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On a Personal Note...
By Charles E. Gaudet II

It’s not 
uncommon 
for my wife 
to look at 
me, shake 
her head, and 
say, “Charlie, 
why do you 
like getting 
yourself in so 
much trouble?” 
And whether 
I’m ruffling 
her feathers or stirring amuck with 
mainstream America, I’ve got to admit, I 
sort of enjoy being a rebel.

You see, while mainstream America was 
attacking Dan Cathy (CEO of Chick-
fil-A) for his outspokenness on gay 
marriage, I decided to send out a press 
release suggesting he might not be as 
dumb as people think.  

(You can read my post about it on the 
blog at http://www.predictableprofits.
com/blog by doing a search for Dan 
Cathy). 

You see, if I shared the same opinion as 
everyone else (ridiculing Dan Cathy for 
his remarks), I would have just blended 
in as another sheep in the “me-too” herd.  

And while Dan and I might have 
different views on marriage (I’d rather 

government completely butt-out of this 
debate, stop wasting tax payers money, 
and leave the choice of whether or not to 
allow same-sex marriage to the religions 
and institutions that have a philosophical 
stance…), my blog post and press release 
got noticed, talked about, and shared 
across the web.

(Oh yeah, and I caught a bit of flack from 
people who just didn’t get it).

Sure, there were a few people who 
disagreed with my point and thought 
Cathy was an idiot, but there were many 
more folks (entrepreneurs) who felt my 
point was well-founded.

You can’t try to please everyone. In fact, 
there’s a saying that goes, “if you’re trying 
to please everyone, you end up pleasing 
no one.” Just face it, no matter how hard 
to try to make everyone happy, some 
people are not going to be happy no 
matter how hard you try.

So don’t try to make everyone happy – 
just try to make the people that matter 
most happy.  

Those people are your ideal customers. 
And before you open your mouth and 
take a stance, make sure you recognize 
who your ideal customers are, what they 
believe in, and what you can do to show 
them that you “get it.”

Now speaking of trouble, Barack Obama 
dished himself a cup of “oh-oh” during 
his “You Didn’t Build That” monologue, 
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which was an attempt to credit government and 
diminish the past achievements of Mitt Romney 
(and instead of earning points with his crowd, began 
to turn many of his ideal voters away).  

Barack’s off-handed comment instantly pissed off 
millions of middle class entrepreneurs and gave 
fodder to the Romney campaign, which brilliantly 
began its “You DID Built That Campaign,” showing 
his support for entrepreneurs and small business 
owners.  Points go out to the Romney campaign 
for acting on their feet to exploit this marketing 
opportunity.

By the way, the “You DID Build That” opportunity 
could have also been leveraged by anyone providing 
a service for entrepreneurs and small-business 
owners… accountants, attorneys, bankers… showing 
support for their clients and their clients’ hard work.

The Olympics also offered several creative marketing 
ideas. You could have Olympic-themed product 
promotions, a “go for the gold” promotion, a cash 
back award (or a credit to your store) for every 
gold medal won by your country if the item was 

purchased during a specific period before the 
Olympics were over, discounts on all athletic gear or 
contests for winning merchandise based on various 
Olympic results.  

Strategic Entrepreneurs are always looking to give 
customers a reason to buy… this could have been 
another.

Inside the Members’ Area (http://members.
predictableprofits.com), my team and I will keep a 
running calendar of promotion opportunities one 
month ahead. This month we’re highlighting various 
opportunities in September. There’s back-to-school, 
Labor Day, Patriot’s Day, and even national “Talk 
Like a Pirate Day” for those of you who want to 
have a little fun with it.   

But just because we mentioned some dates, you 
don’t have to stick with those – there are many 
reasons to promote – maybe you have a new 
product? Anniversary? A celebration of sorts? New 
accomplishment or milestone? Overstock? Special 
Event? Maybe something in the news?  

Be creative… people love being entertained.
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Do I Really Need Someone of 
Your Skills?

By Charles E. Gaudet II

“Do what you do so well that people can’t help 
telling others about you.” - Walt Disney

Earlier this month, I decided to buy my wife 
another vehicle. After researching several brands, we 
ultimately decided to purchase the special “Blacked-
Out” Altitude Edition of the Jeep Grand Cherokee. 
Now we fit in with all the ballers, pimps, rappers, 
and government officials. All in all, a fantastic vehicle 
and highly recommended.

Whether we walked into Chevrolet, Jeep, or BMW, 
the sales cycle was the same. The sales person would 
approach me with: 

How much do you want to spend?
Let me show you the features and 

let’s take it out for a test ride.

Nobody asked me why I wanted a new vehicle and 
what my primary needs were for this vehicle… so 
nobody could share any of the benefits with me and 
how this new vehicle would meet my needs and wants.  

Much like their peers, they focused on features.  

On the contrary, I was focused on how it would benefit 
me, so I had to come to the conclusions myself.

(I’m still shell-shocked by this whole experience…)
Well, as the saying goes, we purchased a car not 
because of our salesperson but despite our salesperson.

And as a marketing guy, buying a car was 
aggravating, irritating, eye opening, and at times, 
their stupidity was even humorous.

But the biggest problem was that car dealerships do 
nothing to set themselves apart and make themselves 
special or unique… ultimately forcing you to make 
your purchase decision solely on price.

Unfortunately, this is also the trap many other 
entrepreneurs find themselves stuck in.

It reminds me of a saying I heard a few weeks ago. 
Someone said: 

“If the only thing that differentiates you is price, 
then I don’t need someone of your skills.”

What were they saying?

In other words, if the only thing that differentiates 
your business from another is the price of your 
product or service… what difference does your skills 
make?

For fun, each time I walked into dealership, I’d ask 
them: “Why should I buy from your dealership rather 
than someone else’s?”

…and the reasons they gave me were: “best service,”- 
“family-owned,” “lowest-price,” “most inventory,” “we 
take care of our customers,” etc.

Blah, blah, blah…

Competing solely on price is not a good strategy 
for any business… especially when price is their 
primary competitive advantage.

(Now might be a good time to remind you that even the 
retail behemoth, Wal-Mart, has become a victim of the 
price strategy that made them famous. According to a 
recent survey conducted by WSL Strategic Retail, 86% 
of shoppers no longer believe that Wal-Mart has the 
lowest prices, and consequently, the company posted nine 
consecutive falling quarters through December of last 
year.)
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You’ve got to make yourself different and educate your 
consumer why they need a company/person of your 
skills.

You see, your prospect secretly despises the process of 
buying a car. This is partially due to the “slimey” and 
pushy salespeople who will tell you almost anything 
to get a sale. They know it. We know it.

So change, make the process easier, more enjoyable, 
and look like a hero.

Sure, you’re going to have clients who purchase 
strictly on price, and you can’t do anything about 
that… but there’s also a fairly large number of 
clientele who are more affluent. These clientele value 
service over price, and in most industries (the auto 
industry presents other challenges… but it’s still 
possible), you can charge more for your products/
services with more personalized and attentive service.

And one last note to the salespeople who worked 
with me… if you’re not going to differentiate yourself, 
keep in mind with services like Edmunds and Kelly 
Blue Book, car customers are more informed than 
ever about what they should be paying for a car. So 
rather than the hard ball (it’s me versus them) price 
negotiation, start the relationship off to the right foot 
by providing them with your best price right off the 
bat. Once price is off the table, you can then work 
with the client to find the car that’s right for them.

You go from the “me versus them” game to becoming 
more of a “car consultant” with a job of simply 
making your client happy. And this will win you 
more sales than trickery, deceit, or high pressure 
tactics.

How to Get in Front of the Media 
with No Press Releases, No Phone 
Calls and No Outrageous Stunts!

By Charles E. Gaudet II

I’m about to give you one of the most powerful 
resources available to entrepreneurs, allowing you 
to be featured in books, websites, blogs, magazines, 
radio, and the newspaper. It’s a media strategy that 
could bring you thousands of dollars in free publicity 
and traffic to your business for simply representing 
yourself as an authority.

And it doesn’t matter what business or industry it 
is…

Ready for this one?

It’s called “Help a Reporter Out” (or HARO 
for short) and you can find them at http://www.
helpareporter.com. The premium version costs less 
than $50/month and instantly connects you with 
over 30,000 reporters and bloggers willing to identify 
you as their expert for helping them create a better 
story.

You might have a reporter asking for stories about 
women entrepreneurs… or entrepreneurs in a 
specific geographic area… or for people with a 
particular skill, talent or knowledgebase. The topics 
are endless…

The questions cover a wide spectrum of possibility, 
and the best part is that you only see the questions 
you want to see.
So, for example, I suggest you include a search 
query for “Entrepreneur” and “Small Business 
Owner,” as there are a number of questions related 
to reporters asking for stories about how you reacted 
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to a particular 
situation or 
news story, 
or just want 
to share 
your story of 
success.

In addition to 
“Entrepreneur” 
and “Small Business,” make sure you add your 
industry to the query, and regardless of whether or 
not there are a lot of inquiries for your particular 
industry, just contributing your story to the 
entrepreneur or small business queries will increase 
your exposure.

As a marketing consultant, I use the queries 
“Entrepreneur,” “Small Business,” and “Marketing” 
in my searches. If I was a tax accountant, I would 
add “Entrepreneur,” “Small Business,” “Tax,” 
“Accountant,” and “Accounting” to my search query.

Here’s a random story I picked up:

Now if you have a success story and meet the 
requirements, all you have to do is reply to the email 
address and the best answers will be featured on the 
American Express Open Forum. Good for exposure, 

great for SEO. PLUS, you might also be able to 
use the logos for each website you’ve been featured 
on as an “As Seen On” section on your website, 
demonstrating additional proof and validation of 
your expert status.

Remember, this is about POSITIONING!

Here are some tips to making HARO even more 
effective for you:

1. Offer real value in your response to the 
     reporters. Be the source for information. Do 
    not pitch your business or your products (they 
    will cite you as the source of the information, 
    and often times, provide a link to your website).
2.  If possible, provide them with statistics, 
      survey results, or facts they can quote. A 
     quotable phrase is worth ten times more to a 
     reporter than just words.
3.  Have a short and concise bio ready for 
      reporters to quickly reference in giving a brief 
    description of who you are (in wouldn’t hurt to 
    attach it to every email you send).
4.  Be prepared to provide a reporter with your 
      photo. It’s not uncommon for them to ask 
     for a headshot to include in the article. Get 
     high resolution headshots, load them up on 
     your server, and when requested of you, provide 
     them with a download link or attachment.
5.  Be sure to include your phone number 
      and invite them to call you for additional 
      information or clarification.

These are some tips and tricks that I use every day that 
could also benefit you. HARO is a tool I enjoy, but 
doesn’t replace the importance of a well written press 
release. In fact, sometimes they even work together!

BTW - In last month’s newsletter, I shared a press 
release I sent you about Rick Santorum’s Sweater Vest.  A 
reporter from HARO picked it up and asked the entire 
HARO network for their opinion on my press release, 
which was later a feature story on her website (both my 
feedback and others).  You never know what kind of 
coverage your press release could give you – this one surely 
brought in a lot of traffic.
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Give Your Business a Personality 
Injection

By Charles E. Gaudet II

There used to be a day when a small business would 
try to look big. We’d have multiple voicemail boxes 
(even if there was just one person in the company), 
appear to have offices in big buildings, show busy 
people, have multiple departments, and sometimes 
even multiple addresses (made easy by the UPS 
Store - formerly Mail Boxes, etc.).

I still don’t know why people thought that was a 
smart idea. Probably stems back to the days when 
big business (like Microsoft, Wal-Mart, Staples, 
Circuit City) were giving many small businesses a 
run for their money – making small business seem 
vulnerable, unstable, and likely to go out of business.

Most of the businesses who went under during the 
invasion of big business did so because they weren’t 
unique, and their biggest competitive “advantage” 
was price.

Now, the tides have turned.  
One would think that in this economy, price would 
be paramount – but that’s not the case.

In fact, research has indicated that people will 
happily pay more money for quality service, quality 
products, better guarantees, etc. than simply just 
being another number inside of a big corporation.

And those big-box corporate executives have 
finally come around to see that people want to do 
business with other people – not with a faceless 
corporation…

So, if you’ve caught yourself eluded by the idea 
of appearing “big” – it’s time to take a step back 
and look at ways you can integrate a little spunk 
(personality) in your business.

Let’s look at how some of the big guys have done it.

Well… Microsoft launched their “I’m a PC” 
campaign featuring real people; Apple had their “I’m 
a Mac” advertisements; Geico is using the lizard 
(Martin) as the face of the company; Progressive 
Insurance has “Flo.”

Now, as a small business owner, you have an 
advantage that a number of those big businesses do 
not have – you have YOU!

That’s right, YOU can be the personality. You can be 
the face and set the entire tone for your business (if 
that makes you feel uncomfortable, I would still urge 
you to consider… however, you could always deploy 
a similar strategy of creating a mascot or use real 
people in your marketing).

Why is this important?

Two primary reasons:

1.  Consumer trust is at an all time low: The 
     2011 Edelman Trust Barometer® confirms that 
     consumers are becoming increasingly 
     distrustful of businesses. When asked, “how 
     much do you trust business to do what is 
     right?” only 46% of respondents replied 
     positively. Among the top 10 largest 
     economies, this ranks the United States just 5  
     points from being in last place.

Where Entrepreneurs Come to Grow Their Business™
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2.  People choose to do business with people 
     (and businesses) that they know, like, and 
     trust. By using a personality that people can 
    relate to… they are more likely to know, like, 
    and trust you.

In the promotion component of The Predictable 
Profits Triad™, we identify the 3 phases of 
marketing based upon the relationship process that 
a prospect experiences when making a purchase 
decision with your company.

1.  The Dating Phase™ – they’re getting to know 
     you.
2.  The Engagement Phase™ – they’ve decided 
    they like you and have made a small purchase 
    with you. 
3.  The Marriage Phase™ – they’re committed to 
    you and are hoping you’re going to be the only 
   company of its type that they’ll ever have to do 
   business with again.

 
Each phase builds upon your relationship for the 
prospect, increases the chances for a purchase (and 
one of higher value), encourages repeat business, and 
stimulates referral business (in addition to higher 
profits).

Here are 5 ways in which you can add personality to 
your business:

1.  Social Media – Twitter and Facebook are 
    often not used (or thought of ) in the way 
    that maximizes their purpose. Its purpose is 
    to keep in contact with friends, communicate 
    important happenings in your life, and build 
    upon relationships. It’s not a selling tool. This is 
    a good way for you to enter a dialogue with 
    your prospects and customers.

One company that does an exceptional job with 
Facebook is Zappos - http://www.facebook.
com/zappos - they do a great job infusing 
personality inside of their posts.

2.  Video – Create a video and share it on your 
     website, blog, or use it as part of your 
    advertising.  Using real people (instead of 
    actors) is a plus.

Dominos Pizza has a great example of using 
executives, chefs, and real customers in their 
advertisements. You can watch it here: http://
www.pizzaturnaround.com 

3.  Share Personal Stories – By exposing some 
    of your faults and telling personal stories that 
    people can relate to, your customers not only 
    feel privileged to hear that information, but it 
    makes you feel more human. For example, I’m 
    not bashful to talk about my struggles as an 
    early entrepreneur and the emotional stress that       
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    landed me in the hospital. As an entrepreneur,   
    many of you can relate to the sacrifice and  
   stresss one often goes through when starting/
   growing a business.

If I was the owner of a software company, I 
might share stories of how inefficient software 
drove me crazy! Freezing computers, bugs, lost 
data, etc. (which all helped to formulate your 
solution).

Or as a dry-cleaner, you could talk about how 
you hated walking away from another dry 
cleaner, smelling like chemicals. Perhaps you 
tell stories of why you got into dry cleaning and 
the struggles you had when you were trying to 
create the best service for people.

You can share these stories in newsletters, 
on your blog, with videos, or in your 
advertisements. It’s part of who you are… and 
who your company is today.

Of course, they don’t have to be about your 
faults either. I recently talked about my son 
losing his first tooth and my daughter’s ballet… 
I tied them into why it’s important to your 
business but I let you into my life.

Richard Branson does a great job at telling his 
stories. He’s done so in his book, “Losing My 
Virginity” and isn’t afraid to express himself no 
matter where he is. When you do business with 
Virgin, you know you’re doing business with 
Richard Branson.

4.  Treat Your Customers as Friends – Treat your 
    customers as if they were friends looking for 
    new solutions to their problems. Customize 
    whenever possible, and make them feel valued, 
    special, and appreciated.

If you’ve ever been to Disney World and 
informed a “cast member” that it was your 
birthday, anniversary, or a special occasion 
– then you know how great it feels to be 
appreciated. The special desserts, the little gifts, 
and the constant recognition is all a big reason 

why Disney is an entertainment powerhouse.

5.  It’s Still All About Them – You want to share
your stories, put yourself on video, and share 
personal photos… awesome! But let’s not 
forget that you are doing it in the context 
of humanizing your company, so that you’re 
breaking down any barriers that may prevent 
someone from knowing, liking, and trusting 
you.  

Here’s the point to remember, nobody likes the person at 
the party who always makes it about them – as you’re 
communicating your message – be sure to relate the 
message so that your story, video, or message adds value 
back to your prospect or customer.

Look, I don’t care that your kid won the ice hockey 
tournament. However, if you’re a carpet cleaner and 
you talk about how your son won the tournament 
and… perhaps as a celebration you’re going to give 
me a special discount or create a special “champions” 
package… or you simply share a story of how, when 
your son came home, he was so excited to tell mom 
that he ran through the house with his muddy shoes 
- but your special stain retardant was so powerful, all 
you had to do was wait for it to dry and vacuum it 
up with your standard household vacuum…  Make 
sense?

If you have a company, advertisement, or video 
of you “humanizing” your company, log into the 
members area, click on “Ask Charlie!” and send us 
your example. Who knows… we might feature you 
in an upcoming issue, on our website or, heck, you 
could even see it on our Facebook page at http://
www.Facebook.com/PredictableProfits!
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11 Ways to Correct Your Copy and 
Boost Response

By Predictable Profits Insiders’ Club 
Member, Tom Trush

Copy Correction #1: “Speak” your prospects’ 
language. Readers will understand your copy better if 
you use simple words with clear concepts. So don’t be 
afraid to write casually. Not only can you still sound 
professional using basic language, but your copy won’t 
read like it was created by a corporate machine.

Copy Correction #2: State the problem you help 
your prospects’ solve. When you match your copy the 
way your prospects describe their problem, you’re in 
a powerful position because you zero in on thoughts 
already in their minds. After all, when an issue causes 
you stress, you can’t stop thinking about it, right?

And, because your prospects are already pondering 
a problem, it’s easier to bypass the brain’s natural 
reaction to reject new ideas.

Copy Correction #3: Address beliefs and emotions 
your prospects have about their situation. 
Common thoughts shape your prospects’ attitudes 
about the solution you offer. They may believe your 
solution is too expensive… you don’t have enough 
experience… you’re too busy to help… you’ll pressure 
them with a sales pitch at the first opportunity…

As for their problem, maybe they believe it’s too 
complicated for a quick solution… requires resources 
they can’t access… involves issues no one else has 
experienced… entails dealing with topics they’re too 
embarrassed to discuss…

In addition, are your prospects frustrated, scared, 
or confused? Do they feel guilty? Are they insecure 
about their situation?

Whatever your prospects’ beliefs and emotions, address 
these concerns or you risk losing their attention.

Copy Correction #4: Focus on the outcome 
delivered by your product or service. Your prospects 
don’t want your product or service. Instead, they 
want the outcome it provides. 

So if you’re 
a portrait 
photographer, 
your prospects 
don’t want 
you to take 
pictures – they 
want visual 
memories 
they can’t 
wait to share 
with friends 
and family. 
If you’re a 
criminal 
defense lawyer, a guy just pulled over for extreme 
DUI doesn’t want legal representation – he wants 
to stay out of jail, get his record cleared, and have a 
chance at living a normal life again.

Use your copy to provide insight that puts prospects 
closer to their desired outcome.

Copy Correction #5: Question your readers. One 
easy way to trigger mental dialogue is with one- or 
two-word questions. This practice enhances your 
copy because it mimics the way we talk. 

Basically, you write a statement and then give your 
reader an opportunity to take in the idea by asking 
a question. Some of my favorite questions include 
“Make sense?” “Right?” “Understand?” “Fair enough?” 
and “Sound familiar?”

Notice the question at the end of this letter intro for a tax 
attorney (you’ll see I also addressed prospects’ emotions):

Catching up with the IRS on your offshore bank account 
probably isn’t a topic you’re eager to discuss – and that’s okay. 

If you’re like others in your situation, you’re feeling 
confused, scared, and maybe even embarrassed. Keep 
in mind, these emotions are natural…

You’re not alone.

Of course, you’d prefer the issue just go away, right? 
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Realistically, though, you know that won’t happen, 
which is why you sought out this information.

Copy Correction #6: Command your reader’s 
mental involvement. Another conversational copy 
technique is inserting command statements at the 
beginning of sentences. Some of my favorites are 
“listen,” “remember,” “keep in mind,” and “imagine.”

For instance…
Keep in mind, when you don’t grab control of 
your 401k or at least educate yourself about your 
investment options, you limit your retirement to what 
the market delivers.

You can also use longer command statements as 
transitions. Here’s are several examples:

Allow me to explain…

Listen to this story…

Let’s take a look at what I’m talking about…

Think about that for a minute…

And here’s one fact you can’t ignore…

Copy Correction #7: Explain the “because.”  People 
seek reasons for taking action when you ask them to 
do something. The word “because” acts as a trigger. It 
not only tells your prospects why they should comply, 
but also increases the likelihood they will take action.

Copy Correction #8: Provide proof. Without 
evidence, solutions become empty words stealing 
space in your marketing materials. Remember, your 
prospects are skeptical. Show them you’re credible 
and prove what you offer is legit by incorporating 
testimonials, case studies, references to research, 
comparisons, or a guarantee.

Copy Correction #9: Tell a story. Stories are 
powerful persuasive tools that can help you generate 
sales because they allow readers to form their own 
conclusions. People are drawn to stories – they have 
a natural desire to relate to the characters.

In every company, on every day, people (including 
you) overcome adversity, solve problems, and deliver 
results. Explain these experiences in stories.

One of the easiest ways to write a sales-generating 
story is by explaining how a client successfully used 
your product or service. Start by simply writing 
down the facts you want to highlight. Then fill in the 
gaps by explaining the problem, the action taken, and 
the results achieved.

Copy Correction #10: Use italics, bold, and 
underlines to occasionally highlight information 
essential to your message. The way your prospects 
read your copy can create unintended meanings. So 
you must clarify important points. 

For example, check out the following exercise from 
legendary sales trainer Zig Ziglar. Read each sentence 
and put extra emphasis on the italicized word. Notice 
how you the meaning of each sentence changes.

I didn’t say she stole the money.

I didn’t say she stole the money.

I didn’t say she stole the money. 

I didn’t say she stole the money.

I didn’t say she stole the money.

I didn’t say she stole the money.

Copy Correction #11: Deliver value. What would 
you do if you could only put one marketing piece 
in front of the leads you gathered this week? How 
would you approach those prospects? Would the 
copy you present to them be the same you use you 
today?

Would you rely on pitching your product or service – 
or would you venture along another route?

Before you make your decision, consider this final thought:

You’ll never go wrong in your marketing (which 
includes your copy) when you show compassion 
and a desire for helping people.

Tom Trush is a professional copywriter, the author 
of “The ‘You Effect’” and “The Reluctant Writer’s 
Guide to Creating Powerful Marketing Materials.” 
You can find Tom and other tips like these at 
http://www.WriteWaySolutions.com 

Where Entrepreneurs Come to Grow Their Business™

© Copyright 2012 Managed Marketing LLC   |  The Predictable Profits™ Insiders’ Club  |   www.PredictableProfits.com



11

How to Come Up With a Different 
Press Release Every Week

By Charles E. Gaudet II

To leverage your positioning, writing a press release 
once a month is a bare minimum. The ideal situation 
would be to write at least one press release every 
week.

And while you may already know why it’s important 
to your positioning, most entrepreneurs don’t believe 
they have anything worth writing about in the 
media.

Nothing could be further from the truth!

Imagine what it would be like to be a reporter and 
be told to have to come up with a new and exciting 
story every single day of the week (and many 
reporters are responsible for creating more than one 
story!). Without question, it can be daunting and 
overwhelming for the reporter – that’s why they’re 
always on the lookout for engaging, informative, and 
interesting content. 

Let’s face it. We all have an opinion about 
something.  

Perhaps you own a metal fabrication business, you 
might have an opinion about companies outsourcing 
their tube bending or sheet fabrication to countries 
abroad and the pitfalls of such a decision. Maybe 
you own an accounting firm and can comment 
on Obama’s many new taxes and how they affect 
entrepreneurs. Perhaps you own a restaurant and can 
speak on the topic of the “green slime” in hamburger 
meat and how to spot a quality burger.

Ideas are out there for you.

But to get those creative juices flowing, I’ve decided 
to provide you with a list of possible topics for a 
press release worth considering:

•  What scams, traps, or shenanigans can you help 
people avoid in your field?

•  Have you conducted any research or a survey? 
   What were the results?
•  What awards, recognitions, or special 
    accomplishments have you recently received?
•  Do you have any new product releases?
•  Do you know how to solve a problem mentioned in 
    the news?
•  Are you holding any events?
•  Do you have any announcements? (Anytime you 
   want to say something, anything, make it a formal 
   announcement and write about it!)
•  What answers do you have to popular customer 
   questions?
•  How are you helping your local community? What 
   contribution can you offer?
•  Do you have a comment on future trends and 
   advice for the customer?
•  Do you have any predictions?
•  Will you be making a public appearance (radio, TV, 
   or event)?
•  Do you have any awards or recognitions you’ve 
    given to others?
•  Can you comment on news stories?

For the best traction (and very important for 
online distribution), make sure it looks like news 
and tie it to a holiday, news story, special event, or 
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announcement (not just an article).

As an example, if I wanted to answer a popular 
customer question on “how to write effective 
headlines” – while it might not sound like news right 
away – I would send a press release with something 
like: 

“How to Write Effective Headlines in a Struggling Economy:  
Marketing Expert, Charles Gaudet, Says Your 

Customers Could Be Missing the Most Important Part 
of Your Marketing Message”

Now I just turned an everyday article topic to an 
important news story by identifying the current 
state of the economy. Then, to better ensure it’s seen 
as news, I might add a sentence like: “With NFIB 
reporting entrepreneurs expecting -3% net decrease 
in sales, PredictableProfits.com CEO, Charles 
Gaudet, says this number could be improved with 
better marketing materials, beginning with more 
effective headlines.”

It’s a good idea to subscribe to your industry 
associations newsletter and look at industry 
magazines. Pick up the newsletter to find out what 
other people in your industry are talking about, and 
think about how you can “newsjack” those ideas for a 
press release of your own.

Transformation Corner: How to 
Avoid a Potential Nightmare

By Charles E. Gaudet II

Charlie has invested well over $300,000 studying peak 
performance and investing in person development for 
creating a more fulfilled life of health, wealth, love and 
happiness.  He’s learned from some of the most notable 
people on earth and, each month, he will pick one lesson 
to share with you as a valued Insider.

A few Fridays ago, I got a phone call: “Charlie, 
your father has just been rushed to the hospital by an 
ambulance, we don’t know much, but the doctor said it 
has to do with his heart. I’ll call you back when I have 
more information.”

Right about that time, my jaw dropped to the 
floor, the room was doing circles around me, and 
I was speechless… was my world going to turn 
upside down? What do I tell the kids about their 
grandfather?  What’s happening? What do I do?  

I couldn’t speak with my father and I instantly 
started to think worse-case scenario.

The next call was: “Okay, looks like they can’t handle 
him at this hospital so they’re rushing him into 
Boston. He’s in the ambulance right now and the 
doctor’s are suggesting they’re going to have to do 
immediate surgery…”

What?!?!?

The lack of information was torture.

Now… fast-forward 24 hours. They determined 
my father was fine and it was a problem with the 
electrical wiring in his heart (they’re still trying to 
determine the cause).
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But I couldn’t help but be reminded me of a 
conversation I had with Tony Robbins, and while 
many of you might not want to hear this… you’ve 
asked me to help you develop your edge and if I 
don’t share this with you, I feel as though I’m doing 
you a disservice.

Most people don’t value their health enough. They 
believe if they’re not sick, tired, or in pain – they 
are okay.

In fact, the sad reality is that most people spend lots of 
money getting regular tune ups, oil changes, and services 
on their car in order to keep it running for 5+ year, yet 
they hardly spend the same care on their own bodies - 
which they’ll have to keep for the rest of their lives.  

When the symptoms arrive, it’s too late.

When you’re sick, you have to go into defensive 
mode and attempt to fix the situation, instead of 
proactively preventing the situation from happening 
in the first place.

Most of you would never take care of your business 
like you take care of your body…

With your business, you mitigate risk, take 
proactive measures to market and stay ahead of 
your competition, strategize to withstand economic 
gyrations, and a host of other things to make your 
company stronger, react faster, and last as long as 
possible.

But many of us don’t take the same care of our 
bodies…

If you don’t think this is important, consider the last 
time you had a bad stomach ache. This type of illness 
is common, yet when it happens, it’s completely 
incapacitating.

It’s hard to think, strategize, react, negotiate, 
innovate, respond, make decisions, etc. – all necessary 
to be the best entrepreneur possible.

And while I don’t want this to be a lecture, I’ll tell 
you that there used to be a time when I’d struggle 

to get out of bed, have “brain fog” until mid day, rely 
on caffeine to sharpen my edge, and fight a constant 
battle with lethargy… at times, it was pretty tough 
for me to out-think a competitor…

Then I met Tony and he gave me a 10-day challenge 
to do nothing but eat high quality, whole (and live) 
foods. No junk. No sugar. No caffeine.

I haven’t turned back. I’ve got more energy than ever 
before. I think more clearly. And I feel GREAT!

And I’ll tell you – if your competitive edge is a 
culmination of all your edges… this is one advantage 
that will pay dividends to you in greater proportion 
than money could ever buy.

“The higher your energy level, 
the more efficient your body. 
The more efficient your body, the 
better you feel and the more you 
will use your talent to produce 
outstanding results.”

- Tony Robbins
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INSIDERS ARE PROUD TO SUPPORT: Coming in the Next Issue…

•  How to get your customers to happily drive 
more sales to your business with the 
incredible power of referral marketing!

•  The #1 most powerful tweak you can make 
in your product offering that could add an 
instant surge to your cash flow (without 
costing you any more money or any more 
effort)!

•  Plus a many more surprises you 
won’t want to miss!
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Member-Only Announcements

•  The Insiders’ Club Exclusive Members’ Area 
is now up and running. If you have not 
received your username and password, please 
email Charlie’s assistant Mike (mike@
predictableprofits.com), and he’ll get that out to 
you as quickly as possible. This is a WIP (work 
in progress) and we’ll constantly be adding 
more material to massively increase the value of 
your membership.

•  Charlie is holding a bonus conference call 
on Thursday, September 27th at 1:00pm EST. 
Please make note in your calendar, and feel 
free to ask Charlie a question by clicking on 
the “Ask Charlie” button in your members’ 
area – this is a great way to get answers directly 
from Charlie himself for making more money 
in your business!  Take advantage of this 
opportunity while it’s available to you!!

 that pull in 
   BIG numbers… I’ll cover that too.

Ways to Maximize Your Predictable 
Profits Experience

Million Dollar Roundtable: Invitation Only. 
Must demonstrate proficiency in the Predictable 
Profits Methodology and have an annual income of 
$1,000,000 or more. 

Insiders’ Club V.I.P. Member Benefits:

•  Monthly Insiders’ Club Newsletter
•  Quarterly Group Mastermind Call
•  VIP Discount on Future Products and Services
•  Restricted Access Website 
• Exclusive Members’ Only Blog
•  PLUS MORE!

Where Entrepreneurs Come to Grow Their Business™

© Copyright 2012 Managed Marketing LLC   |  The Predictable Profits™ Insiders’ Club  |   www.PredictableProfits.com



 16

PUBLISHER: Managed Marketing, LLC

PHONE: 603-294-4096
FAX: 617-977-0997
WEBSITE: http://www.PredictableProfits.com

MAILING ADDRESS:  Managed Marketing, LLC, PO Box 1171, Portsmouth, NH 03802
EMAIL:  Support@PredictableProfits.com 

EDITOR: Charles E. Gaudet II, CEO of Managed Marketing, LLC

PUBLISHER’S NOTICE:

Managed Marketing, LLC expressly disclaims all warranties as to the contents of this publication 
including, without limitation, the implied warranties of merchantability, fitness for a particular purpose, 
and on-infringement, and makes no warranty as to the results that may be achieved by using the 
information contained in this publication. Because this information can be used a variety of ways to fit 
various business purposes, Managed Marketing, LLC will not be responsible for any damages (including, 
without limitation, indirect, consequential, special, or punitive damages) suffered or incurred by any person 
arising out of such person’s use of or reliance on this publication or the information contained herein.

All rights reserved. Reproduction of translation of any part of this work beyond that permitted by Section 
107 or 108 of the 1976 United States Copyright Act without permission of the copyright owner is 
unlawful. Requests for permission or further information should be addressed to Managed Marketing, 
LLC.

Managed Marketing, LLC will pay $500 for evidence of illegal photocopying, and/or electronic or fax 
distribution of this newsletter that leads to a successful resolution of a claim. Confidentiality is assured. 
Please contact legal@predictableprofits.com with this information.

Managed Marketing’s trademarks, logos, and service markets (collectively the “Trademarks”) displayed 
here, including, but not limited to: Managed Marketing ®, Predictable Profits ®, Profit Profile® and 
Charles Gaudet’s image and likeness are trademarks of and used exclusively by Managed Marketing, 
LLC in the US and/or other countries. Nothing contained in these materials should be construed as 
granting, by implication, estoppels, or otherwise, any license or right to use any trademark displayed in 
this publication without the written permission of Managed Marketing, LLC or such third party that may 
own other trademarks displayed here. Your misuse of the trademarks displayed here, or any other content 
is prohibited. You are also advised that Managed Marketing, LLC will enforce its intellectual property 
rights to the extent of the law.

Content © 2012, Managed Marketing, LLC.
 All Rights Reserved.

Where Entrepreneurs Come to Grow Their Business™

© Copyright 2012 Managed Marketing LLC   |  The Predictable Profits™ Insiders’ Club  |   www.PredictableProfits.com


