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On a Personal Note...

By Charles E. Gaudet II

I want to start this month’s 
newsletter by thanking you 
for another fabulous year! 
It’s because of people like 
you that I’m inspired to get 
up every morning in search 
of another way to give back 
to my prized Insiders’ Club 
Members. Hearing your 
accomplishments, successes, 
milestones, and “ah-ha” 
moments rank among the top 
10 happiest moments of my 
life.

I can’t THANK YOU enough for your 
loyalty, friendship, referrals, trust, and 
business.

From the bottom of my heart, thank you. 
And may this Holiday Season bring you 
and your family much happiness and 
success. 

Now that I’m done gushing about how 
much you mean to me, last month 
I told you I placed 5th in a regional 
Crossfit competition – well, this month 
I surprised myself with taking first place 
in a local “Fight Gone Bad” competition 
(and within 5 seconds of finishing I 
was outside with my head between my 
legs, praying to the gods of mercy that I 
wouldn’t vomit… oh the joys)!

(The photo below is a picture of Heather and 
I tossing 20lb wall balls ten feet high to touch 
a target)

Much like in business, you can pretty 
much determine who will succeed and 
who will drop out. You see, most people 
join Crossfit and assume they can get 
away with minimal amount of work and 
get fit. They quickly find, however, that 
a half-ass approach results in continued 
poor performance, frustration, and a 
struggle to keep up.

I’m still shocked at how many 
entrepreneurs approach business in the 
same way.

Entrepreneurs who succeed in this 
economy are those people who go 
the extra mile to invest in themselves 
and their businesses. They have an 
unquenchable thirst for information, they 
keep their eyes open to every opportunity 

Continued on page 2

Quotes
“The highest form of success... 
comes... to the man who does 
not shrink from danger, from 
hardship, or from bitter toil, 
and who out of these wins the 
splendid ultimate triumph.” 
-Theodore Roosevelt 

“Light yourself on fire with 
passion and people will come 
from miles to watch you burn.”  
-John Wesley (1703-1791)
Theologian

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!”

With Gratitude,
Charlie
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available to them, and at a moment’s notice, they’re 
ready to take action.

That’s why “Sharks” like Lori Greiner, Mark 
Cuban, and Robert Herjavec take special note of an 
entrepreneur’s drive as a major factor behind their 
investment decisions. 

As an Insider, you’ve already identified yourself as 
someone who has the drive to do what it takes to 
succeed – but drive is only one part of the equation.

Billionaire investor Mark Cuban said: 

“I think it comes down to finding something you love 
to do, and then just trying to be great at it. You can 
be passionate about a lot of things, but just because 
you have passion doesn’t mean that’s a good place to 
put your effort. Typically, you find out the more effort 
you put into something, the better you get. And the 
better you get at something, the more fun it is. And 
the more fun it is, the less you realize you’re working 
and the better things will go.” (Source: Entrepreneur 
Magazine, December 2012)

As he said, you’ve got to find something you love to do.

And for many people, it’s not just about what they’re 
doing – it’s about why they’re doing it.

Tony Robbins asked me why I got into the real 
estate development business. When I replied, 
“Because I saw an opportunity for me to make money,” 
Tony was quick to point out that my why wasn’t big 
enough. Interestingly, he said most mega-successful 
millionaires never set out to make money as their 
primary objective. While initially motivating, making 
money isn’t a big enough why.

Now sure, when you’re in debt like I was, making 
money sure is motivating – but that mindset wasn’t 
enough and quickly led to burnout.

A couple years ago, I had the pleasure of meeting with 
Dr. John DeMartini. Here’s a guy who told me he 
makes between $30,000 and $100,000 every single day, 
365 days a week… and with his going rate of $2,000/
hour – that’s enough to make you pay attention.  

John gave me a piece of advice worth noting, he said:

 - If you want to make a living, look to make a 
difference in your family.

 -  If you want to make a difference in your family, 
look to make a difference in your community.

 - If you want to make a difference in your 
community, look to make a difference in your state.

 -  If you want to make a difference in your state, look 
to make a difference in your country.

 -  If you want to make a difference in your country, 
look to make a difference in the world.

In other words, most of us don’t have a big enough 
reason why.

What difference do you want to make in this world?

When you look at centimillionaires, billionaires, and 
worldwide influencers, each one of them had a huge 
vision and a reason why they did what they did.

The billionaire mindset of Richard Branson wasn’t: “I 
just want to make enough money to feed my family.” 
His mindset is: 

“At our core, we believe business must be a force for good 
and use its influence and resources to help find solutions 

to some of the world’s major issues.” 
(taken directly from his website, Virgin.com)

And it doesn’t matter if you’re a carpet cleaner, 
landscaper, local attorney, or any other entrepreneur 
who deals primarily inside of your local community 
– you can still have a global reach.

Imagine a dry cleaner who loves her job so much, 
she feels it’s her mission to help people look 
beautiful and radiant in their new clothes. She 
believes that she helps people feel more confident, 
make more money, have better relationships, and 
enjoy better lives. The better her service, the happier 
her customers, and as a result, the better the world. 
Her mission extends beyond “pay” services by 
offering assistance to the town homeless shelter to 
dry clean the residents’ business suits at no cost, to 
help them get jobs. Heck, she even tries to help them 
get jobs by posting their resumes in her shop for the 
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local business owners to see. But she doesn’t stop 
here. She coordinates clothing drives at her store to 
help veterans, elderly, and physically disabled. She’s 
a hometown hero, and as a result, everyone wants to 
support - so they give her more business because they 
believe they are also helping her why.

The bigger your reason, the bigger your reach, the bigger 
your results.

How to Use Advertising That 
Compels People to Give You Money

By Charles E. Gaudet II

“The object of advertising is to sell goods. 
It has no other justification worth mentioning.”

- Raymond Rubicam

After reading the above quote, it’s a pretty good bet 
that Raymond wasn’t on the Christmas card list for 
several brand agencies - who brainwash their clients 
into believing that just getting their name on a 
floating blimp will somehow translate into millions 
of dollars in sales.

And, my friends, that’s one of the core differences 
between direct response marketing and brand 
advertising.

“When you are spending money for advertising, it is 
imperative to close the loop - make a strong offer and 
have a response mechanism that allows you to measure 
the effectiveness of the campaign. No response means 
no measurement, no ROI. Wasted money.

Institutional, brand, or image advertising that has 
no offer and gives no reason to respond is like peeing 
in blue serge. It makes you feel warm all over and 
nobody notices.” - Denny Hatch (Source: Target 
Marketing, Oct 2012)

With direct response advertising, the sole intention 
is to collect leads and/or sales, period. It’s not going 
to win design awards, and it surely won’t win the 

hearts of companies like Coke, Goodyear, or General 
Motors.

For those interested in learning more about 
direct response advertising, I implore you to read 
the legendary Claude Hopkins’ book “Scientific 
Advertising” (I’ve read it at least 6 times by 
now). In fact, I’m giving you the book for free to 
download in your members’ area (http://members.
predictableprofits.com). 

So let’s be clear on one thing, direct response 
advertising is nothing more than “salesmanship in 
print,” and while it might sound like a daunting task 
to someone who doesn’t claim to be a great writer, 
you should understand that Claude Hopkins never 
went to college, never took a sales class, but instead 
focused on communicating his best offer to the 
people who were most likely to want it.

“The lesson in this is the lesson in all salesmanship. 
One must know what buyers are thinking about and 
what they are coming to want. One must know the 
trends to be a leader in a winning trend.

Advertising to many is mere ad-writing. Language 
and style are considered important. They are not. If 
fine writing is effective in any way, it is a detriment. 
It suggests an effort to sell. And every effort to sell 
creates corresponding resistance.

Salesmanship-in-print is exactly the same as 
salesmanship-in-person. Style is a handicap. 
Anything that takes attention from the subject 
reduces the impression. One may say: “That is a 
beautiful ad. The pictures are perfect, the presentation 
is wonderful.” But that very idea prohibits one 
from being influenced by the ad. It indicates lack of 
sincerity. It suggests an effort to sell. And we are all 
on our guard when somebody, apparently, is trying to 
get our money away.

The only way to sell is in some way to seem to offer 
super-service. It may be offered in a crude way. 
The majority of advertising successes have been 
accomplished in crude ways. They struck a human 
chord in a human way. They seemed to offer wanted 
service. That is why so much “fine advertising” fails to 
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bring results. People are wary of it. And why so many 
successes are made in ways that seem crude. They are 
made by super-salesman who forget themselves.” 
- Claude Hopkins, My Life in Advertising

So let’s take a look at the following advertisement 
for MyPillow as seen in the USA Today:

As far as direct response advertising is concerned, 
Mr. Lindell did an exceptional job. It’s interesting, 
enticing, appealing, and encourages immediate action.

Let me point out the specifics behind what makes 
this work:

1. A strong and compelling headline: 
“Guaranteed  the Most Comfortable 
Pillow You’ll Ever Own!” As Vic Schwab 
said in his book, “How to Write a Good 
Advertisement,” your job is to make 
it harder for people to pass up your 
advertisement than to read it. This headline 
definitely caught my attention.

2. The ad is talking to a specific group of 
people with very specific concerns (i.e. 
snoring, etc.) – they are not trying to appeal 
to everyone, making it relevant to you.

3. Social proof: he established credibility with 
his experience, and by simply mentioning 
he’s sold hundreds of thousands of pillows 
with thousands of testimonials.

4. Solid guarantee: he’s giving you 60 days to 
try it out or your money back (side note: I 
would have made it risk free by offering free 
return shipping).

5. Articulated his Unique Advantage Point: it 
says it right in the headline, “Guaranteed the 
Most Comfortable Pillow You’ll Ever Own!”

6. There’s a strong offer (i.e. 25% off ) with 
a deadline (i.e. 10/15/11) and a tracking 
mechanism built into the advertisement (i.e. 
promo code “TODAY12”).

7. Established a call to action (“Call 
Now”) – you’d be surprised at how many 
advertisements don’t tell you how to take 
action (a very important element for 
successful direct response advertising).

So the next time you create an advertisement, 
look back at this example and the seven 
checkpoints that truly helped this ad become 

a success, and remember: a good ad must have a 
sincere intention to solve a problem (not outright 
scream, “buy me, dammit!”).

Where Entrepreneurs Come to Grow Their Business™

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



5

The Unique Advantage Point™

By Charles E. Gaudet II

Would it surprise you to know that a full 70% of 
Americans now say they look at product reviews 

before making a purchase?

Or that 79% of consumers now say they use a 
smart¬phone to help with shopping?

Or that 83% of moms say they do online 
research after seeing TV commercials for 

products that interest them?
(Source: ZeroMomentofTruth.com)

In today’s New Economy, customers have more 
access to information than ever before. They’ve got 
social media, review sites, competitor information, 
a slew of alternative products, and hundreds of 
media exposures throughout an average day.

Just as an example: with my third baby on the 
way, Heather and I decided it was time to invest 
in a new infant car seat. Instead of the old way 
of walking into the baby store, talking to a sales 

clerk, and asking them what car seat is best – 
we’re armed with information.

For starters, Heather jumped on Facebook to ask 
her friends for car seat recommendations.

While waiting for a response, she jumped on 
Amazon.com, looking to read reviews. Then she 
visited various “mommy sites” and forums to see 
what other people are saying about their car seats.

All together, she narrowed it down to 3-4 car 
seats she likes best.

Eventually, she’ll compare the features, quality, 
and price of each car seat, and finally, evaluate the 
best vendor (based on guarantee, convenience, and 
price) for the purchase.

As you can tell, times have changed since the 
consumer simply opened up the Yellow Pages 
or flipped open the newspaper to choose a 
prospective candidate, based largely on the most 
engaging advertisement.

Your customers have information, and more often 
than not, they know more about your business, 
product, and the available options than most 
business owners today.

“Pre-shopping before buying has become a huge, 
huge part of customer behavior. In the past, it was 
pretty much confined to big-ticket items like cars, 
expensive electronics, or homes. Now people engage 
in discovery before shopping on very small things.

It’s crossed all categories of shopping behavior. It’s 
just the way people buy today.”

- Bob Thacker
GravityTank Strategic Advisor and 

Former CMO of Office Max

The power has shifted to the buyers 
from the sellers.

But why are so many people actively looking for 
information before making a purchase?
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Simply put: people want to make smarter buying 
decisions.

1. They want to look good to their family and 
friends 

2. They’re looking to justify their purchase 
to their spouses, friends, and family while 
sounding like a smart buyer

3. They want to make sure they’re not wasting 
money

4. They want to make sure they are going to get 
the result they are after

In the process of satisfying those buying decisions, 
a strategy like The Market-of-One Naming 
Strategy™ (October 2012) can help you position 
your business as being different.

But now we’re talking about a strategy for 
positioning your company that goes above and 
beyond any of our other strategies. 

It’s called The Unique Advantage Point™.

For those of you who are familiar with the term 
Unique Selling Proposition, you’ll find this 
discussion vaguely familiar. In fact, that’s the 
birthplace of The Unique Advantage Point™ 
concept – except for one critical difference.

A Unique Selling Proposition (USP) is a unique 
characteristic that makes your business different 
from all other competitors. Very powerful.

The Unique Advantage Point™ (UAP) is the 
distinguishing advantage that makes your 
company unique, special, and more compelling to 
your clients.

When I travelled with Tony Robbins, he said the 
difference between slicing the ball on a golf course 
and truly hitting a line drive to the greens is often 
a matter of just a two millimeter difference.

This is what we’re talking about here with The 
Unique Advantage Point™.

So while your USP could be selling your product 

for less than any other company, your UAP would 
be clearly identifying and communicating the 
unique advantage to your customer.  

Remember, one of the key tenets of building a 
solid platform for generating predictable profits is 
The Growth Factor™, which is the steadfast belief 
that:

The purpose of your business is to create 
the greatest advantage or benefit possible, 
to get your customers closer to the ultimate 

result they are after...

The unique advantage is a subset of The Growth 
Factor™, and answers the big “reason why” they 
should be doing business with you instead of 
doing business with anyone else.

Marketing wizard Jay Abraham says that until you 
can establish your unique advantage clearly to your 
prospects: “You have nothing special to offer anyone.”

In order for me to see your product/service as 
special, you need to tell me why it is.

One of my favorite UAP’s comes from Zappos. 
It’s “Free Shipping and Free Returns 365-days 
a Year” – so, if I’m looking to buy shoes, why 
wouldn’t I buy shoes from Zappos? What’s my 
risk if I don’t like those shoes?

Notice that Zappos doesn’t believe their UAP 
should be anything about price. Instead, Zappos 
knows price-sensitive customers have the lowest 
retention and the biggest headaches, so they 
positioned themselves as an option for people who 
value “Wow! Service” and experience over price. 

“Commoditization - what I see as the cancer of the 
21st century commerce - has fueled ferocious price 
competition, leading to lower prices, margins, and 
profits for businesses. With price as the only real 

differentiator, producers are left with a challenge: they 
must find a way to stand out in the crowd.”

-  Peter Georgescu (former CEO of 
Young & Rubicam)

Where Entrepreneurs Come to Grow Their Business™
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And the Zappos UAP is precisely the nucleus that 
the entire business was created around.

The Unique Advantage Point™ is also dynamic, 
meaning it’s quick to adapt to a changing 
environment in order to stay on top of its unique 
advantage.

Sure, Domino’s Pizza had a great UAP with 
“Fresh Hot Pizza Delivered to Your Door in 30 
Minutes or Less or It’s Free,” but the moment 
every other pizza store started offering delivery 
service, Domino’s no longer had a unique 
advantage.

It’s wasn’t unique, and it was no longer an 
advantage.

And over the last few years, it’s been a long road 
for Domino’s trying to reinvent the company 
because they’ve become lost in a deep blue ocean 
of Me-Too Competitors.

But developing a UAP is 
not something you just 
create overnight. It takes 
time.

It’s something we’re 
continuously revising and 
improving upon.

The UAP for the Insiders’ 
Club is “Business building 
strategies guaranteed to be 
worth over 100 times what 
you paid, or your money back.”

When I walk into a room of 
entrepreneurs and give them 
my UAP, they take notice - 
and it immediately makes 
the Insiders’ Club different than anything else on 
the market (as far as I know, I’m the only person 
offering such a bold guarantee on a monthly 
subscription).

But it’s only because I know this stuff works.

Sure, some people (who most likely didn’t take 
this newsletter seriously) will take advantage of 
my offer (no one has yet) – but you better believe 
that each time I create any content or strategies 
for my Insiders’ Club Members, I sure as heck 
make sure I know, beyond a shadow of a doubt, 
that if an entrepreneur properly applied the 
strategies I share, they should be able to make far 
beyond 100 times their investment… and ideally, 
multiples thereof…

But I can’t be that crazy…

Other people have taken on a lot more risk than 
me, just look at L.L. Bean’s UAP.

In fact, it’s such a compelling UAP, I would buy 
from L.L. Bean before buying from any of their 
competitors when looking for a similar product.

When you buy from L.L. Bean, it’s “Shipped for 
Free. Guaranteed to Last™”

You can return any product, at any time… even 
if it’s 50 years from now… if you’re not 100% 
satisfied with your product.

Talk about a bold advantage – but as Seth Godin 
said in his book “We Are All Weird” – “Normal is 
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_________________________________
_________________________________
_________________________________
_________________________________
_________________________________
_________________________________
_________________________________
_________________________________
_________________________________
_________________________________
_________________________________
_________________________________
_________________________________
_________________________________

not the sort of place you’d drive out of your way to visit for dinner.”

But UAP’s have to be bold. They have to be different. They have to stop people in their busy lives and get 
them to take notice.

L.L. Bean offers such a strong UAP, it begs you to wonder, “Why wouldn’t I buy from your company?”

That’s the exact same response we want your customers to have when they look at your UAP.

Another example comes from an electrician, Nate Moss, of Moss Electric. A common mistake for an 
electrician is to think of themselves as special just because they offer “24 hour service, 7 days a week.”

But Nate recognized that this alone didn’t make him special, so he did something different and said that his 
unique advantage was that he “specialized in old homes.”

Just making that one, distinct change in his marketing – in a community largely populated by homes built in 
the 1800s and early 1900s – skyrocketed Nate’s business by several hundred percent growth.

My assistant, Mike, is a rock star (literally and figuratively) and after he read this article, he said: “Zildjian 
Cymbal has a great UAP – at nearly 400 years old, they one of the oldest companies in the world, and 
perfected a method for creating cymbals to the point that every other cymbal maker in the world uses the 
methods Zildjian developed.”

Definitely a unique advantage.

Here are the steps for creating your own UAP.

STEP 1: Identify the most significant areas of pain, trouble, or worry that your ideal target market has right 
now - as they specifically relate to your product/service. What’s keeping them awake at night? 

Brainstorm Areas of Pain

_________________________________
_________________________________
_________________________________
_________________________________
_________________________________

Top 5 Areas of Most Pain

Where Entrepreneurs Come to Grow Their Business™
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Top 5 Biggest Results

_________________________________
_________________________________
_________________________________
_________________________________
_________________________________

Top 5 Areas of Most Pain

STEP 2: Why must they take action right now? What could they lose or miss out on as a result of not 
taking action right away?

_________________________________
_________________________________
_________________________________
_________________________________
_________________________________

Reasons for Acting NOW

STEP 3: What are the major benefits and/or results your prospect wants to attain with your product/service, 
and how will their business/life be better having used your product/service?

________________________
________________________
________________________
________________________
________________________
________________________
________________________
________________________
________________________
________________________
________________________
________________________
________________________
________________________
________________________
________________________

Biggest Benefits of
Product/Service

________________________
________________________
________________________
________________________
________________________

#1 Biggest Result

________________________

Where Entrepreneurs Come to Grow Their Business™
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STEP 4: What do you believe your top 5 competitors’ unique selling propositions are? Are they related to 
customer service, price, guarantee, selection, quality, convenience, turn-around time, a unique skill for talent, 
design, performance, or anything else?

Competitor Name

________________________
________________________
________________________
________________________
________________________

1.
2.
3.
4.
5.

________________________________________
________________________________________
________________________________________
________________________________________
________________________________________

Unique Selling Proposition

STEP 5: What do you believe should be the top 5 “must-haves” for any product or service like yours? (For 
example, you could say that a financial advisor must be “fee-based” instead of commission, or vice versa)

Must Haves

________________________
________________________
________________________
________________________
________________________

1.
2.
3.
4.
5.

________________________________________
________________________________________
________________________________________
________________________________________
________________________________________

Reason Why This Is Important

STEP 6: Survey your customers and ask them for the real reason why they chose to do business with you 
over anybody else in the marketplace. What do they feel makes you different than your competitors?

5 Reasons Why Our Customers Chose to Do Business With Us Instead of Our Competitors

_____________________________________________________________________________
_____________________________________________________________________________
_____________________________________________________________________________
_____________________________________________________________________________
_____________________________________________________________________________

1.
2.
3.
4.
5.

Where Entrepreneurs Come to Grow Their Business™
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STEP 7: Now take everything you’ve identified 
through this exercise and write a compelling 
sentence (no more than 50 words long) that 
answers the question: “Why should I buy 
from you, right now, instead of one of your 
competitors?” The answer must be unique to your 
company and offer a significant advantage to your 
prospect.

For example:

Another example comes from CoffeeCup – in 
addition to a fun-loving team with affordable 
software, their UAP is:

“When you buy our software, you get support for 
life. With one of the most complimented support 
staffs on the web, we give you all the help you need 
with our support center, over the phone, and our 
user forums.”

Tom’s Shoes has an interesting UAP for people 
that want a great product and feel like they are 
doing good with:

“With every pair you purchase, TOM’S will give a 
pair of new shoes to a child in need.”

Here’s another one from a friend who is a 
landscape contractor in the Midwest. His UAP 
for his prospect (a real estate developer is):

“Beautiful landscaping completed on-time, on-
budget, and with your 100% satisfaction, or you 
don’t pay a single penny for our labor!”

So what’s your Unique Advantage Point? Write it down below…

_____________________________________________________________________________

_____________________________________________________________________________

_____________________________________________________________________________

Use this Unique Advantage Point™ throughout your marketing. Make it clear and obvious on your website. 
Educate your sales people and staff about your UAP.  

Done well, the UAP will become one of your strongest assets. It’s like adding extra octane to your fuel tank, 
propelling you faster to rapid growth by taking the guesswork away from your prospects when they want to 
know “Why should I do business with you?”

And because this is so strong, it should be in the forefront of your company – not hidden in an “about us” 
page – make it stand out, shine bright, and be easily seen.

It truly is the key to unlocking massive potential in your business.  

Where Entrepreneurs Come to Grow Their Business™
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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!

Bob R. from Boston, MA asks: 
“Hi Charlie, I want to thank you for everything 
you’ve shared with us. It really makes a difference! 
I know you don’t believe in lowering your price to 
compete, but do you ever recommend discounts on 
products?”

Hi Bob! I love this question because it’s one I 
receive almost daily!

Discounts are a great way to stimulate business 
when they’re not used as your primary 
competitive advantage, and in most cases, when 
they are used sparingly.

I said “in most cases” because, have you ever 
noticed that when you walk into a store in 
the mall, it seems like everything is always 
on sale? Studies have shown that this type of 
sale environment tends to increase impulse 
purchases. “Honey, I bought this sweater 
because it was on sale.”  

So when dealing with impulse purchases, 
having regular sales seems to be an effective 
strategy.

But for most of us, we’re not dealing in regular 
impulse purchases, so – for that reason – our 
focus must be on delivering the most amount of 
value possible.

According to a survey conducted by Verint, 27% 
of Americans read or respond to messages and 
special offers they receive… and the numbers 
drop down to 20% in the UK and France. 
Verint’s VP, Dave Capuano says: “Barely a day 
goes by for U.S. consumers without receiving a 
30% discount offer from some retailers. It dulls 
the consumer’s senses.” (Source: DMNews)

Companies like Nordstrom, Zappos, and L.L. 
Bean built their businesses on the basis of 
exceptional service and experience. This is the 
type of strategy for attracting high quality 
customers, repeat business, and referrals.

I think the article on The Unique Advantage 
Point will be helpful – I encourage you to take 
your time in completing the exercises – you may 
surprise yourself at what you find…

Hope this helps.

In your corner,

Charles E. Gaudet II
Founder of PredictableProfits.com

Where Entrepreneurs Come to Grow Their Business™
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The Easiest Way to Add Trust to Your 
Marketing Copy 

By Predictable Profits Insiders’ Club 
Member, Tom Trush

A crazy transformation happens when many 
business owners and entrepreneurs sit down to 
write marketing copy.

It’s as if an invisible 
force commands 
control of their bodies. 
Their mentality shifts... 
judgment escapes... and 
the hype machine revs 
into high gear.

What results is self-
absorbed copy that 
reeks of aggressive 
propaganda. A large 
portion reads like 
outlandish B.S., while 
the remaining words 
push a forceful sell. 

To avoid this problem, I suggest an exercise that 
stumps even the most well-meaning business 
owners and entrepreneurs. If you’re up for the 
following challenge, I’m certain you’ll see rewards 
for your efforts.

Take a piece of paper and write down five 
reasons for contacting your prospects and current 
clients… but your purpose can’t involve pitching 
your product or service.

Ready… go!

Did you hear that little voice inside your head? I 
bet it questioned the logic behind this exercise.

After all, isn’t the goal of being in business to 
generate sales? Isn’t that the reason you contact 
prospects and clients?

I’d argue no – not always. 

Of course, contacting prospects and clients only 
to pitch your product or service might get you 
occasional sales. But it does little to develop a 
relationship – an essential factor when it comes to 
long-term sales, repeat buyers, and referrals.

You see, trust is the most common element 
missing from 
marketing copy. 
Sales pitches and 
(most) advertising 
are low on the 
trust scale, while 
relationship building 
and collaboration 
represent the new 
standard in “selling.” 

Widely available and 
inexpensive tools 
for interacting with 
people have created 
new ways of creating 
value with prospects 
and clients. 

Companies experiencing marketing success these 
days use educational material to first build a trust 
foundation. The people behind these brands create 
and distribute content that, instead of pitching, 
triggers interaction. 

Think about this concept for a minute…

When you write marketing copy, you start with a 
blank document – a virtual piece of paper that’s 
worthless. However, as you add words, the value 
increases based on the knowledge you share. The 
more you reveal, the greater the value.

In effect, you’re no different than an artist who 
starts with a blank canvas. Your words are the 

Don’t Forget to Log Into Your Exclusive 
Members’ Area for  More Tips & Resources!

http://members.predictableprofits.com
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“paint” that determines what prospects are 
willing to pay for your product or service.

You have the power to create unlimited value for 
your prospects, so don’t hesitate to give away some 
of your best tips, tricks, and techniques.

Now let’s get into a few examples...

During a recent training I presented, The Secret 
Psychology of Selling to Today’s Skeptical Consumers, 
I detailed the U.S. Postal Service’s efforts to 
educate prospects about how to effectively use 
direct mail. The resource the federal agency uses is 
Deliver magazine. 

Go to www.delivermagazine.com and you’ll see 
heaps of how-to information. According to the 
USPS:

•	 43% of Deliver readers say it has increased 
their intention to spend more on direct 
marketing 

•	 67% of readers say it has increased their 
opinion of direct marketing

•	 More than 50% have taken action in the last 
year as a result of Deliver articles 

•	 There have been more than 70,000 
downloads from the DeliverMagazine.com 
website, including more than 3,130 white 
papers

Not too shabby, right?

Paint company Sherwin-Williams uses a similar 
medium with its STIR Magazine (www.swstir.
com). The online publication targets an audience 
that includes interior designers, architects, and 
people passionate about home decorating. 

During a recent visit, I saw articles explaining 
how to complete an eco-friendly, sustainable 
kitchen makeover, how to pick colors for 
commercial and residential environments, 
and ways you can use red to evoke responses. 

Videos offered behind-the-scenes access to TV 
production and commercial designers. 

What’s also noticeable is the frequent interactivity 
between visitors and STIR team members.

Now, when it comes to shopping, you may know 
Whole Foods as a high-end grocery store. But 
don’t overlook the copy the company uses to 
promote its products. Scroll to the bottom of 
www.wholefoodsmarket.com/whole-foods-market 
and you’ll see guides to main courses, baking, and 
holiday recipes.

Of course, if you need the suggested ingredients, 
you can quickly find them stocked on the 
supermarket’s shelves. 

Think that’s a coincidence? No way!

Other interactive items include a servings 
calculator, a guide for wine pairing, and a 
company blog.

You can see how educational copy establishes 
trust in all these examples. What results is a well-
informed audience that becomes more motivated 
to buy. The process takes patience, but the returns 
are long-lasting. 

Remember, today’s competitive landscape means 
that a more extreme form of trustworthiness 
is needed. Prospects expect you to proactively 
protect their interests... they expect you to 
dedicate resources to them... they expect you to 
use your insights and expertise to help them avoid 
mistakes... and they expect you to put their well-
being before your profits.

Whether it’s fair or not, this is the reality.

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 
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How to Get a Running Start… and 
Stay Ahead of Your Competitors!

By Charles E. Gaudet II

Charlie and his wife, Heather, have invested 
nearly $500,000 studying peak performance, and 
investing in personal development for creating 
a more fulf illed 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.’

Want to know the best part about 
December? It’s knowing that you can give 
yourself a one month running start into the 
2013 New Year!

Funny enough, I’ve heard many 
entrepreneurs say: “Starting January 1st, 
I’m going to _______” (fill in the blank), 
just like people who make New Year’s 
Resolutions on January 1st – but hey, why 
wait?

Years ago, I was invited to the home of 
Olympic Gold Medalist, Dan Gable, who 
earned his fame in wrestling. He’s probably 
the most intense man I’ve ever met in my 
life – you can just tell that when he has a 
goal – nothing (I mean nothing) will stop 
him.

“Gold medals aren’t really made of gold. 
They’re made of sweat, determination, and 

a hard-to-f ind alloy called guts.”
- Dan Gable

He told me a story about what winning 
means to him – and it began by daring to be 
different and do what nobody else is doing. 
Sage advice from the world’s best wrestler. 
In fact, after the won the Olympic Gold 

Medal in 1972 without giving a single point 
to a competitor, rather than take some time off 
(like the other athletes), he immediately began 
training for the next Olympics.

Now, as some of you look back on this last 
year – regardless if you’ve had your best year (as 
many of you have told me) or you’re starting off 
with a fresh start – remember, now is not the 
time to ride the easy train. Now is the time to 
continue the intensity and the passion to meet 
2013 head on, because regardless of whatever 
“fiscal cliff ” or government crap might be 
feeding the media – the truth is that none of it 
matters.

Where Entrepreneurs Come to Grow Their Business™
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INSIDERS ARE PROUD 
TO SUPPORT:

“Raising your level of performance requires a 
proper mentality and meaning from within. 
This gives you the ability and drive to work 

on the things necessary to go to a higher level. 
When people ask me how to raise their level 
of performance, the f irst thing I ask is, How 

important is it to you?”
- Dan Gable

Recession, depression, boom – who cares. All 
that matters is that we’re playing a game to 
win, and each one of us is playing on the same 
ball field. So while your competitors might 
be flailing in a cesspool called “hope,” waiting 
for things to turn around – you’re playing a 
game where opportunity and abundance exists 
everywhere (just ask the founders of Proctor 
& Gamble, IBM, GE, GM, and FedEx who 
started their businesses at exactly the same time 
everyone else was hiding under the covers).  

“The 1st period is won by the best technician. 
The 2nd period is won by the kid in the best 
shape. The 3rd period is won by the kid with 

the biggest heart.” 
- Dan Gable, Olympic Gold Medalist

Where Entrepreneurs Come to Grow Their Business™

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



17

Coming in the Next Issue…

•	 One of the most important elements 
of an offer, regardless of your industry, 
is The YES! Factor™ - making it 
as easy as possible for people to say 
“YES! I want to buy!” It’s the perfect 
complement to your UAP, and sets a 
solid foundation for rapid growth and 
predictable profits! 

•	 Learn how to increase your “street 
value” through the power of expert 
authority status!

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

•	 December gave you many “reason why” 
holidays for creating a number of different 
marketing campaigns, whether it’s December 
8th when Hanukkah begins, the anniversary 
of the Boston Tea Party on December 16th, 
or the end of the world on December 21st – 
there’s always a reason to reach out to your 
customers. Good reasons beget good profits. 
If you missed out on these opportunities, 
keep an eye out for January’s calendar posted 
inside of the Insiders’ Club Members’ Area 
online.

•	 Don’t forget to login to 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.

•	 Charlie read two books this month that he 
thought were fascinating and worth sharing 
with you. The first book is called “Spy the 
Lie” by Philip Houston, Michael Floyd, 
and Susan Carnicero. The book reveals 
actual techniques used by the CIA, and 
offers to teach you how to detect deception. 
While not one of Charlie’s traditional 
marketing reads, he found it entertaining 
and valuable nonetheless. The next book 
Charlie recommends is called “Pow! Right 
Between the Eyes!” by Andy Numlan. Andy’s 
an accomplished entrepreneur who gives 
a compelling argument for why the art of 
surprise could be one of your most lucrative 
marketing weapons.

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!
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