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and says, ‘I want to give you my num-
ber,’ I really, really enjoy that.”

It takes patience to succeed at the 
pickup game. “For every hundred women 
I hit on,” Trix says, “I’ll get 50 phone 
numbers. Maybe half of those will be 
right, and from those, I’ll get three dates. 
And maybe one of them will sleep with 
me. If you want to get laid, act like you 
don’t care. Don’t be outcome-dependent. 
Women can sense neediness.”

M
en have been devising 
pickup strategies since 
the days of the Nean-
derthal. One of Trix’s 
favorite books, The Art 

of Seduction by Robert Greene, cata-
logs some of the greatest pickup stories 
in history, starting with Socrates, who 
dazzled young boys in the symposia of 
Athens. But only in the past 40 years 
have pickup artists begun to realize that 
they could earn vast sums of money by 
passing along their secrets.

In 1965 a shy and horny young New 
Yorker named Eric Weber deeply admired 
a friend of his who was very comfortable 
with women and had no trouble getting 
dates. The two worked together in an 
ad agency, writing direct-mail letters to 
promote how-to books.

“My friend said, ‘Why don’t we write 
a book?’” Weber recollects. “I thought 
the idea was preposterous — and hilari-
ous. I looked down on those books. 
But then I noticed that people really 
respected them, and there was a real 
interest in the subject.”

So posing as a writer for Cosmopoli-
tan and armed with a $13 tape recorder, 
Weber sought out women in Central Park 
and asked them if they would be amena-
ble to a pickup.

“They liked the idea,” he says. “If a 
guy came up at a museum, stared at you 
and wanted to meet you, it’s terribly fl at-
tering. It takes courage, and it’s a sign of 
great confi dence. The women liked confi -
dent men. They told me what men should 
wear, what they should 
say, what they should 
look like, and I com-
piled it.”

How to Pick Up Girls 
went on to sell 1 mil-
lion copies and spawn 
a minor cottage indus-
try: an album on which 
Weber describes vari-
ous techniques (“The 
Women’s Clothing 
Store Pick-up”, “Love 
in the Library”), a 
made-for-TV movie 
and a number of 
sequels, including a 
guide for divorced 
women. Weber even 
taught a couple of 
classes at the Learning Annex in New 
York, but as he had already picked up a 
wife in a singles bar, he grew bored with 

the scene and went on to write novels 
and screenplays.

It would fall to others to see the true 
fi nancial potential in pickup artistry. 
Ross Jeffries was the fi rst of the pickup 
entrepreneurs. In the late 1980s, he set 
up his Speed Seduction school: books, 
workshops and, eventually, a Web site 
touting his pet strategy, neuro-linguis-
tic programming, or NLP. NLP involves 

the repetition of sug-
gestive phrases to cre-
ate a hypnotic effect.

Ikon has been 
experimenting with 
NLP. “I’ll say, ‘I’ve been 
fucking around with 
an idea. You need to 
stop and close off your 
mind.’ Get it? Clothes 
off?” He admits it is a 
diffi cult technique to 
master.

Jeffries was sup-
planted by gurus with 
simpler strategies, 
like Juggler, Swing-
gcat, David DeAngelo, 
and, most famously, 
Mystery. Formerly 

a struggling magician, now a star on 
VH1, Mystery pioneered the “Can I ask 
your opinion?” opener and the pickup 

boot camp, where, for a mere $3,000, he 
would take his students out into the fi eld 
for practical demonstrations. He also 
inspired a slew of imitators to wear silly 
hats, ski goggles and feather boas.

Neil Strauss, a writer for Rolling Stone, 
fi rst attended one of Mystery’s seminars 
as research for an article and, after suc-
cessfully picking up a Playboy Playmate 
of the Year at an LA Offi ce Depot, became 
intoxicated by the game. Within a few 
months, he became Mystery’s wingman 
and then a master in his own right. He 
cemented his fame in 2005 with the pub-
lication of The Game. Bound like a Bible, 
with a limp leather cover and gilt-edged 
pages, it became a best-seller.

After The Game, it became much 
harder for PUAs to use the same canned 
lines without getting caught. But it also 
introduced the philosophy of pickup to 
a wider audience who previously had 
no idea how to meet women — men like 
Monty, who, after his divorce, found 
himself single for the fi rst time since high 
school. “I was absolutely fascinated,” he 
says. “And I saw the business potential.”

Two months ago, Monty attended 
a three-day boot camp in Chicago. (He 
signed a confi dentiality agreement that 
forbids him to name its leader.) He already 
knew how to pick up women. What he 
wanted to learn was 
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