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Well, it’s official.

My kids think I’m now an “old 
man.” Sure, I’m still flipping 
on the wakeboard and fighting in 
Brazilian Jiu-Jitsu... however, 
I’ve got another decade notched 
into my belt now.  

Yes, I turned the big 4-0 this 
month.

Of course, I like to think I just 
keep getting better with age - but 
that’s a whole different story ;)

After all:

Perception is everything.

“Old” is just a frame of mind. My grandmother, while she was in her 
80s, told me she woke up every morning believing she was still in 
her 20s. 

But my little rant actually has nothing to do with age... It’s about 
life and how people approach situations differently.

Just like a downturn in the economy.

Some people will look at a downturn like the markets are casting fury 
upon their business - and they settle for lower sales, discounting, 
and struggle.

Unfortunately, that’s the majority.

Others look at a downturn in the economy as a MASSIVE OPPORTUNITY. 
When the markets crash (and they eventually will), your competition 
gets weaker - and it gives you the opportunity to swoop in and 
dominate your market. 

For the well-prepared entrepreneur, a downturn in the economy is 
the easiest time to capture more market share.  

This is why I LOVE a down economy.  

Weakened economies expose everyone’s weakness, and make it 
easier for strategic thinkers (like you and I) to grow our 
businesses.

Of course, to capitalize on all the opportunities afforded to you, 
you cannot wing it. You must have “strategery.”
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...And know exactly where the strengths and weaknesses lie with 
your competition.

To do that, it helps to understand how you (and your sales strategy) 
compare to your competition.

It starts with The Purchase Funnel - and how you/they are creating 
awareness, capturing interest, turning that interest into desire, 
building confidence, and inspiring action.

If you’ve never seen this funnel before, 
it’s actually the modern version of one of 
the oldest marketing funnels ever created, 
known as the A.I.D.A. model.   

Attention 
Interest 
Desire 
Action

Believe it or not, this funnel was widely adopted following its 
first publication way back in 1911 - and it’s still used by the 
most successful direct response marketers around.

The only thing that’s changed from the 1900s to today is the 
addition of Confidence.  

We added “Confidence” to the funnel because it’s important to make 
sure your buyers know they’re making a smart decision.

After all, consumers (B2B and B2C) are spending more time researching 
the Internet before making a purchase. They know everything about 
you, your products/services, your competition, and all of their 
available options.

You may also notice that we added Retention at the end of the funnel 
to maintain focus on building loyalty.

Now, each step of the marketing funnel could take your prospect 
several days to complete, or they could rapidly pass through the 
funnel all at once in a sales letter, webinar, or VSL within a 
matter of minutes - and everywhere in between.

Here’s the thing:

Whether you’re sending an email or creating an entire multi-
step funnel, you want (as much as possible) to have every 
step of The Purchase Funnel integrated throughout your sales 
process.
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For example, if I’m writing an email, I’m sending to a list that’s 
Aware... Then starting with an opening sentence that captures their 
Interest... Following with content that heightens their Desire, 
building Confidence, and making a strong call to Action.

Here’s an example of a cold email we’re testing right now:

Hi {Name},

Don’t ask me how she came across {COMPANY NAME}; however, my 
mother asked me to reach out to you. INTEREST

Yeah, I know... 

No matter how old or successful I get, my mom still wants to 
lend a hand ;)

She thinks we might be able to help you scale your business...  

And I tend to agree.

I went to your website and noticed you were trying to {INTEREST}, 
and it’s possible you might fall within our sweet spot. DESIRE

We’ve coached many successful entrepreneurs (folks you might 
recognize), and have helped several of them double their 
businesses. CONFIDENCE

Can we do the same for you? Not sure yet...

You probably receive hundreds of emails a week from people 
you don’t know (so you might be deservedly annoyed); however, 
if you want to grow and you’re open to a conversation, I’d 
love to schedule a quick 15-minute call with you to see what’s 
possible.

At the very least, after you talk with me, you’ll get clarity 
on where the growth opportunities exist within your business.

I await your deservedly annoyed reply ;) CALL TO ACTION

Zach “never too old to listen to mom” Burkes
Predictable Profits

And in case you’re wondering, here are the current stats for this 
test:
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With a 78.4% open rate and a 12% reply rate, it’s definitely 
showing promise (I highly recommend you don’t copy our email word 
for word - people are pretty quick to identify the copy cats, and we 
receive emails - weekly - from subscribers who find others copying 
our emails, website, strategies, etc.).

But today isn’t really about cold email...

Actually, today I feel it’s imperative that we talk about an 
essential stage for giving you an EDGE... So you can maintain an 
even BIGGER advantage over your competition.

In the past, we talked about the importance of knowing your customer 
or client - and I mean you must REALLY know them - because if you 
don’t know what drives them to make a decision and take action, 
your message will fall upon deaf ears.

For example: for years, I always thought my market LOVED marketing 
and everything to do with marketing. 

Foolishly, I thought that because I loved marketing, they would 
too. So, I created marketing material designed around an offer  
that was based on their affinity for marketing...

ERRRRRRRRRRRRR. Wrong.   

Upon a deeper review and increased understanding, what I really 
discovered was actually quite the opposite.  

In general, most of my market hates marketing. You see, they like 
the strategies for bringing in more leads and sales - but they hate 
marketing.  

Now, some of you might be thinking: 

“Isn’t bringing in more leads and sales ‘marketing?’” 

...And if that’s what you’re thinking - you’re right.  

It is... 

However, this is what’s important: 
my market wants actionable 
“strategies.” They don’t want to 
learn about marketing.  

Sure, it might sound like a subtle 
difference, but that’s what 
determines getting a conversion 
and losing one.
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Remember: consumers don’t buy what they need - they buy what they 
WANT. Hence, the sugar industry is 4 times larger than the vegetable 
industry. People buy what they want... Not what they need.

So, we changed our email message and experimented with ads, emails, 
and sales strategies that say something like: 

“Let me show you how to double your business without doing all 
the boring marketing stuff you hate.”

...And response went UP!  

Now, even though it’s still considered “marketing,” the difference 
between a higher converting funnel and a lower converting funnel 
is often about positioning.

Once my clients see the results the strategies produce - suddenly, 
they want to know everything they can about marketing, how it 
works, and why it works so they can establish an even greater edge.

Once again... Remember that you are not your market.  

It pays to do your homework. Don’t assume, just because you’re 
a customer or client of your own business, that you know and 
understand your market. Look, I thought I knew my market for years 
- and it was a humbling experience when I realized that I had missed 
the mark.  

If it can happen to me, it can happen to anyone.

So, once you know your market:

Know what your top 5 competitors are doing.

This is something I never wanted to do because I always figured it 
was “busy work.”  

It wasn’t until I started to do what I’m about to tell you that I 
realized how important it was... And once I did it, I received many 
“ah-ha!” moments that made it easier to do things BETTER than my 
competitors.

...A better offer, create a better sales strategy, etc.

Now, as tempting as it might be... DON’T copy your competitors! If 
you’re copying your competitors, you’ll never be #1 in your market. 
You can’t lead from behind - so you always want to do things a 
little differently... And better.  

When you see what I’m about to show you, remember this: don’t look 
to copy what they’re doing - look to make it better.
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PERFORMANCE TIP: When you systemize this process, you can have one 
of your team members do this research for you. It doesn’t always 
have to be done by you.

You ready?

Create a spreadsheet like this one:

Follow the steps.

STEP 1: Identify your top 5 competitors

These are the top 5 competitors that your buyers are comparing you 
against.

STEP 2: Write down the big hook they’re using to capture the 
Attention/Awareness of the reader (the top part of the funnel)  

If you look at the sales page for Infusionsoft, what (do you think) 
is the angle they are using to capture their prospects’ attention? 

If we’re in the CRM market, and we identified Infusionsoft as a 
competitor - we’d write this down this headline.
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STEP 3: Now that they’ve caught my attention, what are they saying 
to further my Interest?

As we scroll down, we see things like this:

We’re looking to see how they’re capturing my interest. In the 
case of Infusionsoft, they’re doing it by identifying the problems 
they’re solving... 

STEP 4: What promises are they making to heighten my Desire?

Click on one of those links and you get to a case study:

Now, what’s interesting about this is that they’re combining the 
Confidence stage with Desire by using the case study to create 
desire.

STEP 5: How are they building Confidence? 

We mark the testimonial and case study they’re using.
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STEP 6: Action  

For the Action, I want to know a few things about their offer:

a) What are all the features?
b) What are the benefits?
c) What special bonuses are they offering?
d) What’s the price and terms for purchase?
e) What’s the guarantee (if any)?
f) Are they using any scarcity elements (like limited quantity 

or time)? If so, what are they?

When you have this information, it helps - when you want your 
customers and clients to take Action - you know that you’re making 
the most compelling, strongest offer to your prospects.  

Again, your potential buyers have done their homework on YOU. They 
know who your competitors are, and they’re comparing you already... 
So you want to make sure you’re the no-brainer.

We go through this process with our private clients. I pull up one 
of their competitors, put my client’s offer side-by-side with their 
offer, and ask them:

“Which one would you rather buy?”

You see, even though you know your product/service might be the best 
in the industry, that doesn’t mean very much if your offer isn’t the 
best too. Do your homework to make sure that you are the BEST.

Do it for your top 5 competitors. The more information you gather, 
the better your results.

Abe Lincoln was the one who said: 

“Give me six hours to chop down a tree and I 
will spend the first four sharpening the axe.”

This is you sharpening your axe to get better, more efficient 
results. It’s so much easier to make a sale when you make your offer 
more attractive, more compelling, and more enticing than anything 
else available to your prospects.

Don’t wait. Take action. You’ll be very glad you did.

With gratitude,

Charles E Gaudet II 
Predictable Profits
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P.S. Here’s a fun fact about me that I’m betting you didn’t know... 

When I was in my early 20s, I owned a multi-million dollar real 
estate development company.  

And even though we arguably built the best, highest quality homes 
around, when my clients found out that I was in my 20s - they freaked.

In fact, one client told us (after they purchased the house): 
“You’re WHAT!? Had I known how old you are, I never would have 
purchased my home from you?”

People are funny.

After that experience, for years I pretended I was older than I 
actually was... 

Because I looked older than I actually was, I tried to avoid the 
question of my age - and when people asked, I simply reflected back 
and said: “How old do you think I am?”

Oddly enough, even when I was in my 20s, people still think I looked 40.

So this month, I guess you could say that I’m officially celebrating 
the 20th anniversary since the time I actually looked 40. ;)
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