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On a Personal Note...

By Charles E. Gaudet II
Just a few days ago, it was a balmy 
-19 degrees in Portsmouth, NH. The 
infamous “Arctic Vortex” sucked out 
any warm air we had, so I did what any 
sane person would do and left for the 
Islands… Cayman Islands.

And while in the Caymans, Heather and 
I decided to hit a “WOD” at Crossfit 
7-Mile – pain never felt so good!

Getting down here (yes, I’m writing 
this newsletter in my bathing suit), 
we flew JetBlue (with 3 little kids, the 
little seat-back TV provides hours of 
entertainment!).

While the inclement weather was not Jet 
Blue’s fault, we did experience a 6-hour 
delay in Boston.  Frustrated, annoyed, 

Continued on page 2

Quotes
“If dogs don’t like your dog 
food, the packaging doesn’t 
matter.” – Stephen Denny 

“A brand for a company is like 
a reputation for a person. You 
earn reputation by trying to do 
hard things well.” – Jeff Bezos

“Think big and don’t listen to 
people who tell you it can’t be 
done. Life’s too short to think 
small.” – Tim Ferris

and a little angered at the situation, 
the JetBlue attendants did their best by 
offering free drinks and snacks in the 
waiting room. Then, to make sure we 
(their customers) felt appreciated, they 
generously offered airline credits to 
all passengers as a “thank you” for our 
patience. 

Sure, there are other things 
(communication 
strategies, etc.) that 
would have improved 
our experience – but all 
in all, I’ll admit that I 
was impressed by the 
way they handled a 
situation that, again, 
was no fault of their 
own.

It’s nice when a 
company steps up and 
goes above and beyond 
what’s required of them 
– all because they value 
their customers.

Customer service and making your 
customers feel valued – I can’t stress the 
importance enough.

But it must be genuine.

Here’s an example of one company who 
f----d up:

 

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!”
    

Januar y 2014

Happy New Year!
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My wife received the above postcard in the mail for 
20% off, thanking her for being a member. Good 
start, right?

Heather came into my office, showed me the 
postcard, and said: “Charlie, this is exactly what you 
write about in your newsletter, and you’re right, it does 
make me feel special!”

But not long after she said that, about 15 minutes 
later, she came back up and showed me this:

It’s the same offer printed in the newspaper.

Her response: “That actually pisses me off. Here I am 
thinking they were thanking me for spending all this 
money with them – and now I see they’re making the 
same offer to everyone?”

If you’re going to thank your customers and make 
them a special offer, make it exclusive. Your best 
customers deserve it.

Where Entrepreneurs Come to Grow Their Business™
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The 2014 TREND 
SPECIAL REPORT

By Charles E. Gaudet II

Of the many products and services 
I invest in to help provide you with 
advanced insights into what’s working 
and what’s not – one such service is 
called “TrendWatching Premium” 
(more information can be found here: 
TrendWatching.com).

Each year, the experts at TrendWatching 
scour the earth looking for the latest 
global trends and insights to offer 
intelligence on how we can stay ahead of 
what our customers want…

Not only is this good news for you (by knowing 
how to better target and serve your customers), but 
you can also feel really, really confident that your 
competition ain’t got a damn clue what’s going on… 
even if it punched them in the face.

Today, I’m going to dive into the 16 mega-trends 
making waves in 2014, and opportunities for surfing 
those trends for additional profits and innovation. 
Let’s jump right in, shall we?

TREND #1: Status Seekers

There’s a subset of people who aren’t afraid to work 
hard in order to play hard. For Status Seekers, they 
design their life and live it on their terms. And 
because of that, they want to flaunt their success… 
but not in a “showy” kind of way… in a way that 
inspires others around them to step up.

Unlike the once popular societal notion of “more 
consumption = bad,” companies encouraging 
consumers to let loose and be proud of their 
accomplishments will thrive.

And because one of the key drivers is to inspire 

others to step up, companies whose products are 
tied to a positive initiative will get an edge.

For example, we saw this in the past with Tom’s 
shoes. 

It just feels downright good to shop at Tom’s 
because the more you buy, the more you’re helping 
others – and Status Seekers will want it to be known 
that they purchased from Tom’s and contributed to a 
good cause.

Similarly, repurposed, recycled, or “green” items – 
preferably with an ere of premium quality – allow 
Status Seekers to be more visible and recognized 
for supporting this cause… Tesla, a luxury electric 
vehicle, is a good example of this.

To take advantage of the Status Seeker trend, 
consider these three qualities:

1. BECOME ICONIC AND A SYMBOL OF 
CONSCIOUS CONSUMERISM

2. OFFER GUILT-FREE STATUS WITH 
A HIGH STATUS PURCHASE THAT’S 
VISIBLY SUSTAINABLE, ETHICAL, OR 
HEALTHY

3. CREATE A GUILT-FREE STORY 
THAT YOUR CUSTOMERS CAN TELL 
OTHERS (AND IMPRESS THEIR 
FRIENDS WITH) THAT ALSO SERVES 
TO INSPIRE OTHERS

Where Entrepreneurs Come to Grow Their Business™
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TREND #2: Betterment

Consumers are facing the reality that the only thing 
holding them back is themselves. When it comes to 
bettering ourselves, we are our own worst enemy – 
and consumers are beginning to flock at companies 
that will hold them to the fire and make them 
accountable for making change.

Let’s face it, there 
are so many apps, 
products, and courses 
now geared towards 
helping consumers 
make a difference in 
their lives, but with 
only 8% of people 
achieving their New 
Year’s resolutions (for 
example), people are 

getting a little deflated and frustrated by not making 
a lasting change.

Because consumers believe they can’t make the 
change on their own, they’re going to go to 
companies who will help them make it happen.

And when a consumer does make progress, 
personalized incentives can be very attractive (for 
example, you get this only when you do that).

For example, AchieveMint, an app that offers cash 
points for good behavior, announced in September 
2013 that it signed up 100,000 new users within 9 
months of it’s initial launch. 

TREND #3: Youniverse

Look, every CEO will claim that the customer is 
the center of their business – but I think you and I 
know better.

We see companies like Google who are working 
hard to deliver an exceptional experience for the 
consumer (and they do a good job with that) – but if 
you’re a business client, no matter if you previously 
spent hundreds of thousands of dollars with them, 
even if their own customer service representative 
makes a massive mistake, good luck getting someone 
to actually return your call and commit to making 
it right (yeah, I’m talking about a recent issue I had 
with these guys… and yes, I’m bitter).

Consumers nowadays want to know and believe they 
are valued and appreciated. (Where have you heard 
that before!?)

If you’ve ever done business with Zappos, you 
know exactly what it feels like to have a company 
appreciate your business. Here’s an example: for 
Christmas, I wanted to buy Heather a pair of boots, 
but didn’t have a damn clue how to find the style I 
wanted on their website. So… I called Zappos, and 
after 45 minutes of laughter and collaboration, we 
found exactly what I was looking for…  And I can 
truly say, I really love shopping with Zappos. Such 
a great company, and I know they always have my 
back…

This idea flows along with The Growth Factor 
report (if you haven’t downloaded your 
copy yet, I’ve placed it inside of the 
Members’ Area for your review).

But with the privacy issue we’ve seen 
between the NSA and the security 
breaches at Target and Adobe – something 
as simple as companies going above 
and beyond to protect their consumers’ 
interests is a step in the right direction.

It doesn’t take a genius to learn that your 
customers want more convenience and 
customization, better experiences, and 
more value – but what are you doing to 

“90% of consumers 
value the role that 

brands play in enabling 
their personal goals.”

- Edelman Brandshare, 
October 2013

Where Entrepreneurs Come to Grow Their Business™
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anticipate your customers’ needs, to make it happen 
before they have to ask for it?

Apple computer did this with their finger print 
technology on the iPhone 5s. It provides better 
security for consumers to unlock their phone and 
complete purchases using their fingerprint. While 
I don’t have 
personal 
experience with 
this technology, 
I recently read 
one editor who 
wrote: “…
it is the most 
comforting 
feature to 
have on a 
smartphone, 
ever since Steve 
Jobs debuted 
the stylish and 
the status-rich 
iPhone years 
ago!”

In my little New Hampshire town, Portsmouth 
businesses are not shy to promote the idea of “buy 
local” – and the residents are happy to support them.
But just because you share a zip code with your 
customer, you can’t expect that to be enough. Oh 
no mon frère… local love is given priority to 
companies who are active, focused, and committed 
to serving their local community. Call them “local 
heroes” if you wish.

Now, if you have a national corporation, don’t think 
this disqualifies you from taking advantage of this 
opportunity – you can still benefit.

In fact, JetBlue does a great job at this! Not only 
does the airline regularly work hand-in-hand with 
local and national organizations to create a positive 
impact in these communities, they are also almost 
always one of the first companies to step up and 

offer local assistance 
during a national 
tragedy – whether it’s 
a hurricane or an act of 
violence. JetBlue says 
it cares, and puts their 
money (and resources) 
behind that statement.

TREND #5: Playsumers

I’ve long said that people want to be entertained.

This year, people are being a lot more vocal about 
it, and give preference to companies that surprise, 
delight, amuse, and entertain them.

Consumers are okay with putting in a little sweat 
equity (like the subway station in Moscow which 
gave away a free transportation pass to travelers who 
could complete 30 squats in two minutes… courtesy 
of the Russian Olympic Committee), so long as 
they’re doing something a little different that lets 
them put a smile on their face.

At Peddler’s Creamery in Los Angeles, California 
– if you want ice cream, you better get to work! The 
ice cream is made with organic, fair-trade, local (and 
exotic), ingredients churned by bike! That’s right, if 

TREND #4: Local Love

“61% of consumers 
would like their favorite 

brands or companies 
to play a bigger role in 

their local community.”

- Havas, September 2013

Where Entrepreneurs Come to Grow Their Business™
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you want ice cream, you’ve got to peddle your way to 
churn it into deliciousness!

This is the type of thing that people pay attention 
too! It’s different, unique, and fun!

TREND #6: Ephemeral

Ephemeral Definition: lasting for a very short time

Consumers today are what you could call digital time 
travelers.

They document all aspects of their lives, experience, 
ideas, and memories on Facebook, Twitter, cell 

phone cameras, etc. 
– and seek options 
to record, store, and 
reflect upon the past.

This comes in the form 
of wanting to digitally 
archive their memories 
(for future recall) – 
they demand to find 
new ways to outsource 
their memory into 

digital space. Photos, memories, sound bytes, 
thoughts… you name it. Help them with recall (it 
all adds to the experience).

And if you can make this happen quickly and easily, 
you win.

While there are many applications I’d qualify as 
“ephemeral” – my favorites would be DropBox and 
Evernote.

 

TREND #7: Helpful

“Helpful” is a convenience-focused trend, meaning 
consumers expect new technologies to eliminate 
any customer experience disturbances and create the 
ultimate in ease and convenience.

BUT… but… but… this cannot happen at the expense 
of human contact!

 In fact, quite the opposite…  

These tech innovations much facilitate a very real, 
genuine connection between the company and the 
consumer.

This (again, supporting The Growth Factor) 
means you must expect your customers’ needs for 
information, connection, assistance, and more before 
your customer 
asks for it.

How did this 
come about? 

 Well… it was a 
matter of time.  

After all, we 
live in a world 
of instant 
gratification – 
any information 
we want can 
be instantly accessed in the palm of our hand with 
our mobile device – and now this is translating into 
a society where people expect you to give things to 
them quickly and easily.

100 hours of video are 
uploaded every minute. 
6 billion hours of video 
watched every month.

- YouTube, May 2013

“54% of UK consumers 
say the most important 
customer service factor 

when contacting a brand 
is being able to interact 

with a real person.”

- Mitel, October 2013

Where Entrepreneurs Come to Grow Their Business™
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Things to consider:

•	 75% of consumers prefer customized in-store 
experiences to online shopping (Instant.ly, 
April 2013)

•	 Too many choices overwhelm consumers – 
take a holistic view of their individual needs to 
help guide them

•	 Anticipate and serve your customers need for 
information (i.e. Hellmann’s fitted shopping 
carts with tablets that suggested recipes based 
on the shopper’s journey around the store – 
BRILLIANT!!!)

•	 Think beyond the point of purchase to provide 
your consumer with a greater advantage and 
benefit

•	 Make your customer service experience as 
human as possible (i.e. Amazon has a support 
button built into the new kindle fire that 
summons a live video chat with a support 
technician right onto your screen, but to 
protect your privacy… you see them, they can’t 
see you)

TREND #8: Joyning

This trend requires a bit more creativity and out of 
the box thinking to take advantage of…

Mainly, this trend is looking at the many, many ways 
in which we communicate with each other, and with 
the huge influx of social media platforms (and new 
ones coming everyday), entrepreneurs in countries 
like China and South Korea are seeing when you 
create an easier way for people to communicate, 
they’ll come to you in droves.

There’s a trend for people to gravitate towards 
innovative social networks and platforms that 
facilitate this connection.

For most of us operating in a physical location or 
offering products/services over the Internet, I’d say 
this trend isn’t directly applicable – but it’s nice to 
know what’s going on!

TREND #9: Human Brands

Do you think people would mourn the Apple 
computer company if they announced they were 
going to close their doors and stop selling their 
products… forever? Without a doubt, this would 
cause a protest.  People love Apple (and millions 
around the world mourned the death of it’s founder, 
Steve Jobs) because they are committed to giving 
you an awesome experience.

When I walked into the Apple store to purchase 
my Mac, I instantly went for the top of the line 
computer with all the whizz-bang gadgets and 
gizmos, but the sales person (albeit convincingly) 
down sold me into only buying what I needed 
(anything more would have been a waste).

Apple earned my trust.

What would happen if you decided to close your 
doors today? Would your customers be upset?

Here’s the cold hard truth:  

When asked about “meaningful brands,” most people 
said they wouldn’t care if 73% of brands ceased to exit.

- Havas, June 2013

We’ve pointed this out many times before… It 
comes down to the quality of the relationship you 
have with your customers.

And with all the trust issues customers have with 
governments and businesses, jaded consumers 
will reward companies who put honesty and 
transparency at the forefront of their messaging.

Look, no one expects you to be infallible – and just 
the simple claim that you’re perfect will only make 
your customers more convinced you’re flawed. But 
being open about your flaws actually positions you 
as a company they can trust.

You can’t hide behind your mistakes. The moment 
your customers find them, they’ll point them out and 
popularize it across every social media microphone they 
have access to. Sooooo… get to the mic before them and 
publically confront your flaws.

(Wow, I can actually feel some of you getting 
nervous reading this!)

Where Entrepreneurs Come to Grow Their Business™
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Preemptively confronting criticism turns potential 
conflict into praise.

JP Morgan had $2,000,000,000 in trading losses 
(yea, that’s 2 Billion with a “B”), and could have 
made some sort of excuse or pointed the finger on 
someone else - and people may have even bought it.  

Instead, CEO James Dimon, stepped in front and 
said the bank’s strategy was “flawed, complex, poorly 
reviewed, poorly executed, and poorly monitored.” 
Then he said: “We will admit it, we will fix it and 
move on.

That’s one of the most extreme examples I can think 
of… but it doesn’t just have to be a mistake, it can 
just be about being transparent and positioning 
yourself as a champion to your customer – and it 
could start by exposing industry flaws and how 
you’re going to make it right.

Check out this example by the Art Series Hotel in 
Melbourne, Australia:

 Oh, and if you think they keep their occupancy 
close to the pocket… think again. 

 It’s bold. It’s different. But in a noisy 
world of everyone claiming, “try 
me!” – it’s the one who stands out as 
being most different that captures the 
attention.

Consumers want you to be honest 
with them, and they want to know 
you’ll have their back (even if it means 
you’ll take a stance to protect them). 
But if you want to make this work, be 

bold. Braveheart didn’t go into war with a little cat’s 
meow – he stood strong to rally the troops and get 
the support he needed.

Consider:

•	 “In the USA and UK, ‘transparency and 
honesty’ is the third most important purchase 
factor after price and quality. In China, 

transparency 
and honesty are 
considered more 
important than 
price.” – Cohn & 
Wolfe, October 
2013.

•	 90% of 
people want 
brands to be 
as transparent 
about a product’s 
performance as 
they are about 
their values. 
– Edelman, 
October 2013.

Where Entrepreneurs Come to Grow Their Business™

© Copyright 2014 Managed Marketing LLC   |  The Predictable Profits™ Insiders’ Club  |   www.PredictableProfits.com



9

TREND #10: Better Business

Here’s the deal: 93% of global consumers want 
more of the products, services, and retailers they 
use to support social or environmental causes. 
(Source: Cone Communications, July 2013)

Look, you can’t convince me that McDonald’s is a 
healthy option, and people are going to continue 
killing themselves eating this crap regardless of the 
health effects. McDonald’s, of course, knows their 
stereotype of being “unhealthy” – and is making a 
preemptive approach to help their customers feel 
less guilty about eating there.

So McDonald’s made the smart decision to reduce 
this guilt by announcing a global partnership 
with the Alliance for a Healthier Generation, to 
publically state their commitment to helping people 
make healthier choices.

Does it really work?

Well, if your customers have any guilt whatsoever 
purchasing your product or service, identify all the 
guilt attached to what you do, and then eliminate 
it.

For example: I get my hair cut at Aveda Salon, and 
it costs me $48 (including tip) to trim my mop.  
Admittedly, I do feel a little guilty about spending 
so much money for a hair cut when I could go down 
the street and get the same cut for $20.

I justify it by arguing the quality is higher (of course, 
it doesn’t take an advanced degree to cut my hair… 
it’s pretty simple). Then I noticed a sign in the store 
illustrating the company’s mission and how my 
support is changing the world. And Aveda didn’t 
just say how they are helping the world (generally 
speaking) – they actually quantified their current 
impact to make it more real.

Starbucks does the same things across many, many 
different missions – including Ethos Water.

Ethos® Water was created to help raise awareness 
about this terrible crisis and provide children with 
access to clean water. Every time you buy a bottle 
of Ethos® Water, you contribute $.05US ($.10CN 

in Canada) to the Ethos® Water Fund, part of the 
Starbucks Foundation. So far more than $7.38 
million has been granted to help support water, 
sanitation, and hygiene education programs in 
water-stressed countries – benefiting more than 
430,000 people around the world. In 2012 two new 
grants were made in East Africa, an important 
coffee-growing region for Starbucks.

And it feels good flying JetBlue because of how 
much they give back. In early September, for 
example, they hosted more than 100 families 
for Blue Horizons for Autism to help autistic 
families and children have a more enjoyable travel 
experience.

TREND #11: Ubitech

Technological innovations continue to serve new 
needs, and the demand exists for upgrades to make 
good technology even better.

Think 
about new 
functionality 
rather than 
a completely 
new product.

For example, 
take a regular 
television and 
upgrade it 
with Google’s 
Chromecast by 
simply plugging 
this little 
doohickey into 
the TV’s HDMI port. Voila! You’ve got a smart TV! 

TREND #12: Infolust

Consumers have long lusted for more information, 
but this year, it’s a little different.

Just regular information won’t cut it – they want 

Where Entrepreneurs Come to Grow Their Business™
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dynamic, contextual, predictive, personalized, and 
instantly glanceable information that’s also useful 
and relevant.

We’re seeing this happen with wearable and smart 
devices galore (watches, glasses, apps… you name 
it), with a focus on how they improve the delivery 
of useful and actionable information at the center of 
their popularity. 

Consumers want to capture more of their own 
personal data.

Google Glass, smart watches… you see it coming, 
don’t you?

The biggest trend in my Crossfit gym right now is 
this gadget called Fit Bit… it’s a bracelet that sends 
your fitness and health data back to your computer 
and mobile phone.

TREND #13: Fuzzynomics

With the internet and endless technologies that 
allow people to easily and affordably start a business, 
consumers have the entrepreneurial bug… and 
they’ve got it bad.

So, how can you help quench this entrepreneurial 
craving?

What can you do to creatively encourage 
entrepreneurs?

Etsy teaches low-income individuals how to turn 
their craft skills into businesses. British Airways 
offered an 11-hour innovation lab. Domino’s 

pizza offered gift 
cards to reward 
individuals who 
supported various 
crowdfunding 
projects.

TREND #14: Pricing Pandemonium

I think the TrendWatching folks worded it best 
when they said: “any price is possible when 
producers truly understand what consumers 
value.”

In the true spirit of premium pricing, you achieve 
this when  you create experiences your ideal 
customers desperately want.   

Personalization… customization… it’s all part of 
what drives a premium price as well.

Reebok, for example, lets you custom design your 
own sneakers for a premium price.

TREND #15: Tribes & Lives

There’s a “new normal,” and if your marketing 
message is synchronous with the days of “Leave it to 
Beaver” – you’re going to quickly position yourself as 
an out of touch dinosaur.

•	 52% of people are now in support of same sex 
marriage (Gallup, July 2013)

•	 Mixed race families

•	 Co-parenting (without parents in a romantic 
relationship)

•	 Same sex parents

•	 Increasing amount of stay-at-home dads

68% of millenials 
believe they have the 

opportunity to become 
an entrepreneur or 

bring an idea to market.

- Telefonica, June 2013

Where Entrepreneurs Come to Grow Their Business™
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TREND #16: ReMapped

The world is constantly evolving, and new 
generations bring about different challenges.

It used to be that a logo would be enough to 
instantly double the price of an item, but many 
emerging markets no longer want to showcase 
a company’s logo. Heck, 55% of Gucci’s global 
handbag sales were logo-free in 2013, up from 20% 
in Q3 2012 (Gucci, October 2013).

And just because you’ve got a brand 
name like “Gucci,” you can’t rest 
on your laurels thinking that’s all 
you need to compete on quality. 
Advances in technology and the 
scalability of outsourcing allows for 
almost anyone to rival good quality.

So, keep an eye on your customers, 
and be open to the idea that you 
might be a bit of a dinosaur stuck 
in your old ways - when your 
customers might be begging you to 
communicate differently, change your image, or even 
your cause.

Blockbuster, Polaroid, Compaq Computer… those 
are names of the past because they were so narrowly 
focused on what they did, they missed the bigger 
picture.

As my mentor and friend, Marshall Thurber, shared 
with me last night:

 “When you get Lasik surgery done on your eyes, 
you get one eye set for close up vision and another 
for distance vision – now if you close one eye, you 
won’t see the world as it’s designed. The only way 
you get perfect vision is to keep your eyes open 
to see comprehensively – both what’s close to you 
and what’s distant from you – all at the same 
time.”

How to Bounce Back Profits With 
This Marketing Strategy

By Charles E. Gaudet II

As soon as your prospect makes a purchase from 
you, your next objective is to get them to come back 
for more!

Strengthening and maintaining the relationship 
is key to the long-term customer relationship, but 
over the short-term, we need to consider valued-
added marketing strategies they keep them in the 
buying cycle.

One highly effective strategy is called a “Bounce 
Back Offer.”

In essence, a “bounce back” is a discount or coupon 
given to a customer at the time of purchase or 
upon delivery of the purchased item.

For example, last year I invested in a marketing 
program on direct mail (no matter how smart 
you think you are, it pays to continually reinvest 
in yourself !), and as I opened the box of course 
material, inside an envelope was a thank you letter.

And with the thank you letter was a special 
“scratch off ” sweepstakes offer – and as I crossed 
my fingers, grabbed my lucky penny, and scratched 
the offer – it revealed I had “won” with a 50% 

Where Entrepreneurs Come to Grow Their Business™
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discount off of my next course to be used within 30 
days.

(Now there are a lot of psychological reasons for 
the scratch off bounce back that made this offer 
exceptional – but the two biggest triggers are #1: 
letting your customer’s “win” with a big discount, 
and #2: the big discount creating an irresistible 
offer).

So, with my 50% discount, I made another 
purchase (yup, even as a marketing guy myself, I 
too am susceptible to an irresistible offer!).

Another example is a company I worked with to 
purchase some promotional material for a test offer. 
My order was roughly $250, but when the package 
arrived, I received a bounce back gift certificate 
worth $25.00 off my next purchase, was set to 
expire in 30 days.

I also noticed a pharmacy using a bounce back 
system. I purchased Children’s Advil, and on the 
back of the receipt, was a time-limited offer for a 
repeat purchase.

It’s simple, easy strategies like the bounce back 
offer that takes little effort and time, but can make 
a HUGE impact to your bottom line.

Let’s Go Banners, Inc., a B2B promotional 
company, argues that bounce back coupons had 
the HIGHEST impact on their profits out of any 
single marketing strategy they’ve ever deployed. 
Pretty interesting, right?

Adding a bounce back increased their revenue 
by $200,000 - $300,000 per year, without any 
additional marketing or sales efforts!

And this was all done automatically and 
systematically… they simply attached a bounce 
back coupon as part of the statement shipped with 
their product. (Source: http://www.letsgobanners.
com/html/bounce_back_coupons.html)

Here are some things to consider when setting up 
your own bounce back offer:

 √ Be sure to integrate a level of authentic 
scarcity in your offer. Either make it time-
limited (for online: 48 hours – 2 weeks; 
offline: 2 weeks – 60 days) or make it 
available for a limited quantity.

 √ Test various offers like straight discounts, gift 
cards, free gifts, or other such special offers. 
Don’t assume discounts will give you the 
biggest result – and make the offer relevant 
to the customer (for example, if you’re a 
printer, don’t make your customer an offer of 
free business cards if the customer purchased 
birthday invitations).

 √ Vary your bounce back offers – if you offer 
the same offer with every purchase to every 
customer, ongoing, they will become less 
effective for subsequent purchases as time 
passes. Be a little creative and vary it up 
according to time of year, offer, customer 
purchase history, etc.
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What to Do When Even Super 
Bowl-Sized Attention Can’t Create 
Sales 

By Insiders’ Club Member, Tom Trush

In what is far from a surprise in most direct-
response marketing circles, the research firm 
Communicus recently released a study that showed 
80% of Super Bowl ads end up selling squat.

Yep, advertisers spend up to $4 million for a 
30-second spot and most see no increase in sales. 
In fact, the Tucson, Arizona based firm found 
about 60% of the ads it tested didn’t even increase 
purchase intent.

Super Bowl commercials highlight one of the most 
over-glorified desires shared by entrepreneurs and 
executives who actively market their businesses: 
attention.

The fact is, attention alone can’t create sales. 

As we’ve discussed in this spot before, the most 
critical piece in the promotional puzzle is trust, 
which takes time and repeated contact to develop. 
Furthermore, effective marketing today involves 
interacting and delivering value to those who need 
your help.

In a Jan. 6 Advertising Age article, Communicus 
CEO Jeri Smith explained another big problem 
with Super Bowl commercials.

“The advertisers really dial up the entertainment 
quotient to pop to the top of the USA Today 
rankings and such,” she said. “But we find the 
brand association with Super Bowl commercials is 
much lower than you’d get with a typical buy, just 
because of the way the creative is structured.”

Take a second or two and think back to last 
year’s Super Bowl commercials. Which ones do 
you remember? Do you recall making a purchase 
because of something you saw on TV during the 
game?

According to the USA Today Ad Meter, Budweiser’s 
baby Clydesdale spot was the most popular 
commercial during last year’s Super Bowl (watch it 
here: http://youtu.be/uiJqzdOr4Ok). Did you feel 
a sudden craving for a beer after you watched it? 

Probably not… and you’re not alone. 

According to Anheuser-Busch, 
Budweiser’s U.S. sales were down 4.1% during first 
quarter of 2013. Nielsen also reported that Bud 
sales in the four weeks ending April 13 dropped 
7.7% (the game was played on Feb. 3, 2013).

Of course, a Super Bowl commercial isn’t the 
only factor that led to decreased sales. But what’s 
important to note is that (again) attention alone 
doesn’t cause consumers to open their wallets.

This is the primary reason why, instead of 
generating attention, I suggest concentrating your 
marketing efforts on creating relationships. 

Strategic invites are one way to handle this task. 
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In his New York Times best seller, Book Yourself 
Solid: The Fastest, Easiest, and Most Reliable System 
for Getting More Clients Than You Can Handle – 
Even if You Hate Marketing and Selling, Michael 
Port describes what he calls the “always-have-
something-to-invite-people-to” offer. 

The idea behind these offers is simple: 

People generally hate to be sold, but they love to be 
invited – as long as the invitations are relevant and 
anticipated.

When Port first started his business, he offered a 
weekly teleseminar. Sometimes the topics covered 
ideas for getting more clients. Other times he 
shared strategies for becoming more successful in 
business and life. 

Anyone could attend the calls for free. When 
he met people who might benefit from the 
information, he invited them to the next call. 
Eventually, the calls turned into an online social 
networking community. 

He focused on adding value at all times. Of course, 
a percentage of his audience eventually became 
clients. 

My sister-in-law is part of trio who uses their 
Cincinnati-based company Cooking with Caitlin 
to “inspire culinary confidence.” About five years 
ago, the three ladies organized their invite offer 
using Twitter. 

Now, every Monday from 5-6:30 p.m. EST, foodies 
flock to the social networking service to share 
tips and ideas using the hashtag #FNIchat. The 
90-minute online party averages between 100-200 
active participants, resulting in about 1,000 unique 
lines of communication and 3-5 million potential 
impressions.

The event that began as a way to bring together 
food fans is so popular now that it attracts 
sponsorships from big brands such as Hellmann’s, 
Sun Chips, and Kraft.

For me, I continue to fall back on free reports as 
my invite offer, and I then communicate with 

these communities often (mostly through email). 
Recently, I also started giving more attention to my 
Marketing Minds Podcast and its iTunes audience.  

Regardless of what medium or method you choose 
for your free invite offer, don’t skimp on value. 

“Please give away so much value that you think 
you’ve given too much, and then give more,” Port 
emphasizes. 

Not only does this approach establish you as a 
helpful resource, but it also builds your credibility 
and likeability. What’s more, you leverage your 
time because you connect with many potential 
clients at once.

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
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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!

QUESTION: “Hey Charlie!! Just a really quick 
question for you. Can you tell me what is the easiest 
way to drive traffic to my website?” – Jeff M. - 
Maryland

Hi Jeff,

Got to 
love those 
“really 
quick” 
questions 
that take 
really long 
answers ;)

That’s okay 
– you’re 
not the 
only one 
wanting 
this answer. 
In fact, everybody wants more traffic to their 
website!

Early in my career, I invested tens of thousands of 
dollars on courses and programs looking for this 
answer (even travelled to two different countries, 
meeting with experts to get the answer). While 
all the information was valid, it’s tough to resist 
banging your head against the wall trying to get an 
easy answer to that question… and once you find 
the answer, algorithms and technologies change.

I’ve created and sold websites ranked #1 in search 
engines that generated hundreds of thousands of 
dollars a year in sales… only for Google to make 
a slight change (for example) and the faucet went 
from full blast to a trickle…

As I’ve discovered, most of “what works” isn’t as 
sexy as what many of these gurus are trying to sell 
you.

Strategies for driving traffic come and go as quickly 
as a wink.

But there are a few “tried and true” strategies 
that continue to work without trying to trick the 
system.

The “easiest” way to get traffic is to pay for it – 
either through PPC (pay per click), Facebook 
advertising, retargeting, or flat out media buys 
(buying a banner on someone else’s website)… if 
you have a proven way to capture leads and convert 
them into paying customers, you have no excuse 
for why you are not using some form of paid traffic.

Start with a small investment. Track everything 
(keywords, sources of traffic, return, headlines, 
advertisements, etc.). Test.

But let’s say you were looking for “free” traffic 
instead…

My top 3 sources of free traffic historically and 
presently are:

1. Guest posting articles on other peoples 
websites

2. Writing high quality articles on my own 
blog that people actually want to share or 
cite

3. Traffic from online press releases

Followed by Social Media (Twitter, LinkedIn, and 
Facebook)… and organic searches.

Funny as it may be, when you create content 
people love and love to share, the SEO sort of 
naturally takes care of itself (that’s not to diminish 
its importance, it’s just that I wouldn’t spend 
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much time or money making this an initial focus 
– there’s other, more important things to spend 
money on that can yield a much greater return on 
investment).

My traffic strategy boils down into three key 
ingredients:

1. Be everywhere your market is - keywords 
they are searching for, blogs they’re reading, 
places they are going to for advice.

2. Track where your traffic is coming from 
- using a service like Clicky or Google 
Analytics is helpful – plus, if you use paid 
advertising, track the keywords – do more of 
what works, less of what doesn’t.

3. Create and maintain an active blog and 
make it easy for people to share your 
articles – write at least one new blog 
post a week, with content relevant to your 
customers - an article they want to share. 
PLUS, make it easy for your prospects to 
share the articles by adding a Wordpress 
plugin like www.ShareThis.com (I’m a big 
fan of this plugin). 

Hope this helps!

In your corner,

Charles E. Gaudet II

Founder of PredictableProfits.com

Time to Grab Life By The Horns

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.

Here’s a question I was asked this morning that I 
thought I’d share with you:

There are three frogs on a lily pad, one made a decision 
to jump off.

How many frogs are left on the lily pad?

Think about that question for a second.

Do you have the answer?

Did you guess two? If so, think again.

The correct 
answer is: 
three.

You see, one 
made the 
decision to 
jump off but 
never took 
action.

This reminds 
me of a 
situation one 
day, when I was sitting at a Tony Robbins’ seminar, 
and one particular young man told Tony he was 
trying to change his life.

So Tony asked him to turn around and try to pick 
up his chair.

The man turned around and picked up his chair, 
and Tony yelled: “STOP! I said try to pick up your 
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chair. Try again!”

The man, looking confused, turned around and 
picked up his chair again.

Tony yelled once more: “Don’t you listen? I asked you 
to try to pick up the chair! Do it again!”

Then after a few back and forths, the gentlemen 
realized that if he was “trying” to pick up the chair, 
he could wrap his hands around the seat and try 
to pull up, but if it actually lifted the chair off the 
ground, he DID pick up the chair and it was no 
longer trying.

There are those people that say they’ve made the 
decision to change their lives, they want to change 
their life, or they’re trying to change their life… 
and then there are those people that just commit 
and do it.

This year, as you blast through 2014 – instead of 
just looking at your New Year’s resolutions and say 
you’re going to try to achieve them, perhaps do 
something different this year and eliminate “try” 
from your vocabulary. And if it’s really important 
to you, publically state that you’re going to do it.

INSIDERS ARE PROUD 
TO SUPPORT:

Coming in the Next Issue…

•	 Becoming “commoditized” is the cancer 
threatening nearly every business and service 
on the planet – but how do you avoid this? It’s 
one of the most important considerations an 
entrepreneur must discover, and Charlie will 
reveal this in next month’s issue! 

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

Members-Only Announcements

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

•	 February 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! 

February

February 2nd - Groundhog Day

February 3rd - The Day The Music Died

February 7th - Girl Scout Cookie Day

February 9th - National Stop Bullying Day

February 11th - Get Our Your Guitar Day
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February 14th - Valentine’s Day

February 17th - Presidents Day

February 20th - Love Your Pet Day

February 22nd - International Tongue Twister Day

February 24th - National Cupcake Day

February 27th - National Chili Day

February Weekly Observances

1st - 7th - Women’s Heart Week

3rd - 7th - International Networking Week

7th - 14th - Risk Awareness Week

9th - 15th - Random Acts of Kindness Week

16th - 22nd - National Engineers Week

17th - 22nd - National Entrepreneurship Week

February Monthly Observances

American Heart Month

Dog Training Education Month

Library Lovers Month

National Black History Month

National Children’s Dental Health Month

National Parent Leadership Month

National Time Management Month

Youth Leadership Month

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.

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

Million Dollar Roundtable: Invitation 
Only. Must demonstrate proficiency in the 
Predictable Profits Methodology and have an 
annual income of $1,000,000 or more. 

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

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

- Monthly Insiders’ Club Newsletter

- Quarterly Group Presentation

- Restricted Access Website

- Exclusive Members’ Only Blog

- PLUS MORE!
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