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

With just a couple weeks left until 
school starts, Heather and I took the 
kids camping (Branson’s missing from 
the photo because he was in the brook 
catching frogs… HA!).

One of the things that impressed me the 
most about the Glen Ellis Campground 
was that they knew who their ideal 
customer was, and refused to comprise 
their integrity for the sake of just letting 
anyone camp on the grounds.

Putting the customers ahead of sales…

I spoke with one of the owners who told 
me Glen Ellis is a family campground. 
Before accepting a booking, they 
carefully screen everyone attempting to 
make a reservation by asking how many 
adults and children are attending. If it’s 
a party of 6 adults (no kids), who have 
never been to the campground before (in 
other words, they don’t know the rules), 
they won’t accept their reservation.

How has this worked out for Glenn 
Ellis?

Put it this way: if you want to make a 
reservation at this campground – you 
need to book your campsite a year in 
advance or risk them being sold out.

Why?

Because families admire the clean 
grounds and the enforced 10:00 quiet 

Continued on page 2

Quotes
“Marketing without data is 
like driving with your eyes 
closed.” – Dan Zarrella

“The best marketing strategy 
ever: CARE.” – Gary 
Vaynerchuk

“If dogs don’t like your dog 
food, the packaging doesn’t 
matter.” – Stephen Denny

time. If you’re a family going camping, 
Glen Ellis is the place to go.

That’s just one of the many benefits of 
knowing who your ideal customers is…

We also took the kids to a place called 
“Santa’s Village” – a Christmas themed 
amusement park that operates year 
round. Talk about a niche! It’s not like 
just any old theme park – they’ve got a 
theme, and the kids love it… And given 
the amount of people at the park, I’d say 
many kids love it.

Why is this important? Because there 
are no shortage of activities to do in 
the White Mountains. If you want to 
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capture your audience’s attention, you need to be 
different. Santa’s Village is definitely different.

Lastly, my mother-in-law’s birthday is this month. 
Strategically thinking, a Northshore restaurant 
company sent her the following email: 

Linda forwarded me this email because it really 
made her feel like a valued customer. Many people 
enjoy celebrating their birthdays – reaching out to 
customers is just another way you can tell people you 
care while offering a clever marketing promotion.

If you want to 
be even more 
creative, you 
can pull a page 
from Charlotte 
Pomerantz’s 
famous children’s 
book, The Half-
Birthday Party, 
and celebrate 
your customers 
“half-birthday,” 
or have a little 
fun in the style 
of the Mad 
Hatter and 
celebrate your 
customer’s 
“unbirthday.”

Something to 
think about…

We’ve got a 
lot of content 
to cover – let’s 
jump right into 
it. 

Enjoy this 
month’s 
newsletter!
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Could It Be The End 
Of Brand Loyalty?

By Charles E. Gaudet II

“People shop and learn in a whole new way 
compared to just a few years ago, so marketers 

need to adapt or risk extinction.”

Brian Halligan - CEO, Hubspot

The old school approach to marketing was to spend 
a bazillion dollars building a brand that people 
would come to love.

“Your company’s brand is your most important 
asset,” said the marketing professors.

Perhaps back then it was true, but nowadays… your 
brand means bupkiss. 

Nada.

Nothing.

Zip.

Zilch.

Spend all the money you want on brand advertising, 
but that’s not the way you earn the business of 
today’s New Consumer.

Not even close…

Millions of dollars are made every day by seemingly 
no-name companies who invested in becoming 
a consumer advocate - instead of simply a logo 
everyone would recognize.

You see, back in the day, we lacked critical buying 
information about a company and its products/
services. The only information we had came from 
three major sources:  

1. The company’s own advertising
2. The company’s own salesperson 
3. Word of mouth

IBM became a brand-leader with the popular phrase 
“Nobody gets fired buying IBM” baked into the 
corporate marketplace…

Businesspeople everywhere blindly purchased IBM 
computers because they assumed their computers 
were the best.

But were they really?

We used to buy cars because of some predisposed 
notion that one brand was better than another. 
A salesperson told us the price, educated us on 
all the features, and we sat there soaking in all 
this information – all the while knowing we were 
probably being fed a line of hot, steaming B.S.

But where else were we going to get this 
information?  

We didn’t have the Internet, let alone smartphones to 
quickly pull up the reviews and purchase information 
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that is now easily accessible to everyone.

What we didn’t know then – you can bet today’s 
New Consumer knows the answer.

Today, the average consumer knows more 
about a car, what they should pay for it, and 
its reliability studies than the average car 
salesperson. They look at sites like Kelly Blue 
Book, JD Power, and a whole slew of blogs, 
forums, reviews sites, and discussions on social 
media.

80% of consumers look at online 
reviews before making major purchases 

(Source: PriceWaterhouseCoopers)

80%! The only thing shocking about that 
statistic is that it’s not higher!

Today, we’re an information-rich society - and we 
use this information to find out:  

1. Why should I trust you?
2. What makes you different? 
3. How do I know I’m making a smart decision? 

We’ll check out blogs, tweets, forums, Facebook 
posts, review sites, etc. to gather this information…

Information that’s literally in the palm of our hands 
nowadays, but was hard (if not near impossible) to 
find before the Internet. Pre-Internet, we relied on 
the strength of the brand to give us the peace of 
mind of making a smart decision.

Not today.

In fact, brand takes precedence only in a close or tie 
break situation.

You see, New Consumers are product educated. 
They know the strengths and weaknesses of the 
product/service you’re offering. They know what 
their alternatives are… and therefore, they know 
the real value of the product, instead of the fairytale 
impression of value based on some creative brand 
advertiser’s gobbledygook. 

As I’ve shared in the past, survey after survey shows 

that consumers no longer trust business owners to 
tell them the truth and do right by them. Therefore, 
they put more merit in the experiences of other 
consumers and reviewers than they do the brand.

”When consumers had to rely on advertisements and 
their past experience with a company, brands served 
as proxies for quality; if a car was made by G.M., or 
a ketchup by Heinz, you assumed that it was pretty 
good. It was hard to figure out if a new product from 
an unfamiliar company was reliable or not, so brand 
loyalty was a way of reducing risk. As recently as the 
nineteen-eighties, nearly four-fifths of American car 
buyers stayed loyal to a brand.”  

(Source: http://www.newyorker.com/magazine/2014/02/17/
twilight-brands) 

Today, according to an Ernst & Young survey, only 
25% of Americans said that brand loyalty drove their 
shopping decisions… leaving 75% of the population 
to make decisions not related to the brand.

…Just another variable proving that consumers have 
all the power.

So what do you do?  

How do you compete?

It’s simple.

We know consumers are actively looking for 
information to make an educated purchase decision.
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So you have a choice: you can either be the source 
of information, or let other people control the 
information.

Zappos produces it’s own online videos while 
encouraging video testimonials.

Adobe creates a slew of white papers addressing the 
typical B2B consumer’s questions, frustrations, and 
hesitations to provide them with the information 
and education they need to make informed buying 
decisions.

Small businesses like Kissmetrics encourage their 
best customers to write reviews for their company.  
Here’s an example of how they did this: 

Add trust seals like Better Business Bureau and 
SSL certificates to your website. According to TNS, 
70% of online shoppers have abandoned an online 
order because they didn’t trust the transaction or the 
company. In those cases, 53% indicated the presence 
of a trust seal would have likely prevented the 
termination.

This is how the New Consumer makes 
buying decisions. What are you doing 

to help them make a decision?

The Place Where Entrepreneurs Come To Grow Their Business™
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The Purchase Maximizer™: 
How To Massively Grow Your 

Profits, One Purchase At A Time

By Charles E. Gaudet II

Most businesses let their customers walk right 
out of the store… exit away from their website… 
having spent less money at their business than they 
otherwise would have if given the opportunity to do so.

Yes, most business could be making more money per 
transaction than they are making now.

They are leaving money on the table.

Lots of it.

And they don’t even know it.

This is where The Purchase Maximizer™ comes into 
play.

It’s a unique spin on upselling, down-selling, and 
cross-selling for increasing the price of the average 
customer purchase.

Say your average customer typically spends $100 
with you… we’re talking about increasing the 
average spend anywhere from 6% to 500% and more.

Without doing much more work than you’re 
already doing!

When I talk with my coaching clients, we refer to 
upsells, down-sells, and cross-sells as “Purchase 
Maximizers” because, well, that’s what they do.  

They maximize the order in two ways. The Purchase 
Maximizers: 

#1 - Increase the total amount of money your 
customer spends with you 

#2 - Provide a better result for your customers

For example, when I purchased my car, the salesman 
offered me a Purchase Maximizer™ when he asked 
me if I wanted a 100,000 mile, bumper-to-bumper, 
total protection guarantee. This increased my total 
purchase price by an extra $2,000 and provided me 
with the extra benefit of peace of mind.

We both benefited from this transaction.

Now, when I’m not trying to impress people on 
stage or at various networking events, I’m actually 
much more of a jeans and t-shirt kind of guy. On 
occasion, however, I’ve got to dust myself off and 
look somewhat presentable.  

Most recently, I needed a tuxedo…  

Initially, I intended on renting the tux, but then the 
sales rep told me the price of renting the tux and 
pointed out that within just a few rentals, I could 
own my own tux.

That got me interested…

Then he said – not only can you own your own 
tuxedo for cheaper than you think, we can make 

The Place Where Entrepreneurs Come To Grow Their Business™

© Copyright 2014 Managed Marketing LLC   |  The Predictable Profits™ Insiders’ Club  |   www.PredictableProfits.com



7

alterations to your own tuxedo so it fits you better, 
and ultimately, you look better.

I’m sold.

So I tried on the tux and then he offered me 
suspenders, a bow tie, shirt, shoes, cufflinks, 
handkerchief, and vest. Each item added to my 
overall experience.

Let’s face it, if he neglected to offer me any of those 
accessories, by the time I remembered I needed 
those darn things, I would have been massively 
inconvenienced (potentially even pissed off ).  

The Purchase Maximizers™ added to my overall 
result.

When I owned my real estate development company, 
we had a list of possible Purchase Maximizers: alarm 
systems, home theaters, surround sound, driveway 
seal coating, etc. Homeowners could also increase 
the size of their standard deck, add more hardwood 
flooring to their house, upgrade their appliances, etc.  

All of which increased the purchase price, but 
also offered my homeowners the ability to get the 
additional features for their home they wanted.

…and often times, they didn’t even know they wanted 
them!  

For example, when I offered my clients the 
opportunity to have a heated garage, many people 
passed – but 16% of my clients said: “Wow, I never 
thought of that!”  

It keeps their cars warm in the winter and the floor 
above the garage never gets cold. They loved it!  

And it was a lot easier for them (and cheaper) if 
I installed these add-ons during the construction 
process.

But again, most people don’t present their customers 
with any Purchase Maximizers because they either 
don’t think of it, or feel like they don’t want to pester 
their customers.  

You’re not bothering your customers!
Quite the opposite actually…

If you have a product or service that you know will 
increase the value, the effectiveness, the experience, 
the results, or the profitability of your clients – you 
owe it to them to make the offer.

That’s the difference between a trusted advisor and 
a salesman. A trusted advisor presents them with 
offers that will generate the greatest advantage, 
benefit, or result. A salesman focuses on selling and 
meeting quotas. As Jay Abraham says in his strategy 
of preeminence, being a trusted advisor “boils down 
to, ‘I’m not trying to sell you – I want to serve you.’”

So, let’s dive into 4 Profit Centers that make up The 
Purchase Maximizers™.

Profit Center #1:     
The Quantity Maximizer™

The Quantity Maximizer is offering customers 
a great quantity than they are currently getting, 
ultimately adding to their overall result and purchase 
price.

So, let’s go over a number of different examples…

When I was at the movie theater last weekend, we 
ordered popcorn and the attendant behind the desk 
asked: “Would you like to upgrade to a large for just a 
dollar more?”

The popcorn was $7.00 and I agreed to upgrade for 
the extra dollar. This made my purchase $8.00. 

An automatic 14.5% increase in the purchase price… just 
by asking!

I was at a seminar in Kentucky and needed a collared 
shirt. I walked into Johnston & Murphy’s, grabbed a 
shirt, went to the counter, and the gentleman behind 
the counter said, “If you buy two shirts, you get the 
third for free.”

Without any hesitation, I picked up a second shirt 
and instantly increased my purchase price by 100%!  

And I was psyched that I got three shirts for the 
price of two!

The Place Where Entrepreneurs Come To Grow Their Business™

© Copyright 2014 Managed Marketing LLC   |  The Predictable Profits™ Insiders’ Club  |   www.PredictableProfits.com



 8

But what about if you have a service business?

If you’re a personal coach, what about quantity 
packages?

For example: buy 2 hours, get a 3rd hour free… or 
buy 3 hours of my time and get the 4th hour for half 
off (I hired a personal coach years ago, and that’s 
exactly the package she offered me).

This worked for her because the more she got me in 
the habit of using her, the more I continued to hire 
her.

Another idea: If you’re a restaurant and your average 
bill size is $200, try offering a prepaid VIP card for 
$250 and get $50 in food credit for free.

You see what we’re doing here? We’re offering people 
an opportunity to increase their result and purchase 
price by providing an chance to buy at a greater 
quantity.

Here’s another example: I used to work at a car wash 
for beer money in college. They sold car wash coupon 
books. Each book had 6 car washes for the price of 5. 
The mid-range car wash costs $10. Most car washes 
would let you only spend $10. This car wash offered 
a savings to customers if they were willing to spend 
$50 for a package of 6 washes.

That’s a $10 savings for the customer, and an increase 
in the purchase price of 500%! This helps build 
customer loyalty (why would you go to another car 
wash if you prepaid to go to this one?) and offers 
your customers additional value…

Everybody wins.

Now, let’s jump to the next Purchase Maximizer 
profit center.   

Profit Center #2:     
The Related Product Maximizer™ 

Here, you offer related products at the time of the sale.

I gave you the example earlier of going to buy a tux 
- and was offered cufflinks, shoes, socks, a bow tie, 

suspenders, etc. This increased the purchase price.

Make a list of all related products so your sales 
people know what to offer others to provide a better 
advantage.

I have a client who sells trading education. We made 
an offer that gives a customer the ability to invest in 
a Live Trading Room once they purchased the main 
product. Over half of the people grabbed the offer!

The course was $2,495, and the live trading room 
was offered at $147 a month. That’s an instant 6% 
increase in the total purchase price every month they 
stay in the program. If 300 people buy the program 
(which is not uncommon during a product launch), 
and only half take them up on the Live Trading 
Room, that’s an extra $22,050 in the first month - 
and every month thereafter as long as they stay a 
member of the trading room.

Can you see how exciting this is?!

My family and I went camping last weekend. We 
ordered a bunch of pre-made Paleo meals to take 
with us (yeah, I know, if we’re not cooking our own 
food, we’re cheating… but when you’re camping 
with 3 little kids, you take every advantage you can, 
right?).  

When I placed my order, she said, “Would you like 
some Paleo muffins for breakfast?” That was a great 
idea, and we ordered $60 worth of muffins! Yup, a lot 
of muffins - but she never would have received the 
extra money if she didn’t ask.

When Heather last went into Jiffy Lube to get the 
oil changed, they came back and offered her different 
levels of oil, new wipers, and other add on services 
– all adding to the overall value and experience of 
working with Jiffy Lube. She added about 25% to 

HOT TIP!
For Purchase Maximizers to work, you 
must offer them precisely at the time of 

purchase… do not wait. Any delay results 
in a substantial drop in conversion.

The Place Where Entrepreneurs Come To Grow Their Business™
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the overall purchase, but got a better experience.

Another example: when I booked a hotel room 
online at the Holiday Inn, they gave me the option 
to add the breakfast/brunch to my booking for just 
an extra $15. I took it. You see, the hotel ran the risk 
of me going across the street to get breakfast, so they 
decided that if they offered me the ability to purchase 
breakfast while I was booking the room, they’d collect 
the money up front, giving me the peace of mind 
while also increasing their average purchase.

Good stuff!

One more example: on GoDaddy – let’s say you go 
to purchase a domain… The next offer is for privacy,  
Adding $7.99 to the purchase price.

Then hosting options…

 

Then email:

Then they take you to a page where you 
have the opportunity to renew all your other 
domains.

All this to increase the price of an initial $10 
purchase.

What can you offer with your products and 
services? There’s always something you can add.

Profit Center #3: The White 
Glove Maximizer™

The White Glove Maximizer is when someone 
makes a purchase, and you offer “white glove” 
treatment options for an additional price.

When I attended my first Tony Robbins 
seminar, Unleash the Power Within, it was 
really important to me to sit in the front 
row. I took advantage of the White Glove 
Maximizer™ called “Diamond Premier,” 
costing $2,695 per ticket - as opposed to the 
standard $995 per ticket. That increased the 
purchase price by 37%.

Think about it - if they didn’t offer different 
levels with different benefits, they would be 
leaving all sorts of money on the table!  

For this particular event, there’s executive level 
at $1,295… VIP at $1,595… Diamond at 
$2,195… and of course, Diamond Premiere at 
$2,695.

The Place Where Entrepreneurs Come To Grow Their Business™
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I just booked a flight to Chicago for a brainstorming 
session and I’m flying JetBlue. They offered me Even 
More Space and Even More Speed options, letting 
me cut the lines, be the first on the plane, and have 
more legroom. This added 33% to the ticket price 
and I paid it gladly.

I signed up with a hosting company and they offered 
me a one-time offer of $200 for white glove support 
treatment - they would take care of the domain 
migrations for me and move me to the front of 
the support line if I had any questions. I paid it, 
increasing my initial purchase price by 100%.

What ways can you offer people a white glove option?

Profit Center #4: The Bundling 
Maximizer™

The Bundling Maximizer™ is when you bundle a 

bunch of items together for one preferential price.

The easiest example is the value meals you see at 
McDonalds. You can buy the fries, burger, and soft 
drink for less money in a value meal than you can 
individually.

It’s also a nice way to differentiate yourself…  

Digital Management Solutions (DMS), a leading 
telecom company out of Illinois, is a telecom reseller.  
Most of DMS’s competitors just resell telecom.

As a customer of any other telecom reseller, you 
might use AT&T for your landlines, Verizon for 
your broadband, someone else for your wireless, etc. 
It’s a real pain in the ass for the consumer…

Fortunately, Nick Snyder, the CEO of DMS, 
recognized that problem as an opportunity.  

Nick created an opportunity with simplicity.  

The Place Where Entrepreneurs Come To Grow Their Business™
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Got a problem? No problem, call DMS and they will 
fix it. This saves the customer from trying to figure 
out which vendor to call… and staying on hold for 
30 minutes while trying to solve the problem.  

DMS is your advocate. Whatever it takes, they 
have a dedicated support team promising an easy, 
extraordinary, and invaluable experience.

Sure, DMS isn’t be the cheapest provider, but 
because of their nationally recognized and awarded 
service, the company has grown several hundred 
percent over the last few years. During the same 
time, many of their competitors have gone out of 
business. 

Why? Because DMS’s Purchase Maximizer adds 
value to the purchase for a much greater customer 
result, and subsequently, a competitive advantage.

I have cable TV, Internet, and phone through 
Comcast. It’s a bundle called their Triple Play, and 
it makes it cheaper for me to buy bundled Comcast 
services than it would be if I purchased them all 
separately. It maximizes my purchase price with 
Comcast and maximizes my result.  

The travel industry does this all the time with airfare, 
hotel, and rental car packages, or as you’ll see in the 
winter, “Stay and Ski” packages.

Retailers do this too. You can buy a pair of skis and a 
pair of boots separately, or if you buy them together, 
you get a better deal. Heck, wouldn’t it be nice if they 
offered an entire package: skis, boots, poles, and a 
weekend “Stay and Ski” package!?!

When I got my trademark for Predictable Profits®, 
the lawyer offered a monitoring service package 
alongside registration fees for a preferred price.

See how this works? It’s getting people to spend 
more money with you while simultaneously 
providing a better overall experience and result.

How To Create Trustworthy 
Marketing – Even When You Have 

Nothing To Say

By Insiders’ Club Member, Tom Trush

As you know, we live in an extremely skeptical world 
– people don’t trust you.

But it’s not just you... 

They don’t trust me either. In fact, today’s consumers 
even have trouble trusting friends and family.

So, why is this obvious lack of trust so often ignored 
when entrepreneurs and executives create their 
marketing? After all, generating sales without trust 
is nearly impossible. 

It’s no wonder most marketing fails!

I just released my latest book, Escape the Expected: 
The Secret Psychology of Selling to Today’s Skeptical 
Consumers, to fix this problem. Endorsed by the 
National Association of Professional Salespeople, 
the book provides entrepreneurs and executives with 
the tools needed to establish trust and generate more 
sales with their marketing.
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The following is a short excerpt that explains how to 
create trustworthy marketing, even when you’re at a 
loss for what to say...

Marketing products and services in a trustworthy 
manner brings big benefits. Interactions increase, 
credibility rises, and your reputation grows.

Especially now, consumers crave relationships with 
companies they can trust. They’re fatigued by the 
stress caused by today’s economic environment. 
They’ve seen scams pulled by banks, credit card 
companies, insurance carriers, and many others.

Remember: trust when marketing isn’t demonstrated 
by just adding a testimonial or two… Or 
highlighting awards… Or even doing what you say 
you’re going to do.

Technology has changed the 
competitive landscape so much that a 
more extreme form of trustworthiness is 
needed.
Today’s prospects expect you to proactively protect 
their interests. They expect you to dedicate resources 
to them – before pitching them your product/service. 
They expect you to use your insights and expertise 
to help them avoid mistakes. They expect you to put 
their wellbeing before your profits.

So, how do you market this way when you feel like 
you have nothing new to say?

Too often, business owners and entrepreneurs fall 
back on this excuse when explaining why they don’t 
create helpful content for prospects. They believe the 
information they share must be an original concept.

But that’s not the case.

Keep in mind that you have a distinctive style when 
you present material. Your unique voice resonates 
with certain people, while others prefer an alternative 
source.

In fact, even when you share identical concepts as 
your competitors, no two people take away the same 
ideas.

For instance, look at late-night television. Jimmy 
Fallon and Jimmy Kimmel both interview celebrity 
friends and offer humorous takes on pop culture. 
Both target the 18-49 demographic and have a 
knack for viral videos. And both use the Internet and 
social media to expand their audiences.

But if you watch late-night television, you likely have 
a favorite. You prefer one over the other, right?

The fact is, the more you share helpful 
information, the more you attract the 
prospects you want. 
Prospects seek out people they like and trust, and by 
helping them, you prove you care about their needs – 
not just the money you hope they bring you.

Your content offers a glimpse into your personality 
and perspective. When prospects like what you share, 
they naturally crave more.

This desire especially works to your advantage when 
you have big-brand competitors. Thanks to legal 
fears, many larger companies must deliver sterile, 
heavily scripted marketing messages that offer little 
feeling.

You don’t have this restriction.

What’s more, with common concepts, you have the 
freedom to add your own experiences, or to really 
attract attention, go against familiar claims. 

You could also...

•	 Create tutorials - Spend a little time on 
YouTube and you’ll notice the most popular 
videos describe how-to tasks. The same goes 
for Amazon.com and nonfiction books. So, 
brainstorm challenges your prospects want 
to overcome as they relate to your product or 
service. Then write instructions or record videos 
of you talking/showing them through the 
processes.

•	 Compile lists - Numbered lists attract 
attention because they’re quickly “scannable.” 
Easy topics worth focusing on include myths, 
mistakes, and misconceptions related to your 
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offers. Remember, your prospects care more 
about solving their problems than buying your 
product or service, so make sure your content 
reflects this mindset.

•	 Interview industry insiders and experts 
- Oprah built a business empire by sharing 
others’ knowledge. Thanks to today’s 
technology, you can do the same on a smaller 
scale, and make the recordings (or written 
interviews/transcripts) available to a worldwide 
audience using your website.

•	 Share statistics and studies - By sharing 
the latest industry trends and news – and 
providing your insight – you position yourself 
as a thought leader. Simply scan sites such 
as Quora.com and FactBrowser.com to find 
industry-related questions and studies to 
support your statements. Google Alerts can 
also help you stay on top of your industry’s 
latest happenings.

•	 Grant “behind-the-scenes” access - Who 
doesn’t enjoy a peek into other people’s lives? 
Facebook thrives off this single desire. Show 
how your business operates and the secrets to 
your success. This transparency builds trust.

•	 Answer questions - While exact numbers 
aren’t available, it’s widely accepted that 
many online search queries are questions. Use 
this behavior to your advantage by creating 
individual pages for detailed responses to each 
of the most common questions you hear from 
prospects.

And one final suggestion...

Use multiple media formats when creating your 
content. Sure, almost everyone reads content. But 
some in your audience may enjoy listening to audio 
or watching videos too. Furthermore, using different 
media makes it easier to distribute your content in 
more places.

Don’t Forget to Log Into Your 
Exclusive Members’ Area for 

More Tips & Resources!

http://members.predictableprofits.com

Tom Trush is a Phoenix, Ariz.-based direct-response 
copywriter who helps business owners craft lead-
capturing marketing materials. His latest book, 
Escape the Expected: The Secret Psychology of Selling 
to Today’s Skeptical Consumers, is now available 
at Amazon.com and wherever books are sold, as 
well as at http://www.escapetheexpected.com. 
More of his educational articles, videos, and expert 
interviews are available on his website at http://www.
writewaysolutions.com.

The Place Where Entrepreneurs Come To Grow Their Business™

© Copyright 2014 Managed Marketing LLC   |  The Predictable Profits™ Insiders’ Club  |   www.PredictableProfits.com

http://www.escapetheexpected.com
http://www.writewaysolutions.com
http://www.writewaysolutions.com


 14

Ask Charlie!

Insiders’ Club Members are encouraged to click on the 
“Ask Charlie!” button inside of their Members’ Area 
to hit him with their biggest challenges, frustrations, 
or business building questions… and who knows, 
your question might be answered right here in the 
very next newsletter!

QUESTION: : “Charlie, I heard you talk about 
the importance of delivering a personalized and 
relevant customer experience. Can you elaborate on 
what you mean by a ‘personal’ experience?” 
– Laura S.

Hi Laura,

Very good question!

Truth be told, a 
lot of people are 
confused by what 
personalization really 
means. Many think 
that simply adding 
a first name to an 
email means you’re 
now delivering a 
personal email – but 
that’s not exactly 
true.  

So let’s define what 
personalization really means:

Personalization is marketing 
communication that’s uniquely relevant 
to each individual based on implicit and 

explicit data collection.

It’s about delivering the right message, at the right 
time, to the right person. 

Using software like Infusionsoft (http://www.
Infusionsoft.biz), you can collect data based on 
clicks, web forms, and surveys. A new app called 
“HourScore” (that works with Infusionsoft) allows 
you to deliver the email at the exact time the user is 
most likely to open the email. Advanced cookie and 
IP tracking allows you to see what web pages people 
are looking at, for how long, and you can segment this 
list into the interest “buckets” that makes the most 
sense for them.

An example of a personalized experience on the web 
is Fiverr. The emails I receive from Fiverr on a weekly 
basis are directly related to the searches I performed 
on the site and the purchases I’ve made in the past.

Now let’s say you have a service business… Check 
out Trunk Club. The Trunk Club delivers regular, 
handpicked boxes of clothing for the user to try on. 
Everything you’ve ever purchased from the trunk club 
is kept on record. They know your preferences, likes, 
dislikes, sizes, etc. to ensure they deliver the most 
relevant experience – unique to you – possible.

It all comes down to collecting data to deliver an 
engaging and relevant user experience. The more 
personalized the experience, the better your sales the 
conversions.

Hope that helps!

In your corner,
Charles E. Gaudet II
Founder of PredictableProfits.com
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How To Make $10,000 An Hour

By Charles E. Gaudet II

Charlie and his wife, Heather, have invested over 
$500,000 studying peak performance, and investing 
in personal 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.

Recently, I listened to a discussion with Perry 
Marshall, author of 80/20 Sales and Marketing. Perry 
is, in many ways, one of the most intelligent people 
I’ve ever come across… 

In this discussion, Perry talked about productivity 
strategies he’s learned from entrepreneurial geniuses 
for making $10,000 an hour.

Ten thousand dollars an hour!?

Sure… why not :-)

Look, believe it or not, what’s stopping most people 
from achieving financial greatness is that they 
are not protecting their time and not consciously 
maximizing the value of their time.

They answer phone calls as they come in (as opposed 
to scheduling time for calls), constantly checking 
their email, and are totally absorbed in their social 
media accounts. They let other people control their 
schedule – instead of letting what they want to 
accomplish govern their schedule.

As simple as this sounds, to make $10,000 an hour 
you need to spend your time doing work valued at 
$10,000 an hour.  

Makes sense, right?

So if you’re sitting behind your desk, distracted by 

calls and email – that’s not $10,000/hr work.

If you’re doing customer support, inventory 
management, or bookkeeping – that’s not $10,000/
hr work either…

$10,000 an hour work starts by being deliberate with 
the work you accomplish.

Here’s how to do it:

Set your intention the very moment you sit behind 
your desk in the morning. Ask yourself: What is the 
$10,000 task I will accomplish today? Identify the 
one big thing that could be worth at least $10,000 an 
hour to your business.

It could be a new profit center, advertising campaign, 
product/service innovation, client, strategic 
partnership, sales person, and so forth.

Then intently focus on accomplishing this task.

When I travelled with Tony Robbins, you could see 
this man was on a mission. He had an objective in 
his mind - nothing and no one was going to get in 
his way to accomplishing it. Truly, it was an amazing 
thing to watch. He was so serious about each day, he 
actually assembled an entourage of people around 
him to protect his time so that Tony could produce 
at the highest ROT (return on time) possible.

If a task came in the door that didn’t require Tony to 
handle it himself, he had someone else do it.

Dan Sullivan of Strategic Coach says that the 
more you work inside of your unique ability (what 
uniquely makes you great), the more you can grow 
and achieve.

But most people don’t think that way…

You see, most people get up in the morning and – 
first thing – check email.  

And… continue to go back to email every few 
minutes. By doing this, they inadvertently let 
the entire day be governed by what they have to 
accomplish, based on a combination of email and 
reacting to what’s tossed at them.

It’s what I call “push productivity” (other people 
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are “pushing” you in the direction you need to go) 
instead of “pull productivity” (you are pulled in the 
direction of what it is you want to accomplish).

Email is the bane of productivity. Social media and 
easy access to you via phone… also productivity 
killers.

Now, I already have someone answering my phones 
(and you can do the same with the help of a virtual 
assistant)… and I’m not big on social media… but 
email had me hooked.

To give credit where credit is due, Tim Ferris, author 
of The 4-Hour Workweek, suggested checking email 
only a couple times a day. I should have listened 
when I first read the book many years ago.

Perry recommended it again.

This time I listened.

I set my schedule to check email three times per day 
– 11, 3, and 5. If I’m too busy at 3, I’ll check at 5.  

I made the deliberate intention to focus on my 
$10,000 task and not my email. If something is 
critical, they can email or call my assistant, Mike.  

The result?

My productivity has skyrocketed by at least 50%. 
50%!! I never would have believed it if I hadn’t 
experienced it myself – but this little shift has made 
the most dramatic increase in my productivity than 
anything else I’ve experienced.

And all it took was protecting my time.

So… when I discover something great… I share it 
with you.

INSIDERS ARE PROUD 
TO SUPPORT:
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This MonTh’s AcTion sTeps for DoMinATing Your MArkeT

BUSINESS ACCELERATORS

1 2 3 4

6 7 8 9

Ideal NIches  
Carving out the 

perfect niche means 
identifying your ideal 
customer. Sometimes 
this means building 

something so 
specific, you actually 
turn some people off 
- and that’s exactly 

what you want!
(PAGE 1) 

BraNd 
MeaNs 

NothINg 
Brand loyalty is 

basically dead. The 
way customers learn 
about products and 
services is totally 

different than it used 
to be, and to stay 

relevant, you’ve got 
to meet the New 

Consumer on their 
own turf. 

 (PAGE 3)

sIMple trust 
BuIlders

Little indications 
of credibility have 
a big impact on 
the perceived 

trustworthiness 
of your website, 
especially those 

that invoke trusted 
third parties like the 

BBB… 
(PAGE 5)

uppINg the 
purchase 

prIce 
Increasing the 

average transaction 
amount piles up 

into serious profits. 
With Purchase 
Maximizers™, 

you can turn every 
sale into an even 

BIGGER win/win 
for you and your 

customer.
(PAGE 6) 

NoBody 
trusts you
Most prospects out 
there have seen way 
too many scams - 

and they don’t trust 
you on principle. You 

have to build trust 
before a confident 
purchase decision 

can be made. 
(PAGE 11) 

leverage 
expertIse 
Prospects want 

answers - always. The 
modern consumer 

digs for information 
about products and 
services well before 
they buy, so why not 
be the one providing 

the answers they 
seek? 

(PAGE 12) 

KNow your 
custoMers 
Personalization is 

way more than just 
calling your customer 
by name. Collecting 
information is key, 
but you also have 
to use it to build a 
relationship with 

your most valuable 
assets. 

(PAGE 14) 

protect 
your tIMe 
Time sinks will 
sap your energy 
and destroy your 

productivity. Email, 
social media, and 
other distractions 

take you away from 
what you SHOULD 

be focused on…
(PAGE 15) 

5

10

the whIte 
glove 

advaNtage
Some of your 

customers truly 
crave a luxury 

experience, and are 
more than happy to 
pay for it. Offering 

pricey upgrades 
to preferential 

treatment is one 
of the best ways to 
boost profits while 

making the customer 
feel special. 
(PAGE 9) 

are you 
pullINg 

or BeINg 
pushed? 

Are other people in 
control of your time, 
or are your goals? If 
others are pushing 

you along, you’re not 
maximizing your 

time, your potential, 
or your profits.

(PAGE 15) 
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Coming In The Next Issue

•	Wouldn’t it be nice to get your customers to buy 
from you more often? To do this, there are a few 
simple strategies you need to deploy. Fortunately, 
Charlie’s taking this topic on to share with you in 
next month’s issue.

•	Last month, we said we were going to show you 
how to strategically use Facebook to generate 
more sales. Well, as luck would have it, we ran out 
of space in this month’s issue – but have no fear – 
Charlie will get to it next month!

•	Plus many, many more surprises you won’t want 
to miss!

Members-Only Announcements

•	 Insiders’ Club Member and frequent 
contributor, Tom Trush, just published his new 
book called “Escape the Expected.” I was lucky 
enough to receive an early review copy, and 
without hesitation, it earned my 5-star review. 
Not only can you pick up a copy on Amazon, 
check out Tom’s guarantee: 

“Now available for just $17.95 on Amazon.com 
or anywhere else books are sold, it comes with a no-
questions-asked return policy for life. Should this 
208-page book ever fail to meet your expectations 
or get you greater returns on your marketing 
campaigns, simply let me know and I’ll rush you a 
full refund.

In fact, I’ll even toss in an extra $20 for your 
troubles. No questions asked.”

•	 September gives you many “reason why” 
holidays for creating a number of different 
marketing campaigns – there’s always a reason 
to reach out to your customers! 

September

September 4th - National Wildlife Day

September 5th - International Day of Charity

September 8th - International Literacy Day

September 9th - Wonderful Weirdos Day
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September 13th - International Chocolate Day

September 16th - Stepfamily Day

September 18th - National Cheeseburger Day

September 19th - Talk Like A Pirate Day

September 21st - Wife Appreciation Day

September 22nd - Hobbit Day

September 25th - National One Hit Wonder Day

September 27th - National Museum Day

September 28th - World Heart Day

September 29th - VFW Day

September Weekly Observances

1st - 7th - National Nutrition Week

4th - 6th - Popcorn Days

7th - 13th - National Assisted Living Week

14th - 20th - National Truck Driver Appreciation Week

15th - 21st - Balance Awareness Week

21st - 27th - Build A Better Image Week

21st - 27th - National Keep Kids Creative Week

September Monthly Observances

All American Breakfast Month/p>

Be Kind To Editors & Writers Month

College Savings Month

Happy Cat Month

International Strategic Thinking Month

National Piano Month

Self Improvement Month

Good reasons beget good profits. Check 
September’s calendar posted inside of the Insiders’ 
Club Members’ Area online.

Don’t forget to log into the Insiders’ Club Exclusive 
Members’ Area for more business growing tips and 
information! 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.

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. 

Pay-For-Performance Consulting: Application Only. 
Must have annual revenues in excess of $1,000,000. 
This is where Charlie will create, design, and take 
you by the hand to deploy these marketing strategies 
directly into your business for a small retainer and a 
percentage of the profit he’s able to achieve for you.

Platinum Business Coaching:  Application Only. 
Receive an individualized, custom session dedicated 
to understanding and creating actionable strategies to 
grow your business and dominate your marketplace.  

Insiders’ Club V.I.P. Member Benefits:
- Monthly Insiders’ Club Newsletter
- Quarterly Group Presentation
- Restricted Access Website
- Exclusive Members’ Only Blog
- PLUS MORE!
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