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You Must Be CAN-SPAM Compliant 

 
Because this is such a serious matter and courts are repeatedly fining internet 

marketers for sending out unsolicited commercial email, I feel it is imperative to 
stress this before I begin to teach you how to create your list building campaign. 

 
Sending unsolicited bulk, commercial, or otherwise unwanted email is a crime 

in the United States and I would imagine in many other countries. Exorbitant 
fines and jail time may be associated with this crime. Because I am not an expert 
on the legalities of email, I highly recommend that you fully understand the laws 
that pertain to your jurisdiction before you begin building your list. The following 
link should help you understand the CAN-SPAM law:  

 
http://www.ftc.gov/bcp/conline/pubs/buspubs/canspam.htm 
 
Remember, ignorance is not an excuse. Learn the law and abide by it. 
 
Here is a list of the basic requirements of the CAN-SPAM law; please also read 

the CAN-SPAM act itself to ensure that you are 100% compliant: 
 
1) The CAN-SPAM act of 2003 specifically indicates that your heading and 

subject line must be truthful, and cannot be misleading. This includes your to and 
from address lines – they must include accurate information. Also, your subject 
line itself must accurately reflect the content of the email. 

 
2) You must include a way for your subscriber to opt out of your email list, 

and within a specific time frame. You can do this by including a link within your 
email which unsubscribes them, in conjunction with your autoresponder service. 
You cannot sell or re-mail these leads under any different name. 

 
3) All commercial email (and that includes just about everything you will be 

mailing, including the content emails) must include a valid postal address. 
 
4) You cannot harvest or collect emails from web sites for the purpose of 

commercially emailing them. 
 
5) You cannot use automated methods of creating email addresses and then 

sending them messages to detect which are real addresses and which are not. 

http://www.plrcontentsource.com/
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6) You cannot use any kind of automated method of signing up with different 

email accounts for the purpose of mailing commercial emails. 
 
7) You cannot use another person’s computer or any part of another person’s 

computer system or relay system to send emails without their knowledge and 
consent. 

 
It is extremely important that you remain CAN-SPAM compliant. There are 

stiff fines and you can be prosecuted for breaking this law, as well as prosecution 
for false advertising and other deceptive tactics.  

 
 

Autoresponder Basics 
 
First of all, what is an autoresponder? An autoresponder is a software or 

service that allows you to enter a subscribers’ information once and enables the 
subscriber to receive future messages at predetermined intervals. In this way, you 
can automate all of your emailing, ensuring that each subscriber receives the 
same message on a predetermined set interval. An autoresponder will generally 
allow you to track open rates and click through rates on each individual email, 
allowing you to make changes in the emails to create higher response and 
profitability. 

 
There are two basics ways to use an autoresponder. You can purchase 

autoresponder software and host it on your web server, or you can use an 
autoresponder service. 

 
I do not recommend purchasing autoresponder software and using it for your 

mailings. The biggest problem in today’s web environment is the propensity for 
your web host’s IP address to be banned by the major email providers. Because 
today’s subscribers will often report an email as spam, even when it is not, it is 
easy to be banned by the email providers, and it is quite difficult to be allowed 
access to that email provider again. If you are, you will have to provide 
documentation that you are indeed following CAN-SPAM guidelines. Although 
you may technically be able to do that, it is time –consuming, especially if you 
have a large list. 

 
I recommend using a professional autoresponder service. I prefer and use 

Aweber. In the past I have made other recommendations, to give people choices, 
but I have found through my coaching that it is certainly easier for all of my 
clients to be using the same company. That way, I can easily give instructions for 
how to create a specific redirect, etc.  

 
 
 

http://www.aweber.com/?213728


Preparing Your Web Site For List Building 
 
No matter how you have your web site structured now, I recommend that you 

change the basic structure of it so that all your traffic-bearing pages (pages that 
are used as main entry pages) and your index page are converted into squeeze 
pages. 

 
This allows you to maximize the value of every visitor that comes to your web 

site. You might ask why you need to also put a squeeze page on your main page or 
index page if you are not sending traffic to that page. 

 
Many times someone will get to one of your squeeze pages, choose not to opt 

in, but since they still have some interest in you or your site, they will simply type 
in your main domain name and gain entrance to your web site in that fashion. If 
you have put a squeeze page on that index or main page, you have strengthened 
your list building model mechanics, and force the subscriber to opt in to gain 
entrance to the other meaningful pages of your web site. 

 
 

Creating a Squeeze Page 
 
So what is a squeeze page? A squeeze page is a web page that has as its only 

purpose the opting in of subscribers to your email list. 
 
A squeeze page should have no outbound links except perhaps your privacy 

policy and a contact page. Any additional outbound links on your squeeze page 
drag your conversion rate down dramatically, and probably exponentially. 

 
By forcing the visitor to opt in to your list in order to gain access to your web 

site, you gain an incredible psychological advantage. You see, the typical web site 
visitor or surfer is so used to being able to get just about any information they 
want online by searching for it – and with you, they cannot. They have to give you 
their name and email address to get more information from you. And if the 
visitor is properly pre-sold before they get to your web site, you create a ‘take 
away’ environment – you literally drive the person to want what you have even 
more, by taking away the option of just getting it for free (notice that any 
information they get from you is not free – they have to ‘pay you’ with their name 
and email address). 

 
Any additional links you put on your squeeze page cut that suspense, cut that 

added value drastically. I have seen some squeeze pages with pay-per-click ads on 
the sides. To me, that is crazy. No matter what that pay-per-click click through is 
worth, it can hardly be consistently worth what a click into my email list is worth 
to me. Plus, it takes away from the exclusive value you are creating by limiting 
access to anything in your web site – and frankly, I believe you are cheapening 
your web site when you include pay-per-click as an option on a sales funnel web 
page. 



Outline of Steps to Create a Squeeze Page 
 
In creating a successful squeeze page, there are a number of elements that 

must be present to generate a high conversion rate or opt ins. Each one of these 
elements should be present on just about any squeeze page you create – much as 
specific elements are required when you create a sales page. 

 
In fact, when you look at this list of steps to creating an effective squeeze page, 

you should notice the similarity with the steps to creating a functional sales page. 
 
You see, in some sense, a squeeze page is a sales page. The critical difference 

(or similarity, depending on how you view it) is that the sales page is leading 
someone to feel compelled to buy a for-profit item for a monetary price, whereas 
the squeeze page is leading someone to feel compelled to ‘buy’ your ‘free gift’ for 
the ‘price’ of their name and email address. And there is certainly a value and a 
cost to the opt ins’ email address and name. To you, the name and email address 
represent a specific lifetime value, and to the subscriber, there is a certain level of 
risk involved each time he gives out his name and email address. So the price of 
your ‘free giveaway’ is his email address, and your ‘payment’ for the ‘free 
giveaway’ is the lifetime value of the name and email address. 

 
On this note, I recommend that you protect and value the names and email 

addresses in just the same way you would something of equivalent cash value. Of 
course when you begin your list, you have no idea how much that cash value is, 
but as your list grows and you make sales, you will be able to correlate the 
number of names and email addresses you have on your list with the dollar value 
of the sales you generate, and you will be able to calculate both a monthly and a 
lifetime value for each subscriber to your list. 

 
Here is an outline of the steps necessary for creating a successful opt in 

squeeze page: 
 

1. Create or Buy a GiveAway Product for Your Squeeze Page 
 

2. Create a List of Benefits (not Features) for Your Squeeze Page 
 

3. Write a Headline for Your Squeeze Page 
 

4. Write Compelling Copy for Your Squeeze Page 
 

5. Create Bullet Points for Your Squeeze Page 
 

6. Create a Compelling Opt In Call to Action for Your Squeeze Page 
 

7. Copy and Paste in Your Autoresponder Opt In Code 
 
Now for the step by step instructions to building your squeeze page: 



1. Create or Buy a GiveAway Product for Your Squeeze Page 
 
One of the most important things you need for your squeeze page is a 

giveaway product. This simply gives the visitor a good, tangible reason to become 
a member of your opt in email list.  

 
By offering a product that they can immediately download, you give them a 

good reason to give you their name and email address – this allows the 
transaction to literally be an exchange at this point. 

 
One of the least expensive, highest value free giveaways is a digital ebook, full 

of information related to your niche, and of strong value to your visitor. 
 
For example, if your niche is deep sea fishing, you could create an information 

product that teaches basic safety technique of deep sea fishing. By creating a 
product like this, it serves not only as a free gift, but as a qualifier – only people 
genuinely interested in deep sea fishing will give you their name and email 
address in exchange for an electronic product about deep sea fishing safety. 

 
So what is the easiest way to create a high value – low cost information 

product like this? 
 
First of all, the length of this product should be short – roughly 8 – 10 pages 

in length. The reason for this is that many subscribers will not thoroughly read a 
free product that is much longer than 8 – 10 pages, and if the subscriber 
consumes the product (that is, reads it completely), it is generally accepted that 
they will be more likely to purchase an additional product in the future. 

 
Although this digital product is short in length, it should be packed with good 

information. Subscribers will evaluate the strength and value of your paid 
products by the strength and value of your free product. Generally they will 
assume that if your short give away product does not deliver strong value, your 
paid product may not also. 

 
Think of your free give away product as your first impression. Obviously, your 

squeeze page was your very first impression – but this free giveaway product 
‘seals the deal’ and confirms or rejects the positive opinion the subscriber had 
when they were only a visitor and chose to opt in to your email list. 

 
Generally, you will have a title page and a table of contents on your give away 

ebook, and you should also include copyright information and contact 
information. This will leave you roughly 6 – 8 pages of content. I like to divide 
those 6 -8 pages into about 8 – 10 basic topics that support the main topic of my 
ebook. Each one of the basic topics will run about 250-400 words and should give 
a thorough, although introductory, examination of the idea or topic. 

 



Later in this book, you will find a section dedicated to writing articles for 
dissemination on the internet. Another approach to take with writing this 
introductory is to write 8 -10 articles following the guidelines I give you in the 
article writing section, and compile those articles for a give away ebook. Of 
course, you may have to alter them some to help them meet the established 
theme of your give away ebook, and perhaps add some transition materials or 
text. 

 
Once you have compiled the information for your ebook, I recommend 

publishing it as a pdf. I use the adobe service at http://createpdf.adobe.com. 
 
 

2. Create a List of Benefits (not Features) for Your Squeeze Page 
 
This list of benefits (not features) should be created before you create your 

headline or begin to write copy or bullet points for your squeeze page. The reason 
for this is you want to have at your fingertips all of the benefits of downloading 
the free give away product, and incorporate some or all of them into the different 
elements of your squeeze page. 

 
So what is the difference between a benefit and a feature? A feature is 

something that your product is or does, a benefit is something the user gains 
from the product. 

 
For example, if the product is an ebook teaching you how to create baskets for 

a specific use, a feature would be that the ebook shows you how to do it, another 
feature would be that the ebook gives you a list of resources where you can 
purchase the best supplies, and another feature would be that the ebook 
describes the sales process for your baskets. 

 
However, the corresponding benefits to downloading the ebook would be that 

you would learn how to create baskets, you would have at your fingertips the best 
places to get supplies, and that you would learn to sell your newly created 
baskets. 

 
Benefits give life to the features and benefits encapsulate basically what the 

user will get out of your ebook, whereas features are the specifications of the 
ebook.  

 
When you think about benefits, think about what the ebook will do for the 

person who downloads it and reads it, versus what the ebook itself is or does. 
 
 

3. Write a Headline for Your Squeeze Page 
 
 

http://createpdf.adobe.com/


Your headline is perhaps the most important part of your squeeze page, 
except for maybe the call to action – but if they don’t get past the headline they 
will never read the call to action. 

 
The headline has to grab the visitor’s attention, and compel them to read the 

rest of the squeeze page. 
 
Contrast these two headlines: 
 
1) How to Have a Safe Deep Sea Fishing Experience 
 
2) Former World Class Deep Sea Fisherman Shares Safety Tricks from the 

Depths of the Caribbean 
 
Which of these headlines creates more of a ‘splash’? Why, the second one, of 

course! 
 
Why? The second headline creates excitement, and it tells you exactly what 

you are going to discover – and leaves you in some suspense as to how it is done. 
 
So what are some easy ways to develop and fine tune your headline in such a 

way that it literally compels the reader to continue reading and go all the way to 
your call to action? 

 
1) Create excitement in your headline. Use crisp, exciting words. Create 

suspense as to how the excitement unfolds in the ebook itself. 
 
2) Offer an element of believability or proof. In this case, it is the phrase 

‘former deep sea fisherman’. This is a case of using the individuals’ background as 
the ‘proof’ or ‘evidence’. You can also use prior experiences, such as “What I 
learned About Deep Sea Fishing After Nearly Losing My Life in a Shark Attack” – 
in this case, you are personalizing the experience – one thing that is important 
here is that you can validate the experience, namely, that it really did occur. 
Another way to do this is to offer some level of guarantee about what this product 
will do for you – something very specific, and preferably constrained by a time 
frame. An example of this would be: How You Can Lose 30 Pounds in Just 90 
Days (The Same Way I Did Last Summer). 

 
One way to test your headlines is to write out a list of exciting yet accurate 

headlines, and ask a set of individuals (online, you can run a survey or if you 
already have a list, ask your list members to help, if you are just beginning online, 
have some offline friends or family help you evaluate them) to give you feedback 
on the potential headlines. Do not give them just one or they will simply tell you 
they like it because they do not want to hurt your feelings. Instead, give them a 
list of potential headlines and ask them which of the headlines is the most 
exciting? Which of the headlines is the most believable? Perhaps have them rank 
the headlines, 1 through 4, for example, in each of those two categories, and then 



go with the headline that gets the best overall vote. You see, you want a headline 
that is both exciting and believable – if you have one element without the other, 
you will generally not get a good response rate on your squeeze page. 

 
 

4. Write Compelling Copy for Your Squeeze Page 
 
Writing compelling copy may be one of the most difficult things about 

creating your squeeze page. You are basically going to take 1 to 3 paragraphs and 
describe what this product or ebook will do for the person who downloads it. 
Once again, you are going to write about what the product can do for the person, 
not how wonderful the product itself is. The only thing the reader cares about is 
what it will do for them. 

 
One way to come up with compelling copy for this is to write a few 

paragraphs, imagining that you are writing to a good friend of yours, describing 
why they should read your new book. You should write it as if you personally 
know the person that is going to read it.  

 
Do not feel compelled to make this copy long, just make sure that it 

adequately describes what the free giveaway is going to do for the person reading 
it. One way to make this easy would be to offer a sentence or two about what each 
section in the ebook will teach the reader. If you have 8 – 10 sections in the book, 
it will be quite easy to write 8 – 10 sentences about the ebook and its value to the 
reader. 

 
 

5. Create Bullet Points for Your Squeeze Page 
 
In this next section of your squeeze page, you will create a short list (I prefer 5 

– 8) benefits to the reader. 
 
As an example, keeping with the deep sea fishing niche idea: 
 
How to Dress for Safety When Deep Sea Fishing 
Discover the #1 Safety Tip from a Deep Sea Fisherman Himself 
The One Color Sharks Love and You Should Never Wear Underwater 
How to Escape From the Deadly Electric Eels 
Must – Have Information on Choosing the Right Deep Sea Guide 
How to Have Fun and Stay Safe on Your Deep Sea Fishing Trip 
 
Notice the excitement and suspense these benefit bullet points create (except 

perhaps the last one) create for the reader, and notice that each of these benefits 
appeals to the reader himself. They don’t tout the greatness (for lack of a better 
word) of your web site or your product, instead they focus on what the reader 
himself might need. 

 



The benefits are all about the reader, the visitor. They are designed to compel 
the reader of your squeeze page to download your free gift to them. But a free gift 
is only a bargain if the gift has usefulness to the reader. So your giveaway must 
have value, must impart something of value to the reader, your future subscriber. 

 
And in the same way, your benefit points must be exciting to the reader, they 

must inspire the visitor or reader of your squeeze page to choose to download the 
free gift. 

 
 

6. Create a Compelling Opt In Call to Action for Your Squeeze Page 
 
Now that you have told the visitor some of the wonderful things they will gain 

from your free gift, you have to spur him to action. No matter how exciting the 
free gift sounds, if he doesn’t move to download it, he will not get it. And you will 
not get a subscriber. So you have to have a call to action. 

 
Here are some examples of calls to action: 
 
Fill in your name and email address in the form below to download my free 

ebook, “7 Steps to Body Building Success”: 
 
Want to get your hands on this time-sensitive and powerful information?  Fill 

out the information below and get your free copy practically instantly” 
 
Download your free copy of my ‘7 Steps to Weight Loss Success’ here: 
 
The thing is, you have to tell the visitor what to do. If you do not, many times 

they will simply leave your web site or web page without performing the desired 
action. 

 
And in this case the desired action is that they download your free gift. 

Because that is how you add them to your list.  
 
One thing to remember is that when people are given more than one choice, 

many times they will choose to do nothing. On just about all my web pages, 
except for the ones that are directories to help out the friendly search engines, I 
have one action per page.  

 
So on my squeeze pages, the one action is to subscribe. On my sales pages, the 

one action is to buy my product. I generally do not mix the two.  
 
 

7. Copy and Paste in Your Autoresponder Opt In Code 
 
After the point in your squeeze page where you have a call to action, you are 

going to want a web form that will collect your subscribers’ email addresses and 



names. In most cases, you can collect more information from them, for example, 
their telephone number or home address so you can promote to them offline. 
However, it is generally the case that the less information you ask for, the higher 
your opt in rate. So think very carefully before you add more lines of information 
to your web form. 

 
A word on autoresponders: 
 
There are basically a few different ways you can collect your subscribers’ 

names and emails. One is to buy some autoresponder software and host it on 
your web server. I do not recommend doing that because in today’s email 
environment, it is very easy to get your web servers’ IP address blacklisted in the 
email providers’ systems. Each time this occurs you will have to prove that you 
are following CAN-SPAM regulations. This can become very time consuming, 
especially if you have thousands of subscribers. 

 
The second way to do it is to use the autoresponder service your web host 

provides. I also highly un-recommend this method, for the same reason. 
 
The third way you can collect subscribers’ names and emails is to use a 

professional autoresponder company. They will generally host all of the software 
on their own servers, and they maintain strong relationships with the email 
providers, so they keep your emails delivered. 

 
There are a number of different companies you can use, however, I use 

Aweber for all of my lists. At the time that I began to use them, they were ranked 
very highly for their deliverability rates (which is just about the most important 
thing to me). I have had a good relationship with them, my emails go out on time, 
etc., so I continue to use them.  

 
Once you have opened an account with Aweber (or whichever autoresponder 

service you choose), and you have set up the autoresponder, you need to create 
the web form you will use to collect names and emails on your squeeze page. 

 
Once you have done that, have the service give you the javascript or html code 

for the web form, and upload that to your web page where you want the opt in 
box to appear. 

 
If you use the squeeze page builder I supplied earlier, there is a specific box in 

which to put the web form code, and the squeeze page builder does everything 
else for you. 

 
 

How to Structure the Rest of Your Web Site 
 
 

http://www.aweber.com/?213728
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My entire web site is squeeze page based. My index page and all of my entry 
pages (at the time of this writing) are squeeze pages. Unless you literally type in 
the exact name of the page where my sales copy is written, just about the only 
way to get into my web site is through a squeeze page. The search engines have 
picked up some of my other pages, so I can no longer say there is no other way in, 
but it is not easy for someone who stumbles on one of my squeeze pages to figure 
out how to get in, except for subscribing. 

 
So I lose a few potential sales? Sure I do. But I feel I gain so many more 

subscribers, who have solid value to me, that I am willing to let the few people go 
who won’t give me their name and email address in exchange for a free gift. I 
figure that if someone doesn’t trust me enough to give me their name and email 
address, they will probably never give me their address and credit card number 
so I can send them one of my products. So what have I really lost, since I am in 
business to make money, not to give out free information. The free information is 
simply a tool I use to build rapport and relationship, so that people will buy from 
me. 

 
If you are going to really make money, you have to have something of the 

same attitude. I realize that you might have a web site that is already set up and 
performing well without squeeze pages. I challenge you to evaluate the revenue 
per visitor of those pages, then set up a test web site or web page with only a 
squeeze page, and evaluate the revenue per visitor using the squeeze page method 
alone. 

 
Now that my main web site has achieved (through no real effort of my own 

except through article marketing), I have added SEO to my traffic mix, and 
therefore I obviously have to have pages that are designed to be spidered and 
featured by the search engines. The way I do that is to create article pages and 
linking them to a single web page that I have indexed by the search engines. The 
search engines know that page exists, and they know the other pages exist, but 
they would be pretty difficult for anyone to get to unless they were directed to by 
a search engine. 

 
And, you guessed it – those pages are still basically squeeze pages.  
 
Now, because I anticipate that the majority of visitors to those pages come to 

them via the search engines, I feel they need more information than a referred 
visitor needs, so I write an article to put on the web page, then at the bottom, I 
put a web form. So again, it is basically a squeeze page, although the formula for 
creating is somewhat different. 

 
 
 
 
 
 



Add Opt In Pages to All Your Web Pages 
 
So what do you do if you have an established web site and you simply cannot 

make the transition to squeeze page only? Well, you guessed it: put an opt in 
form on every web page, except for perhaps sales pages.  

 
Put it where they can see it when they first get to your web site or web page 

(above the fold, so to speak). Put it again at the end of each web page. And if you 
have long web pages, put an opt in box several times throughout the web page. 

 
Offer your visitors some free gift of incredible value to induce them to opt in. 
 
Now, what about sales pages? Generally, if you include an opt in form on your 

sales page, your sales page conversion rate will go down. However, if your sales 
page is your main point of entry for some class of visitors, then you might want to 
include an opt in form, so that you have the option of continuing to contact the 
ones that don’t buy from you right up front. 

 
Or you can use a pop under web form that will ask the visitor for their name 

and email after they have closed the web page. In this way, you know that the 
visitor has made the decision not to purchase (they closed the page) and therefore 
you have nothing to lose by asking to opt them in now. 

 
Of course, if you really want to make the most amount of money, structure 

things so that only your subscribers will go to your sales pages. Instead of sending 
non-subscriber traffic to your sales page, send them to a squeeze page, and then 
redirect them to the sales page after they have opted in, or redirect them when 
they leave your squeeze page without opting in. 

 
 

How to Test a Squeeze Page 
 
It is critically important that you test the web copy on your squeeze page. I 

have squeeze pages that convert at 10%, and I have squeeze pages that convert at 
65%. This varies dramatically based on the traffic source and the squeeze page 
itself. Sometimes a small change in the script will create a big change in the 
conversion rate. 

 
Think about this. Assume that your average visitor cost is 10 cents. Assume 

that your average conversion rate is 10%. That means your cost per subscriber is 
$1. Imagine that you can increase the conversion rate on that particular source of 
traffic to 30%. Your cost per subscriber will go down to 33 cents. 

 
You can look at that two ways. You can either afford more subscribers on the 

same budget, or you can increase the profit per subscriber – or both. 
 



One thing that is important to remember is that each traffic source will 
convert differently, and will convert differently on different squeeze pages. 

 
For example, a referred visitor or an article generated visitor may not need 

much ad copy to get them to subscribe – when they get to your squeeze page they 
are already prepared to opt in, regardless of the offer – and in fact may convert at 
a lower rate if they have to read a long article to get to the opt in box. 

 
However, non-referred (or cold) traffic may need to read 300-500 words from 

you before they will trust you enough to give you their name and email address. 
 
So in these two cases, the source of traffic dictates the type and copy of the 

squeeze page. 
 
If you were to send all of your traffic to one squeeze page, and try to maximize 

or optimize that squeeze page across all traffic, you might have some traffic that 
converts at 50% and others that converts at 10% - but you will only show a 30% 
conversion rate, for example. 

 
By isolating each traffic source and testing and tweaking each individual 

squeeze page and traffic source, you can increase your conversion rates across the 
board. 

 
So how do you test? 
 
There are a number of different ways you can test and track your results. 
 
One way to do this is to use ad tracking software. Some software uses cookies 

that are put on a visitors’ computer, and they track when that same visitor opt ins 
to a specific web page. Some software actually identifies the visitors’ computers’ 
IP address, and uses that to track the visitors’ behavior. 

 
One word of caution: if you use ad tracking software, do not advertise the 

tracking links, if your ad tracking software uses tracking links. Basically tracking 
links are links generated by the ad tracking software, and are hosted on their 
computer, and either redirect to your content, or host your content on their 
servers. 

 
Obviously, doing it this way makes things easy, unless the ad tracking 

company goes out of business, or you choose to discontinue using their services. 
What happens to all the links you have advertised? 

 
They no longer go to your site – so you lose any links you have worked hard to 

create. 
 



If you do use a tracking service that uses tracking links, instead send your 
visitors to a page hosted on your web domain, and redirect them to the tracking 
link. 

 
That way, if you choose to discontinue using the ad tracking company, or they 

go out of business, you simply change the redirect on your pages. This is still 
cumbersome if you have to make a change, but it is far better than the alternative 
– losing your inbound links. 

 
Another ad tracking solution is to use an ad tracking service that uses 

javascript or some other form of code to identify each individual visitor to your 
web page itself, and correlate that with code you would put on your thank pages 
or download pages. The downside to this is that you have to install the code on all 
relevant pages, and if you have hundreds or thousands that can be time or cost 
prohibitive. 

 
Still another solution is to incorporate your autoresponders’ tracking system 

into your web site. You are already going to be installing autoresponder code on 
each of your web pages, so by creating unique web forms for each web page, in 
effect you are isolating the source of each subscriber to your web site, and 
identifying them based on their name and email address. Your autoresponder will 
create individual squeeze page conversion rates, and you can manually calculate 
sales conversion rates. At this point, you simply correlate the sales on your web 
site to their respective source, and calculate conversion rates per source per 
product. 

 
Although this solution is the most cumbersome, it is the least intrusive to your 

web site, and gives you the most freedom in terms of changes to your web site 
and the tracking service. 

 
So how do you test a squeeze page? 
 
When you are testing a squeeze page (or a sale page) you need to change only 

one element on the page at a time. If you change more than one element, you will 
not know which one is responsible for the change (or lack thereof) in conversion 
rate. 

 
 

Multiple Targeted Lists are Critical to Your Maximized 
Success 

 
When you are list building, you want your lists to be as tightly targeted as 

possible. The reason for this is that the tighter your lists are targeted, the more 
effective your mailings can be to each member of your lists. 

 



For example, imagine that you have a web site that specializes in pet products. 
Imagine that you provide pet products for a wide range of pets, for example, dogs, 
cats, and birds. 

 
If you create one mailing list, you will have dog, cat, and bird owners on your 

list. When you mail to them, only 1/3 of the offers and information you send will 
be relevant to each subscriber (assuming you mail 1/3 of your offers on each 
topic: dogs, cats, and birds). 

 
2/3 of the mailings you do will not be well-received. Your subscribers will 

begin to feel that your mailing is not relevant to them – even though 1/3 of the 
offers you sent applied to them.  

 
Now imagine that you build 3 separate lists, one for dog owners, one for cat 

owners, and one for bird owners. In this scenario, assuming that you have exactly 
the same total subscribers on these 3 lists combined, your response rates will be 
much higher. The reason for this is that the dog owners will only receive offers 
that are relevant to them, as dog owners. And of course the same applies to the 
cat owners and the bird owners. They will only receive offers that make sense to 
them, and will feel as though the bulk of your emails are relevant to them. 

 
Now imagine that you could break this down even further. Imagine if on one 

your dog lists, you have products that are specifically designed for a specific breed 
of dog. You could literally have one list for each breed of dog. 

 
In this case, your conversion rates and response rates should again go up, 

although the increase might be marginal, and not enough to compensate for the 
additional time that is necessary for the upkeep of the additional multiple lists. 

 
So there is some sort of balance that needs to be maintained, although in 

general, the more tightly you target each list, the more profitable each list will 
become. 
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