
IF YOU HAVEN’T GOT THIS EBOOK DIRECTLY FROM PSYCHOTACTICS, IT’S AN ILLEGAL COPY

THE

The Real Power Behind The Brain Audit

Rip



Introduction

Section 1

Section 2

Section 3

Section 4

Section 5

.................................................................................................................................................................................

How To Audit Your Communication.............................................................................................................................................

 

Comparing So- So V/S Power Packed Communication.................................................................................................................
Goodbye So-So, Hello New & Improved Communication.............................................................................................................
 

Classic Ads That Made Fortunes: And Why.................................................................................................................................

A final Say.......................................................................................................................................................................................

Other Resources..............................................................................................................................................................................
About the Author............................................................................................................................................................................

 

3

4
  
  
 

5
 11

 22 

26

28
29

TABLE OF CONTENTSTABLE OF  CONTENTS



hen you think about it, this whole concept is crazy!W I mean, why should I reveal to you exactly what is 
working on my site? That’s like a magician showing you his 
tricks. It almost causes you to go, ho hum, I know that trick.

But PsychoTactics is not about keeping you in the dark. It is 
about educating you, so that you can achieve the same or even 
better results than I have. Marketing is about knowing how 
things work at a very primal level. It is not about fancy 
websites. It is not about gee-whiz software and hardware. It’s 
just simple fundamentals, that you keep repeating, and 
testing. And the best way to know how something works, is to 
take it apart.
 
Why rip things apart?
Ripping things apart gives you a good understanding of 
structure. If you understand the structure, you understand 
why things work the way they do. This ebook is meant to 
reveal just that. In about 3 pages, you’ll see potential. In 
bright neon! You’ll see how much you can change on your 
website, articles, brochures, even sales pitches. This means 
being ruthless in auditing your communication.  

Success both online and offline...
Firstly you’ll learn that online and offline marketing is 
fundamentally the same. Right at the start of internet 
marketing, people were wary about long copy. They were not 

To be ruthless is to have clear goals and objectives, and to not 
let anything interfere with those objectives. Being ruthless is 
about being focussed, as it is just a tool to be used. Blaming 
people for being ruthless, is like accusing them of acting 
intelligently, it's just a tool to help them and their clients 
succeed.

BLAH, BLAH YOU SHOULD READBLAH, BLAH YOU SHOULD READ

sure whether they could apply the same psychological tactics that 
worked offline,  to their website. The truth is you can. There are 
tiny differences, but fundamentally, it’s pretty much the same. 

In fact, the wheel has turned so much, that offline marketers in 
retail outlets, wonder if they can apply PsychoTactics offline. And 
the answer to that too, is a resounding YES! This is not about 
male, female, online, offline. It is about the psychology of what 
makes the brain tick. That’s it.

Why you don’t have to go through what I have...
In the last year alone, I have spent over $22,000 in attending 
workshops, buying books (19 kilos of them), reading  about 47 
ebooks, and listening to tons of tapes (about 145 to be precise). 

You’ll be happy to know, you don’t have to do the same. 

In the ebooks, teleclasses, reports, workshops and other training 
materials I put out in the next few months, I expect to teach you 
all you need to learn and more. And like this document, you 
might find it to be quite the opposite, to what you’ve been doing 
so far. It will tantalise, challenge, frustrate and change you-but 
never bore you. And it will reveal what your brain knows to be 
true anyway. Listen to it. It speaks softly, but clearly.  

And yes, welcome to a brand new PsychoTactics adventure!

Sean D’Souza
P.S. This book has been created in a landscape format. Change 
your print format if you are printing it out. Also, I’ve numbered 
the call outs on the page in a clockwise manner. They are not 
meant to represent the sequence of the Brain Audit. 
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Important: If you need to read the web pages, zoom in, in Adobe Acrobat. If you need to see it online: www.psychotactics.com/telecomparison1.htm and www.psychotactics.com/telecomparison2.htm 



HOW TO AUDIT YOUR COMMUNICATIONHOW TO AUDIT YOUR COMMUNICATION
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Branding: This is the most vital part of your communication.  
Customers need to find familiarity, and nothing makes them more 
comfortable than seeing a consistent logo. Having said that, this logo 
needs rework and more definition. 

Lesson #1: Don’t be caught without a clean, recognisable logo. And 
keep testing. Your logo might not be the best you can achieve. 
Everything is psychological, and tiny things like this can send a 

variety of messages to the customer. 
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Problem, Solution, Target audience: When  customers comes aboard, 
they do a brain scan. Is there a problem you can stop them with? You 
know from reading the Brain Audit, the triggers that pop up when you 
have the problem, solution and target audience in one line. 

If you don’t have all of this in one line, you’re basically missing out on 
tripping all the brain triggers. Work hard at getting this right. The 
brain scans for a few seconds, and this is one of the first thing it looks 
for-A definition of what the site or your retail outlet is about.

Headline or rather deadline. If you 
don’t stomp them on the head with a 
power packed headline, they’re gone. 
See how the problem makes a big 
difference? It draws you in, making 
you read further. Every consequent 
problem, increases your heart rate and 
forces you onto the next line. See how 
far down the line the solutions start 
trooping in? 

The solution comes in way after the 
problem has been well ground into the 
customer’s brain. Once you’ve got their 
attention, the problem is actually a 
logical step. If you could see relief on 
your customer’s brain, this would be the 
point. Most communication, however give 
solution, solution and more solution. And 
that’s why you don’t grab the attention 
of the brain.
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If you don’t have this either in 
your store, website or brochure, 
you might as well close up shop 
and go home. Being able to speak 
to existing customers is the key to 
your success. Existing customers 
alone will make you the fortune 
you so deeply desire. This is the 
key-Find ways to get them to say 
yes, no matter what. 

Remember risk reversal and 
testimonials? Both are forms of 
reducing risk. Testimonials are 
far more powerful though. They 
can also be quite colourful. Find a 
variety of testimonials that 
express a range of what you can 
achieve. This way you can reduce 
risk in terms of quality, speed, 
reliability etc. 

Can you see the objection? A customer doesn’t have to 
object. It’s always sitting there. If you’re smart, you’ll 
pick it up quickly, and bring it to the front. Destroy 
that objection! And if you can, double it up with a 
testimonial or two. That will put your customers at 
ease and enable them to step through the Brain Audit 
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 AUDIT YOUR COMMUNICATION...

1

8

Your USP (Unique Selling Proposition) or Point of Difference, as you 
can see, is being hammered home on this page at different angles. The 
Brand name being PsychoTactics, is the first point that gets your 
attention. ‘Thinking around corners’, is something that catches a lot 
of people’s attention. The sum total of this exercise, is to make sure 
the message, of it being different in some way, goes home. 

If your business is exactly like any other business, there is no reason 
for the customer to choose you. A point of difference, makes their 
brain justify why it should listen to you. 

2

4

Here is an important psychological trigger. The power of saying NO to 
a potential customer. It is quite plainly suggesting that they do not sign 
up, unless they are quite sure. No one likes to be told that they can’t 
get something. It’s reverse psychology. This makes them even more 
keen to get to the subscribe page. Isn’t that cool? They literally want to 
be part of your business to justify that they are worthy.

Be sure to tell them WHY they  need to get in to your list. Just another 
freebie isn’t of great interest any more. They must feel the pain of 
missing out (There’s the problem, again).

Subheads help to get focus and reduce 
eye strain.  A mass of information is 
useless, as it sends out a busy message 
to the brain. Make sure your text is 
well spaced out visually and your 
subheads act as a suction.
Use the power of the Problem even in 
your subheads for maximum 
attention. 

Free is the most powerful word in the 
world. It also means diddly squat. FREE 
balances the scales in your favour, but it 
still needs some substance. In this case, 
the free document is a very powerful 
book, endorsed by geniuses of our time. It 
is not something written by someone on 
a Sunday afternoon over a beer.  Make 
your customer drool with details on what 
you’re giving free. All free goods must 
have a value attached to them.

9
Again, here are some very 
important psycho-triggers. Auto 
suggestion is very powerful. Tell 
them they will have a good time, 
they will not be disappointed or 
how they will find things to be. 
When selling products, make 
them feel and touch things that 
they can’t see over a phone or a 
website.

I never did have a signature 
before. I would hesitate not to 
have one now. Every legal 
document requires that you have 
a signature. This tiny psycho 
trigger, somehow gives a legit feel 
to the site. It makes people feel 
like their dealing with a person  
rather than a computer.

Testimonial time again. There’s no such thing as too 
many testimonials. Reduce that risk all the way to 
zero. There is also the psychological suggestion that 
there is great depth to the site. Why else would you get 
a coffee and something to eat? When you suggest and 
your content reflects that suggestion, it becomes part 
of your branding in the customer’s brain.

5
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The P.S. is a very important 
tool. People often go from 
headline to P.S. If you want 
someone to do something 
specific (here, I want them to 
look through the site), do it 
in the P.S.

7 6
Too many websites leave the 
customer hanging. Close the 
sale! You’ve led the horse to 
the water, now make it drink. 
Don’t make it hard for them. 
The customer wants to be 
told exactly what to do!



COMPARING SO-SO  V/S POWER PACKED COMMUNICATIONCOMPARING SO-SO  V/S POWER PACKED COMMUNICATION

 n the pages to come, I will show you just why solutions Idon’t work as well as problems do. I created this page on my 
website. It was all solution based The solution screamed in the 
headline, the subhead and in the first few paragraphs. 

Despite my ranting and raving, I decided to forego the problem 
and stick to just solutions. 

The page attracted some attention, yes it did. Some customers 
did buy, but I was quite puzzled that despite a hefty discount, 
we weren’t getting quite the numbers. 

So I took a good dose of my own medicine. 
I changed the headline to a problem based one. Kaboom! 
Suddenly, the buyers increased overnight. Mr. Problem was on 
the job once more and getting in the big bucks!

I was losing sales hand over fist, because I flouted my own 
rules (yes it happens!). I was so sure that a solution would 
work better in this case, that I demurred in favour of one. 

I’ve got news for you. It wasn’t good enough.
I’d encourage you to push the boundaries. Test problems in 
your headlines and then test problem headlines against 
another problem headline. You’ll find that even in a scenario 
like that, you can pull in far more with a tested and proven 
headline.  

And while a great headline is the best tool you can have, the 
second best tool is the full story. The Brain Audit principles 
were in full flow in the first body copy, but in the second sales 
copy, the full story came into its own.

 I cannot emphasise the power of the Full Story. In 1920, Claude 
Hopkins wrote in reasonable detail, why you should tell the full 
story. If you want to read it, Scientific Advertising is available off 
my site. 

The full story means you have to tell the customer everything 
you possibly can about the product. Give them every chance to 
buy into you and your product. The more educated they are, the 
more they are pre-disposed towards you. Most advertising and 
marketing tends to be brief and to the point. And that’s plain 
folly. But let me not pontificate, when you can see the results for 
yourself. 

Let me leave you to do your own exploring on this heady note...
Would you like to pull  10,000 responses to your advertising or 
marketing? Do what Merrill Lynch did. They released an ad with 
6,540 words on a full page of the New York times. There wasn’t 
even a coupon on the page. You literally had to read through all 
those words to get to know more about Stocks and Bonds. 

Ten thousand people did so.

Think that’s worth it?

5



COMPARING SO-SO  V/S POWER PACKED COMMUNICATIONCOMPARING SO-SO  V/S POWER PACKED COMMUNICATION

efore we go into the nitty gritty of the page itself, I want you to 
see these pages side by side with each other. One is totally Bsolution based, full of wonder and good things. Results=Poor. 

There’s also lots of, what I am doing for you, on this page (like as if you 
care!) 

Effectively, this page was a dog. It didn’t work for us, right from the 
headline downwards. There was so little ‘What’s In It For Me’ 
(WIIFM), that it went down the rapids and over the waterfall. Crash!

Remember, that clients decide within the first 50 words, if they need to 
read more. Make those 50 words really count!

his page didn’t fluff around. It went straight for the jugular 
and, kept the pressure on the whole time. Notice how the Tsolution starts way down, in literally the fourth paragraph. 

Before that its problems jostling for space. 

And by golly, it works. Then the text systematically goes through the 
Brain Audit, destroying objections, working the target audience and 
providing megatons of really heavyweight testimonials. Weave your 
way through the page, and risk reversal slaps you like a ton of bricks. 

Deconstruct these pages yourself. Mark out where you see the triggers. 
That will teach you to spot them by yourself. But for now, let’s do the 
baby steps, before your giant leap for mankind, shall we?
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Let’s start with the Ugly!

COMPARING SO-SO  V/S POWER PACKED COMMUNICATIONCOMPARING SO-SO  V/S POWER PACKED COMMUNICATION
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5

Way too much solution! Greed doesn’t work 
as well as pain. Greed works AFTER pain has 
been established.  Here’s what the customer 
is saying. “ You haven’t qualified me, you 
don’t know what I want, so how come you’re 
selling me this stuff?” 

On the other hand, a headline, like ‘Look 
inside the brain of your customer’ doesn’t 
have quite the same impact as a problem 
headline. We know, we tested.

Do the same for yours. Keep testing one 
against the other. 

4

It says, ‘I’ve been inundated, yada, yada, yada...’ Well the customer 
doesn’t give a whit about you or me or anyone else. They only care 
about themselves. That’s what makes the whole para a blooming 
disaster. 

Check your material. Are you doing the same? Are you talking about 
yourself in this nice, pompous manner? If you are, no wonder 
customers are searching for the nearest exit. 

Is this a disaster area or what? I actually 
sent them off to see another part of the 
site, and then asked them to come back. 
How weird is that? If you’re in the store, 
does the salesman not get the stuff for 
you? Or does he send you scampering all 
around the store? A good salesperson is a 
pro at keeping people focused. If you send 
them scampering around, they might just 
find an exit. Damn, then you’ve lost them 
forever!

First sign of problems, but still no 
sign of what it’s all about. Why 
should they bother? What 
difference is it going to make if 
it’s up for the last few months of 
the year. God! Only testimonials 
can save this now! 

Remember risk reversal and 
testimonials? These are the good 
guys, and this alone might have 
been the saving grace on this 
page. It would have slowed them 
down, just enough, so that they 
could start to check what’s on this 
page, if all these guys think it’s so 
great!

COMPARING SO-SO  V/S POWER PACKED COMMUNICATION: What’s wrong with this page?COMPARING SO-SO  V/S POWER PACKED COMMUNICATION: What’s wrong with this page?

3

1 2

This page didn’t work as well as the new, improved page.
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Big Mistake! This link was actually telling 
them to get off this page, go to another page, 
and then go to yet another page. As if all of 
that wasn’t confusing enough, they had to 
find this page again. And none of these linked 
pages, had any way of getting back here. If 
this text sounds confusing, imagine what a 
maze the process was.  

Don’t laugh. I’ve been doing this for ages, 
and I still do stupid things like this. An audit 
is what you really need, because when you’re 
in the thick of things, stupidity happens...
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Ah, the mistakes flow thick and fast! I then tell them 
about the bonuses. And don’t elaborate on anything! 
Now, why on earth would you buy something like 
this, when you have so much left in the dark? The 
easier thing to do is just give up!

This is where the discount should have 
been all along. After all the selling has 
been done! After all the questions have 
been asked. After all the blood pressure 
has been raised and brought down. This 
is the point of purchase. This is the 
tipping point, and finally the discount 
works here-not at the top.

The idiot parade marches on.  
Again, why bother to check? 
There’s oodles of space in the 
yellow bar, why not just list it one 
below the other? All this 
travelling gives your customer a 
serious case of jet lag!

Finally, some sanity! See the 
graphics. That gives you a feeling 
of reality to the customer. They 
can imagine holding a book like 
that, even if it’s just an ebook. 
Having four of them in a row, 
gives a nice touch of colour as 
well. All psychological, but hey, 
that’s presentation, and it works!

COMPARING SO-SO  V/S POWER PACKED COMMUNICATION: What’s wrong with this page?COMPARING SO-SO  V/S POWER PACKED COMMUNICATION: What’s wrong with this page?

1

This was Page 2, of the same sales page. Page 2 of 3.

2

3

5
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Re-state the offer! You don’t really know how many 
people are going, “Um, don’t know, I’d like to think 
about it.” Then spell out what’s going to happen 
next. Don’t take it for granted, that people will 
know. 

COMPARING SO-SO  V/S POWER PACKED COMMUNICATION: What’s wrong with this page?COMPARING SO-SO  V/S POWER PACKED COMMUNICATION: What’s wrong with this page?

Always close the sale. In fact, close several times. Something this sales page didn’t do too much at all.

This is quite vital. People 
often get rejected by one 
credit card provider and 
need another provider. If 
you can be accessible by 
phone and fax, that’s great. 
I’m not sure many 
customers would dial long 
distance to New Zealand, 
and that’s why we don’t 
have those details. Give 
your customers as many 
options to buy as possible. 

1 2
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GOODBYE SO-SO, HELLO NEW & IMPROVED COMMUNICATIONGOODBYE SO-SO, HELLO NEW & IMPROVED COMMUNICATION

And now for the improved...
Since the first part of this tutorial was explained in great detail, I will keep it 
shorter in the second part. If I think it needs elaboration, I will elaborate. By 
now, you should be a seasoned spotter of the Brain Audit principles!
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First up, el problemo is right where it should 
be. The first line, defines what they’re looking 
at (right below PsychoBranding and the Brain 
Audit). The headline is the trigger point. 
That’s what makes them stop and decide if 
this problem pertains to them. Notice the 
tearing of hair? It’s interactive and something 
that actually puts you
in that position. It actually makes you feel like 
you are back to that problematic state.

4

The problem saga goes on. Questions are quite powerful, because they 
force the reader to answer it in their brain. It’s pretty much like a 
salesperson asking you a question in the store. Don’t underestimate 
the power of questions and curiosity?

Conveyor belts? Bags? What has 
this to do with the customer? A 
lot, as this is all curiosity and a 
story/analogy built into one. It 
keeps your reader really 
interested. If you can explain your 
concept with analogies, then do 
that. Stories are great too!

This time round the testimonials 
went on and on and on and on. 
Pretty much like the Energizer 
battery. There is no such thing as 
too many testimonials. . 

Here’s the objection. And away it goes...like a tennis 
ball despatched across the net!5

GOODBYE SO-SO, HELLO NEW & IMPROVED COMMUNICATIONGOODBYE SO-SO, HELLO NEW & IMPROVED COMMUNICATION

1 2

3
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GOODBYE SO-SO, HELLO NEW & IMPROVED COMMUNICATIONGOODBYE SO-SO, HELLO NEW & IMPROVED COMMUNICATION

See how you can alternate solution and 
problem? You can keep going at it, like a ping 
pong game.

See how quickly you can get to closing the sale. 
This is the first close in the sale. You really don’t 
have to wait to the end to do this. Close early and 
close repeatedly. By the end, the customer is well 
tempered to buy from you. Customers like to be 
sold by a good salesperson.

Closing right after the testimonial. You 
are telling the customer they should buy 
and outlining WHY. People need to know 
the reason why on a consistent basis. 
Don’t assume they know what you know. 
Spell it out, and remember to use loads of 
WIIFM (What’s in it for me).

Testimonials galore...

Testimonial, again!

1
2

3

5
4
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GOODBYE SO-SO, HELLO NEW & IMPROVED COMMUNICATIONGOODBYE SO-SO, HELLO NEW & IMPROVED COMMUNICATION

Reasons give the customer’s brain a chance 
to justify the purchase. You’re on your way. 
Don’t pull back now.

More proof...Concrete proof.

Testimonials again....

Testimonial, again!4

1
2

3
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GOODBYE SO-SO, HELLO NEW & IMPROVED COMMUNICATIONGOODBYE SO-SO, HELLO NEW & IMPROVED COMMUNICATION

More justification, but at this 
point it’s the price of the 
product versus the loss in 
business. This is always an 
important weigh up. Usually, 
one book like this can give you 
ideas that will be worth several 
thousands of  dollars if you 
apply it-if not more. But the 
brain doesn’t know that, unless 
you tell it.

Give testimonials a well rounded variety. This 
one talks about simplicity and sophistication. 
Others talk about conciseness, while yet 
another may talk about another aspect. This 
gives a all round definition, that encompasses 
every feature of the product you’re selling. 
This is important, because you don’t know 
what feature your client
is buying.

2
1
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GOODBYE SO-SO, HELLO NEW & IMPROVED COMMUNICATIONGOODBYE SO-SO, HELLO NEW & IMPROVED COMMUNICATION

This time I got it right. All the 
content was spelt out in great 
detail. And see how it spills 
onto the next page, and the 
next.

Each topic is riddled with 
questions, problems and 
solutions. And smart, evocative 
titles that draw attention

Looks like we finally ran out of 
testimonials...

2

3

1
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GOODBYE SO-SO, HELLO NEW & IMPROVED COMMUNICATIONGOODBYE SO-SO, HELLO NEW & IMPROVED COMMUNICATION

No horses spared on this page. All the details. 
Every one of them. Telling the full story...

1
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GOODBYE SO-SO, HELLO NEW & IMPROVED COMMUNICATIONGOODBYE SO-SO, HELLO NEW & IMPROVED COMMUNICATION

Giving Energizer a run for their money!

Mate, this is your cookie factor. You’ve got to 
stick all your best stuff in this section. This is 
what people buy. This is where the greed factor 
comes in  This is the clinching point. We know 
this because if we send the product, without the 
bonuses, customers get mad. 

Their entire focus goes away from the product 
and they become fixated with the bonus. If you 
don’t learn anything in this book, learn this 
lesson. It will sell more product than anything 
else. .

1
2
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And going, and going, and going....

1
Once you’ve made your point and given 
away till you can give no more, start 
closing. I know  hundreds of salespeople, 
both online and offline, that WON’T 
CLOSE THE SALE. 

C’mon guys, life’s too short to not ask for 
the sale. Learn closing and put it to good 
use. It’s one of the best tools you can have. 
Get yourself an audio set from Brian Tracy 
on Closing. It’s really good.

See the blue links? They’re all closes!

2

The Ben Franklin system of 
closing. Pitch the pluses versus 
the minuses and if your product 
has more pluses in their brain, 
you win.

3

GOODBYE SO-SO, HELLO NEW & IMPROVED COMMUNICATIONGOODBYE SO-SO, HELLO NEW & IMPROVED COMMUNICATION
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Risk Reversal. And a crazy one too. The more 
the customer’s risk is reduced, the more 
inclined they are to buy.

1

Not much change in this part of the 
page, so I am going to leave you alone.2

GOODBYE SO-SO, HELLO NEW & IMPROVED COMMUNICATIONGOODBYE SO-SO, HELLO NEW & IMPROVED COMMUNICATION
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There’s no such thing as done...
What you just saw was an online demo of what works for PsychoTactics. The principles work just 
as well offline and in retail. But there’s no such thing as done. I’ve changed this page about fifteen 
times (or more) since I first put it up. Keep going, keep tweaking and keep testing. 

All of these principles, apply in almost any communication you can dream up. You’d never think of 
using the Brain Audit for the home page, but I did. I’ve used these concepts in brochures, 
presentations, meetings with CEO’s and even in tiny classifieds. 

The concepts are true. It’s up to you to prove it to yourself.

GOODBYE SO-SO, HELLO NEW & IMPROVED COMMUNICATIONGOODBYE SO-SO, HELLO NEW & IMPROVED COMMUNICATION
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CLASSIC ADS THAT MADE FORTUNES: AND WHYCLASSIC ADS THAT MADE FORTUNES: AND WHY

Both equally powerful ads, and you don’t even have to go past the 
headline to see which one has the problem up front. Needless to say 
(specially since that’s all I have been saying anyway, through this 
ebook), this ad won hands down. 

You don’t even have to look into the body copy. In fact, these images 
aren’t sharp enough to read. Incidentally the body copy is pretty much 
the same in both the ads. However the headline on the left has 
attracted all the attention and the subsequent sales. If you’re still 
thinking headlines with solutions...now is the time for a rethink.

22



CLASSIC ADS THAT MADE FORTUNES: AND WHYCLASSIC ADS THAT MADE FORTUNES: AND WHY

It may look like editorial, but it’s  an ad alright! And look at those 
problems flowing like salt (couldn’t resist the pun!) 

23



Every one of these ads, would have most certainly caught your 
attention. Every one of these have been tried, tested and the returns 
measured. Unlike the advertising of today, that goes into the great 
unknown, these ones really had to work hard for their money. And all 

of them are winners. See the trend in them? All of them suck you in 
like a whirlpool and there’s no escape. These were written by the 
great master copywriters. Nothing has changed since then, or since 
5000 B.C. for that matter. Proof? It’s here for you

CLASSIC ADS THAT MADE FORTUNES: AND WHYCLASSIC ADS THAT MADE FORTUNES: AND WHY
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CLASSIC ADS THAT MADE FORTUNES: AND WHYCLASSIC ADS THAT MADE FORTUNES: AND WHY
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A FINAL SAYA FINAL SAY

History will teach you everything. And your brain knows exactly what it wants. Go with it. And go with history. They are both 
good teachers. I can give you hundreds of examples. And then add a few thousand for good measure! This stuff works, it really 
does. And I hope this book proves this point to you without any doubt.

May you be a good student.  And consequently, a wealthy one too!

I wish you all the success in life. Stick close, and let’s fly!

Sean D’Souza
www.psychotactics.com
P.S. I know this is a PDF file and you’re not supposed to respond to stuff in PDF files. But if you could write to me about how 
this book helped you or write a testimonial, I would love it. Send me an email at :sean@psychotactics.com

P.P.S. This book has been checked several times over. However, if you find any typographical errors in this book, please let me 
know. 
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Tearing Down and Reconstructing Websites

SEAN D’SOUZA
© 2004 PsychoTactics™

THE

 RipInformation 
How to Create Money From What You Know

Products
SEAN D’SOUZA

How to Create

Knockout

Other PsychoTactics ResourcesOther PsychoTactics Resources
Can you put your business on  rocket fuel? Aren’t you 
sick of having to plot your own way through your business? 
Wouldn’t it be simpler just to have someone show you a 
systematic way to be successful? And without the bother? You can 
use the expertise of PsychoTactics in a step by step system, that 
shows you specific methods to grow your business. To learn more 
go to www.psychotactics.com/products.htm

Unlocking the M ysteryo f the Customer’sBr ain

THE

SEAN D’SOUZA
© 2004 PsychoTactics™

www.psychotactics.com
© 2004 PsychoTactics™

THE

Brain
Masterclass

Alchemy Psychological

A Powerful Set of Strategies For Your Website

Secrets of

Successful
Websites

SEAN D’SOUZA

Workshops 
How to Create & Sell Profitable Workshops

thatWork
SEAN D’SOUZA

© 2004 PsychoTactics™

Creating Write

Take the Terror out of Writing

SEAN D’SOUZA
© 2004 PsychoTactics™

Articles
Instantly

Compelling 

How Anyone Can Write Copy That Sells

Copywriting
SEAN D’SOUZA

© 2004 PsychoTactics™

The Secretso f

© 2004 PsychoTactics™
SEAN D’SOUZA

C  VE
CHRONICLES
PSYCHOLOGY FROM THE CAVE

Brain Audit: Understanding
Why Customers Say No

The MasterClass: 3 Days of 
Intense Business Structure

Why Does One Website Succeed?
Why does another fail? Find out!

Training is a multi-million 
dollar business. Are you in it?

Struggling to write articles that
get read? Well, struggle no more!

Every single hidden article ever
written on Psychotactics...here!

Can everyone create information
product? How to not just create
product but sell it as well!

How do you examine structure?
You tear it apart! In the Brain
Audit Rip, we tear apart stuff!

Persuasion? Is it over-rated? 
What makes words jump out of
a page and get your throat?
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Psychology from the Cave: 5000BC

Click on the graphic or go to www.5000bc.com. Learn how  the psychology
 that goes back to the cave, plays a big role with the technology of today.



ABOUT THE AUTHORABOUT THE AUTHOR

It all started with a guy called
12 years ago, fresh out of college with a degree in accounting (of all things) Sean 
joined an advertising agency called Leo Burnett. 

There he 'met' a man who had spent his lifetime in the hard trenches of 
communication. Few people made more of an impression on him than Leo 
Burnett himself. Leo’s determination (in the middle of the Great Depression) 
and his integrity shone through even though he'd been dead for many years. His 
statement “Reach for the stars. You may not reach them, but you won’t come up 
with a handful of mud either” was one of Sean’s driving forces. 

From 
This skill of working with one of the best advertising agencies of the world. took 
Sean on the heady road of copywriting, writing TV commercials (and how to do 
them in 5 seconds), graphic design, cartoons and web design. The underlying 
synchronicity was the constant search to find ways to communicate in the 
simplest, most effective manner.

Are you a 
That's what people often ask Sean. That's a hard question to answer because he 
tends to read about 100 books or more a year and listen extensively to audio 
tapes on learning while travelling to and from workshops, conferences and 
consulting. The knowledge contained in those audio tapes and books, when 
meshed with his own unique perspective, helps Sean to give readers, workshop 
participants and clients a unique perspective on business. Psychologist he may 
not be, but 'psycho' he can be :){Look for the testimonials on  the website!}

Up at 
It's a normal working day, when the clock strikes 4 and that's why if you write to 
Sean, you'll often find answers to your emails at weird hours. It's the best part 
of the morning and it helps him focus on the nitty gritties of the human brain 
and why it does what it does. His parents were teachers and they always woke 
up early and that has stuck. What has also stuck is the ability to pass on that 
knowledge freely. 

 Leo Burnett

Copywriting to Cartoons

psychologist?
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