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On a Personal Note...

By Charles E. Gaudet II
In this month’s newsletter, the big 
takeaway is that selling goods and services 
alone won’t cut it anymore.

There’s a reason why Heather and I pay 
10 times the amount of money for our 
Crossfit Membership, instead of $10 per 
month each for us to be a member of 
Planet Fitness…

I mean, when you think about it – I 
workout in a warehouse, there’s dried 
blood on the bars, chalk on the floor, and 
sweat stains on the floor – what’s there 
not to love about it?!

The thing is that Crossfit doesn’t sell a 
glamorous gym experience – they are 
really clear about that. What they do sell 
is a fitness community, and that’s why 
I’m a card-carrying, loyal fanatic about 
Crossfit.

Continued on page 2

Quotes
“Amateurs sit and wait for 
inspiration, the rest of us just 
get up and go to work.” – 
Stephen King

“Without strategy, content is 
just stuff, and the world has 
enough stuff.” – Arjun Basu

“Engagement is the best 
metric to measure content 
marketing.” – Ninan Chacko

I also just got back from a ski day with 
my kids and my dad. Of the dozens of 
ski mountains we could have chosen, we 
went to King Pine.

King Pine does not have the best trails, 
they’re not the closest to us, and they 
have a tiny lobby – so what made this 
mountain so attractive?

Because it’s geared for kids. While we 
were there, “Powder Bear” (the mountain 
mascot) had a birthday party for the kids 
with face painting, balloon animals, and 
free cake – but more importantly, all of 
the personnel are intensely focused on 
making sure the kids are safe, enjoying 
themselves, and comfortable on the 
mountain.

Once again, it wasn’t the “ski mountain” 
itself that made us choose King Pine, it 

was the experience 
of skiing King 
Pine that made the 
difference.

So by the end of 
this issue, I want 
you to consider 
why the experience 
of working with 
your company is 
different (rather, 
more valuable) than 
simply the goods 
or services you sell. 

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!”
    

February 2014
Happy Val en t in e ’ s  Day !

The Place Where Entrepreneurs Come to Grow Their Business™



 2

Escaping the “Commodity Trap”

By Charles E. Gaudet II

If you don’t have this answer – what has to happen 
in order to make the experience of working with you 
more valuable?

Knowing what you stand for is also an important 
measure – Chick-Fil-A has long made it a policy to 

close on Sunday.  While 
I’ve yet to conclude 
whether or not the 
revenue lost from not 
being open that extra 
day makes up for its 
bold stance, it definitely 
sends a message to its 
customers about what’s 
important to them. 
And the messaging 
(and consistency of 
messaging) is really 
important to build a loyal 
customer base (CEO 
Dan Cathy certainly 
wasn’t quiet about his 

position against same sex marriage – but just as I 
predicted in August 2012, it helped breath new life 
into the company).

CVS just made news when they decided to stop 
selling cigarettes and tobacco products at its 7,600 
pharmacies by October 2014. On one hand, this 
has been an income source that will be missed by 
the company (about a $2 billion hit), but on the 
other hand – it appears to be brilliant! The company 
not only is receiving MILLIONS of dollars in free 
publicity (including a shout out by the POTUS), but 
is also staying consistent with its purpose.

The CVS CEO, Larry Merlo, said, “The sale of 
tobacco products is inconsistent with our purpose 
– helping people on their path to better health.” 
So they’re staying firm to their commitment in the 
health community, and Facebook has lit up with 
people exclaiming their support for this company’s 
bold decision.

Bold makes news. Bold captures attention. Bold 
makes shit happen.  

Hold your head high – be bold and be proud.

Let’s face it: nobody needs a $4.50 Starbucks coffee.

And just in case 
you’re thinking, 
“it’s because it 
tastes better” – 
take a look at the 
blind taste test 
results performed 
by The Bold Italic. 

Time Magazine 
also ran an article 
stating that a 
cup of Walmart’s 
medium-roast 
Great Value 
100% Columbia 
coffee was rated 
on par with the 
equivalent (and 
twice as expensive) 
Starbucks option during their blind taste test results.

This raises the question: why are we willing to spend 
more money on a cup of coffee that supposedly doesn’t 
taste as good (or the same as) less expensive alternatives?

When the 100th anniversary Harley Davidsons 
became available, I purchased a Heritage Softail… it 
was my “baby” (until my real babies were born).

If you and I made purchase decisions based 
exclusively on logic, you could argue that I made one 
of the dumbest investments of my life. I invested 
thousands of dollars more for a motorcycle that 
supposedly has more problems than a Honda, 
Kawasaki, or Yamaha.  

So why did I make this purchase?

Because I wasn’t just buying a Harley Davison, I 

The results of a blind taste test from “The 
Bold Italic” shows Starbucks in last place.
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was buying into 
the culture… 
the ideal… the 
dream. I had my 
Harley sticker 
prominently 
displayed on 
my truck, my 

Harley helmet, Harley gloves, the authentic Harley 
leather jacket, my blatantly illegal muffler that 
screamed obnoxiously from a mile away (I loved 
it!)… The only thing I was missing was the tattoos. 
And when you’re cruising the roads on a Harley, 
you’re part of a fraternity. Every Harley rider passes 
each other, sticking their hand to the left as a global 
sign of acknowledgement.  

But I’m not the 
only one who felt 
rapture from the 
dream of owning a 
Harley… Just this 
year alone, Harley 
Davidson expects 
to ship 279,000 – 
284,000 motorcycles 
to dealers and 
distributors 
worldwide… 
keeping them on 

top as one of the largest motorcycle companies on 
the planet.

FACT: 
Consumers are not as price sensitive as 

we’re led to believe…

Research has shown that only 10% of people make 
their buying decisions based exclusively on price – 
that means:

90% of people will not make a purchase 
decision based on price unless you don’t 

give them another option!

But you see, this myth of cutting price to compete 
has forced entrepreneurs to think this was a primary 

strategy for making sales. Rather than focusing on 
differentiation and creating value, cost cutting 
became the focus.

And when you make price your competitive 
advantage, here are the problems you can expect:

•	 It’s unsustainable. With criminally low labor 
prices in countries like China and India, new 
innovation in technology, and a million ways 
to cut corners – there will always be someone 
who can come up with a lower price. Before 
Walmart, there was Kmart. Before Kmart, 
there was Ames. Before Ames, there was 
Woolworth’s. Before Woolworth’s, an ever-
changing cast of regional discount retailers 
attempted to compete on price.

•	 No differentiation. When you have sales 
people selling on the basis of price… they get 
really, really good at selling on price, but really, 
really terrible at differentiating themselves 
from the competition.

•	 Low Margin. When you sell cheap, your 
margin becomes paper-thin, making it almost 
impossible to invest what you need for 
customer retention, acquisition, and support.

•	 Poor Quality Customers. If you’re giving 
your customers no other reason to buy from 
you other than a cheap price… when they 
find a product cheaper than you, they’ll think 
nothing of leaving you. Poor customer loyalty 
is a consequence. 

•	 Poor Customer Experience. With paper-
thin margins, it’s nearly impossible to provide 
customers with an experience that breeds loyalty.

You see, when someone makes a buying decision, 
they need to have the answer to these 3 questions:

1. Why Should I Trust You?

2. What Makes You Different?

3. How Do I Know I’m Making a Smart 
Decision?

“The status bubble: Consumers 
aren’t interested in you per se; 
they’re interested in what an 

association with you means for 
them. Without total information 
on you, they risk compromising 
their ethics, sustainability, and 

social responsibility.”

- TrendWatching.com
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Trust is a product of using a number of the 
positioning strategies we’ve discussed in the 
past, and will continue to discuss in the future 
(positioning yourself as an authority, establishing a 
niche, etc.).

But what makes you different? That is what we’re 
focusing on today.

~~~~
“A recent study by the Weatherhead School of 
Management at Case Western Reserve University 
confirmed what we already know in our heart of 
hearts - satisfaction has little to do with loyalty. 
What was a surprise to them, however, was clear 
evidence that trust wasn’t the deciding factor, either 
- at least not trust alone. What customers are looking 
for first and foremost is value - not the monetary 
kind of value, but value that impacts a person’s life.

“To determine the real, loyalty-building value of 
your products and services, you have to go beyond the 
features, functions, and processes we are all so fond 
of, and look instead at two critical factors: the value 
your offering brings to a customer’s life and how the 
experiences that surround and support your offering 
add to or detract from that value.”

—Diane LaSalle
~~~~

When you’re not differentiating yourself enough 
and can’t give your customers a compelling reason to 
choose you – you’ve just made yourself a commodity.

The Internet has become the greatest known force 
of commoditization. Consumers are not seeing an 
obvious reason for doing business with you, so they 
jump on their smart phones and get an instant price 
comparison.

~~~~
“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, Chairman Emeritus and former 
CEO, Young & Rubicam 

So what is a commodity?

Think of it this way – as a financial trader, one of the 
instruments you can trade is called “commodities” – 
they include things like wheat, coffee, cocoa, sugar, 
livestock, soy, etc. When you’re trading commodities, 
you’re buying exclusively on price.

It doesn’t matter who is supplying the coffee, pigs, 
etc. – they’re all lumped into a giant pool because 
there aren’t enough reasons to differentiate one from 
another. All buying decisions come down to price.

Merriam Webster defines commodity as:

•	 A mass-produced, unspecialized product

•	 A good or service whose wide availability 
typically leads to smaller profit margins and 
diminishes the importance factors (as brand 
name) other than price

During my coaching calls, it’s clear that everyone 
thinks they’re different and stand out from their 
competition. However, with just a little research 
into their competitors, as it turns out, odds are the 
message you’re communicating and the message 
they are communicating isn’t as different as you’d 
like to believe.

~~~~
“A recent survey of 9,000 decision makers in B2B 

companies found that 86% of the ‘unique benefits’ touted 
by vendors were not perceived as unique or having 

enough impact to create preference.”

—Tim Reister, Chief Strategy and Marketing Officer of 
Corporate Visions, Inc.

~~~~
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The Differentiator Gap™ is narrowing.

The wider the gap, the more unique, valuable, and 
differentiated your services are to your consumers – 
the narrower the gap, the more commoditized you 
become.

Just Selling Goods and Services 
Is No Longer Enough!

We need to look at our businesses and consider that 
we’re doing more than simply selling goods and 
services.

   We’re in the business of selling experiences!  

The Apple Stores make more dollars per square 
foot than the average retailer because they sell 
the experience of owning an Apple… (the friendly 
service people, the ‘Genius Bars,’ the packaging… 
you name it. Every detail is carefully orchestrated).

Harley (as we mentioned) sells the experience.
Disney isn’t selling roller coasters - they sell an 
experience.

Whether you’re celebrating Mardi Gras, attending 
an iMax Movie, watching water fireworks, flying 
across the air on a trapeze, riding the Motion 
Odyssey Movie Ride, or skating on an indoor 
skating rink (to name a few)… those are the type of 
experiences you can expect at Jordan’s Furniture.

(In fact, the experience at Jordan’s is so noteworthy, 
I took Heather there on our second date! It’s no 
wonder why Warren Buffet purchased the company 
for millions!)

The Geek Squad even stages an experience with the 

specially decorated geek mobiles, service technicians 
equipped with pocket protectors, etc.

In the B2B world, here’s another example where 
Walter Bergeron, former President of Power 
Control Services, shares how he’s changed the 
“expected” customer experience:  

“Our [value proposition] used to be around the 
motto: Five-day repair the right way, right away. 
However, this has become commoditized as the rest of 
the industry has realized what we’re doing and has 
copied it. It’s no longer enough to avoid being a
commodity.

“So we looked at what we do and who we serve, 
their needs and concerns, and concluded they would 
favorably respond to having their equipment repaired 
once, and then never paying for it again. When we 
say this, it intrigues them. They ask how that can 
be when everyone else provides a warranty for only 
one or two years on that equipment. Well, we are 
granting 
a lifetime 
warranty on 
each piece of 
equipment 
we repair for 
a customer. 
We’ll repair 
any piece of 
equipment 
we’ve serviced 
every single
time it fails 
in the future 

Jordan’s Furniture celebrates Mardis Gras every day 
of the week – often with a live band, beads, food, etc.

“The ‘commodity mindset,’ according 
to former British Airways chairman 

Sir Colin Marshall, means mistakenly 
thinking ‘that a business is merely 

performing a function – in our case, 
transporting people from Point A 

to Point B on time and at the lowest 
possible price.’”

- The Experience Economy, by B. Joseph 
Pine II, James H. Gilmore

The Place Where Entrepreneurs Come to Grow Their Business™
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for free. We’ll even pay for shipping, and we’ll do it 
as a rush. This came about as we sought to bundle 
our services into a higher value package. We call it 
our Platinum Rebuild Program, which has helped 
us escape being viewed as a commoditized service 
because everyone else is offering a standard repair 
program.”

Let me ask you:

What’s the worst experience you can give a customer?

Answer: the same experience as everyone else!

To escape the commodity trap, the goal is to not 
make the product the real value, but to make the 
experience of working with you the real value.  

Now you’re widening The Differentiator Gap!

James Gilmore and Joseph Pine, authors of The 
Experience Economy, asked a probing question: 

How would your business be different if 
you charged admission?

If you’re an ecommerce company, you can ask - how 
would your website be different if you charged 
people to visit your pages?

This got me thinking…

For starters, to answer this question, we have to 
focus on the customer shopping experience as well 
as the customer’s experience while using our goods 
and services. A before, during, and after scenario. 

Then we need to answer: what experience could we 
offer that would make the experience of working with us 
become the real value?

You must go from a commodity to being a company 
committed to growing and expanding your 
customers’ ultimate results.

I just gave you examples of Harley, Apple, Geek 
Squad, Jordan’s, and Disney… let’s discuss a few more.

Two weeks ago, I became a customer of The Trunk 
Club. This takes retailing to a whole new level. I get 
a personal shopper who selects all my clothes, places 
them in a “trunk” for me, ships them via FedEx 
(for free) to my house… then I keep what I want 
and ship any unwanted items (for free) back to The 
Trunk Club… 

PLUS, my personal shopper told me to stop by the 
office if I’m ever in Chicago because it’s set up as 
a “man cave” with free beer, good times, and more 
shopping!

You see, The Trunk Club is selling clothes – but the 
value they are bringing me is the personal shopper 
(who, by the way, is a “free” perk for shopping with 
their company).

Let’s go into another B2B example.

Keith Lee, whom I’ve done business with and 
interviewed for my book The Predictable Profits 
Playbook (to be released April 8, 2014), shares this 
experience:

“We sold handheld price marking guns way back in 
the 1970s when it was ka-chik label, ka-chik label, 
and so on. My job was to go around to retail stores 
that had bought from us in the past and get them to 
buy from us again.

“Well, most of them had gone to some other vendor 
because someone else was walking in and taking their 
orders. I’d go into the stores and walk around, trying 
not to see anybody right away so I could look at the 
labels on their products. I tried to find labels that 
didn’t look good, that weren’t printing properly.

“Then I’d go up to whomever was in charge and say, 
‘I’m Keith Lee with Thompson Marking Service, and 

The Place Where Entrepreneurs Come to Grow Their Business™
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I’m here to service your price marking guns.’ That 
person would say, ‘We don’t buy from you anymore 
because somebody else came around.’ I’d reply, ‘That’s 
alright; I’ll just lubricate them, service them, and 
make sure they’re working okay.’

“‘Well, we don’t buy from you anymore,’ the manager 
would say again.

“Then I’d show him a label or three that weren’t 
printed right and say, ‘You see these labels? I can 
fix that problem for you if you want while I’m here. 
Would it be okay if I take a look at your print gun?’ 
And he’d say sure. So I’d fix it and get it so it printed 
properly and show him what I did and he’d thank 
me. ‘I’ll be back in a few months,’ I’d say. He’d repeat 
that they don’t buy from us, and I’d say, ‘Don’t worry 
about it.’ Then I’d come back in a few months and do 
the same thing.

“When they saw I fixed their price marking guns, a 
number of them would give me an order. Others would 
say, ‘we don’t buy from you anymore,’ and off I’d go. I’d 
come back two or three months later, do the same thing, 
and pick up more orders. Some of them would still say, 
‘we don’t buy from you anymore,’ but I kept doing that. 
Soon, I had won back almost every single customer.

“That’s the whole idea of becoming an unpaid 
employee. Nobody was fixing those price guns for 
them; I was doing something they would have had 
to train somebody else to do. So the whole idea is to 
become an unpaid employee - someone they’d say did a 
huge service for us.”

Now let’s look at an online company. Amazon, for 
example, is always looking for ways to improve the 
shopping experience. They’ve got product reviews… 
the potential for drone delivery service… plans for 
“anticipated” shipping (where they are trying to 
anticipate your orders before you place them, so they 
can ship it to you ahead of time)… and adding live 
cameras to their customer service reps so you can see 
who you are talking with if you need service on your 
Kindle Fire.

As you can see, Amazon is a LOT more than just a 
purveyor of books and other goods – and with The 
Differentiator Gap closing in on them, they’re doing 
their best to push the walls apart.

At a 30,000-foot level, you could loosely call me a 
“direct response marketing consultant” – if so, there 
are 15,100,000 other websites related to that term. 
YIKES! Perhaps you see me as a “business coach” 
– great, now there are 596,000,000 other pages. 
WTF!?! How’s a business coach supposed to cut 
through all the clutter!?!

Look, there’s plenty of competition out there, but 
there’s a reason why you choose me…

According to a survey I conducted several months 
ago with my Insiders, Platinum Coaching Members, 
and others - no one said it was because I was the 
smaaaatest marketing guy on the planet (I don’t 
know who would claim that title, and while I’m 
definitely pretty darn good, I certainly wouldn’t 
pretend I’m the “smartest”).

In fact, over 90% of people said they hired me because 
I have a way of “helping people around me create 
better versions of themselves and their businesses.”

American Genius said: “Unlike the gurus of the world, 
he [Charlie] actually inspires action – follow him on 
Twitter for five minutes and you’ll see what we mean.” 
(BTW – you can follow me @CharlesGaudet)

So you might think people are buying from you 
because you have the “best” whatchamacallit – but 
the truth goes beyond that.

Harley might not make the best bike… but I bought 
one.

Some may argue iPhone isn’t the best phone… but 
I’ve got one of those too.

Heck, even Zappos doesn’t sell the cheapest shoes… 
but I’m a loyal customer.

Look beyond your goods and services. Why are 
people buying from you, and what can you do to 
make that experience better?

Widen The Differentiator Gap - and the moment you 
feel it’s wide, know the walls are always pushing in. 
The further you push them apart, the bigger your 
advantage. 

The Place Where Entrepreneurs Come to Grow Their Business™
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The Missing Art of Personalization 
(and Why You Might Need It)

By Charles E. Gaudet II
I’ve been engulfed in a book called “The 
Experience Economy” by Joseph Pine and 
James Gilmore. The book challenges the 
way we did business years ago (the book 
was first published in 1999 – revised in 
2011), but these folks were much ahead 
of their time.

The authors noted a shift from “Mass 
Production” to “Mass Customization.” 

Personalization is becoming a key experience 
builder, value-added benefit, and enhancement to 
brand loyalty.

On one end, with my coaching clients, we encourage 
them to use personalization to segment their list 
into different buckets, so people are only receiving 
offers relevant to their interests, past buying 
behaviors, and action sets.

But this article is more focused toward 
personalization, related specifically in the actual 
buying process.

Gilmore and Pine say there’s a gap between what 
individual customers settle for when they are buying 
mass-produced goods/services and what they want 
exactly. They call this the “customer sacrifice.”

Years ago, if you wanted spaghetti sauce, your 
choices were limited to a basic red sauce. Then food 
purveyors realized the customer sacrifice was too 
large, so they began to offer a range of spaghetti 
sauces with varying flavor profiles.

It reminds me of the old Henry Ford quote: “You 
can have any color as long as it’s black.”

Just like a few years ago, the sneaker companies told 
us what colors we had to choose from – white, blue, 
black, red, and orange. It didn’t matter if you wanted 
a different color or a slight variation of colors – you 
had to choose what was off the shelf.

Today, the buying habits are different. It’s no 
longer just about mass customization – we have 
mass personalization opportunities. I can choose 
from a massive customized selection or, for a slight 
premium, create any shoe I want in any combination 
of colors (way to go Reebok!).

Malibu Boats does the same thing.  Never mind 
choosing a boat from the colors they have on the 
lot. When my father 
purchased his latest water 
ski boat, we jumped online 
and designed the interior 
and exterior colors – down 
to the finest details. The 
manufacturing company 
made the boat to our specs (not based on what they 
had available).

Mass customization efficiently serves customers while 
mass personalization effectively serves customers.

This follows in line with The Growth Factor, which 
again is the question: 

“What else can I do for my clients or customers that will 
give them a greater value, benefit, and experience to 
help them achieve the ultimate result they are after?”

So, after reading the book and taking notes, this left 
me with a few questions I encourage you to ponder:

1. What are all the ways in which your 
customers are willing to accept a “customer 
sacrifice” to accept your mass offering?

2. How many ways can you eliminate the 
“customer sacrifice” in order to create a more 
personalized offering?

3. Would your customers be willing to pay a 
premium for a more personalized offering?

My bet is that they would pay a premium.

And my other bet is that you would find that the 
more personalized you made your business to cater 
to the unique needs of your customers, the greater 
stronghold you would have on their loyalty.

Something to think about…

The Place Where Entrepreneurs Come to Grow Their Business™
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Try These Copywriting Cures for 
Boring Marketing Materials 

By Insiders’ Club Member, Tom Trush

Boredom.

It’s the demise of all marketing materials.

If you can’t instantly grab your prospects’ attention, 
any piece you use to promote your business becomes 
invisible. This is one reason why a strong headline is 
essential.

But once prospects read past your headline, you still 
must keep them interested. You also want to make 
them active participants in your marketing message.

The following copywriting strategy is one way 
you can maintain your prospects’ attention and 
keep them engaged. What makes this approach so 
powerful is your copy gets readers to realize they 
need your product or service. Best of all, they come 
to this conclusion without you actually telling them.

Here’s how it works…

After you write your headline, begin your body copy 
with a series of questions. The secret to this strategy 
is the answers to these questions.

Your prospects should only know the answers if 
they have the knowledge to achieve their desired 
end result. If they don’t know the answers, then your 
product or service becomes the logical solution to 
their problems.

The easiest way to understand this strategy is with 
an example, so take a minute to read the following 
squeeze page copy I wrote to target Canadian 
consumers shopping for a mortgage:

Do you know how to lock in the guaranteed lowest 
interest rate on your mortgage (for as long as 120 
days) — even before you begin shopping for your 
next home?

Do you know what time of the year offers the best 

opportunity for buying property at a discount?

If you have bruised credit or a bankruptcy, do you 
know the steps you must take to prove you can 
manage your money, and how to then find lenders 
who will eagerly give you low interest rates?

As you know, today’s economy has changed the rules 
for lending. But that doesn’t mean you can’t still save 
thousands of dollars on your mortgage or refinance.

The problem you face is confusion. With so many 
changes, it’s nearly impossible to stay on top of all the 
programs and pitfalls facing today’s consumers. It’s no 
wonder why so many people have given up on getting 
their dream homes.

If the lending process has left you more confused than 
empowered, take a deep breath and relax. You’re 
about to get an entirely new outlook on how you can 
secure a hassle-free home mortgage.

Notice how the questions point out to prospects 
their lack of information. The only way to get the 
knowledge they need is by requesting the free 
special report I wrote for the client as a lead-capture 
tool. The instant a report is requested, the client 
knows that prospect needs a mortgage.

Pretty painless way to get qualified leads, isn’t it?

Here’s another example of the same copywriting 
strategy used in an article I wrote for a client about 
choosing the right type of employee:

Do you know why you instantly eliminate up to 90 
percent of available job candidates when you limit 
your search to temporary workers?

If your firm struggles with efficiency or redundancy, 
do you know why immediately filling your full-time 
vacancy with a full-time employee can cause you to 
squander time and money?

Do you know why you should avoid sharing your 
company, department, and job role needs before 
questioning candidates during your interviews?

These are innocent mistakes that nearly everyone 
makes when filling vacant positions. But with some 
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simple knowledge, you’ll have no problem avoiding 
them the next time you hire new staff.

In this case, prospects must continue reading the 
article to find out the answers.

In both examples, did you notice there are no 
“me” messages (i.e., messages about a company 
or individual)? Instead, all the copy appeals to a 
prospect’s needs and wants.

And here’s another thought to keep in mind...

Frederick Buechner is an American writer and 
theologian who has penned 36 published books. 
Described as “one of our most original storytellers” 
by USA Today, Beuchner has also been a Pulitzer 
Prize finalist.

And although his work primarily involves fiction, 
autobiographies, essays, and sermons, I can’t help 
but think the 87-year-old would be an incredible 
copywriter for marketing materials.

What’s crazy is I make this assessment based on a 
mere 16 words he’s credited with saying. Essentially, 
the words serve as a complete copywriting course in 
a single sentence…

“They may forget what you said, 
but they will never forget how you made them feel.”

You may want to read that quote again. The advice is 
critical to creating effective marketing materials.

You see, not enough marketing pieces incorporate 
feelings - a silly oversight, especially when you 
realize emotions are the foundation for all buying 
decisions. Instead, most marketing touts items such 
as experience, customer service, and capabilities.

Again, you miss opportunities when ou limit your 
message to these “givens.”

So, what emotional triggers can you tie into your 
marketing message?

Is fear a possibility? What about anger, guilt, or 
gratification? Or how about a desire to belong, a 
yearning for more time, or a need to keep up with 
the Joneses?

Now, before reading on, please take 30 seconds to 
read the advertisement with this article and then 
come back...
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Okay, how do you feel?

I suspect the anger or sadness you sense didn’t exist 
a minute ago.

Of course, if the organization in the ad followed 
a “traditional” approach, you would know all their 
services, details about their decades of experience, 
and their unwavering commitment to kids.

But does this information make the ad memorable?

Absolutely not.

Tom Trush is a Phoenix, Ariz.-based direct response 
copywriter who helps business owners craft lead 
capturing marketing materials. He is the author of 
The “ You” Effect: How to Transform Ego-Based 
Marketing Into Captivating Messages That Create 
Customers and 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. 

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

Tips & Resources!

http://members.predictableprofits.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: “Charlie, I’m not sure if you answered 
this question yet, but I’m dying to get an answer. I 
follow you on Twitter and have seen you’re updating it 
constantly. Has this been a big source of sales for you? I 
only post once in a great while. Do you think I should be 
more active on Twitter? There’s only so much time in the 
day.” – Eliza B. - 
Canada

Hi Eliza,

The Young 
Entrepreneurs 
Council asked 
the same 
question in 
January, wanting 
to know how 
social media 
marketing will 
change in 2014.

My answer was 
featured on Mashable, and here it is:

Social won’t be used for sales.

People love to buy, but they hate to be sold. 
Companies currently celebrating the most success 
in social media focus on engagement, nurturing 
relationships, and sharing value through their 
social outreach. Customers and prospects will 
seek out companies offering value, entertainment, 
discounts, help, and engagement.

Twitter isn’t a big source of sales or leads for me – 
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and truthfully, you could argue that it’s been a waste 
of time.

But I do it for a few reasons…

1. It’s fun. I really enjoy connecting with folks, 
seeing what others are talking about, and 
engaging in an exciting dialogue.

2. With my book coming out in April (The 
Predictable Profits Playbook, I encourage you to 
pre-order your copy now), an agent and a book 
buyer told me they’ve been watching my 
Twitter engagement – I figured this had to 
be important.

3. Shh… this is a secret. Most (not all!!) of 
my posts are actually written ahead of 
time and scheduled on Hootsuite. And… a 
REALLY big secret… one of my assistants 
actually combs through articles and posts 
I’ve written, and writes most (not all!) of my 
posts for me. Like it or hate it, I can’t be all 
things to all people, and I need leverage to 
get everything I need to get done in the day. 
So this is one task I feel is worth delegating.

So to answer your other question – should you be 
more active on Twitter?

If you can leverage a team member or have some 
extra time to commit to it – then sure. But if time 
was an issue, you’d get “more bang for the buck” 
writing articles, blog posts, guest posts, or building 
any number of income funnels into your money 
wheel.

This really was a good question – thank you for 
asking.

Hope this helps!

In your corner,

Charles E. Gaudet II
Founder of PredictableProfits.com

By Charles E Gaudet II

How to Get Everything You Want

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.

The world is filled 
with Want-a-Preneurs 
and Wannabes – those 
people who want 
certain things, but 
don’t make it happen.

And yes, there’s a little 
“wannabe” in all of us – where we know we should 
be doing something right now to make us more 
successful, earn us more money, position us as an 
even bigger expert, etc. – but we don’t take action 
because of the fear of failure.

It happens to all of us.

Maybe you’re holding back from contacting a local 
television station about an topic you’d like to address 
on the morning news… maybe you know you should 
be doing more public speaking, but haven’t put 
yourself out there to get the necessary attendees… 
and like most of us, perhaps there’s a sales call or joint 
venture relationship you know you’d like to have, but 
you’re procrastinating making that call because it 
can be a little nerve wracking and uncomfortable to 
stretch yourself that far outside of your comfort zone.

Tony Robbins had a dare for the audience during 
one of his seminars. It was:

Do One Thing Every Day 
That Scares You.

He said this because growth happens outside of your 
comfort zone.

In fact, when I think about all of my biggest 
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financial losses, setbacks, and missed opportunities – 
95% of the time this happened, it was because I got 
comfortable and stopped stretching myself.

If you and I were on a coaching call and you 
admitted that you’re not stretching yourself, I’d be 
forced to ask you: 

How bad do you really want it?

Because if you wanted it bad enough, you’d move 
mountains to make it happen.

No excuses are acceptable – not money, not time, 
not intelligence, not the economy… NOTHING!

If Oprah Winfrey, a female minority, born into 
poverty to a teenage single mother… who was raped 
at age nine and became pregnant at fourteen… 
managed to amass a net worth of $2.8 billion 
dollars, what’s your (and my) excuse?

It takes persistence, determination, and guts.

The other day, it was a cold, wet, and dark night. 
Heather and I are driving home from dinner, and 
in the middle of the road was a woman hobbling 
around pushing an empty wheel chair.

The situation just seemed bizarre. 

Part curiosity, part genuine concern for her well 
being - I couldn’t help but pull over, jump out of the 
car, and see how I could help.

Sure enough, this 70-something year old woman said 
she was trying to get to the elderly home to visit her 
mother (and yes, I know what you’re thinking – no, 
she was not a patient of the home. I checked.). 

She was in the street because Portsmouth didn’t 
shovel the sidewalks, so she took her life into her 
own hands and walked behind her wheelchair 
because it was the only way she knew how to get 
from Point A to Point B.

She plodded along one wobbly, small step at a time.

She told me her travels started early that morning 
taking a taxi… to the train station… to the bus 

station… to the center of town, and then she needed 
to travel on foot to where I found her. Almost 12 
hours into her traveling, she was exhausted BUT 
she made it a MUST that she was going to see her 
mother, and nothing and no one was going to stop 
her.

Trust me, you’ve hardly ever met anyone with as 
much determination and willpower as this woman – 
and it got me thinking. If we gave ourselves no other 
option but to get to where we want to go – how 
much further would we be today than we were even 
yesterday?

When your will is big enough – you can make 
anything happen.

INSIDERS ARE PROUD 
TO SUPPORT:

Coming in the Next Issue…

•	 When you’re face-to-face with potential 
prospects, you’ve got less than a minute to 
capture their attention, pre-qualify them, 
and bring them into your funnel. Next 
month, Charlie will reveal, for the first time 
ever, “The 29-Second Sales System™.”

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

•	 My friend and direct mail 
expert, Craig Simpson, just 
released his new book: “The 
Direct Mail Solution: A Business 
Owner’s Guide to Building a 
Lead-Generating, Sales Driving, 
Money-Making Direct Mail 
Campaign.”  While I have not 
read the book yet, Craig and 
I worked together on a recent 
direct mail project, and I can 
confidently say he has personally 
taught me more about direct 
mail than anyone else in the 
industry. If his book imparts 

even 10% of what he knows, it will be worth 
your investment in time and money to get 
yourself a copy of this book.

•	 Keep an eye on your inbox, you’ll receive 
a FREE recording of last month’s special 
presentation: “Marketing Fundamentals: 
How to Build Your Business With a Million 
Dollar Mindset”

•	 March 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! 

March

March 1st - National Peanut Lovers Day
March 3rd - I Want You To Be Happy Day
March 4th - Fat Tuesday (first day of Mardi Gras)
March 6th - Day of The Dude
March 7th - Employee Appreciation Day
March 8th - Genealogy Day
March 10th - International Day of Awesome
March 12th - Registered Dietitian Day
March 15th - Ides of March
March 17th - St. Patrick’s Day

March 19th - Clients’ Day
March 20th - Companies That Care Day
March 20th - Vernal Equinox
March 22nd - As Young As You Feel Day
March 25th - National Agriculture Day
March 27th - Education & Sharing Day
March 29th - National Mom & Pop Business 
Owner’s Day
March 30th - Doctors’ Day

March 
Weekly Observances

1st - 7th - National Ghostwriters Week
2nd - 8th - National Consumer Protection Week
7th - 9th - American Crossword Puzzle Weekend
9th - 15th - Teen Tech Week
17th - 23rd - World Folktales & Fables Week
29th - 30th - YoYo & Skill Toy Weekend

March Monthly Observances

American Red Cross Month
Employee Spirit Month
International Ideas Month
Music In Our Schools Month
National Craft Month
National Nutrition Month
Optimism Month
Women’s History Month
Youth Art Month
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Good reasons beget good profits. Check February’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.

while mass personalization effectively services 
customers. Answer these questions:

1. What are all the ways in which your 
customers are willing to accept a “customer 
sacrifice” to accept your mass offering?
2. How many ways can I eliminate the 
“customer sacrifice” in order to create a more 
personalized offering?
3. Would my customers be willing to pay a 
premium for a more personalized offering? 
(PAGE 8)

6. Emotional Triggers
People may forget what you said, but they will 
never forget how you made them feel. Not 
enough marketing pieces incorporate feelings 
and emotions. What emotional triggers can you 
tie into your marketing message? (PAGE 10)

7. Get It All
Do one thing today, tomorrow, and every day 
that will take you outside of your comfort zone. 
Stretch yourself and grow! (PAGE 12)

Business Accelerators
This Month’s Action Steps for 

Dominating Your Market

1. Take a Stand
Do your employees and customers know what 
your business clearly stands for? CVS gave us 
an example of why it’s important. Create one 
sentence defining why you do what you do. 
(PAGE 2)

2. Product Association
Customers aren’t interested in you, they’re 
interested in what an association with you 
means for them. List the emotional reasons 
why someone would do business with you. 
Think Harley, Apple, and Google. (PAGE 5)

3. Differentiation
When you’re not differentiating yourself 
enough, and can’t give customers a compelling 
reason to choose you, you’ve just made yourself 
a commodity. Name at least three compelling 
reasons to give your customers to do business 
with you without mentioning your product or 
service. (PAGE 8)

4. Market of One
Similar to Point #3 (Differentiation), answer the 
question “what makes you different?” What do 
you offer that no one else does? Think in terms of 
the customer experience. (PAGE 8)

5. Personalization
Mass customization efficiently serves customers 

Ways to Maximize Your Predictable 
Profits Experience
 
Centurion-Level Consulting: Application 
Only. Must have annual revenues in excess of 
$1,000,000. Charlie will create, design, and take 
you by the hand, deploying these marketing 
strategies directly into your business for a small 
retainer and a percentage of the profit he’s able 
to achieve for you. Contact us for details.

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

Insiders’ Club V.I.P. Member Benefits:

- Monthly Insiders’ Club Newsletter
- Quarterly Group Presentation
- Restricted Access Website
- Exclusive Members’ Only Blog
- PLUS MORE!
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