who	you	should	list	with,	
helping	people	understanding	the	value	of	their	
home	is	the	best	way	to	join	the	conversation	
they	are	already	having.	
Creating	an	information	goldmine	book	like	the	
2018	Winter	Haven	Lakefront	Home	Price	
Guide	ticks	all	the	right	boxes	we’ve	discussed	
here.	

If	your	business	is	helping	people	who	start	the	
process	by	gathering	information,	providing	it	
for	them	is	a	wonderful	way	to	start	a	
conversation.	

Question	Magnets.	
Question	magnets	are	similar	to	information	
goldmines,	but	it’s	acknowledging	the	questions	
and	conversations	people	have,	rather	than	
providing	pure	information.	

One	of	the	greatest	titles	in	this	category	is	What	
to	Expect	When	You’re	Expecting.	That’s	a	book	
you’ve	probably	heard	of	that	answers	questions	
every	newly	expecting	parent	has.	
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We’ve	used	the	same	approach	with	titles	like	
How	to	Know	When	it	Makes	Sense	to	
Refinance.	Everyone	shouts	about	now’s	the	
time,	rates	have	never	been	lower,	refinance	
before	the	rates	go	up,	or	there’s	never	been	a	
better	time	in	history.	All	those	messages	are	out	
there	so	let’s	speak	to	what’s	really	going	on	in	
people’s	minds…	How	do	I	know	when	it	makes	
sense	to	refinance?	
We	worked	with	another	financial	advisor	to	
create	How	Much	is	Enough	and	another	to	
create	What	to	do	at	62.	Both	are	question	
people	ask	about	retirement.	How	much	is	
enough?	How	much	am	I	going	to	need	to	get	to	
the	finish	line	here?	And	what	are	the	steps	I	
need	to	take	as	I	get	closer?	

We	have	other	90-Minute	Books	like	What	Every	
Student	Needs	to	Know	Before	They	Leave	for	
College,	What’s	Next	After	Dental	School,	Is	
Your	Family	Ready	to	Inherit.	All	are	questions	
going	through	the	minds	of	your	ideal	prospects,	
and	these	books	provide	an	answer	to	these	
questions.	
They	aren’t	titles	about	buying	a	401k,	or	signing	
up	with	a	recruitment	agency	or	picking	the	best	
wealth	management	company	to	work	with…	
they	compel	your	ideal	prospect	to	raise	their	
hand	and	start	the	conversation	by	answering	
the	question	that’s	already	on	their	mind.	
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Recap 
Those	5	categories	give	you	a	really	great	place	
to	start	when	thinking	about	the	most	important	
part	of	your	book.	The	title.		
Name	It	and	Claim	It:	Financial	Peace,	The	4-
Hour	Workweek,	The	90-Minute	Book,	The	Adult	
Acne	Cure,	More	Clients	Now;	are	title	that	overtly	
get	someone	to	say	‘I	want	that’.	

Just	Do	It:	Think	and	Grow	Rich,	Stop	Your	
Divorce,	Double	Your	Dating,	Make	Every	Man	
Want	You,	Boost	Your	Sales,	Hypnotize	Your	
Husband,	Drop	Three	Dress	Sizes,	Double	Your	
Income;	are	all	declarations.	If	you	can	really	tap	
into	the	outcome	your	ideal	prospect	wants	to	
achieve,	that’s	a	great	idea	for	your	book	title.	

How-To:	How	to	Win	Friends	and	Influence	
People,	How	to	Get	High-Paying	Consultant	Clients	
Even	if	Nobody’s	Ever	Heard	of	You,	How	to	Sell	
Your	House	for	Top	Dollar	Fast;	are	all	amplified	
with	a	promise	of	a	benefit	(not	a	feature).	
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How-to’s	are	great	because	you	can	either	have	
your	long	how-to	as	the	actual	title	of	your	book,	
or	you	can	combine	it	with	any	of	the	other	title	
categories	as	a	sub-headline	and	amplify	a	
shorter	title.	

Information	Goldmines:	2018	Social	Security	
Benefits	Guide,	2018	US	Hockey	Scholarship	Guide,	
2018	Winter	Haven	Lakefront	Home	Price	Guide;	
these	are	typically	a	guide	and	something	that’s	
going	to	act	as	the	official	document	for	your	
niche	or	area	of	business.	

Question	Magnets:	What	to	Expect	When	You’re	
Expecting,	How	to	Know	When	it	Makes	Sense	to	
Refinance,	How	Much	is	Enough,	What	to	do	at	62,	
What	Every	Student	Needs	to	Know	Before	They	
Leave	for	College,	What’s	Next	After	Dental	
School,	Is	Your	Family	Ready	to	Inherit;	giving	the	
answers	to	questions	that	are	already	going	
through	your	ideal	prospects	mind.	
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Here’s what to do next 
You	already	know	what	you	book	is	about.	The	
hard	part	is	cutting	through	the	process	and	
procrastination	to	get	it	out	there…	and	working	
for	you.	

Here	are	three	ways	we	can	help:	
1. We	recently	recorded	a	whole	book	title	

workshop,	talking	to	people	just	like	you	
about	titles	that	work.	You	can	listen	to	it	
at	90minutebooks.com/workshops	

2. If	you’re	stuck	on	the	process	and	looking	
for	an	easy	guide	to	write	a	book	for	your	
business	or	organization,	download	a	free	
copy	of	The	90-Minute	Book	from	
90MinuteBooks.com	

3. Looking	for	the	fastest	way	to	get	started?	
Let	us	create	your	book	with	you.	We’ve	
helped	create	over	500	books	using	the	
90-Minute	Book	process.	Just	head	over	to	
90minutebooks.com/start	and	see	how	
we	can	help	you	quickly	get	your	book	out.	

	

If	you	have	any	questions,	just	drop	us	email	to	
hello@90minutebooks.com	and	we’ll	get	right	
back	to	you.	

We’re	looking	forward	to	seeing	what	your	book	
is	about.	 	


