
Those who know me don’t seem 
surprised to learn that I’m a “Leo” 
– or in other words, an August 
baby.  Not that I’m a big believer 
in horoscopes, but I’m a sucker for 
flattery - especially when they’re 
telling me Leos are “dynamic, self-
confident, and natural leaders.” I’ll 
soak that in all day long!

Of  course, I’m also frequently 
referred to as “crazy,” “not normal,” 
and the “ADHD poster child” - and 
those may or may not be true too ;-)

However, along with this year’s 
birthday flattery came one of  the 
biggest challenges of  my life. For 
my birthday, my Brazilian Jujitsu 
instructor kept me after class and 
used me as “shark bait.” In other 
words, for 45-minutes, I was forced to 
defend myself  against 12 other people.

In the beginning, defending myself  was 
a matter of  skill and cardiovascular 
endurance, but after constant 
movement and utter exhaustion – 
about 30 minutes in - it turned into a 
mind game. I couldn’t breathe, and 
yet each time someone jumped on top 
of  me or wrapped their arms around 
my neck, I did everything in my power 
to stop myself  from panicking. Every 
fiber in my body wanted to quit, but I 
had to push forward. It was living hell, 
but deep down, I know it made me 
stronger.

You see, I had the benefit of  testing 
my training in a safe and controlled 
environment so that – in the 
unexpected event I need to use my skills 
– I’m better prepared. Now I have a 
question for you: how many times are your 
skills tested in your business?

Charles Kirkland posted on his 
Facebook group: “The business that is 
about to put you out of  business is already 
here!”  
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THANK YOU FOR 
SPREADING THE WORD!

“I’m grateful for our Insiders’ 
community and humbled by those 
of you who’ve taken the time to refer 
your friends, family and colleagues to 
the club. A warm and sincere thank 
you to each one of you!”
    

http://www.predictableprofits.com


What are you doing to prepare for this challenge?

Are you working strategically to build at least one 
new profit center a quarter?

Are you delivering the best customer service 
experience possible so that you’re building a tribe of  
raving fans, referrals, and repeat purchases? 

Are you meticulously tracking what’s working, what’s 
not, and focused on constant optimization and 
improvement?

When times are good and you’re making money, 
you’re safe – but someone is always trying to steal 
your customers and earn more market share.

Fortunately for you, 99% of  your competitors don’t 
do the things required to dominate their market – 
and in this month’s issue, you’re going to receive a 
strategy and insights for securing your position at the 
top (and keeping it!).

Go get ‘em!

With gratitude,
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X

By Charles E Gaudet II

On August 10, I revealed a brand-new strategy on 
the first-ever Predictable Profits Academy Workshop 
Webinar (if  you’re not a member of  the Academy 
yet, please contact Zach at Zach@PredictableProfits.
com for details while there is still availability).

The technique I revealed magnifies The Customer Re-
Engagement Strategy to a whole new level… 

 And it’s a strategy yielding one of  the highest online 
conversion rates you’ll ever find.

Plus, to top it off, not only is it widely effective, it’s 
also one of  the easiest strategies I’ve ever deployed.

Are you ready for it?

It’s called The Customer Re-Engagement Strategy for Opt-
Outs.

This strategy is a way for you to re-engage and 
monetize anyone that’s ever opted out of  your 
mailing list by bringing them back into the buying 
funnel.

Now, traditionally, most entrepreneurs treat opt-outs 
as lost opportunities – never to be marketed to again.

And truthfully, before I discovered this strategy, that 
was my approach as well…

However, it dawned on me that it might be possible 
that someone opted out of  my list – yet at the same 
time, could be interested in doing business with 
me…

You see, as long as they don’t mark your email as 
spam, they could have opted out for a wide variety 
of  reasons unrelated to their desire to do business 
with you (I’ve had clients tell me they’ve accidently 
opted out because of  an “auto-opt-out” software 
they’ve subscribed to)…

Either way, it’s not up to me (or you) to guess why 
someone left our email list – we’ll let the results speak 
for themselves. Remember, there are reasons and 
there are results. The only thing that matters are the 
results.

So, here’s what I did:

STEP 1: Upload Your CSV File to 
Facebook

Download a list of  all your email opt-outs that did 
NOT mark you as spam and load them into a CSV 
file.

Log into Facebook Ads Manager and select “Create 
a Custom Audience.”

A Sneaky Little Strategy for Making Big Money from Your Email Opt-Outs
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Then select “Customer File,” then “Chose a file or 
copy and paste data,” and follow the instructions to 
upload your .csv document.

STEP 2: Create Your Facebook Offer 

In our test, we created an offer inviting people to 
attend a webinar about a topic they’re interested in.

Once they click on the advertisement, they’re taken 
to a webinar registration page and asked to resubmit 
their name and email address.

If  you know anything about Facebook advertising, 
you know if  you get a 1% CTR (click through rate), 
that’s good. If  you’re lucky enough to get a 2% 
CTR, you’re a rock star. Anything above 2% is rare 
and quickly approaching unicorn territory.

Check out the stats of  this approach below. 

As you can see, we received a whopping 3.796% 
CTR and – equally impressive – 28.3% of  these 
people RESUBMITTED their email addresses.

STEP 3: Present a Compelling Offer

Once you capture their email address and put 
them back into the buying funnel, now’s your time 
to present them with an irresistible offer… And 
I’m talking about an offer that provides them with 
preferential pricing or special bonuses not available 
to the public.

This campaign is still active at the moment, and 
we’re converting about 7% of  those who opted into 
buying customers - with an average sale of  $1,495 
per customer!  

…And that doesn’t even take into consideration 
future purchases these re-engaged customers will 
make!
 
Amazing! That’s found revenue that would have 
otherwise been lost if  it weren’t for this strategy.

Better yet - because this is not a “one-off” strategy 
- you can systematize this strategy and have it run 
on autopilot for you, so that once a quarter (for 
example), you can download a list of  your new opt-
outs and re-run this strategy several times a year.
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According to the Sales Benchmark Index, an 
estimated 71% of  companies fell short of  their 
marketing’s revenue targets last year.

Why? …And what happened?

Well, according to the management consulting firm’s 
report, the primary reason for such widespread 
failure was that too many companies used the wrong 
strategies.

Or, more specifically, they didn’t have a 
marketing strategy at all.

Instead, they relied on tactics.

A tactic might be something like hiring someone to 
do social media… Or SEO… Or to create content 
for a website or direct-mail piece.

And when you do this, there often isn’t a thought 
– much less a strategy in place – to develop and 
continuously test your efforts…

…At least as it relates to lead generation or sales.

What happens then is companies jump from 
tactic to tactic based on what’s popular at the 
moment or after watching what the competition 
does.

Of  course, this might lead to an occasional lucky 
break, but it makes creating successful campaigns 
pretty difficult.

So, as you go through the following steps, think 
about your marketing efforts and whether you’re 
using a marketing strategy or just relying on tactics.

The other thing to think about is a simple question…

What was the best marketing campaign you ever used? 

I’m often surprised by how few entrepreneurs and 
executives use successful campaigns from the past. 

They get distracted by a new tool or technique and 
disregard what’s already working.

Maybe a competitor jumps on something different, 
so they feel they must do the same thing… Or they 
get lured by the promise of  marketing’s “holy grail” 
and a ridiculous ROI.

It sounds like silly stuff…

Yet, I’ve admittedly fallen in this trap too.

The lesson here is to keep doing more of  what 
works.

As entrepreneurs and executives, we’re really good at 
starting stuff. We run into challenges when we have 
to keep pushing (and improving) activities that are 
already producing.

We naturally like starting new things.

The problem is, effective marketing works a lot like 
food. It feeds businesses so they can grow.

When you move your attention all around – 
constantly trying all types of  different outreach – you 
starve your business.

So what’s working in your marketing that you can do 
more of  right now?

Okay, with those two items out of  the way, let’s get 
into the four steps for creating effective marketing 
and fixing failed campaigns.

Step 1: Evaluate Your Audience

Simply put, your audience must match what’s being 
offered.

So, consider this…

By Insiders’ Club & Predictable Profits Academy Member, Tom Trush

4 Steps to Creating Effective Marketing and Fixing Failed Campaigns
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If  you had to pick between delivering a powerful 
marketing message to a large audience of  people or 
selecting a small group of  prospects to receive a poor 
marketing message, which would you choose?

My answer might surprise you.

You see, I’ll take the small group of  prospects and 
poor marketing message almost every time.

After all, when put in front of  the wrong 
audience, even the most persuasive 
marketing messages get ignored. Of  course, 
this fact goes against advice you often hear from sales 
trainers.

Many say you should play the “numbers game.” Get 
in front of  more people, and you’ll get more sales.

Sure, there’s some truth to this claim, but marketing 
to people who haven’t expressed interest in what you 
offer drains resources.

You simply can’t create desire where none 
exists – you can only deepen a desire that’s already 
present. Trying to convince people they need your 
product or service will only leave you frustrated and 
your wallet thinner.

Buying an ad in your local newspaper or magazine 
because you want your message in front of  
thousands of  eyeballs doesn’t guarantee marketing 
success.

…Neither does posting a banner on a highly 
trafficked website… Mailing to large lists of  nearby 
homes or businesses… Growing a huge following on 
social media… Securing a full-page spread in the 
Yellow Pages… Or even buying a commercial spot 
during the Super Bowl.

The list could go on.

So, before you roll out a major campaign, make sure 
the marketing medium you use reaches an audience 
that already expressed desire for your offer. 

2. Evaluate Your Headline and First 
Sentence

“Most sales are made or lost within the first 10-15 seconds.” 
– Ben Gay III

“Seventy-three percent of  all buying decisions are made at the 
point of  the headline.” – John Caples

If  you follow traditional sales philosophy, you 
might argue that most sales close at the end of  your 
“presentation” or after several contacts. 

Yet, as you see from the above advice shared by two 
sales and marketing legends, many prospects make 
buying decisions almost instantly.

Unfortunately, these findings present a problem 
when marketing – at least for those entrepreneurs 
and executives who make the same pitches and 
promises as their competitors.

Problems escalate further if  your marketing doesn’t 
demonstrate a desire to help in a way that benefits 
someone other than you.

The key (early on) with your marketing 
piece is to interrupt your prospects’ mental 
patterns.  

Every day your marketing message is up against 
50,000 invisible competitors.

This is the number of  thoughts the National Science 
Foundation says the average person has every day. 
Crazy thing is, up to 95% of  these thoughts are just 
repeated from one day to the next.

Our brains are set in a mental routine. Breaking this 
pattern is your only chance at getting your marketing 
message noticed.

You see, most marketing is just a bunch of  
companies saying the same ol’ stuff. So, your first 
job is to get prospects to recognize that you have 
something worthy of  their attention.
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This is where a pattern interruption comes into play. 

As the name implies, you simply do something 
or make a statement that changes a 
particular thought or situation. Your message 
should serve as a surprise – anything out of  the 
ordinary.

Magazine covers have used this tactic for a long time…

Now, of  course, these are exaggerated examples - but 
they at least give you an idea of  how important the 
headline is in grabbing attention.  

A poor headline makes your marketing 
invisible.

Keep in mind, though, your headline isn’t designed 
to sell – it’s just to get readers to the next sentence.

One of  the easiest ways to write powerful headlines - 
that capture attention and keep prospects reading - is 
by using what I call The Genie Method.

Begin by envisioning yourself  having a face-to-face 
conversation with your ideal prospect.

Next, just like the genie who appears from Aladdin’s 
lamp, imagine telling that prospect you can grant 
any wish related to your business.

Here’s what you might say:

“If  I could use my product or service to grant you one wish, 
what would it be?”

Your prospect’s response is what is sometimes labeled 
a “hidden benefit.” Here’s an example from one of  
my lawyer clients’ website:

Here’s the same headline format used by PayPal:

Another option for grabbing a reader’s attention and 
keeping interest is the “how-to” headline…

You can also call out your audience…
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Now, besides your headline, you must also keep the 
momentum going with your first sentence. 

This absolutely critical – but often overlooked…

Mess up your first sentence, and you’re almost 
certainly missing out on leads and paying clients. 
Especially if  you post content online, you must 
provide a compelling reason to keep your 
prospects reading.

In last month’s issue, I shared nine ways to begin 
your opening sentence. I encourage you to review 
those techniques again. 

The bottom line is: keep your readers interested 
and you’ll started getting more of  the responses you 
want. 

Step 3: Evaluate Your Format

Imagine you’re sitting on a sandy beach with only 
the sounds of  the waves and a few distant seagulls. 

Would you reach 
into your bag 
and pull out one 
of  your old term 
papers for some 
relaxing reading? 

Of  course not.

The stiff style of  writing we learned in school isn’t 
enjoyable and doesn’t work for marketing. You’re 
better off writing as if  you’re having a one-on-one 

conversation – just as if  you’re talking to a friend.
 
It doesn’t matter who you’re selling to – attorneys, 
bankers, stay-at-home moms – your writing 
should speak to one person at a time. 
Marketing is just an extension of  a one-on-one 
discussion. The only difference is, depending on the 
medium you use, you’re sharing an identical message 
with multiple people.

Sure, you might have to adjust your vocabulary a bit 
to match your audience, but everything you write 
should sound like a real person speaking – not like a 
term paper.

A good rule of  thumb is:

If  you wouldn’t say something in a one-on-
one conversation with a prospect, don’t say it 
in your marketing materials.

Here’s an example of  what NOT to do:

What do all these worthless words mean?

According to the National Adult Learning Survey, 
the average adult reads at the 9th grade level. 
Blockbuster novels are written at the 7th grade level. 
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People prefer to read recreationally two grades below 
their actual reading skill - so avoid writing higher 
than a 6th or 7th grade level. 

You can check the level of  your writing using a tool 
in Microsoft Word. 

1. Click the “File” tab, and then click “Options”
2. Click “Proofing”
3. Under “When correcting spelling and 

grammar in Word,” make sure the “Check 
grammar with spelling check box” is selected

4. Select “Show readability statistics”

Then you simply run a spelling and grammar check. 
At the end, a box shows up with your Flesch-Kincaid 
Reading Level.

The simplest way to lower your level is by using short 
sentences and paragraphs. You can even use one-
sentence paragraphs. 

This approach may make your high school English 
teacher cringe, but your content will be more 
readable.

In addition, replace long words (anything with three 
syllables or more) wherever possible.

I also encourage you to read your marketing aloud 
and even have someone else read it to you. If  you have 
kids, this is a perfect task for them.

After all, if  your 10 or 12-year-old 
stumbles through your content, 
you know you have work to do.

Another idea you must accept…

People scan your marketing, 
rather than read it in detail – 
especially the first time around. 

So, emphasize key points 
with bolding or by using 
subheadings, which are great 
way to break up your content.

Use your subheads almost like mini headlines to keep 
people reading.

And here’s a secret:

Once you finish writing, go back and read just your 
bolding and headings. If  your readers can get the 
gist of  what you’re saying or offering, then you’ve 
done a good job.

Step 4: Evaluate Your Offer

Too many times, you see a well-written marketing 
piece with a compelling headline, nice format, clean 
images, and a bunch of  benefits… 

…But NO offer!

Instead of  telling readers what action to take next, all 
that’s listed in a phone number and website.

What a waste of  space…

You must tell prospects what to do if  you 
want them to respond – and be bold.

Creating a compelling offer begins with 
understanding your target audience’s biggest 
problem. Then, you simply use your offer to solve 
this issue.

Ancestry.com does this well…
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Notice how the offer ties right into the reason people 
come to the website.

Keep in mind, you can often boost response by 
explaining what prospects lose by not taking action 
on your offer. 

So, for instance, here’s a good offer:

Click here to try the next three issues of  The Business 
Owner’s Tax Savings Report for free. You’ll get simple 
tax-saving tips and discover how to save on real estate, 
insurance, car repairs, and more.

But here’s a better one:

Click here to try the next three issues of  The Business 
Owner’s Tax Savings Report for free. You’ll get simple 
tax-saving tips and discover how to save on real estate, 
insurance, car repairs, and more.

Without these strategies, you’re almost certain to 
overspend on taxes this year. What’s more, you put 
yourself  at greater risk for paying penalties - even if  you 
hire a conservative accountant and don’t take a single 
“questionable” deduction. Download your first issue 
now.

The final element of  an effective offer is a deadline. 
Few forces create action faster than a deadline. It’s a 
powerful tool for rewarding action-takers.

You see, by allowing prospects to determine the 
buying timeframe, you reduce the likelihood of  
getting your desired response. Worse yet, your 
prospects may get lured away by another offer.

Remember, people are natural procrastinators.

When you create a sense of  immediacy, prospects 
realize they must respond now or risk missing out on 
a valuable opportunity

As Robert Cialdini stressed in his book, Influence: The 
Psychology of  Persuasion, “We value more those things 
that have recently become less available to us.”

So, simply figure out what has the most meaning to 
your potential buyers and set your deadline around 
that specific motivation.

NOTE: The added bonus of  a deadline is that 
you’re working in a reason to communicate again 
with a follow-up.

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.

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

Tips & Resources!

http://members.predictableprofits.com
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ANSWER:

Great question!

And there are two answers I want to give you…

The first answer is that I will run this campaign until 
the “frequency” of  the ad is over 3 and/or I’m not 
seeing the results from the ad I expect.

Frequency, by the way, is the average number of  
times your ad was shown to your prospect. Generally 
speaking, you’ll get the highest ROI with a frequency 
of  < 3 – anything more starts to eat away at your 
campaign’s effectiveness. You can find the frequency 
by logging into your Facebook account, looking at 
your campaigns, and selecting “Delivery.”

Now, the second answer to your question is that you 
want to run your strategy - to the same opt-out list - 
multiple times, presenting different offers.

If  they didn’t get re-engaged the first time you 
presented the offer to them, make them a different 
offer a couple weeks later to see if  that works for 
them.

…And if  they didn’t bite on the second offer, make 
them a third offer.

Just remember to exclude their names from the opt-
out campaign by creating a custom audience list of  
re-engaged customers so your advertising remains as 
efficient as possible.

In your corner,

Charles E. Gaudet II 
Founder of  PredictableProfits.com

QUESTION: “Charlie, how long will you run your strategy [The Customer Re-Engagement Strategy for Opt-Outs] before you 
stop it?”

Ask Charlie!

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

very next newsletter!
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THIS MONTH’S ACTION STEPS FOR DOMINATING YOUR MARKET

BUSINESS ACCELERATORS

1 2 3 4

6 7 8 9

STRONG 
DEFENSE

Your competitors 
are already trying 
to take your spot, 
and if  you aren’t 
“defending” your 

position with great 
offers and new 
profit centers… 

They will succeed.
(PAGE 1) 

REPURPOSE 
OPT-OUTS

With this strategy, 
you can turn your 

email opt-outs 
into a whole new 

angle for engaging 
your prospects and 
getting them back 

into your sales 
funnel.

(PAGE 3)

TRY, TRY AGAIN
When working 
to re-engage 

customers, don’t 
give up! If  they 

don’t bite at your 
first offer, repeat 

the process, circle 
back, and offer 
them something 

else!
(PAGE 4)

TACTICS OR 
STRATEGY?
Do you have a 

marketing strategy 
in place, or are 
you just relying 
on tactics? Do 
you know the 

difference? You 
could be missing 

out…
(PAGE 5)

START 
STRONG

Your headline is 
the hook that gets 

readers in the 
door, and your first 
sentence is going 
to decide whether 

they keep on 
reading. Put your 
focus there first.

(PAGE 6)

KEEP IT 
SIMPLE

Your marketing is 
NOT a technical 

document. It 
should be easy 

to read and easy 
to digest, so 

make sure you’re 
writing at a truly 
understandable 

level.
 (PAGE 8)

THE KEY PIECE
You can be 

engaging, have the 
right audience, 

have everything in 
place… But what 
does it matter if  

you don’t actually 
include an offer?! 
It happens more 
than you think.

(PAGE 9)

CREATE 
URGENCY

One of  the most 
persuasive tools at 
your disposal is a 
deadline - or any 
other way to put 

time constraints on 
your offer. People 
procrastinate, so 

give them a reason 
not to.

(PAGE 10)

5

10

FIND YOUR 
AUDIENCE

The best message 
will fail with the 
wrong audience. 

Knowing the right 
audience for your 

marketing message 
is as important (if  

not more) than 
the message itself.

(PAGE 5)

SOLVE 
PROBLEMS

A powerful 
addition to any 

offer is a glimpse 
of  what life might 

be like without 
your product/
service… Or 

similarly, highlight 
the problem you 

plan to solve - not 
just the product 

that solves it.
(PAGE 10)
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Members-Only Announcements

• 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!

Insiders are proud to support:

SEPTEMBER

September 2nd - Bring Your Manners To Work 
Day

September 5th - Labor Day

September 9th - Wonderful Weirdoes Day

September 11th - National Hug Your Hound 
Day

September 13th - Scooby-Doo Day

September 16th - National POW/MIA 
Recognition Day

September 19th - Talk Like A Pirate Day

September 22nd - Hobbit Day

September 24th - National Museum Day

September 27th - Google’s Birthday

September 29th - International Coffee Day
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SEPTEMBER
WEEKLY OBSERVANCES

1st - 5th - National Payroll Week

5th - 11th - Substitute Teacher Appreciation Week

11th - 17th - National Truck Driver Appreciation 
Week

18th - 24th - Build A Better Image Week

23rd - 25th - Great American Beer Festival

26th - 1st - Banned Books Week

SEPTEMBER
MONTHLY OBSERVANCES

Be Kind To Editors & Writers Month

College Savings Month

Happy Cat Month

National Prosper Where You Are Planted 
Month

Self Improvement Month

Update Your Resume Month

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

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

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

  *NEW* Predictable Profits Training   
Program    Coming Soon. A comprehensive, 
advanced training program for entrepreneurs 
and marketing leaders looking to create ever-
increasing predictable profits in their business. 
Contact Zach@PredictableProfits.com for 
details.

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

• 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
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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 © 2016, Managed Marketing, LLC. All Rights Reserved.
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