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On a Personal Note...

By Charles E. Gaudet II

Happy, happy New Year!

The Mayans must have gotten their 
calendar wrong, tax increases were 
minimalized and Kim Kardashian is 
having a baby – oh joy!

We can sit around and contemplate 
the impact of the media, or we can 
take action.

I think you know my vote.

In many ways, January has really 
served to remind me of the importance 
of customer service and its role in 
growing your business.

It began with my wife, Heather, having 
a doctor’s appointment.  

No big deal; but because the doctor 
presumably valued his time more than 
hers, however, he made her wait 45 
minutes before she was seen - simply 
because “he was running late.”

And this travesty happens in doctors’ 
offices and businesses across the country 
(ever get stuck on hold for 30 minutes, 
only for the operator to pick up and 
“accidently” drop the call?!).

Today’s New Consumers have more 
options, and entrepreneurs need to 

Continued on page 2

Quotes
“At one point in your life, you 
either have the thing you want or 
the reasons why you don’t.” 
– Andy Roddick 

“Impossible is just a big word 
thrown around by small men who 
find it easier to live in the world 
they’ve been given than to explore 
the power they have to change 
it. Impossible is not a fact. It’s 
an opinion. Impossible is not a 
declaration. It’s a dare. Impossible 
is potential. Impossible is 
temporary. Impossible is nothing.”
-Anonymous

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

Januar y 2013

realize that the consumer has the power 
(not them) – sure, people might buy 
something once from you – but it’s your 
delivery of service that’s going to keep 
them coming back.

In this month’s blog post (“The Dangers 
of Being Good – and why it’s okay to 
sleep with your customers!), I told you 
how I made the switch from a once 
proclaimed “PC user for life” to a proud 
Mac cult member.

You see, last month I made the decision 
to buy a new laptop. 

“Honey, I shrunk the family!”  Charlie, Heather, 
Branson, and Sage playing around on a brisk winter 

day while sitting in front of a restaurant in Salem, MA.

Where Entrepreneurs Come to Grow Their Business™



 2

I succumbed to my wife’s savvy pressuring techniques 
(her techniques would rival that of the interrogators 
at Guantanamo Bay… so I’m told) and not only 
purchased a PC – but also an Apple MacBook Pro for 
a fair side-by-side comparison.

My PC was shipped to me in a cardboard box directly 
from a manufacturing plant from China (it arrived 
two weeks late), and the only communication I 
received from Lenovo was a survey to see how happy I 
was with my computer.

On the contrary, I visited an Apple store and was 
treated like a truly valued member of their community. 

I encountered friendly, knowledgeable staff who were 
more interested in understanding and meeting my 
needs than they were selling me a computer. In fact, 
the service representative even said to me: “Can I ask 
exactly what you plan on doing with your new computer? I 
actually have both, a PC and an Apple computer, and even 
though I like my Apple a lot better, there’s definitely a chance 
you still might be better off with a PC. You see, I don’t work 
on commission, and they only pay me to make sure you’re 
leaving with something you’ll be happy with - so I want to 
make sure you’re buying the right computer for you.”  With 
this type of introduction, I knew she wasn’t your typical 
pushy salesperson - and I trusted her.

Lo-and-behold, I happily purchased the Apple, and I 
received an impressively packaged, thick white box that 
gave me the impression I was buying something of value. 

Everything from the setup to loading the software, 
etc. was much easier on the Apple.

Then I began to receive emails from Apple giving me 
suggestions on how I can make the most of my Mac 
experience, as well as a friendly phone call from a 
business team leader reconfirming their commitment 
to meet my needs, address any questions, and offer 
more tips for an exceptional experience. I even got 
invited into the store for a complimentary tutorial.

Is it any wonder why I left PC to become an Apple user?

Oh, and by the way, I spent $1,200 more to buy the Apple 
than I did for the PC (you see, price isn’t everything!).

But the more money I agree to pay for something, the 
better the service I expect.

Ten and a half years ago, I took my wife to a 
restaurant widely known as one of the most romantic 
places in New England. They offer a five-course meal 
that begins at $100 per plate.

When I made the reservation, I specifically asked for 
a particular table that sits in front of the garden, as I 
envisioned it to be the most romantic setting for this 
momentous occasion. However, when I arrived, the host 
told me the table wasn’t available (and, upon further 
investigation – they told me the owner had special guests 
arrive unexpectedly who wanted my table).

Apparently, my business wasn’t that important to them.

But I didn’t want to burden my soon-to-be fiancée 
with my drama, so I went to the next best table,  
worked my magic, and somehow managed to convince 
her to spend the rest of her life with me…

The food was fantastic, the atmosphere was brilliant, and 
in a moment of weakness, I went back a second time 
(same thing happened). Nine years since my last visit and 
I refuse to go back because my business wasn’t valued.

You see, just because you might have the best product 
or service on the market, you can’t take for granted 
that it will be enough to make your customers loyal.

When you combine both, just as Nordstrom has, you win.

Heck, my family and I were just at Nordstrom’s two 
weeks ago. I met with one of their “personal stylists,” 
who spent an hour with me understanding what I really 
wanted (the true purpose of my visit), and suggesting 
styles that best met my needs (then she had them 
tailored and shipped to my home at no extra charge).

While I was shopping, Heather was getting her new 
watch adjusted… of course, this can be difficult with a 
3 & 6 year old -  so one of the service representatives 
offered to help watch the children so Heather could 
focus on what she was doing.

I’ve got nothing but 5-star reviews for Nordstrom… 

Where Entrepreneurs Come to Grow Their Business™
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and it’s no wonder why the company’s stock reached 
another multi-year high last year.

So as we take our first step into 2013, really take a 
look at what you’re doing to “WOW!” your customers. 
Are you doing enough? What more can you be doing? 
Do they really and truly feel valued?

The small investment you make towards making your 
customer service better can pay itself back ten-fold by 
creating lifelong customers and fans.

People With Thicker Wallets Can 
Bring You Bigger Profits

By Charles E. Gaudet II
Fact: 

Those people who have money
 are more likely to spend it.

Sounds embarrassingly obvious, right?

But the truth is that too many marketers waste 
advertising dollars trying to attract anyone and 
everyone into their business, instead of directly 
targeting those people who want to spend money.

Not every fishing lure will attract the same fish.  

“Bargain shoppers” are traditionally willing to sacrifice 
service and quality for low prices.

Higher income consumers are more likely to value 
time, convenience, service, and quality.

And as a business owner, bargain shoppers provide the 
majority of return requests, customer service headaches, 
complaints, lower retention, and the fewest repeat sales.

In fact, it’s for all those reasons that I make it a 
habitual practice for my own businesses (and that of 
my clients) to do whatever it takes to repel this type of 
customer from doing business with us.

By targeting higher quality customers, clients, and 
patients, you are getting higher quality purchases. 

These people, typically with higher than average 
income, will more actively seek out the highest quality 
product/service that meets their needs – which means 
they are less likely to complain or make returns. They 
want you to help them get it right the first time.

… and they spend more!  

In fact, during the Black Friday through Cyber 
Monday online shopping period, affluent shoppers 
(whose household income was greater than $100,000) 
spent 80% more money than less-affluent shoppers. 
(Source: eMarketer)

So they spent more money, and will offer you more 
referrals, repeat business, and bring you greater profits. 

Sounds like a no brainer, right?

But high quality buyers won’t settle for a mediocre 
shopping experience – they expect the best. 

If you want to attract higher quality buyers, here are 7 
tips for doing so: 

1. Provide an easy, fast way for people to get help 
choosing a product both online and offline 
-Quality buyers want to make sure they are 
making the smartest buying decision for them, 
and helping them achieve this objective is key

Where Entrepreneurs Come to Grow Their Business™
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2. High quality customers want to feel special, 
valued, and appreciated - You can do this 
by creating a sense of exclusivity, preferred 
customer benefits, or even unannounced tokens 
of appreciation, such as the Valentine Day gift 
certificate strategy I placed in the “Member 
Updates” section of your online Members’ Area

3. Good customer service isn’t good enough, 
quality buyers expect exceptional service - 
Don’t be good, strive to “WOW!” them

4. Make doing business with you easy and 
convenient for them - Tell them in advance 
why it will be easy and how you’re different - 
using a strategy like The Unique Advantage 
Point (December 2012) or The Market-of-One 
Naming Strategy (October 2012) will help

5. Make the return and exchange process easy - 
quality buyers want to know that if they are not 
satisfied, there’s no hassle

6. High quality customers like options - Make it 
available to them without being overwhelming

7. Quality buyers will happily pay for value - 
Be sure to point out the advantages of doing 
business with you, and how your product/
service will further enrich their lives

Dan Kennedy, another proponent of marketing to the 
highest quality customers, says the first main issue in 
marketing is getting the right message. How does 
your message convey the points above? What can you 
do to make your message even stronger?  

The wrong message to the right buyer could also be 
a disaster.

My wife and I humorously have a list of items that, if 
listed on a hotel sign, will automatically disqualify us 
from staying with them.  

Certain things like signs that advertise clean or smoke 
free rooms, phones, free adult movies, king and queen 
beds, free coffee, color TVs, the price of the room, or 
free internet… all are tell tale signs that those are not 

the types of hotel rooms we want to stay in.  You see, 
we feel those services (with the exception of the free 
adult movies) should be expected, and therefore, if 
they find the need to advertise it, that must be the best 
we’re going to get.

I don’t like to consider myself a hotel snob, but let’s 
be honest - a hotel with a 4 or 5 star restaurant, 
exceptional views, entertainment, or special spa would 
definitely pique my interest.

Know what separates you from a low-cost competitor 
and let that message be the platform for your 
communication.

If you’re in Vancouver, check out Steveston Pizza – do 
you think worldwide news about a $450 pizza might 
position them to affluent 
buyers? You betcha! Oh – don’t 
worry – if you want a more 
affordable option, there’s always 
the $150 C5 pizza ;-) 

So Dan Kennedy said the first 
issue in marketing is message – 
the next issue is market. Know 
who you’re talking to, and be 
deliberate about not trying to 
sell just anyone (or you might 
just repel the very person you’re 
trying to attract).

And finally, Dan’s third issue is 
media. Whether you’re looking 
to advertise in your local newspaper or magazine… 
or buying a mailing list… or doing an online media 
buy – advertising representatives and brokers can tell 
you the marketing demographic of their readership.  
Choose a media with an affluent (and therefore more 
likely to be “high quality”) readership.

Remember that affluence does not always equal quality, 
but by making your message about your unique offer, 
value, and long-term benefits, you will attract serious, 
high quality customers that are ready to buy.

Go to the biggest pond… with the biggest fish… with 
the best lure.

Where Entrepreneurs Come to Grow Their Business™
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I want you to picture this for a moment:

You have a meeting with a potential customer, and 
when you show up for the meeting, there are three 
chairs at the table.

One chair is for your prospect.

The other chair is for you.

And in a shocking twist of events, sitting in the third 
chair is your direct competitor, frothing at the mouth 
and hungry to win this client’s business.

Your prospect gives you each 10 minutes to give your 
best pitch.

Your competitor goes first and begins by showing 
how his company will better meet the needs and 
wants of the prospect.

(If you’ve ever watched Charlie Brown and heard the 
teacher speak – blah, blah, blah – that’s how most 
pitches sound)

Now it’s your turn.

Rather than give a pitch, you say: “While we may 
disagree on some of the finer points, my competitor makes 
some very good arguments. In fact, I wrote the book on 
it.”

Those 6 simple words - I wrote the book on it - 
instantly positions you as a trusted authority and 
skyrockets your perceived value in your prospect’s 
mind.

If you’re an author, you’ve got street credit.

The benefits are numerous:

Win More Business 
With These 6-Words

By Charles E. Gaudet II

1. It’s much easier to get free publicity for a 
premium competitive advantage (reporters 
LOVE interviewing authors as expert sources!)

2. Your prospects perceive you as the authority, 
and begin to assume you are the one most 
likely to solve their problems

3. With an increase in perceived value, you 
command higher prices

And I’ll let you in on a little secret - it’s the main 
reason why I’m writing a book right now (the other 
reason is to document everything I know, so I can 
share what cost me millions of dollars in trial-and-
error with my kids as they get older, and may choose 
to operate their own businesses).

My primary objective is not to become a best-selling 
author, it’s not to get rich from the sales of my books, 
and it’s not to become fabulously famous… while 
all of that would be nice, the goal is to increase my 
“street-value.”

Where Entrepreneurs Come to Grow Their Business™
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You see, I command $1,000/hour for coaching (this 
rate will be going up again soon), and hundreds of 
thousands of dollars for consulting – but it’s only 
because people either know me, have heard of my 
successes, saw a featured piece about me in a major 
media outlet (like Forbes, Fox Business, or Inc.), or 
I’ve done a good job convincing them that I actually 
know a thing or two about marketing…

That’s all well and good… but wouldn’t it be nice 
to know how to dominate the marketplace and be 
recognized as the “go-to” company in your field?

If that’s your objective, you need a book.

Think I’m crazy?

Think of the most influential people throughout 
history… dead or alive… what are the two things 
they have in common?

1. They speak publically 

2. They have a book

I spent a considerable amount of time traveling with 
Tony Robbins – the most recognizable personal 
coach in the business. He’s got a book. In fact, he’s 
got several.

But you don’t have to be in personal coaching or be 
Tony Robbins.

This strategy works if you’re a photographer, financial 
planner, accountant, lawyer, consultant, metal 
fabricator, retailer, florist, printer, shipping, etc.

Heck – it even works if you’re simply trying to sell 
mattresses.

WHAT?!

I interviewed Ben McClure of Gardner’s Mattresses 
& More. In his industry (much like yours), there are 
thousands of competitors, both online and offline, 
jockeying for the same customer.

And while there’s plenty of minnows in the sea of 
Me-Too Competitors, there are few sharks. He needed 
to be different, stand out, and become the clear and 
obvious choice for his customer - and he (wisely) did 
NOT want price to be a factor.

 So he set out to be a trusted advisor. Ben said:

“We like to think of ourselves as consumer 
advocates in the bedding industry. Kind of 
pulling the covers - pardon the pun - back on 
what everyone else in our industry is doing, 
without saying as much. Our customers seek 
us out because they have been frustrated with 
previous purchases, obviously frustrated with a 
poor night’s sleep, and have been frustrated by 
buying a mattress and not getting a better result.

So we have worked hard to position ourselves 
as the [trusted advisor] on sleep, which we have 
done through the media and even publishing our 
own book on how to buy a bed. Nobody in our 
industry has done this.”

HUH? Nobody has done this?

Did somebody say: “OPPORTUNITY?”

And it’s not like Ben’s book is on every shelf at 
Barnes & Noble; it’s simply a self-published book 
that he distributes for free at his store and on his 
website – it’s only 28 pages – designed to help 
customer make the best mattress buying decision 
possible.

“Nobody else in our industry wrote a book about 
how to buy a bed,” said McClure. “Basically it 
identifies mistakes when mattress shopping and 
avoiding those mistakes.”

The result: incredible credibility and an exceptional 
customer experience.

Being an author, leveraging the press, and 
positioning himself as a trusted authority makes 

Where Entrepreneurs Come to Grow Their Business™
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him the obvious choice among people within a large 
geographic area around his store who are looking to 
have their sleep problem solved. Heck, people have 
even flown in to buy a mattress from him.

This has allowed Ben to take the focus off price, 
increase the margin per sale, and achieve a very high 
conversion rate. In fact, according to Ben, the average 
sale in his industry is about $500, but his business 
averages $2,000 and higher, even $10,000 per sale!

Recently, I received a book in the mail from a 
financial planner who states that it’s a must read 
for anyone with a seven- or eight-figure investment 
portfolio – and rather than trying to sell me on doing 
business with him, the strategy is to read the book 
and come to the conclusion MYSELF! 

…without him having to sell me on his expertise!

His book is about investing. It’s “a high net worth 
investor’s guide to surviving and thriving in all 
economic and investment climates.”

Do you think it piqued my interest? You bet.

Now let me ask you, how many financial advisors do 
you know that have written their own book?

Assuming I was in the market for a financial advisor, 
would you say this person would make it to the top 
of my consideration? Without a doubt.

And hey, writing a book doesn’t have to be hard or 
too time consuming either.

In fact, this would be a GREAT topic for another 
bonus call… so let’s plan on talking about this on 
Tuesday, February 19th at 1:30pm… plus, I’ll bring a 
few special guests you won’t want to miss!

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!

Nancy H. from Florida asks:

“Hi Charlie!!!!!! I know your busy, but I was 
wondering – what’s the next ‘best’ thing? We’ve 
seen companies like Zappos offer free shipping and 
even free returns, and many other companies have 
followed. What else can I do?”

Hi Nancy!

Thank you for your enthusiastic greeting ;-)

I love this question for a number of reasons – but 
more specifically, because it shows you’re a forward-
looking person, an action-taker, and a strategic 
thinker! Yee-ha!

And now that I’ve covered you with flattery, the 
answer to your question comes in the form of an 
answer to another question:

“What are all the reasons that stop your customers/
prospects from doing business with you?”

Free shipping and free returns were a way for Tony 
Hsieh to anticipate a potential prospect objection to 
doing business with Zappos – why would I buy a shoe 
online that I might not like or might not fit, and then 
have to pay to return it? 

 So… Tony took the buyer’s problem and offered 
a solution - and continues to work tirelessly on 
breaking down the wall that prevents people from 
buying.

Where Entrepreneurs Come to Grow Their Business™
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Last month, when we introduced the concept of “The Unique Advantage Point™” we talked about L.L. Bean. 
Their competitive advantage came in the form of giving people “100% guaranteed to last” guarantee… for life!

The company Lands’ End does something similar. Here’s their guarantee:
 

My crystal ball isn’t telling me what the “next best thing” is for your business at the moment – but I do suggest 
a combination of testing, finding out the objections that stop your customers from buying from you in the 
first place, and also looking at other industries for different ideas and strategies they are using for obtaining a 
competitive advantage.

Being the next best thing doesn’t have to be “new” – it just helps if it’s new to your industry (after all, another 
shoe company replicating the Zappos strategy would more likely be seen as a copycat rather than a leader).

But I will leave you with an idea I recently read on Media Post – it’s a concept of offering free gift cards (either 
e-gift cards or gift cards) with a purchase.

Gift cards offers a great incentive, and have less than 100% redemption rate - meaning they would cost you less 
than the face value to provide… and they drive repeat business.

Imagine offering people a non-transferable gift card for 10% of their total purchase?

While it’s unclear what the next “big thing” might be – it appears gift cards might be one strategy worth 
testing. 

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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Why Thinking Like a Kid Makes for 
Better Marketing

By Predictable Profits Insiders’ Club 
Member, Tom Trush

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

http://members.predictableprofits.com

Ever wonder what happens to optimism?

When you were a kid, no idea was out of reach. 
Regardless of how many times you were told one of 
your desires was impossible, you went for it.

Then something happened...

Others’ opinions started carrying more weight. 
You began looking beyond your mind for ideas and 
setting your expectations based on others’ beliefs. 
These beliefs then determined your actions. 

After all, we only act on outcomes we expect.
 
So much of what we do in business is determined 
by others – and marketing is no exception. We see 
others’ actions, and if the outcome (or potential 
outcome) matches our expectations, we act. If there’s 
a disconnect, we don’t act.

Many business owners and entrepreneurs do 
minimal marketing because they have low 
expectations. In fact, I believe most marketing 
budgets are set because the expected outcome is 
failure.

If you expect your marketing to work, and it 
consistently brings in new prospects, why would you 
limit how much you spend?

You wouldn’t, right?

That would be like avoiding an ATM because every 
time you withdrew $20, your bank deposited $25 
into your account.

Now I’m not saying you should spend for the sake 
of spending. I just want you to reconsider your 
marketing approach.

Begin by putting tools in place so you can monitor 
the results of every marketing medium you use 
(e.g. e-mail, direct mail, newspaper ads, etc.). If 
a particular medium isn’t working after testing 
different copy and/or multiple offers, stop using it.

Also, don’t be afraid to break away from your 
industry’s norm. Come up with original ideas and 
use different vehicles to spread your marketing 
message. 

Keep in mind: sometimes you can spark creativity 
by thinking alone, instead of in group brainstorming 
sessions. As Susan Cain explains in her book, Quiet: 
The Power of Introverts in a World That Can’t Stop 
Talking: 

“People in groups tend to sit back and let others 
do the work; they instinctively mimic others’ 
opinions and lose sight of their own; and, often 
succumb to peer pressure. The Emory University 
neuroscientist Gregory Berns found that when 
we take a stance different from the group’s, we 
activate the amygdala, a small organ in the brain 
associated with the fear of rejection.”

Where Entrepreneurs Come to Grow Their Business™
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So return to the mindset you had as a kid when 
nothing was impossible. And if you can’t come up 
with any “original” ideas, remember this:

Deliver the unexpected and your prospects will 
take notice. 

Of course, you can also fall back on tried and true 
principles that deliver value when marketing. Simply 
grab your last marketing piece and ask yourself the 
following questions:

•	 Did I give away information that helped 
prospects learn something new?

•	 Did I answer at least one common question?

•	 Did I help prospects solve a problem by 
sharing ideas?

•	 Did I strive to create a relationship – not just a 
quick sale?

•	 Did I provide information so compelling 
prospects would want to share it with their 
networks?

Now adjust your marketing copy until you can 
respond with a confident “yes” to these five questions.  

Let me warn you, though...

Your prospects also think like kids. Their “me-first” 
mentality means they could care less about you 
making sales with your marketing. 

Just like a curious 5-year-old, any statement you 
make gets met with a subconscious “Why?” So you 
must present compelling reasons that target these 
objections.

Here’s a quick checklist to help you answer the most 
common “why” questions:

•	 Why is your prospect the best person for your 
product or service? (Why are you targeting 
them?)

•	 Why are you the most qualified person to 
provide your product or service?

•	 Why is your offer for your product or service 
beneficial for your prospect?

•	 Why is now the best time to buy your product 
or service? (What will your prospects miss by 
waiting or never buying?)

•	 Why is your fee a reasonable amount (or, even 
better, a bargain) for your product or service?

The bottom line: You deserve marketing success. So 
take a cue from the kids – get out there and grab it!

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 

Where Entrepreneurs Come to Grow Their Business™

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



11

The YES! Factor™ for Increasing 
Leads & Conversions

By Charles E. Gaudet II

“Every sale has 5 basic obstacles: no need, no money, 
no hurry, no desire, and no trust.”

- Zig Ziglar

When we ask our Insiders, “What is your Yes! Factor?” 
We’re simply looking for the ways in which you have 
answered the objections in Zig’s quote above.

1. Are you marketing to people with a clear need 
for your product/service?

2. Do your prospects have the money to buy your 
product and/or are they the 
decision makers authorized 
to make a decision?

3. Why should your prospects 
buy from you right now?

4. What have you done to 
create desire? Do you 
prospects feel like you truly 
understand their problem? 
Have you told them how their lives will be 
better because of your product/service?

5. 5. Why should they trust you?

The YES! Factor is designed to… 

Make it easier for your prospect to say YES! 
than it would be for them to say no.

In most cases, entrepreneurs fall prey to believing the 
following 3 assumptions:

1. Everybody is my target market 

Remember this: “You can lead a horse to water 
but can’t force it to drink.”

Yea, some marketing and brand agencies will 
tell you to create the need – and that might 
work well if you have DEEP pockets, and 
if you’re okay with many of your advertising 
dollars going to waste. Smart marketers, 
however, will fish where the fish are biting.

Look, if you’re trying to sell me a litter box 
when I don’t have a cat – it’s going to be next 
to impossible, right?

No need = No sale

2. Price is the only reason why someone didn’t 
make a purchase 

To compete with this assumption, some 
entrepreneurs try to solve the “no money” 
objection by reducing their price; however, 
regardless of how much you might think your 
customer has “no money” – if your customer is 
hungry for what you are offering and you make 
the value proposition strong enough, they will 

move mountains to find the 
money to give you.

This “no money” objection 
also becomes a non-issue 
when you target people with 
“big wallets” (see page 3)

3. Not giving a reason for people to trust you

According to the 2011 Edelman Trust 
Barometer, only 46% of people trust 
businesses to do what’s right.

Sure, you might have the greatest product/
service in the world, but if this is my first time 
doing business with you, how do I know it’s 
going to work as advertised? How do I know 
it’s going to work for me?

And believe it or not, the third reason is the most 
popular (and easiest) objection to overcome.
Years ago, when I first got introduced to the concept 
of internet marketing, I came across a course for 
CPA (cost-per-acquisition) marketing. I bought the 
course exclusively on the guarantee the providers 
offered me.

They said: “Take the course and apply the strategies 
we’ve taught you, and if, within 90 days, you haven’t 
made back the money you paid for this course, I’ll 
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give you your money back plus an extra $500.”

I thought to myself, “Damn, I’m not sure how good this 
course is, but if they’re willing to put their money where 
their mouth is… I’ll buy it!”

So I purchased a course from a bunch of guys I never 
heard of – who I knew nothing about – just because 
it was easier for me to say YES! than it was for me to 
say no. After all, what did I have to lose?

And when it comes to guarantees, most 
entrepreneurs offer: 

•	 No Guarantee
•	 Buy Now, Cancel Anytime
•	 15/30 Day Returns for In-Store Credit 

Strategic Entrepreneurs deploying the YES! Factor 
will be more aggressive with:

•	 60-Day No Questions Asked 100% Money 
Back Guarantee!

•	 1-Year Performance Guarantee – You Get 
Results or You Don’t Pay!

•	 Double Your Money-Back Guarantee!
•	 Lifetime Money Back Guarantee!
•	 Unconditionally Guaranteed!
•	 Free Return Shipping!
•	 Return the Product, Keep the Bonuses!
•	 Say “Yes!” Now and Decide Later!
•	 If it’s not what I say it is, I’ll give you your 

money back PLUS something of extra value!

Sure, guarantees are an easy place to start, but for the 
YES! Factor to work, you need to know exactly what 
is stopping your ideal customer from buying in the 
first place.

Let’s say I have metal fabrication needs, and while 
you’re offering me a generous quality guarantee, 
my biggest concern is whether or not you’ll get me 
this product when I need it. If this were the case, 
the Strategic Entrepreneur would build this offer 
into his guarantee or – at the very minimum – use 
testimonials from vendors who can comment about 
the provider being on time.

Gary, a landscape contractor from the Midwest, 
wanted to know how he could earn more business 
from his ideal clients (real estate developers). He 
asked a mentor/friend of mine, Keith Cunningham, 
for his advice. 

Keith asked him, “What reasons do they have to say no?” 

Gary said they are most worried about quality, 
budget, and being on time.

So Keith said, “Then make them a guarantee that 
you’ll deliver the service with a 100% satisfaction 
guarantee that you’ll be on budget, on time, and 
deliver a product the developer would be proud to 
put his reputation behind - or your labor is free!”

If you know you can deliver, consider putting your 
money where your mouth is so that your prospect isn’t 
the only one taking the risk of doing business with you.

And it works for companies like:
•	 Zappos: Free Shipping and Free Return 

Shipping for 365-days
•	 Nordstrom: Free Shipping and Free Return 

Shipping. All the time.
•	 Lands End: “If you’re not satisfied with any 

item, simply return it to us at any time for an 
exchange or refund of its purchase price.”

•	 LL Bean: Shipped for Free. Guaranteed to 
Last… for life!

When someone signs on to be a private client with 
me, they have to be ready to pay me over 6-figures 
a year; however, they have a performance guarantee: 
“I will only get paid a percentage of every additional 
dollar I find for you, and either you make money – or 
you get the benefit of my labor and my research and 
it won’t cost you a single penny.”

I even will go so far and return the retainer they paid 
for me - as long as they tested my marketing strategy 
and the profits couldn’t even cover my retainer (knock-
on-wood, we haven’t had to encounter this issue… yet, 
but hey… I don’t claim to walk on water either).

Who in their right mind would say no to my offer?!  
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It makes it easy for people to say YES!

Walter Bergeron, founder of Power Control Services 
out of Louisiana, has an outstanding YES! Factor. 
The electrical repair industry is notorious for long 
lead times and repairs that fail… so, understanding 
this limitation, Walter promises 5-day repair 
turnarounds and a limited LIFETIME warranty. 

What happened to Walter’s business since he made that 
change? People are practically banging down his door.

A client of mine in the financial education business 
offers a 1-year personal mentorship with direct 
access to him – he even gives his students his cell 
phone number!! Nobody in the business is doing 
that!!  And his guarantee is also better and stronger 
than anyone else’s! 

If you’re in the financial services or other highly 
regulated industry, you’ve got to be more creative and 
think out of the box. You can’t guarantee returns (or 
any performance for that matter); however, often the 
biggest objections comes before the client gives you 
money – you get the objection just trying to set an 
appointment. So, what Yes! Factor can you deploy to get 
an appointment? What’s stopping them from meeting 
with you in the first place? Do they think they’ve heard 
it all before? Are they afraid they are wasting their 
time? What would have to happen for them to say 
“YES!” and give you 60-minutes of their time?

A valuable exercise we use is to grab a sheet of paper 
and write down each of the 5 basic objections that 
would prevent someone from saying yes: no need, no 
money, no hurry, no desire, and no trust.

We create two columns. In the left column, we list 
10 reasons why someone would say “no,” and in the 
right column, we list the strategy for overcoming 
each one of those reasons.  

Once we’ve done that, we rank each reason from 
1-10 – with 1 being the biggest reason someone says 
no, and 10 being the smallest reason.

And from there, we carefully analyze our offer and 
message for a compelling “YES! Factor.”

The Only Way to Make 1+1=3

By Charles E. Gaudet II

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.

One of my dear friends 
and mentors is a guy 
named Marshall 
Thurber. While his 
name is not widely 
known to the public, 
he’s the underground 
source of inspiration 
to some of the world’s 
greatest thought leaders. 
In fact, I wouldn’t be 
surprised if Marshall 
has touched more businesses – both directly and 
indirectly – than any other living person on this 
planet.

Marshall, much like myself, is a sponge for 
information…

And in his unquenchable thirst for knowledge, he 
became one of the few apprentices of the legendary 
Buckminster Fuller – a visionary, futurist, author, 
theorist, and overall genius – and through his 
experience, Marshall taught me the concept of 
synergy.

SYNERGY: The working together of two things 
to produce a result greater than the sum of their 
individual effects (source: Wikipedia)

In other words: 1+1 = 3 (or multiples thereof ).

Where Entrepreneurs Come to Grow Their Business™

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



 14

The way people traditionally approach business is that 
you have a vendor and then you have your business - 
two individual entities with two separate missions.

The vendor strives to meet your needs, and you 
actively try to meet the needs of your customer.

In this case, 1+1=2.

But what can we do to add more synergy?
Change the focus so that both you and the vendor 
become unmistakably laser-focused on creating a 
greater advantage or benefit for your customer.

Two people working together to accomplish the 
same result.

According to Wikipedia: 

“…synergy means that teamwork will produce 
an overall better result than if each person within 
the group were working toward the same goal 
individually.”

When I was operating my real estate development 
company, it took almost a year to achieve synergy 
within my workforce. While we explained the 
importance of each subcontractor working together 
to create a quality home, on time and on budget, in 
a friendly, fun environment for every subcontractor, 
vendor, and client – it took a team to create the 
dynamic.

We kept subcontractors who were willing to be 
part of our team dynamic, and replaced those 
subcontractors who chose not to participate.

Very quickly, we were getting comments like: “I love 
working here!” and “What do I need to do to help you 
find more business so that we can continue working 
together?”

You see, my subcontractors actively wanted me to 
succeed because, inevitably, when I found more work, 
they got to do more of what they enjoyed, with the 
people they enjoyed working with.

But to make synergy work, not only did they have 
to understand my vision, I had to understand what 
success meant to them. While our views were similar, 
one important factor for them was a company who 
was willing to remit payment quickly. And because 
we knew this result was important to them, we 
aimed to pay all invoices with 48 hours.  

As you’ve probably taken notice, most employees 
are aligned with the idea of 9-5 and happy with a 
paycheck – when they go home, they tune out of 
work and focus on having fun.

But to get more synergy from your employees, you’ve 
got to ask yourself: what can I do to enroll them in 
our vision so we’re equally committed to the same 
result?

In some cases, I’ve seen this work by creating a 
pay-for-performance model - tying much of your 
employees compensation to customer satisfaction, 
or measured by the lifetime value of their customers. 
And as the business owner, if you want more satisfied 
customers (or increase the lifetime value), you’ve 
got to equip your employees with the best training, 
tools, and technology to help them succeed. When 
you think about it, you want to pay your employees 
as much as possible because, by doing so, it means 
they’ve done a better job.

But it also means understanding what success means 
to your employees. Maybe they want to buy a house, 
start a family, spend more time with their family, 
become financially independent… the more you 
are enrolled in helping them achieve their vision of 
success, the more they will be enrolled in your vision 
of success… and the phenomenon of synergy takes 
flight!

So the next time you want to do more, get more, 
achieve more… look at ways you can accomplish this 
using synergy.
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INSIDERS ARE PROUD TO SUPPORT:

Coming in the Next Issue…

•	 How would you like to learn a new 
strategy for generating a constant stream 
of qualified leads into your business? 
That will be one of the topics Charlie is 
planning on sharing next month.

•	 If you thought the “YES! Factor” was 
powerful, Charlie’s got a few more 
strategies for seriously maximizing this 
strategy in your prospecting for greater 
conversions and much bigger profits!

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

   Member-Only Announcements

•	 We uploaded two very special posts inside of 
your Members’ area. The first is The Core Profit 
Spectrum – a presentation designed to help you 
dominate your marketplace from a position of 
strength (you can find this under Insiders’ Assets). 
Charlie also uploaded a post called, “Create Your 
Own Personalized Gift Certificate” found under 
the “Member Updates” – perfect for creating a 
Valentine’s Day marketing strategy!

•	 February will give you many “reason why” 
holidays for creating a number of different 
marketing campaigns, whether it’s February 
2nd (Groundhog’s Day), Superbowl Sunday, 
Fat Tuesday, Valentines Day, or President’s Day 
– there’s always a reason to reach out to your 
customers!  Good reasons beget good profits. If 
you missed out on these opportunities this month, 
keep an eye out on February’s calendar posted 
inside of the Insiders’ Club Members’ Area online.

•	 On Tuesday, February 19th, we’ve got a VERY 
special bonus call – we’ll be exploring tips and 
trade secrets for writing a book to position you 
as the “go-to” expert in your industry. We’ll have 
a couple of special guests, too! Join us at 1:30pm 
for a bonus call you definitely won’t want to miss. 
Keep an eye on your email inbox – details to 
follow.

•	 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.

•	 In between his usual marketing reads, Charlie’s 
been nose-deep inside of Dan Brown’s “The 
Lost Symbol.” If you haven’t had the chance to 
pick that book up, and you’re looking for a great 
suspense novel – get this book!
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