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On a Personal Note...

By Charles E. Gaudet II

By the time 
you’ve received 
this newsletter, 
Valentine’s Day has 
come and gone. 
My sweethearts 
(plural, because 
I’m including my 
children and my 
wife) and I enjoyed 
a wonderful 
evening expressing 
gratitude for one 
another, our lives, 
and – yes – for you.

Everyday I grow closer to my Insiders, 
clients, followers, and team members, and 
just feel so amazingly blessed to have you 
all in my lives.

While Valentine’s Day is traditionally a 
holiday for lovers – I’ve just got to say – 
you’ve made it into our hearts, and I’m 
forever reminded how special you are to 
me. Thank you.

So lots has been going on since we last 
spoke – in fact, too much to contain 
inside of this newsletter, but one of 
the most exciting was my week long 
“workation” in the Cayman Islands with 
my family and “monster in-laws” (just 
kidding, I know they’re reading this so I 
had to throw that in there)!

Continued on page 2

Quotes
“A man’s doubts and fears are his 
worst enemies.”
-- William Wrigley Jr., 
entrepreneur

“Don’t think what’s the cheapest 
way to do it or what’s the fastest 
way to do it… think what’s the 
most amazing way to do it!”
- Richard Branson, entrepreneur

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

Febr uar y 
    2013

I had a brilliant time relaxing, soaking 
in the sun, and… most of all… really 
connecting with my children (which 
is sometimes a challenge as business 
continues to be busy).

And while I was away, I was reminded 
how lucky I am to work with such 
fantastic entrepreneurs. Two of my 
private clients actually asked me to stop 
working on their projects so I could enjoy 
and “recharge” while I was away… and a 
prospective client, whom I emailed while 
I was on vacation, wrote back to say: 
“Charlie, don’t forget the promise you made 
to your kids. Go play and enjoy!”

So while the workaholic in me was driven 
to my computer… my clients were the 
ones who reminded me of the value of 
“disconnecting.” 

Where Entrepreneurs Come to Grow Their Business™
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“Disconnecting,” or as Dan Sullivan calls it, “Free 
Days,” are really a critical component to being creative 
and preventing burnout. That being said, allowing 
yourself the freedom of a “Free Day” with absolutely 
no business talk, no emails, and no related reading 
seems impossible for most of us to even consider. But 
I challenge you to take a Free Day, starting just one 
day a week (maybe Sunday), and then build to the 
weekends… and open yourself to the possibility of 
taking an occasional weekday off.

This forces you to build systems to keep your business 
operating while you are away and let go of a little 
control and empower others to take some of the load 
of your plate.

That’s exactly how Edward, a financial planner I met 
while I was standing in line at Customs, was able 
to not only grow his financial services firm, but also 
continue to grow his firm while he visited his condo 
in the Cayman Islands for the following two weeks.

Since I incorporated “Free Days” into my business, 
taking days off has literally helped contribute to over 
100% growth in my own organization. But realize, it’s 
not just the “taking days off ” that made the difference 
– it was the systems that forced me to be more 
strategic that made the biggest difference.

And when I shared this story with my father, he told 
me: “Charlie, when I decided to take weekends off, I made 
more money. Then I decided I would take more time off, 
and as long as built systems in place to take care of the 
things that needed to be done, my business continued to 
run and grow.”

Now look, I’m not advocating a 4 Hour Workweek, 
but I am an advocate of thinking strategically to not 
only allow you to recharge your own self, but also to 
build systems in your business that are designed to 
provide you with more leverage.

And as I learned from my friend, Keith Cunningham, 
leverage is the key to achieving enormous wealth.

-------------------------

Also in the news, the USPS canceled Saturday 

delivery, and well, this opened the doors for 
uneducated opinions to write editorials and blog posts 
stating: “Direct Mail is Dead!” 

Just plain stupid.

First of all, according to the USPS, 98% of consumers 
bring their mail in the day it’s delivered. Why? Because 
people are excited to see what they received.

And precisely why Google, the leader in the online 
space, is one of the largest direct mailers globally – 
and they’re continuously using snail mail to attract 
new clients and generate revenue.

Dan Gallapoo (aka “Doberman Dan”), a brilliant 
copywriter and protégé of the legendary Gary 
Halbert, told subscribers of his Doberman Dan Letter 
that:

“In every single analysis, we found the most affluent 
customers… the ones who make the biggest 
purchases… and the most frequent purchases… are 
also the biggest email opter-outers. In fact, at least 
50% opt out immediately after getting the email 
receipt.”

It’s no wonder why guys like Doberman Dan, Google, 
myself, and many other highly respected marketers 
continue to rely on direct mail as an important tool 
inside of their Money Wheel™.

And precisely why, if you’re not doing it already, you 
may want to give it serious consideration.
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Using Content to Attract High 
Quality Customers and Clients 
for Your Business

By Charles E. Gaudet II

Let’s cut right to the point: content marketing is not 
a marketing strategy reserved exclusively for Internet 
companies.

Content marketing is the present and future of 
marketing.

According to IMN’s recently released study “How 
Engaged Are Your Customers?,” 78% of respondents 
listed content marketing as a medium or high priority 
for customer engagement (Source: DMNews.com), 
with 74% of small businesses planning to increase 
their content marketing efforts in 2013 (Source: 
eMarketer.com).

Now, the strategy itself isn’t “new.” People have been 
using content to market over the television (via 
infomercials), on the radio (via syndicated talk shows), 
and with direct mail for years. But fewer companies 
have made it a priority to distribute high quality, 
relevant content on their websites in the form of a 
blogs or articles.

Sure, this type of content is the key to getting organic 
search traffic – but that’s only a side benefit.

You see, technology has changed the way we do 
business.

For example, I just hired a new house cleaning 
company for my home and home-office.

While normally I might have asked my rock star 
assistant to tackle the task, this time I was determined 
to keep a journal on how I did my research.

Step 1: Search Bing and Google for “House 
Cleaners in Portsmouth, NH” and look for reviews. 
Not satisfied with my results, I took it to step two.

Step 2: Visit Yelp and Angie’s List looking for 
reviews on house cleaners in my area.

Step 3: Create a short list of possible candidates 
and look at all their websites.

Step 4: Revise short list, call the prospects I’m most 
interested in to gather information.

Step 5: In person interviews and agreement.

So why did I take all those steps? 

Because I wanted to make sure I could find the person 
that was the most qualified to handle my needs, 
understood my frustrations with other house cleaners, 
and could be trusted to work inside my home.

In other words, I wanted to make sure I was making a 
smart decision.

And because of technology (forums, reviews, social 
media), I knew more about the actual house cleaners 
I was looking to hire than they probably knew about 
themselves.

But because the trust level of reviews is questionable 
with bogus reviews and isolated incidents, this 
becomes only one step of the process, and reviews are 
typically being used to create a shortlist (not identify a 
clear winner).

Every house cleaner had pretty much the same 
website offering information about them, their 
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could post an article about: “Kids Going Sledding? 3 
Tips for Keeping the Snow Out of Your House,” or “It’s 
Gonna Get Cold! How a Clean House Can Actually Save 
You Money on Your Heating Bill!”

Can you see how just reading the above headlines 
would position the house cleaner as a better choice 
than your average house cleaner with a business-card 
like website?

Marketing is perception.

And companies that intelligently use content stand 
to gain a competitive advantage over those that 
choose to ignore it. Face it, every second of every 
day, somebody is trying to win the hearts of your 
prospects and consumers – and the winner will be the 
entrepreneur who is the most strategic!

Nancy Liberman (VP of marketing, IMN) who 
creates content for their auto dealer customers says: 

“You’re not buying a car every other week. Part of our 
challenge is developing, with our dealerships, content that 
is going to keep somebody interested post sale - it might be 
a coupon for your first oil change. Then it might be how 
do you get the most life out of your tires… It allows you to 
take all different kinds of sales and service materials and 
really present it in the best light when it’s most relevant to 
the customer.”

According to a recent survey shared by eMarketer.
com, content marketing has become the #1 priority 
for companies worldwide in 2013.

services, and how to call them for a quote – nothing 
exciting – which made my research a little more 
difficult.

Remember, I was looking for someone that is a leader, 
an expert, and could be trusted. I’ve been burned by 
housecleaners in the past (many of us are disgruntled 
or have heard horror stories). I am NOT looking for 
the cheapest house cleaner. While price is important, 
I’ll happily pay more for quality and reliability.

Content marketing can do this, and it’s part of the 
positioning component of our Predictable Profits 
Triad (positioning, product, and promotion).

A savvy house cleaner could write articles such as:

1. Everything You Need to Know Before You 
Hire a House Cleaner

2. Can You Trust Your House Cleaner? Tips for 
Finding Out if They Can Be Trusted

3. Why Many House Cleaners Get Caught Using 
the Wrong Product on Your Floors (and what 
you can do about it)

4. 7 Zen-Like Tips for Keeping Your House 
Clean Between Visits

5. 10 Dirty Shortcuts the Average House Cleaner 
Doesn’t Want You to Know About

And not just articles based on an evergreen topic of 
conversation… They can (and should) have an opinion 
on a current topic in the news. For example, as I’m 
writing this article, the Northeast is expecting to get 
pounded with 22” of snow. They savvy house cleaner 
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So what is content marketing?

It’s creating and sharing valuable, free content to 
attract, educate, and empower your prospects and 
clients towards obtaining a greater advantage and 
benefit for working with your company.

The type of content you create is closely related to 
what you sell, and specifically designed to introduce, 
enhance, and enrich a relationship with you so your 
prospects and customers can feel like they know you, 
like you, and trust you.

Most of the people reading this article right now 
somehow made their decision to visit PredictableProfits.
com and take a leap of faith to submit their email on our 
website because of the valuable content we share on our 
blog and distribute throughout the media in the form of 
articles and press releases.

Content can take many forms – but for prospecting, 
my three favorites include: blogs, creating a special 
report/buyers guide (either in audio/video/written 
form), and a tie between press releases and articles.  

Sure, I know it takes time – but I find my best 
customers and clients from my articles. Just the other 
day, I got a phone call from a multi-million dollar 
international company who told me that they read 
one of my articles and it felt like “it was speaking 
directly to them.” We’re in discussions and, should 
there be a mutual fit between us, that alone could be a 
several million dollar deal over the next three years.

And, like it or not, we also live in a connected world 
of social media – and people are always looking 
for something to share. Well, guess what? Content 
spreads via social media as well as generates powerful 
word-of-mouth exposure for your business.

So here’s a proven formula for making content 
marketing work for you:

1. Tap Into the Conversation Your Prospects 
Are Already Having With Themselves

Know the problems, concerns, worries, and fears that 
your prospect has with selecting, using, and getting 

the most out of your product and service.

Your content must solve a problem your reader cares 
about.

Everything they read from you must add value to their 
lives, and so long as it continues to add value – they’ll 
keep reading and want a lot more of what you have to 
offer.

2. Position Yourself as a Thought Leader and 
Trusted Advisor

Studies are repeatedly verifying the fact that 
consumers’ B.S. detectors are getting more and more 
sensitive – so forgo any desire to be someone you’re 
not and strive to be completely authentic.

Let your personality shine through and talk to your 
audience as a friend. This means forgetting everything 
Mrs. Smith taught you in high school English and 
being comfortable writing the way you speak.

Tell stories. Use humor (where appropriate). Be their 
friend and help them get closer to the information 
and answers they are looking for.

3. Use a Soft Sale

You’re building a relationship and positioning yourself 
as the trusted advisor, so your content is designed 
to support the sale and lead them down the road of 
coming to the conclusion, themselves, that you are the 
obvious choice for their business.

If you’re selling products, educate them on how to find a 
product that’s going to best meet their needs, and how to 
use it to obtain the ultimate advantage in their lives. 

If you’re selling services – it’s paramount to position 
yourself as the leader, and somebody who’s on top of the 
latest trends, technology, and value-adding information 
to help your clients get the best result possible.

A soft sale is a brief mention either in the P.S. or in 
the body of your copy that says something like: “If 
your concerned how 2013 might impact your retirement, 
give me a call at 555-555-5555 and I’ll happily discuss 
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three strategies for generating income that you haven’t 
heard before,” or “I know your business depends on circuit 
boards that can withstand even the most demanding 
environments. That’s why we’re the only company in New 
England to use XYZ technology and give you a lifetime 
guarantee on every repair we do for you, so you can be 
confident we’ve got your back.”

So now if you’re thinking: “Charlie, sounds great – but where 
the heck am I going to find the time to write this article?!”

Good question.

Well, 95% of all my writing is done yours truly. I 
enjoy writing, and just the act of writing helps me to 
brainstorm new ideas and opportunities. However, 
there are times when I’m jammed for time but am 
adamant about upholding my goal of a minimum of 
one article a week (in such places as Forbes, Inc., Fast 
Company, etc.) so – what do I do? I get help, and 
have someone write an article based on my thoughts, 
visions, and ideas.

Here’s how you can do it too.

There are plenty of writers in places like oDesk, 
Guru, and eLance. Search for the writer with the best 
experience and tone that best represents you. Hire 
them to ghostwrite a 500-700 word article for you. 
Ask them to call you on the phone for an interview, 
and write the article based on this interview. From 
there, you will receive a draft and either send it back 
for revisions or make the quick edits yourself.

So there you go. 

Remember, content is another form of leverage. 
Every time you create content, you’re creating 
something that will serve you for days, months, and 
many years to come.

This is a strategy that’s working today for companies 
seeking to build an edge, win more customers, and 
dominate their marketplace. Just like building the 
foundation on your home, each piece of content 
further establishes you as a leader, builds the 
relationship with your prospect, and will help you 
convert more sales. 

The 8 Items That Make “Dangerous” 
Ads Deliver Leads

By Predictable Profits 
Insiders’ Club Member,
 Tom Trush

I’m a sucker for the stories behind 
successful advertisements.

So often you hear about business 
owners and entrepreneurs who 
run an ad a time or two, and then 
stop because it didn’t generate 
leads – which is why success 
stories always seem so sweet.

Of course, you’ve seen me explain 
common reasons for poor response in this space 
before, so I won’t dig into details right now.

Instead, I’ll first share with you a tale of triumph (at 
least as it relates to ad response)...

Ever hear of Ernest Shackelton? He was an Irish-
born, 20th century explorer who led numerous polar 
expeditions and devoted his life to one goal: 

Complete the first crossing of Antarctica.

In 1901, he came within 745 miles of the South 
Pole. Seven years later, he pressed to within just 97 
miles. 

Then, in 1914, he coordinated what was billed as 
the British Imperial Trans-Antarctic Expedition. But 
before he could set sail, he needed a crew.

So, as records show, he placed an ad for recruits in a 
London newspaper. It read:

-----------------------------------------------

MEN WANTED
for hazardous journey, small wages,
bitter cold, long months of complete
darkness, constant danger, safe re-
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turn doubtful, honor and recognition
in case of success.

Ernest Shackelton    4 Burlington St.
-----------------------------------------------

Crazy ad, isn’t it? After all, who would volunteer for 
such torture?

Well, the ad resulted in more than 5,000 men 
applying for the “job.” Of those people, Shackelton 
selected 27 for his crew.

I tell you this story because it demonstrates someone 
who didn’t hesitate to promote in a daring way. 

Of course, you don’t have to go this extreme. But 
you do have to be different if you expect to stand out 
from your competitors.

When you market in an unconventional manner, 
you’ll feel alone at times. People will criticize you. 

And that’s okay.

In Shackelton’s case, his journey created incredible 
hardship that delivered on the ad’s “promise.” His 
wooden ship (appropriately named Endurance) 
became trapped in pack ice. 

Eventually, after nearly two years of drifting on ice 
floes, settling on an uninhabited island, and crossing 
26 miles of mountains and glaciers to reach a 
whaling station, he led all 27 members of his crew to 
rescue. 

Shackelton’s journey, and the promotion around 
it, was dangerous. Unfortunately, this same term is 
typically used by business owners and entrepreneurs 
when considering marketing that’s different.

Sure, failure is possible when going against the norm. 
After all, like Shackelton, you’re exploring unfamiliar 
waters. So if Plan A doesn’t work, simply start 
testing other options. 

When advertising, I use an 8-point checklist to help 
determine if an ad is different enough to attract 

attention and generate responses. Here are the 
requirements: 

1. Would this piece attract attention if 
positioned near competitors (is it better than 
the ordinary)?

2. Does this piece avoid the appearance of 
being an ad?

3. Is the message focused on the prospect, 
instead of the business?

4. Is the piece too valuable to throw away?

5. Does the piece have a headline that lures in 
prospects?

6. Does the piece target a single audience?

7. Does the copy “talk” in a casual language 
that prospects understand?

8. Does the piece have a compelling offer that 
makes the next step crystal clear?

To conclude, let me refer to history again and 
leave you with a quote from mid-1900s English 
photographer and artist Sir Cecil Beaton:  

“Be daring, be different, be impractical, be 
anything that will assert integrity of purpose 
and imaginative vision against the play-it-
safers, the creatures of the commonplace, the 
slaves of the ordinary.” 

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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By Charles E Gaudet II

Last month, I introduced you to the concept of The 
Yes Factor™ as a means to make it easier for your 
prospects to say YES! to doing business with you 
than it would be for them to say no.

And today, we’re going to build upon that 
information to make The Yes Factor™ an even more 
powerful tool in your business for generating sales 
and leads… and this begins with the offer you’re 
making to your customer.

So, let’s kick things off by taking a look at the two 
most popular ways of generating new sales.

Strategy #1 – The Straight-Sales Strategy

This is, by far, the most popular method used by 
entrepreneurs.

An offer is made in an advertisement, direct mail 
campaign, or other such marketing campaign to 
drive people directly towards making a purchase.

It’s also known as a straight sale offer.

The straight sale offer takes it for granted that the 
prospective customers have all the information they 
need inside of your marketing campaign to make a 
buying decision.

Roughly 90% (or more) of entrepreneurs use the 
straight sale strategy incorrectly.  

Rather than creating an incentive to get your 
prospective customers to say “YES!” and take action, 
they merely make an offer like:

“Buy ACME Widget, Only $24.95!”

or

“Let ACME Accounting Do Your Taxes with a 
Name You Can Trust. Call Us Today!”

These entrepreneurs are going right for the sale 
without a compelling enough offer to get me off the 
couch, pick up the phone (or jump on the internet), 
and be ready to sign up. It’s also the reason why 
many of these same people argue that a certain tactic 
(whether direct mail, print advertising, etc.) is dead.

To compete today, you need to be strategic.

And part of being strategic is creating an incentive to 
get your prospective customers to take action.

Here are some of my favorites.

5 Straight Sale Strategies include:

1. Limited Time Offer – This is best if you’re 
promoting a product or service whose 
pricing or availability will legitimately 
change in the near future. For example, let’s 
say you’re a landscaper looking to fill his 
schedule for the summer of 2013 – you can 
offer a limited time offer for a Free Spring 
Clean Up with a Signed Maintenance 
Contract by March 15. Clearly, once you get 
closer to your busy season, the limited time 
offer will expire because your schedule will 
be full and it will no longer make financial 
sense for you to continue this offer.

2. Discounted Price Offer – If you’ve been 
around me long enough, you know I tend 
to have an issue around making price the 
central point of your marketing message, but 
on occasion, making a special discounted 
price makes sense. For example: new 

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

http://members.predictableprofits.com

Prospecting to Profits - Using the YES 
Factor!™ For Generating More Leads
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inventory, surplus inventory, etc. The key, 
when making discounted price offers, is to 
make sure that you give people a reason why 
your presenting them with a discount that 
does NOT minimize the perceived value of 
the product or threaten to commoditize it.

3. Limited Quantity Offer – This is very real 
if you have a limited quantity of a product 
or restricted availability. For example, 
because I’m only one crazy guy with a busy 
schedule, I can only accept no more than 
10 entrepreneurs for one-on-one coaching 
in any given month (and in most cases, I’ll 
drop that down to 5 or less). So, for a limited 
quantity offer, I would plan a series of topics 
to cover with my coaching program and 
make it available for the first 10 qualified 
entrepreneurs who join me. 

Another example of a limited quantity (or 
edition) offer can be seen to the right:

4. Free Bonus With Purchase Offer – This 
is a great way to make an offer without 
discounting price. As an example, we created 
a marketing campaign for a client whereby 
we offered free software (valued at $497) 
with your investment into our $2,495 
program – this generated a multiple of 5 
figures in just a few days.

5. Unique Financing Opportunities – 
Sometimes people really want to do business 
with you, and while they don’t object to the 
price, they don’t want to (or can’t) fork over 
all the money at once. So what can you do? 
Give them better terms. Break up a one-
time payment into 3, 6, or heck, even 12 
payments! You might find the longer the 
payment terms (and the smaller the monthly 
payment), the higher the conversions. The 
other way you can do this is to make a 
special, unique financing opportunity where 
your prospective customer is allowed to 
extend their payment terms for no interest 
payments if they buy within the offer 
window.

Strategy #2 – The Multi-Step Sales Strategy

The Multi-Step Sales Strategy is used by fewer 
entrepreneurs, but is, in fact, the most powerful for 
new prospects because the emphasis is on building a 
relationship.

It’s also a powerful strategy for segmenting your list 
(getting those interested in a particular product/
service to raise their hands and identify themselves) 
so your marketing expenditures and efforts can be 
more efficient – but for the sake of this article, let’s 
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focus on the prospecting side of things.

In an interview I conducted with Denny Hatch, 
author of 2,239 Tested Secrets for Direct Marketing 
Success, he said the secret to a Multi-Step Sales 
Strategy is to get your prospect to go on to the next 
step. And the next. And the next. And yes, the next.

You’re building the relationship with the customer 
and educating them on how they can get the greatest 
result with your product/service.

I call this the “dating phase,” and the first step in 
marketing.

You want them to feel like they know you, like you, 
and trust you… and, throughout the multi-step 
process, they are coming to the conclusion that you 
are the obvious choice for their business.

So the first step is to make an offer that compels 
your prospect to take action and express their 
interest.

Here are 5 Multi-Step Strategies:

1. Free Special Report – This is probably the 
easiest Multi-Step offer. However, to do 
this right you need to create a special report 
around a topic that’s of hot interest to your 
prospect and related to your business. I’ve 
seen reports as little as 4 pages and as large 
as over 200 pages – it’s quality over quantity.

 But you want this Free Report to deliver 
such impactful information that you could 
conceivably charge a fee for this report, and 
people would be happy to pay for it.

The report is designed to let your customers 
know you understand their problem, identify 
solutions for correcting the problem, and 
illustrate the ideal results a prospect can 
expect to receive with the solution in play.

It’s to position you as an expert, trusted 
advisor, and make your prospect aware of 
who is a good fit for your product/service. 
It’s NOT a sales pitch – it’s a means of 
delivering value and helping your customer 
make smarter decisions for getting the 
ultimate result they are after.

For example: 
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2. Free Sample Offer – In this case, you’re simply 
offering your prospect a free sample of your 
product or service.

In addition to the obvious free product sample, 
carpet cleaning marketing expert, Joe Polish, 
recommends carpet cleaners make an offer for a 
free room cleaning.

This is a great way for people to say “YES!” 
because there is no risk to them for accepting 
your offer, and once they do, they’ve formally 
began the “dating” process of relationship 
building and now become exponentially more 
likely to do business with you in the future.

Following up and nurturing relationship with 
communication is key here. 

3. Free Assessment/Consultation Offer – Going 
back to the Joe Polish example above, Joe also 
created a “Free Carpet Assessment” tool for his 
carpet cleaners. This is a way of getting your 
prospect to invite you to look at their situation, 
and allow you the opportunity of proving your 
trustworthiness and experience.

It’s also helpful to further your relationship with 
the prospect by profoundly understanding their 
concerns, problems, and issues - and accurately 
matching the ideal solution for their needs.

An assessment isn’t just a sales pitch either 
– it’s away of educating your prospect on the 
problems they may or may not have recognized, 
what can be done to resolve those problems, 
and the expected outcome they can reasonably 
expect to achieve.

4. See If You Qualify” Offer – Nobody wants to 
feel like they’re not good enough, or couldn’t 
qualify to be a part of something, so when they 
hear “see if you qualify,” it instantly piques their 
interest like a puppy hearing a doorbell ring.

This is a great offer for services like consulting, 
accounting, architecture, financial services, 
personal coaching, etc. – and especially good 
at identifying who will be a good fit for your 
company.

Make the prospect aware that your service is 
exclusive, selective, and only available for the 
qualified few. To determine whether or not the 
prospect is qualified, they need to complete 
a brief application or schedule a preliminary 
interview.

One of the reasons why I love the See If You 
Qualify offer so much is because your prospects 
will work hard to try to sell themselves on you!

5. Free Webinar/Teleseminar/Teleclass Offer – 
This strategy has increased in popularity over 
the last 3 years among Internet marketers, and 
truthfully, they’ve used and abused this strategy 
to the point where response rates have dropped.

Now, even with that being said, they are still 
very powerful and effective sales tools as long as 
you are giving value.

Come up with a topic that meets the 
interests of your prospect, along with 5-7 very 
compelling bullet point subtopics that you will 
address on the teleseminar.

Begin the teleseminar with a brief introduction 
about yourself, why you’re giving the call, and 
dive right into the meat of your presentation.  

You want people to listen to you and say, “Wow! 
If he’s giving me this much information for FREE, 
I can only imagine how much better this is going to 
get once I pay for it!”

And just as you anticipate your viewer will be 
asking themselves the question, you’ve provided 
them with great value, and when your 45min-
60min teleseminar has come to a close, finish 
up with 5 minutes of “if you want to learn more, 
the next step is…”

Webinars/teleseminars/teleclasses are a great 
way to engage, interact, and build a relationship 
with your viewer while establishing yourself as a 
trusted authority and credible resource.

These 10 strategies are part of a process designed to 
strip away any objections your clients have for doing 
business with you… and make it easier for them to 
say “YES!” to doing business with you… 

Paving your way to more leads, greater conversions, 
and higher profits!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!

Nick A. from Ontario asks:

“Hey Charlie! After visiting certain websites, it appears 
that I see that company’s advertisements all over the place 
on Facebook and other websites. It’s really cool and I was 
wondering, how do they do that?”

Hey Nick!

That’s a fantastic question, and it comes with an 
answer that may increase your online conversions.

The phenomenon you’re referring to is called 
“Retargeting,” and it’s a form of advertising that 
targets users who have previously visited a particular 
page on your website with banner advertisements 
across certain display networks around the Internet.

It’s a little more advanced, and typically designed for 
websites that get a decent amount of traffic (>10,000 
visitors/month).  Once you understand how it works, 
it’s really not that difficult and definitely worth the 
extra effort to test.

The short and sweet of Retargeting is basically this: 
you sign up with the company (like Retargeter.com), 
create a budget, install the code on your website, and 
anytime a visitor goes to your website – they will be 
cookied and see your ad on participating networks 
until they finally convert.

When it comes to Retargeting, you can decide that 
everyone who visits your website gets added to your 
retargeted campaign. 

OR, what I recommend is creating a retargeting 
campaign based upon a particular product/service 
page people visit - this way, you’re only targeting 
interested visitors and not spending money on people 
who accidently stumbled across your site or are not 
interested.

Let’s say you sell golf equipment. Someone visits the 
link for your golf swing trainer but did not purchase 
– you now know the visitor has an interested in 
improving their golf swing, and you can retarget 
them with a very specific message to motivate them 
to return to your site.

- You can create ads about the particular product 
and its benefits.
- You can create ads answering the most popular 
questions about the product and how your 
product solves their concerns.
- You can create ads revealing a special discount or 
promotion.
- Or heck, if they did make a purchase, you can 
post ads that show them similar products to the 
ones they purchased!

A little creative thinking will go a long way here… 

And because 95% of your website traffic will NOT 
come back to your site (and over 72% of users 
abandon their shopping carts), retargeting captures 
a decent portion of that traffic with reported 
conversions increasing 50%, 100%… even over 
1,00% just using this technique!

But as with any marketing strategy… testing is the 
aim of the game.  Start slow, track your metrics, and 
step it up as you see an increase in profit.

In addition to Google, the leader in the industry is 
Retargeter. Personally, I despise Google’s poor customer 
service and lack of communication, so I choose to do 
my business with Retargeter. Their customer service is 
fantastic, and if you’ve never done this before, they’ll 
walk you through every step of the way.

To learn more, check out http://www.Retargeter.com.  

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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Four Words I Wished I Learned in 
Kindergarten That Would Have Made 
Me Millions Today

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 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.

Just the other day, a friend of mine shared a message 
with me about Sara Blakely, the founder of Spanx 
and one of the youngest billionaires in the world.

And when it comes to how she became a billionaire, 
she said it was due to the best advice she’s ever 
received.

In four words: “It’s okay to fail.”

But when’s the last time anyone ever encouraged 
you to fail? Whether it’s school, sports, or society in 
general – “failure is not an option.”

Shouldn’t it be?

Isn’t failure the only way we learn?

Sara said her entire life was about failure – not 
positioned as something “bad,” but something worth 
celebrating. Her dad would ask his children what 
they failed at over the week and if they couldn’t 
report any failures, he would be disappointed.

Sara says: “It changed my mindset at an early age that 
failure is not the outcome, failure is not trying. Don’t 
be afraid to fail.”

Tony Robbins gave me advice five years ago, saying: 
“Do one thing a day that makes you uncomfortable.” 
Because it’s from being uncomfortable and taking 
risks that you grow into a bigger person.

“The biggest risk in life is not risking. Every risk 
you take in life is in direct proportion to the reward. 
If I’m afraid of something, it’s the next thing I have 
to go do. That’s just the way I’ve been.”

 – Sara Blakely

INSIDERS ARE PROUD 
TO SUPPORT:

Where Entrepreneurs Come to Grow Their Business™
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Coming in the Next Issue…

· Next month, 
Charlie’s going to 
give you exclusive 
insights on creating 
leading innovations 
of your own for 
increasing your 
profits over the next 
12 months!

· And he’ll reveal 
how he’s generated 
MILLIONS of 
dollars in sales using 
secret copy techniques 
you almost never 
hear about (but 
might be the only 
techniques that have 
been proven to work 
in any economy!)

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

Where Entrepreneurs Come to Grow Their Business™
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           Member-Only Announcements

· March is giving you many “reason why” holidays 
for creating a number of different marketing 
campaigns, whether it’s March 2nd  - “National 
Old Stuff Day,” March 8th – “International 
Women’s Day,” or heck, even March 14th 
–“Popcorn Lover’s Day”  – there’s always a 
reason to reach out to your customers – plus 
you have Easter and St. Patrick’s Day! Good 
reasons beget good profits. If you missed out on 
these opportunities, keep an eye out on March’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.

•	 Charlie watched a documentary this month 
on Ayn Rand, and her book “Atlas Shrugged.” 
Countless millionaires and billionaires have not 
only read Atlas Shrugged once, they’ve studied it 
and used it as a foundational block inside of their 
philosophy for life. While Atlas Shrugged is largely 
controversial, if you believe “success leaves clues” 
– I encourage you to take a look at this book 
and see what golden nuggets of information you 
might be able to pull from it.

•	 PLEASE MARK ON YOUR CALENDAR: 
Charlie is hosting a special Insiders’ Only 
teleseminar (with two special guests) on how you 
can write a book easier and faster than you ever 
thought possible! This seminar is a must attend 
for anyone looking to position themselves and 
their company as the leading authority in the 
eyes of their customers. This event will be held on 
FEBRUARY 26, 2013 from 1:30 – 2:30. Details 
to come. 

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 to understanding and creating 
actionable strategies to grow your business and 
dominate your marketplace. 

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!

Where Entrepreneurs Come to Grow Their Business™
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