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On a Personal Note...

By Charles E. Gaudet II

I just got the news… Nelson Mandela, 
an inspiration to humanity, has passed.

Several years ago, I had the pleasure of 
visiting South Africa, touring the prison 
where Mandela was held, and spending 
an hour with former President of South 
Africa, F.W. de Klerk.

One of the messages that stuck with me, 
since I listened to de Klerk, was hearing 
about the steadfast faith, persistence, 
and dedication Mandela had in his 
long-term vision of bringing peace and 
reconciliation to his country.

Like many entrepreneurs who are 
initially told “you can’t do it” – Mandela 

Continued on page 2

Quotes
“People share, read, and generally 
engage more with any type of 
content when it’s surfaced through 
friends & people they know and 
trust.” - Malorie Lucich 

“Web marketing is about delivering 
useful content at just the precise 
moment that a buyer needs it.” - 
David Meerman Scott 

“Failure will never overtake me if my 
determination to succeed is strong 
enough.” – Og Mandino

was faced with the same criticism. But 
when you have a big enough reason 
for achieving greatness and clarity of 
vision, just like Mandela, you too can 
accomplish anything you set your mind 
to.

“There’s no passion to be found in 
playing small, in settling to a life 
that is less than the one you are 

capable of living.” 

– Nelson Mandela

The Amazon Drone also made news 
on Cyber Monday.  Now, what are the 
chances that the news announcement 
wasn’t carefully planned and strategized 
to be released precisely on one of the 
biggest e-commerce days of the year? It’s 
one of the most brilliant PR plays I’ve 
seen in a while.

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!”
    

December 2013
Happy Holidays! 
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In fact, Insiders’ Club Member Tom Trush was the 
first to bring it to my attention with a note: “Look, 
Amazon is totally dominating the Cyber Monday 
news today!”

Better yet, Amazon got MILLIONS of dollars 
in “free advertising” on a day where all other 
e-commerce companies are fighting for attention… 
just by being daring enough to be different. Kudos 
Amazon.

Burger King in the UK also made a bold move by 
giving away their rival (McDonald’s) product away 
for FREE! It was a true test of their fan loyalty. 
They made an offer telling their fans that they had 
a choice: to prove their loyalty to the company and 
remain a fan, or to take the free Big Mac and be 
banned from the Burger King Facebook page for life.

That’s a stunt that takes brass balls!

And you know what? 
Burger King lost 30,000 
“dead weight” followers, 
BUT now has a new 
fan base of 8,000 loyal 
advocates who are much 
more engaged and 
interact with the brand in 
a much more positive way. 
(http://adage.com/article/
creativity-pick-of-the-
day/burger-king-tests-
fan-loyalty-giving-big-
macs/245490/)

For Burger King, this 
was a win (oh, and never 
mind the free press that 
also came with this 
stunt!). It pays to be 
different.

As you see from our 
family photo, Santa Clause made a special visit to 
the SeaGlass restaurant in Salisbury, MA for a visit.

But it wasn’t an accidental visit  - it was brilliant 
coordination from the restaurant.

In fact, they created a special holiday themed brunch. 
In essence, to keep their marketing (and their 
product fresh), they manufactured an event to bring 
people back to their restaurant (I encourage you to 
do the same).

Not only was brunch at a premium price people were 
happy to pay (because of the special theme), but they 
also sold out fast.

Enjoy this final newsletter of 2013, and as we head 
into 2014, we’re planning LOTS more fantastic 
information to help you create an even bigger edge!

Merry Christmas, Happy Hanukkah, Blessed 
Kwanza, and any other Holiday event you celebrate!

Thank you for being a loyal subscriber! There are 
only a couple more weeks until 2014 – get your 
running start on now! 
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How to Turn the Dreaded “I’ll 
Be Back” Into Cash!

By Charles E. Gaudet II

Whether you have customers walking into your 
store, talking with you over the phone, or simply 
visiting your website – quite often, if they still have 
unanswered questions, have doubts, or are just not 
ready to buy now – they’ll walk out the door with a 
polite: “Thank you for your time, I’ll be back.”

And if you’ve been in sales for a while, you know 
those 3 little words (I’ll be back) are the kiss of death 
for making a sale.

The key to remember is that these people are your 
hottest prospects – they’ve effectively raised their 
hand and identified themselves as someone who 
wants to buy what you’re offering.

And if they don’t buy from you, they are going to 
buy from someone else.

Now, the way most entrepreneurs run a business, 
they’ll let the people walk right out of their store (or 
abandon their online shopping cart) without having 
a strategy in place to recoup that interest.

But as an Insider, I know you wouldn’t settle for this 
type of sub-optimal sales activity, right?

So before we let them out the door (or away from 
your website) too easily, let’s establish an attractive 
incentive for getting them back.

We call this:

The “I’ll Be Back” Strategy™

(And keep in mind, this is only one of the strategies 
we use to get them back – we’ll cover additional ones 
in future issues.  Combining strategies, such as using 
remarketing, often yields a greater result than two 
individual strategies used independently.)

There are 2 ways to leverage The “I’ll Be Back” 
Strategy™:

1. The Immediate “I’ll Be Back” Strategy

2. The Follow Up “I’ll Be Back” Strategy

We’ll cover both.

The Immediate “I’ll Be Back” Strategy™

The Immediate “I’ll Be Back” Strategy starts just as 
you’re prospect says: “Okay, thank you, let me think 
about it and I’ll be back.”

When this happens, offer them a special, time-
limited offer on the spot.

For in-store activity, you could say: “It was a 
pleasure spending time with you, and before you 
leave, as a special ‘thank you,’ I’d like to give you a 
special promotion we’re running right now for new 
customers, 10% off when you order in the next 48 
hours.”

HOT TIP: You can use any number you choose 
– 10%, $500, 30%, etc., and any time period – 
though I would caution you against giving your 
customer more than 10 days. Test, test, test…

The Place Where Entrepreneurs Come to Grow Their Business™
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Be prepared to give your prospect a little card 
you can pull out of your pocket to highlight this 
promotion (BTW – to benefit those customers 
who do business with you immediately, if they don’t 
take advantage of the instant “be back” promotion, 
I would offer them a bounce-back coupon – we’ll 
cover this strategy next month).

Rule of Thumb: For in-store purchases, I’ve found 
The “I’ll Be Back” Strategy works best for your 
higher ticket items and for those products where you 
tend to find your prospects tend to spend more time 
shopping around and conducting research.

Generally speaking, I tend not to use The “I’ll Be 
Back” Strategy on every product across the board. 

For a website: you can offer the immediate 
strategy in 2 steps:

Step 1: Before they leave, present them with a popup 
similar to this one:

Step 2: Once your prospect clicks on the “Stay on 
this Page,” they get redirected to a page similar to 
this:

A restatement of the offer and countdown timer has 
demonstrated an increase in conversions.

The Follow Up “I’ll Be Back” Strategy™

This particular strategy requires you to capture your 
prospects’ contact information before they leave.

For in-store purchases, this can be more difficult – 
but it’s an essential strategy I encourage you (and all 
of your employees) to focus on.

In fact, your very first conversion goal should 
not be the sale – but instead to get their contact 
information. This way you can follow up with them, 
offer them more products/services to meet their 
needs, etc. - your customer/prospect database is often 
your most valuable asset.

In-store, you can ask people to give you their contact 
information in exchange for a sweepstakes offer, 
raffle, instant coupon, gift certificate (to be mailed), 
free gift offer, etc. Get their information.

For websites, it’s a little easier. You simply offer them 
a two-step order sequence.

Here’s the one we use for the Predictable Profits 
Insiders Club: (to the right)

 (Now, just in case you’re wondering, I don’t have a 
“I’ll Be Back” discount strategy for the Insiders’ Club 
because… well… it just wouldn’t be fair to tell you 
about the strategy and let you know that if you exited 
the cart, you would have received a better price for 
your membership. That’s sort of the double-edged sword 
of giving you the “under the hood” look at how we’re 
running things around here.) 

The Follow Up “I’ll Be Back” Strategy would be an 
instant letter/postcard in the mail (for in-store), or 
an email sent within 45 minutes of abandoning the 
cart, to prospects with a message making 5 points:

1. Thanking them for visiting your store

2. Acknowledging the product/service they were 
interested in

3. Reminding them of your Unique Advantage 
Point

The Place Where Entrepreneurs Come to Grow Their Business™
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4. Presenting them with an time-limited 
incentive to come back to your store or 
website 

5. Giving them very specific steps for how to 
take advantage of the offer

An example (in-store) would be:

Hi John,

Today when you and Lisa came to the 
showroom, you made no secret about your 
appreciation of fine craftsmanship… particularly 
as it relates to a high-definition sound system for 
your home theater.

As you know, New Years is just around the 
corner, and I’d love to have this installed in time 
to show off your new entertainment system over 
the holiday! Rest assured if you get your order in 
by December 15th, it’s 100% guaranteed to 

be installed by New Years – and you won’t have 
to worry about missing out on the special cable 
bundle only offered until Christmas.

Plus, with our valued customer guarantee, if 
anything ever goes wrong with your new system 
– give the store a call and we’ll have a technician 
at your house within 24 hours!

Now because you’re a new customer, my 
manager has given me permission to take an 
extra $250 offer your order if you call within 
the next 48 hours. You can reach me directly at 
1-555-555-5555. 

Hope to hear from you soon.

Sincerely yours,
Hank

Because I’m a fan of automation, I would prepare 
a bunch of canned responses for you or your sales 
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reps based on the most popular products, and a 
template for easy plug-and-play so they can be easily 
and quickly deployed (while having the feeling of 
it being personalized). Naturally, you don’t have to 
be as personalized as I am above… but the more 
personalized you are, the better the conversion.

For online, you still want to complete the 5 steps 
above; however, this response is more automated and 
may read like:

Hey ~Contact.FirstName~,

Thank you for visiting Charlie’s Home 
Entertainment-Palooza. I noticed that you tried 
to purchase the Bose Home Theater System, but 
I’m sorry to report that I didn’t happen to see the 
order hit our fulfillment center.

If there was a problem, please let me know by 
either replying to this email or calling me at 
800-555-5555 and I’ll personally fix this for you.

And to offset any inconvenience you may have 
experienced, I found your pending order and 
created a link for you with your details already in 

the form, so you can pick up where you left off 
– and I took the liberty of adding an additional 
10% off our already low prices (expires in 24 
hours).

Click here to continue (link expires in 24 hours).

If you need any help, please feel free to reach out 
and ask.

Sincerely,

Hank

P.S. We take your customer experience seriously. 
In addition to the Free Shipping, we also have 
a Home Theatre specialist available 7 days a 
week to help you with any questions you have in 
setting up your home theatre. All you have to do 
is call 800-555-5555. 

Now, even though we used discounts in the examples 
above, test your offers with different incentives.  For 
the home theatre example, we could have offered a 
free High Definition DVD player or any other gift, 
which would allow for a better experience.

Here’s a recent example of a ‘cart abandonment campaign’ from Barnes & Nobles

The Place Where Entrepreneurs Come to Grow Their Business™

© Copyright 2013 Managed Marketing LLC   |  The Predictable Profits™ Insiders’ Club  |   www.PredictableProfits.com



7

The 5 Most Important Sales 
Drivers For Selling Anything

By Charles E. Gaudet II

Anytime I write salescopy or create an offer to sell a 
service or product, one of the first things I reference 
is the 5 Sales Drivers – each representing an 
essential psychological trigger geared toward closing 
a sale.

With each offer I create, I go over each one of these 
drivers and ask myself, on a scale of 1-10, how likely 
was I to really satisfy this trigger (a grade of 7 and 
above is considered passing – but flagged for future 
improvement and testing).

These 5 Sales Drivers are:

1. Relevance
2. Unique Advantage
3. Proof
4. Compelling Offer
5. Strong Call-to-Action

Let’s dive into each one of these in more detail.

SALES DRIVER #1 – RELEVANCE

“It no longer makes economic sense to send an 
advertising message to the many in hopes of 

persuading the few.” 
- M. Lawrence Light

What is the one problem, right now, that your 
product/service can solve for your prospect? What 
event, situation, worry, or concern has opened the 
door to make them receptive to doing business with 
you?

Did they just have a child and they’re looking for 
college savings? Are they losing business to a lower-
priced competitor? Has Obamacare made their 
healthcare expenses increase? Did they recently go 
through a devastating breakup after being with their 
spouse for years, and don’t know how to date in 
today’s high-tech world? Are they tired of working 
with a vendor who disrupts their business, leaves a 
mess, and never shows up on time? Are they over 
50, answering to a boss who is half their age, fearful 
their job is in jeopardy, and concerned they’ll get 
fired and end up as a Wal-Mart greeter until they’re 
90?

Those are examples of problems, and more so, actual 
conversations going on in their heads.

I want you to think about it this way:

Spend some time really identifying your ideal 
prospect (notice I said “prospect” and not “prospects” 
– the best copy is written as if it’s targeting one 
person, not many).

Now imagine you befriended this prospect and 
became good buddies. Mr. Prospect invites you out 
for a nice cold brewski, and as you’re sitting there at 
the bar, you ask him how things are going. At that 
moment, he feels the need to tell you something 
that’s bothering him – how would he explain his 
problem to his friend?

Write this down.

The Place Where Entrepreneurs Come to Grow Their Business™
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You can get this answer by talking to your prospects, 
looking at the conversations these people are having 
inside forums, or by reading questions they might 
be posting on message boards, Quora, or Yahoo 
Answers.

How does your product/service tie into the problem 
they are having right now? How well did you 
articulate that connection?

You see, I learned a long time ago that:

If you can articulate and explain your prospect’s problem 
better than they can – they will automatically assume 

you have the answer to their problem.

Most prospects are skeptical. They believe their 
situation is unique and different from everyone else’s 
– you need to reassure them that you understand 
them, and most importantly, their problem.

Remember, IBM hit a homerun when they 
understood the sales pitch they needed to make 
was not to CEOs, but to employees of the company 
who were making the purchase decisions for their 

company.  The message that eventually spread 
was “nobody got fired for buying IBM.” IBM 
understood the “relevant” conversation had less to 
do with equipment performance, and deep down, 
the purchasing agent didn’t want to make the fatal 
mistake of choosing an inferior product that would 
cost him (or her) their job.

And this Sales Driver will work for you to the degree 
that you make this relevant to what’s going on in 
your prospect’s life right now.

SALES DRIVER #2 – UNIQUE 
ADVANTAGE

You have more competition today than ever before. 
Not only do you have direct competition from 
the business down the street, but the Internet also 
created a worldwide competitive landscape.

And beyond your direct competition from around 
the world, it goes deeper.

With technological advances, almost every industry 
is also facing increased competition from alternatives 
(for example, you could take your clothes to the dry 
cleaner or use an at-home kit).

This poses a problem for entrepreneurs – with so 
many options available to our prospects, they’re 
begging to know: 

“What really makes you different?”

Do you promise to deliver different (or better) results 
backed by proof? Is your product easier to use? Is 
your support different? What about your guarantee? 
Is there something about your quality worth 
mentioning? Taste better? Faster? More convenient? 
Organic? Green?

What’s the unique competitive advantage that only 
you can claim?

I had a coaching client one time who was in 
the information marketing business. He swore 
that his product was so much different than his 
competitors, but when I pulled apart his competitors’ 
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offerings and compared them to his own, they were 
fundamentally the same.

When more than one product or service is perceived 
as the same or similar, the decision usually comes 
down to price. And if it comes down to price, you’ve 
just gone down the dark road of commoditization – 
the cancer plaguing successful businesses.

Set yourself apart to be different.
So we changed his guarantee, repackaged his 
modules using The Market-of-One Naming 
Strategy™ (Insiders’ Club Newsletter, October 
2012), and used a few other more advanced strategies 
which we’ll cover in future issues of this newsletter.

Think about it – how is Zappos different from Foot 
Locker? One has an online shopping experience 
with free 2-day shipping, free returns, and a 365-
day guarantee, while the other is primarily geared 
towards mall shoppers.

What about the difference between Tony Robbins 
and your ordinary personal coach? Tony’s unique 
advantage has to do with the years he’s been in 
business, his credentials, the long list of famous 
clientele, and the way he’s positioned himself as an 
expert (books, articles, speaking, etc.) - while the 
ordinary business coach has a basic website and a 
couple articles.

As a Crossfit athlete, I use a whey protein 
supplement to help with recovery. There are cheaper 
options available at GNC, but why did I choose 
Progenex? Because they claim to be specifically 
formulated to meet the needs of the Crossfit athlete. 
Is it true? I don’t know, but they have enough 
testimonials from other Crossfit athletes that I tend 
to believe them. So, their unique advantage has to do 
with their specific target market.

This Sales Driver will work for you to the degree that 
you differentiate yourself by offering an advantage 
truly unique to your prospects. 

SALES DRIVER #3 – PROOF

If you’ve watched NBC’s Shark Tank, one of the 

celebrity investors is Lori Greiner, “The Queen of 
QVC.”

Unlike many of the entrepreneurial talents on the 
show, Lori has a distinct advantage – she can sell 
hundreds of thousands of dollars in minutes, not 
months – and through her experience, believes she 
can instantly tell if a product is a “hero or a zero.”

How?

Through the power of proof…

Remember the parable of “doubting Thomas”? He 
was the apostle who refused to believe Jesus rose 
from the dead until he could see and feel the wounds 
received by Jesus on the cross (I guess I did pick 
something up from the 12 years of mind-numbing 
parochial school from my youth).

Your prospects are no different than Thomas. They’ll 
hear what you have to say… even listen to the stories 
others are claiming as their success stories… but the 
real proof in the pudding is whether or not they can 
see the proof in action.

In Lori’s eyes, this proof translates into actual 
demonstration.

For example, Lori invested $200,000 for 20% of a 
company that 
made silly looking 
sponges… and 
they’ve sold 
millions of 
dollars. In fact, 
I personally 
watched Lori sell 
out the “Scrub 
Daddy” product 
on QVC in just 6 
minutes! She did 
this by showing 
people how it 
cleans “impossible” 
messes without 
scratching 
sensitive surfaces, 
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value, and your guarantee.

While I don’t promote this often (because my time 
is limited), when I make an offer for an hour of 
coaching, I usually tell my prospects: “Spend just 
1 hour with me, and if you don’t believe you received 
at least one idea that could potentially be worth 
$1,000,000 or more to your bottom-line – let me know 
by the end of the call and I’ll return your money.”  

A compelling offer makes it easier for the person to 
say YES than it does for them to say no.

I know a landscaping contractor who made offers to 
real estate developers by saying: “I guarantee to be 
on time, on budget, and you’ll be 100% satisfied with 
my work or you don’t pay for any of my labor.”  

Not only is this a unique advantage, but having 
owned a real estate development company in the 
past, I can tell you this offer is also very compelling.

I had a mortgage broker once tell me that they’d 
refinance my home and guarantee I always had the 
lowest rates, with an automatic refinance every 6 
months, if they found a lower rate (BTW, I used 
them and they did refinance my property once while 
I worked with them without being prompted).

Lands’ End has a great guarantee as part of their 
offer.

 In fact, look how they reinforce this offer with Proof 
(Sales Driver #3). 

no odors, and some rather cool transformations – 
and you don’t need any cleaning agents.

When you get a chance, do a search for “Lori 
Greiner Scrub Daddy” - and also take some time 
to look at some of the best selling infomercials of 
our time. Almost anything by Billy Mays is great, 
Proactiv skin care, Beach Body… and Tony Robbins’ 
infomercials are also good.

That’s NOT to say you need to (or even should) 
create an infomercial (it works, but it’s a huge waste 
of money for many companies – there are better 
ways to use your marketing dollars), but there’s 
a reason why many of these continue to replay 
for years to and years. They’ve got a formula for 
demonstrating social proof that works.

Of course, you can show a video demonstration on 
your website or do a live, in-person, demonstration.

But when video doesn’t cut it (such as in print 
advertising), use illustrations to verify your claim 
(remember, you’re trying to prove it to every 
“doubting Thomas” out there). You can use 3rd party 
official endorsements (either by a professional or a 
celebrity) and… yes, testimonials also work.

Even with testimonials, the key to making them 
work is to use first name, last name, picture, and 
location (if you can’t get them all, use as many of the 
aforementioned as possible).

This Sales Driver will work 
for you in direct proportion to 
how well your prospects believe 
what you say is true. 

SALES DRIVER #4 
– COMPELLING 

OFFER

Even if you drive it home 
with great relevance, a unique 
advantage, and proof – you ain’t 
gonna sell nobody nothin’ if your offer is crap.

This includes considerations for price, perceived 
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Also consider adding bonuses to 
your offer… typically speaking, 
the bonuses have a perceived value 
greater than the cost of the item 
itself.

Just take a look at Sports Illustrated:
 
You could also offer free shipping, 
free returns, upgraded shipping, 
extra support, etc.

This Sales Driver will work in direct 
proportion to how well your offer 
has a perceived value greater than 

the asking price - without the risk.

SALES DRIVER #5 – STRONG 
CALL TO ACTION

What’s going to get someone to get off the couch 
or out from behind their desk to place an order 
with you today? After all, people are inherent 
procrastinators, and given the opportunity to delay, 
they will wait.

This is why it’s important to manufacture special 
(and limited) offers on a continual basis that have a 
real, genuine scarcity factor built in. 

If you’re a consultant, you could offer a workshop 
with a free 1-hour follow up webinar (previously 
sold at $250). If you’re a printer, you could offer 
free business card design with a purchase of 
$500 or more.  If you’re a distributor, you could 
offer a free t-shirts for the retailer’s customers 
or a free demonstration stand. Heck, I recently 
saw a promotion where a product supplier told 
the distributor if they met a minimum purchase 
amount, they would personally conduct a (valuable) 
demonstration event at the retailer’s location…
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The Trust Tactic That Creates 
Lasting Impressions

By Insiders’ Club Member, Tom Trush

I’ve used this space before to stress the importance of 
establishing trust in your marketing...

And I can’t help but do it again this month. 

Sure, the need for trust in your marketing isn’t 
anything new. The concept, however, is more crucial 
than ever before. 

From the seat behind the clicking keys on my 
laptop, I can’t help but notice how few companies 
incorporate trust elements into their marketing. 
Instead, the messages stink of hype, selling, and self-
promotion.

(In fact, I believe trust is so overlooked that it’s the 
topic for my next book – The Trust Trilogy: The Secret 
Psychology of Selling to Today’s Skeptical Consumers.)

Trust among Americans keeps dropping. According 
to an Associated Press/GfK poll released in 
November, this weakening belief in people has gone 
on for the past four decades. 

Only one third of Americans say most people can be 
trusted (half the respondents in 1972 felt the same 
way). Toss in the supposed shady dealings within the 
business community – as believed by many in the 
general public – and you can understand why you’re 
at a disadvantage when pitching prospects.

Some scientists place blame on a decrease in face-
to-face socializing. Others point to the combination 
of a growing gap between the nation’s rich and poor, 
and the perceived loss of a shared fate.  

Regardless of cause, ignoring prospects’ skeptical 
feelings about you and your product/service is cause 
for disaster. 

So how can you fix this problem?

You could base it on holiday promotions, company 
anniversaries, birthdays, etc.

BUT the key is they must be of a limited quantity or 
offered for a limited time.

As Robert Cialdini pointed out in his book, The 
Psychology of Influence, scarcity will generate 
demand.

So those are the 5 Sales Drivers – once again, test, 
test, test… Use the this as a guide and a checklist. 
Once you create an offer, analyze your offer against 
these 5 Sales Drivers on a rating scale of 1-10. How 
do you think you did?

If the offer didn’t perform as you expected, go back 
to these 5 Sales Drivers and see what area (or areas) 
are the weakest, and look to improve that particular 
section.
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Well, I suggest you start embracing the unexpected. 
Let me give you an easy-to-implement strategy I 
share with clients...

Let’s say someone submits an inquiry through your 
website or emails you about your product/service. 
How do you respond?

Typically, you probably reply by writing an email. 
Your text might start with “Thank you for your 
interest in...” or “In response to your inquiry...” You 
might then answer any questions and share insight 
about what you offer.

Right?

Prospects who submit inquiries online expect these 
types of responses – and that’s fine. Many companies 
follow this approach.

But I recommend you try replying back with a video 
message. Record a quick video that addresses your 
prospect’s inquiry and introduces yourself. 

I like using a service called Screencast-O-Matic 
(www.screencast-o-matic.com) for these videos. 
With the push of a button, you can record a video 
(for free) with your webcam and share a link that 
plays your message.

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

More Tips & Resources!

http://members.predictableprofits.com

Almost every time I get a first-time inquiry, I now 
respond with a personal video message. Recipients 
often don’t know I can record a video in less time 
than it takes to formulate a response in a written 
email. 

I’m a word nerd who labors over written text. In 
video, though, I can just speak as if in a casual 
conversation. 

Remember, your prospects don’t expect to see a 
video... your face... or a personalized message. All 
these factors work to your advantage. 

Think about it...

When you see someone for the first time, you 
instantly create an impression. Your intuition tells 
you if you like that person or sense a bad feeling. 
Whether positive or negative, these first impressions 
last.

So how do you feel about people who go beyond 
what’s expected to help you?

Of course you remember these people. You hold 
them in higher regard. You look for ways to return 
the favor. 

The great thing is that you achieve this status 
every time you go beyond what your prospects 
expect. When marketing, your prospects expect 
sales messages. After all, they see pitch-heavy 
communication everywhere.

With Christmas on the horizon, retail 
advertisements are in heavy rotation. Each year, 
one company stands out to me for their desire to 
go beyond the expected and establish trust – L.L. 
Bean. Their 2013 holiday TV ad is a perfect example 
(check it out here: http://youtu.be/4RAJPQfCkoE).

It’s hard to believe that anyone would hesitate to 
buy from L.L. Bean after watching the 30-second 
spot. The commercial shows people holding wrapped 
presents and makes the following promise:

“Everything we sell at L.L. Bean is backed by the 
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same rock-solid guarantee of satisfaction. So while 
they keep guessing what’s inside, you can rest assured 
they can always take it back or replace it. That’s just 
how we’re made. L.L. Bean... guaranteed to please.”

The L.L. Bean website and catalog offer the 
following explanation:

“Our products are guaranteed to give 100% 
satisfaction in every way. Return anything 
purchased from us at any time if it proves otherwise. 
We do not want you to have anything from L.L. 
Bean that is not completely satisfactory.”

With this guarantee, L.L. Bean instantly eliminates 
the biggest fear with gift giving. Being able to return 
or exchange any item at any time is an unexpected 
benefit.

Sure, many companies offer guarantees, but the ones 
that take satisfaction to such extremes are few and 
far between.
 
Remember, in most marketing situations, prospects 
anticipate sales pitches – they expect an attempt at 
manipulation. So when you direct focus away from 
you and place positive attention on them, you gain 
an advantage – and a level of trust. 

Tom Trush is a Phoenix-based direct-response 
copywriter who helps business owners craft lead-
capturing marketing materials. His newest book, 
The “ You” Effect: How to Transform Ego-Based 
Marketing Into Captivating Messages That Create 
Customers, is now available on Amazon.com and 
from other major book retailers. Tom is also the 
author of The Reluctant Writer’s Guide to Creating 
Powerful Marketing Materials: 61 Easy Ideas to 
Attract Attention and Get More Customers. More 
information about Tom can be found on his website 
at http://www.writewaysolutions.com. 

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!

QUESTION: “How should I proceed to analyze the 
market in regard to my business? I have never analyzed 
a market before, and I don’t have any clue about how to 
do it. Please, give me some light here.” 
–Ruben C., Spain 

Hi Ruben,

Great question!

Many 
entrepreneurs 
design new 
products around 
what they believe 
they would like… 
and sometimes 
it works… but 
most of the time it 
doesn’t.

In fact, Richard Maulsby, director of the Office of 
Public Affairs for the US Patent and Trademark 
Office, said: 

“There are around 1.5 million patents in effect and in 
force in this country, and of those, maybe 3,000 are 
commercially viable. It’s a very small percentage of 
patents that actually turn into products that make money 
for people.”  

(Source: http://www.inventionstatistics.com/Innovation_Risk_
Taking_Inventors.html)

That tells us 99.8% fail. Scary, right?

And perhaps you’ve heard that 50-70% of startups 
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fail within the first 18 months.

One of my mentors has engrained in my head this 
saying:

“There are reasons and there are results; 
the only thing that matters are the results.”

A key component in the people I’ve studied (along 
with my own accomplishments) has come down to 
staying narrowly focused on raw, hard facts. Keeping 
the conversations fact-based (not reasons).

So… when analyzing a market, we need to gather 
facts (not reasons).

Now, entrepreneurs often think no competition 
is a good thing – on the contrary, if you have no 
competition, I can’t help but wonder why. Is it 
possible there’s a reason for that?

There’s a saying: 

“Pioneers are the ones with arrows in their backs.”

In an article written by Steve Blank, he cited 
research by Peter Golder and Gerard Tellis that 
found, in their sample of 500 brands and 50 product 
categories, 47% of First Movers (those who were the 
first to sell a product) failed – on the contrary, “Fast 
Followers” (who entered early but not first), had an 
8% failure rate. 

(Source: http://steveblank.com/2010/10/04/why-pioneers-are-
the-ones-with-the-arrows-in-their-backs/)

Look, I’m an entrepreneur – and while many people 
think it’s risky, it is only when you’re not stacking the 
odds in your favor.

So before I enter a market, here are the three criteria 

I look for when analyzing an opportunity:

#1. Is it PROVEN?

Are people currently working with a competitor 
to buy a similar product, or are they investing in a 
similar service to what it is you are proposing? Is it 
selling well? What do people like most about the 
product? What do they like least about the product?

#2. Is the demand DEMONSTRATED?

Are people actively searching for the solution you are 
offering?

Generally, when people have a problem, the first 
place they go is online to search for a solution.  
Check blogs, forums, online bulletins, and keyword 
search traffic (search: “Google keyword planner” – 
you will need to set up an Adwords Account – you 
can also use a service like WordTracker - http://
www.WordTracker.com).

#3. Is the demand DESIRED?

Are people asking for the particular product, service, 
or desired benefit?

Many times, we create a product because our clients 
ask us for the service. If there’s enough demand, we 
put the gears in motion, and even still, if it requires 
an expensive commitment, we typically start with the 

minimal viable product 
to get beta users in at a 
discount – then expand 
from there.

That’s how I analyze 
a market – hope this 
helps!

In your corner,

 

Charles E. Gaudet II
Founder of PredictableProfits.com
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8 Beliefs to Bring Firepower To 
Your Business

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.

Steve Bennett is a serial entrepreneur who founded 
the UK’s fastest growing company… not once… but 
twice!

He clearly 
has a formula 
that’s 
working!

I first learned 
about Steve 
through 
Richard 
Branson’s 
Virgin Unite 
website, a 
nonprofit 
organization 
I’m proud to 
support.

In an article 
on Virgin 
Unite, the 
author Greg 
Rose highlighted eight of Virgin Unite’s favorite 
snippets from Steve’s book, Let Me Go Gem Hunting. 
I also found them to be critical components for 
every business – so I wanted to share them with you.

They are:

1.  Speak Your Mind

Honesty and transparency are not just important, 
but necessary to build a fast, growing business… 
even when the subject is difficult.

2.  Smile and Laugh

Elbert Hubbard, a US author, said: “Don’t take 
life too seriously. You’ll never get out of it alive.”  
Even though success is a serious business, a good 
smile and a genuine laugh goes a long way.

3.  No Ideas are Stupid

Ain’t that the truth! I’ve been humbled too 
many times by wrongfully assuming an idea was 
stupid… only to see the entrepreneur go off and 
make millions. Sure, some ideas might not work 

for your particular situation 
– but you must encourage 
everyone to share their 
thoughts. You never know, you 
might find a diamond in the 
rough.

4. Waste is Bad

Whether you’re talking about 
time, money, electricity, 
packaging materials, office 
supplies – you name it. 
Everything is limited, and 
therefore must be used wisely.

5.  Make It Simple

Einstein would say: “Make 
everything as simple as 
possible, but not simpler.” 
The wisdom in this statement 

is that you want to cut out any unnecessary 
steps. This will save time and money (as well as 
streamline the process for fewer headaches).

6.  Every Time Should Be Like the First

Treat every customer as if it’s their first time 
doing business with you. First impressions are a 
big deal. So no matter how many times you’ve 

The Place Where Entrepreneurs Come to Grow Their Business™

© Copyright 2013 Managed Marketing LLC   |  The Predictable Profits™ Insiders’ Club  |   www.PredictableProfits.com



17

answered a call, packed a parcel, or described your 
product or service to your customer – treat it as if 
it’s the customer’s first experience with you.  And 
as momma always said: “You want to make a great 
first impression.”

7.  Authenticity is Essential

We’ve talked about this many times (and Tom 
Trush talks about this in this month’s article) 
– trust is everything. People do business with 
those they know, like, and trust – make trust a 
cornerstone of your company.

8. Customers are Precious

They are the lifeblood of every company and 
should be treated as such. Everyone wants to feel 
special, valued, and appreciated – let’s make them 
feel that way.

(Source: http://www.virgin.com/unite/our-community/eight-
beliefs-to-give-your-business-purpose )

INSIDERS ARE PROUD 
TO SUPPORT:

Coming in the Next Issue…

•	 There are 16 major trends that started as a 
ripple and are expected to make huge waves in 
2014. Charlie will reveal these next month! 
This might be the most important issue to date!

•	 What’s one strategy you can use to get a paying 
customer back? It’s called a “bounce back 
coupon,” and there are many ways to apply this 
strategy for both B2B and B2C companies. 
Great, great stuff here…

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

Members-Only Announcements

•	 On January 30, 2013 @ 1:30pm ET 
– Charlie will be presenting a Feature 
Presentation answering the question: “Where 
do I start?” This is particularly powerful if 
you’re new to marketing or want to know 
the best ways to take advantage of the 
Predictable Profits Methodology. Keep an 
eye on your inbox for details.

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

January
January 1st - New Year’s Day

January 2nd - National Motivation and Inspiration 
Day

January 4th - Trivia Day

January 8th - Argyle Day
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January 13th - Public Radio Broadcasting Day

January 14th - Dress Up Your Pet Day

January 16th - Get to Know Your Customers Day

January 17th - Kid Inventors’ Day

January 20th - Martin Luther King Day

January 23rd - National Pie Day

January 28th - Data Privacy Day

January 31st - Chinese New Year

January’s Weekly Observances

1st - 7th - Diet Resolution Week

5th - 11th - Home Office Safety and Security Week

8th - 14th - Universal Letter Writing Week

13th - 19th - National Vocation Awareness Week

16th - 26th - Sundance Film Festival

19th - 25th - Hunt for Happiness Week

January’s Monthly Observances

Financial Wellness Month

Get Organized Month

International Creativity Month

National Mentoring Month

National Volunteer Blood Donor Month

Good reasons beget good profits. Check January’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
 
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.

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: $1,000/hour. 
Receive an individualized, custom session 
dedicated toward understanding and creating 
actionable strategies to grow your business and 
dominate your marketplace. Application only.

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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