
  
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 Having practiced and used the 
techniques from Frank Bettgerõs 

book, òHow I Raised Myself from 
Failure to Success in Selling ó ð 
as detailed in Part One  of this 
series ð youõve undoubtedly gotten 
very good at getting your foot into a 
lot of doors.  Now what?  
 
 
 

5.   Ask, donõt tell. 
 If youõre getting a lot of resist-
ance to your sales calls, chances 
are youõre making way too many 
positive statements in y our pitch 
and in meeting objections.   
 Think about it.  The fact is that 
people often donõt know what they 
want or need.  From their perspec -
tive, positive statements come 
across as if youõre trying to impose 
your way of thinking on them with -
out giving t hem a chance to first 
think about it for themselves.   
 Change your tactics; put your -
self in your prospectõs shoes and 
think like they would be thinking.  
Remember,  the purpose of your 
sales call is to help that person de -
termine what they want and then 
help them get it.   

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
How to Get Inside Their Heads  
 To be effective, youõve got to get 
the prospect to relax and drop 
their natural reticence. Do that by:  
[a] Keeping all your talk focused on 
the prospect and their needs; not  
on you or what youõre selling. 

[b]  Putting your message in the 
form of questions which shows the 
prospect y ouõre interested in help-
ing them and  that you donõt know 
all the answers ð particularly in 
their situation.  

[c]  Asking probing questions to  
help th e prospect  think about their 
personal wants or needs.  

[d]  Carefully choosing questions 
that keep the conversation focused 
and help lead the prospect to the 
conclusion you want.  

[e] Biting your tongue w hen they 
say something you think is in error 
and  not tr ying to correct them.  In -
stead , begin your next question 
with òYou may be right, buté ?ó or 
òDonõt you thinké ?ó or òDonõt you 
feelé ?ó  This  more modest way of 
proposing your thinking gets a 
readier reception and considerably 
less reactive opposition.  
 

Continued on page 4é 
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Propalms, Inc. Successfully 
Completes Its Application to  

the OTC Bulletin Board  
 

 Propalms, Inc. (OTCBB:PRPM) is pleased to announce that the 
company has successfully been cleared to begin quotations on the OTC 
Bulletin Board.  
 "The company is thrilled to have finally achieved one of our biggest 
goals of this year by completing its application to the OTC Bulletin 
Board.  We look forward to continuing our growth as we add new 
customers through our suite of products. Propalms has established itself 
as a strong provider of Terminal Services and Virtual Desktop 
Infrastructures for large and small businesses.  We are confident that our 
growth has only begun and look forward to continued growth heading 
into the New Year," stated Robert Zysblat, President of Propalms, Inc.  
 Marc Jablon, President of Big Apple Consulting USA, expressed pride 
in the work his managers, Account Reps and the teams at Management 
Solutions International have done.   
 ñThere are 5,122 companies listed on Pink Sheets and, according to 
Pink Sheets, only 75 of those companies were able to uplist to the 
Bulletin Board in 2007,ò Jablon tells us.  ñPropalms had to go through 
comprehensive reviews by both the SEC and FINRA to accomplish this 
goal.  Completing its successful uplisting to the Bulletin Board took a real 
team effort from the executives at Propalms, their SEC attorneys, auditors 
and the Big Apple team to make this dream a reality.  Itôs quite an 
accomplishment.ò 
 
 
 
 
 

 
 
 
 
ǒ Donôt worry about what people think, they donôt do it very often. 
ǒ Artificial intelligence is no match for natural stupidity. 
ǒ If you must choose between two evils, pick the one youôve never tried  
   before. 
ǒ Not one shred of evidence supports the notion that life is serious. 
ǒ A conscience is what hurts when all of your other parts feel so good. 
ǒ Eat well, stay fit, die anyway. 
ǒ Middle age is when broadness of the mind and narrowness of the waist  
   change places. 
ǒ Opportunities always look bigger going than coming. 
ǒ There is always one more imbecile than you counted on. 
ǒ Experience is a wonderful thing.  It enables you to recognize a mistake  
   when you make it again. 
ǒ By the time you can make ends meet, they move the ends. 
ǒ Someone who thinks logically provides nice contrast to the real world. 
ǒ There is a very fine line between óhobbyô and ómental illness.ô 
ǒ People who want to share their religious views with you almost never  
   want you to share yours with them. 
ǒ Never lick a steak knife. 
ǒ It ainôt the jeans that make your butt look fat. 

SOURCE:  gotfunny.leroysjokes.com 
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Election Day  
 

  I donõt mean to get political on you, but with Election Day around the corner, and the fact 
that it is my newsletter, I will.  In 20 04, George W. Bush carried the p opular vote ñ 62,040, 610 or 
50.7% of the vote.  And a ccording to a  new American Research Group poll , òjust 19% of Americans 
approve of the wa y George W. Bush is handling his job as P resident and 76% disapproveó. 
 

  This leads me to three conclusions:  First, many people felt they were wrong about their vote; 
second, many people who disapprove of Bushõs handling of the Presidency stayed home and did 
not vote; and finally, and most importantly , peopleõs votes were swayed by popular opinion that a 
vote against Bush was a vote against the troops or unpatriotic.  
 

  NOW DONõT GET ME WRONG. THIS MESSAGE IS NOT TEL LING YOU TO VOTE FOR OBAMA 
OR Mc CAIN.  Iõm just saying to make an educated decision about whom you are voting for, and 
when you cast your vote , donõt cast your vote for superficial reasons such as McCain is too o ld, or 
because you donõt like Obamaõs middle name. 
 

  This election is too importan t to t his c ountry.  We have multiple wars, a mortgag e crisis, a 
record deficit, corruption in Washington, h ealth care costs that are rising through  the roof, and a 
deteriorating e ducation system.  We cannot afford , as a c ountry , to look back four years fro m now 
and say , òWhy did we vote for that guy?!ó 
 

  Here are a couple things to think about:  
1.  Income Tax ñ Is a tax placed on your earnings or òprofitó?  Most American s only worry about 

their taxes one  month a year (Ap ril for individuals, March for c orporati ons).  Vote for the 
President that is going to make you the most òprofitó 11 months a year. 

2.  Tax Credit ñ Is recognition of partial payment  already made towards taxes due,  mean ing you 
already spent the money?   Thus , when a candidate offers you a tax credit,  he is saying , òSpend 
the money first and then weõll give you a credit on your taxes later.ó  Again, vote for the guy 
who will make you the most òprofitó 11 months a year. 

3.  Experience ñ As a general concept , it  comprises  knowledge of or skill in or  observat ion  of 
something or some event gained through involvement in or  exposure to that thing or event.  
The experience argument has been used for and against both candid ates.  When I first started 
my c ompany, I questioned my own exp erience and I looked for peopl e with fancy resumes to 
help run my company.  Most of those people lacked the passion necessary to do the job, and I 
accomplished more by picking up the phone and learning from my mistakes.   
 

  The bott om line is that I believe this e lection is very impor tant for th is c ountry.  The last 
several years have been a real education for us ; we must never take our freedoms for granted.  I 
look forward to an exciting conclusion!  

 
Regards,  

 
Marc Jablon  
President  
Big Apple Consulting USA  

 

 

BIG APPLE CONSULTING USA  
280 Wekiva Springs Road #2030  Á Longwood, FL 32779  
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8 SECRETS TO SALES SUCCESS  
Continuedé 
 

How to Draw People Out  
 Now that youõre inside the pro-
spectõs head, your next objective is 
to identify their key issues.  Itõs up 
to you to draw those  out through 
your questions and just letting the 
prospect talk.  Hereõs how: 
˂ The most profound question in 
your arsenal ð and the one you 
want to use the most ð is:  òWhy?ó  
After every statement the prospect 
makes,  probe for the thinking 
behind it by asking : òWhy?ó or  
òWhy is that?ó or òPlease tell me 
more about that?ó  
 Strangely, the òWhy?ó question 
is the one mos t salespeople are 
afraid to use  and itõs the one 
question that usually proves the 
most productive.  Go figure.  
˂ Should the prospect try to turn 
the tables on you by asking what 
you think, if appropriate, respond 
with, òWhy not?ó  Immediately 
follow that with a positive state -
ment about what youõre selling 
thatõs in line with the prospectõs 
greatest need or that br ings other 
peopleõs experiences into the 
picture: òOthers have found thatéó   
˂ Some prospects are tough to 
draw out.  Fear not.  Persist with:  
òIsnõt there something else in the 
back of your mind?ó  Then shut the 
heck up!  Give the prospect com -
plete sil ence with which to think.  
Chances are, heõll start talking. 
 If heõs really hard core, bring on 
the heavy artillery with:  òWell, if 
there is something else and you tell 
me about it, youõll feel better about 
getting it on the table and youõll 
also feel be tter about giving me a 
chance to address it, wouldnõt 
you?ó  Then z ip it for a full minute .  
If he still doesnõt respond, heõs 
prob ably dead.  
 

How to Identify Key Issues  
 First, y ou want to avoid giving 
the impression that youõre trying to 
sell something. Contextualize  your 
questions as helping the prospect  
to think through their specific 
situation and what they need or 
want.  People often donõt think 
about such things until questioned 
about it.   
 Then, l et people  talk themselves 
out.  Donõt stop asking questions  

 
 

until you get to the core issue  and 
have a full and complete under -
standing of the prospectõs most 
basic need.  Never assume that be -
cause youõre selling the same thing 
to multiple people, their needs are 
all going to be the same.  Theyõre 
not.   Avoid leading them to your 
conclusions.  Also:  
˂ Never try to cover too many 
points; stick to the main issue(s) 
and relentlessly ask questions .  
˂ Once determine d,  focus on the 
main issue to the exclusion of 
everything else.  
˂ Ask questions to identify k ey 
issues that impact the prospectõs 
decision making.  
 

How to Handle O bjection s 
 Youõve undoubtedly got a good 
repertoire of tactics and rebuttals 
for handling objections which now 
need to be adjusted to incorporate 
all youõve learned here.  Add these:  

 ˂Two-thirds of your prospects are 
likely to give you an objection that 
sounds good before  they give you 
the real objection.   Your best dig -
ging tool is: òIn addition to that, is 
there anything elseé?ó or òIn 
addition to that, isnõt there some 
other reason or perhaps something 
in the back of your mind that makes 
you hesitate?ó 
˂ Avoid dealing with objections as 
they come up; you want to get it all 
on the table fi rst.  Say something 
agreeable : òYou may be righté is 
there anything else?ó and move on.  
˂ Or, if itõs a blunt òI donõt like or 
needó type of objection (a kind of  
warning  shot  fired  across your 
bows), immediately deflate the 
situation with:  òYou must have a 
good reason for not (whatever)é 
Would you mind telling me why?ó 
 

6. Make people want  to do 

business with you.  
 Do this by selling yourself then 
earning your prospectõs trust.  
 

How to Sell Yourself  
 Selling yourself is a necessary  
part of the sales process and, to do 
that, just be your authentic self.  
Anything less and you come across 
as a phony.  Beyond that:  

[a] Give your prospects  sincere 
praise and encouragement  wh ere 
appropriate.  M ost people are 
starving  for it.  Help them see their  

 
 

strengths and potential successes.  
[b]  Ask prospects: òHow did you get 
started in this business?ó 

[c] Smile.  People can even hear a 
smile on the phone . 

[d] Remember names.  
[e] Be brief and to the point.  

[f ] Always dress for success ; it im -
proves self confidence which comes 
across in your communications.  
 

How to Earn  a Prospectõs Trust  
 People wonõt buy from people 
they donõt trust or have confidence 
in.  Both have to be earned by:  

[a] Sincerely b elieving  in what 
youõre selling.  You communicate 
this by  the way you look your pro -
spect  in the eye; by your choice of 
words and  your  intonation . 

[b]  Practicing complete honesty 
about the virtues and limitations of 
what youõre selling.   

[c] Offer ing  useful ideas to pro -
spects and customers  and  helping 
them get more bang for their buck.  

[d ] Never knock ing a competitor .  
Render honest praise about them 
when appropriate ; then t alk about 
aspects of your own company or 
product as being in the sa me class 
as those the prospect already uses 
or respects most.  
 If the prospect speaks negatively 
about a competitor, distance your -
self and your company from that 
competitor by citing differences 
and/or why yours is better.  

[e] Get the prospect actively in -
volved in the selling process.   This 
is one of the most productive ways 
to help earn a prospectõs trust and  
make the sale.  If itõs a matter of 
conveying numbers,  have them  
write down what you dictate and 
even do any ne eded calculations.  
Maybe some sort of dramatization 
is called for.  Be creative.   
 

7.   Master the close.  
 The following techniques will 
help you close a lot more sales:  

[a] After identifying the key issue, 
narrow the focus of what you dis -
cuss with the pr ospect to just that 
of buying.   What youõre doing is 
crowding out all the reasons why 
the prospect shouldnõt buy until 
his mind subconsciously thinks of 
all the reasons why he should.  
Thoughts tend to turn  into action.   
[b] Know when to close.  Some - 
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times it will happen in the first 
couple of minutes ; sometimes after 
several sales calls.  Keeping the 
focus on point can help you close a 
lot sooner.  Be alert for buy  signals 
and do trial closes .  Persist.  

[c] Save your closing points for the 
close.  Doing so will help avoid 
building up sales resistance  and 
reinvigorate your enthusiasm, 
making for a powerful summary.  

[d]  Try to get the prospect to write 
down each summary point you 
make so they can hear  them, 
experience  them as they write them 
down and then see them.  That 
covers all  three  ways people  ingest 
information.    

[e] Keep your closing summary 
brief.  Picture yourself holding a lit 
match and try to deliver it in its 
entirety before you get to òOuch!ó 

[f] All along , seek opportunities to 
get a òyesó out of the prospect, as 
in: òDoes that sound good to you?ó   
The more you get before the close 
makes the close that much easier.  

[g] Welcome objections.  Your best 
prospects are the ones who have 
objections.  In most cases, object -
tions are really the prospectõs way 
of soliciting more inf ormation  and 
theyõre often buy signals.   
[h]  Should you be told : òCall me in 
three monthséó or  òI canõt do it...ó 
or  òI want to think it over...ó  deal 
with it  on the spot .  Whip out  your 
arsenal of òWhy?ó and òIn addition 
to thaté?ó questions and  get to the 
heart of the matter ; then lead them 
back to the close accordingly .   

[i ] Keep your killer closing line in 
reserve for special needs cases:  òIf 
you were my own brother/sister, Iõd 
say to you what Iõm going to say to 
you nowéó and do just that.  

[j ] There  are basically only two 

factors that move people to action : 
desire for gain and fear of loss.   
Use this fact well in your close.  

[k]  Never be afraid to ask for the 
money.  When closing a deal, have 
them put their money on it right 
then and there.  When a p rospect 
has time to review a deal by him -
self , heõll somet imes decide to 
postpone any action.   Rarely will 
they cancel an actual order.  
 Asking for cash with the order is 
one of the most powerful factors in 
closing sales.  Buyer s then place  a 
higher value  on what theyõve just  

 
 

bought because itõs now theirs .  
[l ] Donõt let them see you sweat.   
 

8.   Build the relationship  
  and a referral goldmine.  
 Salespeople often forget about 
customer s once the sale is made.  
Big mistake.   Hereõs what to do: 

[a] Avert òbuyerõs remorseó by 
giving him a dash of praise for 
making the buy.  

[b] Treat all customers the same ; 
you never know how much theyõll 
buy , who they know or  what could 
transpire over time as a result of 
your relationship with them.  
[c] Take care of your customers ; 
never stop working the relation -
ship.  If youõre averaging just one 
sale per customer, in most cases 
youõre not doing it right. 

[d ] New customers are your best 
source of new business.  Theyõre 
enthusiastic and happy about 
what theyõve just bought and 
usually want to share that with 
friends and associates.  Theyõre a 
goldmine of referrals for you . 
˂ The best way to get a referral is 
to ask for it.  
˂ The best time to ask for referrals 
is immediately or shortly after you 
make the initial sale; and, if 
appropriate,  whenever you know 
the customer has just gotten a 
major benefit from what you sold 
him; a nd  each time youõve sold  
the customer more of the same  
or something else.  
˂ The best time to follow up a 
referral  is right after you get it.  
You never really know the back 
story on such a lead.  Sometimes 
the person giving the referral is 
familiar with a timely situation he õs 
not at liberty to disclose.  So do 
your follow up that same day; let 
your enthusiasm for working a 
fresh lead glide you through the 
sales process; and never  let your 
referrals grow old and moldy.  
˂ Immediately after following up on 
a referral, report back to the cus -
tomer  who made the referral and 
convey your gratitude regardless of 
the outcome.  Theyõll be curious 
and appreciative of your courtesy 
to let them know how it went.  If it  
went well  and the situation is ap -
propriate , ask for another referral . 
If it didnõt go so well, chances are 
youõll get an even better referral.  

 
 

 
 
 
 And there you have it.   
 By following the very techniques 
youõve just learned, Frank Bettger 
rose to becoming the highest paid 
salesperson in the count ry within a 
few short years.  This knowledge 
can have that kind of impact on 
your career ð and your life ð as 
well.  But there is one critical 
caveat to all this.   
 Youõve got to get off your ass, do 
the necessary work actually using 
these techniques and honing your 
skills.   
 Mastery is a matter of focus ing  
on one thing at a time.  So, w ork 
on one technique at a time until 
you get good at it before moving on 
and adding another  one of the  
technique s contained herein.  Then, 
once you think youõve mastered 
each individual technique, go back , 
restudy them , and  fine tune every -
thing you do.  
 No one can or will do the work 
for you.  Itõs your life and itõs en-
tirely up to you to make the most 
of it.  Or not.  

 
 
 
 
 
 
 
       This presenta - 
       tion liberally  
       quotes from  
       and outlines  
         the points  
        Frank Bettger  

makes in his book, How I Raised 

Myself From Failure To Success 
In Selling  [currently published in 
paperback by Simon & S chuster].  
Without doubt, Bettgerõs book is 
the best book ever written on the 
subject of sales and should be 
reread many times by anyone 
working to better their lives.  
 These two newsletter articles 
are intended to serve as a starting 
point  for readers.   We strongly urge 
people  to invest ten bucks in them -
selves and buy the book because it 
back s each key point with exam -
ples that provide a greater under -
standing and experience of the 
invaluable lessons it contains.   
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÷ In 1869, Charles Darwin conduct-

ed a scientific research program to 
determine if blondes have more fun?  
Results were inconclusive. 

÷ Every 25 miles, the average car 

today produces 1 pound of pollution? 

÷ Humans and dolphins are the only 

species that have sex for pleasure?  
(Thatôs probably why dolphins 
always look like theyôre smiling.) 

÷ Most dust particles in your house 

are made from dead skin? 

÷ Our eyes are always the same size 

from birth, but our nose and ears 
never stop growing?  (Scary!) 

÷ In ancient Egypt, priests plucked 

every hair from their bodies? Their 
traditional grooming regimen in-
cluded their eyebrows and eyelashes 
and, yeah, that, too. 

÷ 315 entries in Websterôs 1996 
dictionary were misspelled? 

÷ Orcas (killer whales) kill sharks by 

torpedoing up into the sharkôs 
stomach from underneath, causing 
the shark to explode? 

÷ Upper and lower case letters are 

named óupperô and ólowerô because, 
when type was set for use in the first 
printing presses, the óupper caseô 
letters were typically stored in the 
case on top of the case that stored 
the smaller, ólower caseô letters? 

÷ The phrase ñrule of thumbò is 

derived from an old English law 
which stated that you couldnôt beat 
your wife with anything wider than 
your thumb? 

÷ Leonardo Da Vinci could write with 

one hand and draw with the other at 
the same time? 

÷ The name Wendy was made up for 

the book Peter Pan? 

÷ Motorola got itôs name by combin-

ing the concept for itôs first business 
venture ï record players in cars (a 
technology that failed for obvious 
reasons) ï with the name of the best 
known record player brand of the 
time, Victrola? 

÷ Chewing gum while peeling onions 

will keep you from crying? 
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Melissa Mulron ey 
 

 òMelissa is a prime example of 
what can happen as a result of 
sheer determination .  Her first 
month with us was a rou gh one; 
she often felt overwhelmed.  But , 
in the end , her hard work and 
persistence paid off.   She stuck 
with the task at hand, worked 
diligently with what she had, was 
a great steward over her talents 
and now she õs reaping the re -
wards.  Excellent j ob!ó  Thatõs a 
really nice and well earned acco-
lade coming from our General 
Manager , Dio Pouerie . 
 Originally from Rhode Island, 
Melissa is married and has three 
children ages 8, 5½ and 2.  Prior 
to joining Big Apple three months 
ago, she was a stay -at -home Mom  
raising her children and, prior to 
that, had worked  from 2000 to 
2005 at J.P. Morgan -Chase.    
 Melissa tells us her Dad has 
been her  great est source of in -
spir ation ; teaching her to always 
put forth  her  best  effort , which is 
hardwired at the core  of her 
strong and productive work ethic .   
 That plus her perseverance 
plus her sparkling personality 
that comes across in her calls to 
brokers and in her team work 
plus her attention to detail, in -
cluding follow  up calls and every-
thing else necessary to do the job 
well ; all of it together  has Melissa 
rapidly approaching top producer 
status at  Big Apple.   
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Ann Tomasulo -
McGinnis  

 

 Marc Jablon, President of Big 
Apple, tells us, òAnn has gone 
above and beyond her normal job 
responsibilities and is a real team 
player.  Ann is constantly looking 
for new ways to  save the company 
money which is more than appre -
ciated during these tough 
economic times.ó 
 Ann is one very busy lady.  As 
Administrative Assistant to both 
Marc and Matt Maguire, there are 
a lot of demands placed on her 
time.  In spite of it all, Ann main -
tains a powerful òcan doó attitude 
and happily takes on even more 
tasks for the company as things 
change and grow here.  She is a 
consummate team player ; the ògo 
toó person we all depend on when 
we need something  and a valu -
able asset to the company.  
 On the private side,  Ann is a 
newlywed. She and her husband, 
Mike, are expecting their first 
child in January.   
 Ann  tells us that, for her , a 
relaxing day includes, òTurning 
off my cell phone!  Going to the 
beach , church activities, spend -
ing time with my husband , visit -
ing my family  (in Rochester, NY) , 
watching NFL games  (sheõs a 
huge fan, folks !), reading a good 
book , or long walks with Mike 
and our dog .  Did I mention 
turning off my cell phone ?ó 
 
 
 



 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 Smart investors know that not 
all industries have tanked as a re -
sult of this financial debacle. There 
is still plenty of action to  be had on 
the Street.  Investors just need to 
know where to find it.  
 One industry that shrugged off 
the crisis and kept climbing the 
charts is Internet gambling (a/k/a 
òiGamingó).  Online gambling is a 
seriously big business.  Right now, 
itõs also illegal in this country [ a 
situation that is likely to change in 
the not too distant future because of 
the billions of  tax dollars the indus -
try would add to our Governmentõs 
rapidly emptying coffers ]. 
 Investors seeking a piece of the 
lucrative iGaming  action h ave had 
to go outside the U.S. ð and the 
SECõs protective oversight ð and do 
their buying on foreign stock ex -
changes because the publicly 
traded companies hosting virtual 
casinos are, by necessity, based 
overseas and canõt trade here. 
 

A Better Way  
 Smart  investors wanting to keep 
their money protected by SEC reg -
ulations and still get a piece of the 
iGaming  market can now do so by 
investing in U.S. companies that 
serve the needs of those virtual 
casino operators.  
 Castle Technologies, Inc. ð a 
newly emer ging small cap company 
with potentials for iGaming  indus -
try leadership ð is starting to draw 
significant media and investor 
interest with its unique software.  
 

A Better Game  
 David Comeau, President  and 
CEO of Castle Technologies, de-
voted several years and consider -
able effort to  develop ing  software  

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

that creates a superior gaming and 
entertainment  experience  for online 
poker players.   
 The Companyõs patented tech-
nology provides all the features 
and security levels necessary for 
Castle  Technologies to be competi -
tive in the iGaming  industry.  It also  
differentiate s itself as the only 
online poker supplier offering Pro-
gressive Payouts on played poker 

hands  ð an industry first ð that 
gives each player an opportuni ty to 
win a portion of a jackpot.  
 Its software allows virtual 
casino operators to offer their 
client ele advanced 3D graphic 
game rooms, the latest in Web 
animation, easy -to-navigate Web 
pages, straight forward betting 
actions, the ability to play multiple 
games at the same time and the 
previously mentioned progressive 
jackpot system which will create 
larger pots  for players , making it a 
major attraction for them.  
 Castle Technologiesõ software 
provide s for  multiple currencies  
and  languages  as well as 24/7 
customer care  and market ing 
support.  Itõs a complete package. 
 

How Big Is òSeriously Bigó? 
 The iGaming  market is fueled by 
consumer demand.  Three years 
ago, 60 Minutes  reported: òThe 
fastest growing gambling arena is 
the Internet with its virtual 
casinos.  Poker dominatesé there 
are more online poker games per 
day than in all of the casinos in the 
entire world put together.   It's a 
huge business.  Internet gaming 
companies will make $10 billion in 
profit this year. About 12 ½ million 
Americans today u se Internet  

 
 

gambling ; t hatõs a hell of a lot of 
consumer power. ó 
 That report is three years old.  
Today, iGaming  has exploded; par -
ticularly online poker, which has 
been driven by the popularity of 
the World Poker Tours  watched by 
millions on TV.  T here are now  
more than 200 onli ne poker Web 
sites in operation and more than 
370,500 people gambl ing  on them 
at any given time.    
 Analysts from companies, such 
as Bear Stearns and Merrill Lynch, 
estimate growth for the industry, 
starting from $15 billion today, to 
hit $48 billion by 20 10 and to top 
$125 billion by 2015.  
 

Strategic Position  for Growth  
 Castle Technologies is well posi -
tioned to carve out a significant 
segment of the iGaming  market for 
itself because of its well -priced 
software and its proprietary cutting 
edge technology .  The Company is 
just now starting to introduce  its 
product  to the overseas virtual 
casino operators for licensing.   
 The Companyõs core strategies 
for growth include continuing to 
lead the market with innovative 
poker products; aggressive pursuit 
of new  licensees; strategic acquisi -
tions  to accelerate the Companyõs 
advancement; and expansion of its 
brand awareness on all continents.  
  The growth of iGaming  ð and 
particularly poker ð is showing no 
signs of slowing down.  Indeed.  
Growth is approaching wa rp speed.  
 Castle Technologies offers in -
vestors a great opportunity to take 
a position in the iGaming  action 
right now.   

 
 Castle Technologies has just released its 
authoritative white paper , The Promise of 
Progressive , which provides unique insight 
to the popularity of the progressive -style 
Texas Hold'em game and online poker . 
Copies can be requested through  the 
company's Web  site.  
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CASTLE TECHNOLOGIES  

Trading Symbol:   CSTL 
 

For more information  and a copy of the White Paper 
entitled òThe Promise of Progressive,ó go to:  

www.castletechnologiesinc.com  
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