
Welcome to the first newsletter of  2017!

Every year we create a “theme.” Last 
year, it was “work smarter, not harder.”

Please don’t misinterpret “working 
smarter” to mean I’m working a 4-hour 
workweek… Au contraire mon frère.

Over the last several months, it’s fair to 
say I’ve worked a solid 60-hour week 
(often more).

The difference?

The average entrepreneur works 1 hour 
and receives 1 hour of  output (that used 
to be me too).

But using a combination of  automation 
and delegation – for every hour I work, 
I’m receiving 2-3 hours of  output.

Here’s what I mean:

Last week, I wrote a post for the Young 
Entrepreneur Council. It took me 
about 30 minutes to write.

Then I leveraged that post and 
repurposed the content into an 
email, article on Medium, blog post, 
contribution to Predictable Profits 
Academy Members, a and social media 
share.

No big deal – but one effort served 6 
purposes.

If  you missed the post, check out 
http://www.predictableprofits.com/
working-hard-marketing-automation/ 
and see how I turned 3 hours of  work 
into an automation process that will 
save my team 720 hours a year!

I’m also putting more and more 
systems and processes in place - so my 
business can survive and thrive even 
when I’m not working (now, in full 
disclaimer – we’ve helped several clients 
do this for their own businesses, but in a 
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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!”
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typical “cobblers’ kids wear no shoes” scenario, we’re 
still building our own internal systems).

Last year’s theme has turned into a habit - and part 
of  our business culture – so this year, we created a 
new theme…

The theme for 2017 is “Selling Through 
Serving.” 

This means that we’re making a more conscious 
effort to contribute high-value tips, information, and 
strategies to help more business owners obtain an 
advantage… 

Some of  this content is reserved for paying clients/
members, while other content will be freely available.

You see, with the lack of  global trust (CNN lambasted 
by the President-Elect for “Fake News,” Volkswagen pleading 
guilty to 3 felonies, and Samsung tainted by corruption), your 
buyers are skeptical.  

Trust is near an all-time low…

So, when you do something genuine, helpful, and 
sincere to help someone enhance their lives – even 
before they pay you for it – they’ll respect you. 
They’ll start to like and trust you, and it sets the 
foundation for a long (and profitable) relationship.

“Selling Through Serving” also means that this year, 
we will aim to DOUBLE the amount of  value and 
contribution we provide to all our paying clients.

Do you have a theme? If  so, send me an email at 
Charles@PredictableProfits.com and let me know.

Stay tuned… Lots more coming.

Happy New Year!

With gratitude, 
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X

Just a month ago, inboxes and mailboxes were 
flooded with holiday messages and good wishes.

Some messages were welcomed and memorable…

Others fell flat.

When my clients ask me: “How often should we 
communicate with our list?” – as a general rule of  
thumb, my answer is: 

“When you have something valuable to say.”

Just because you have a Holiday, that doesn’t make it 
okay to violate this rule.

As we approached each special occasion, it became 
evident which companies were strategic in their 
communication… And which ones were not.

Holidays give you an opportunity to communicate 
with your list, to further build and maintain a 
relationship, and to make more sales.

So, it’s rather shocking how many companies put 
such little effort or thought into this strategy.

Most companies notoriously send generic emails like 
this:

Let me ask you:

• Does this sort of  message elicit any sort of  warm emotion?

• Does it establish brand preference?

• Does it offer any value?

• Does it further build or maintain the relationship with you?

• Does it make you feel special, valued, and appreciated?

The reality is that this sort of  impersonalized, mass 
email did nothing but clog up your prospects’ and 
buyers’ inboxes. Just as soon as they opened it, they 
hit delete.

I’ll show you a few good examples in a moment, 
but while I’m fanning the fire of  bad holiday 
communication, kindly allow me to pick on one 
more unsuspecting soul.

Here’s another email from a company in the 
Midwest:

First, this was a spam email… I never subscribed to 
their list (faux pas #1).

Secondly, the email was all about them. “We, we, 
we…” Nothing about me (faux pas #2).

How to Be Smart with Your Holiday Marketing

By Charles E Gaudet II
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The email continued (I cut it off to spare you). 
However, this guy talked more about himself  than 
Donald Trump (yup, I went there). 

It did nothing to move the sale…

It did nothing to establish brand preference…

It wasn’t relevant to me…

Look, we’ve all been to a party where we started a 
conversation with someone that talked entirely about 
themselves… How’d that make you feel?

So, I really don’t know why some “smart” 
entrepreneurs think that business communication is 
somehow different. It isn’t.

On the contrary, let’s take a look at a few examples 
of  Holiday promotion that was strategic. 

Anderson Windows sent a trifold, double-sided card 
over Black Friday. Here’s the cover:

Being curious, I opened the card and I instantly saw 
the call to action:

“Buy 1, Get 1 40% Off!”

Now, that alone is compelling (if  I was in the market for 
windows), but they took it several steps further.

In addition to the price incentive, they also offered 
no money down, no interest, and no payments for 12 
months… Plus an additional $100 off each window.

^ Appealing to the price-sensitive consumer.

Next, because social proof is so important – when you 
opened the card, they added a subheadline that read:

“As this is one of  our most anticipated and 
deepest discounts, our calendar fills quickly.”

^ This indicates that others are anticipating this deal. 
Smart.

Furthermore, they reinforce social proof  and 
credibility by highlighting the number of  projects 
they’ve completed, a 4.6 out of  5 star rating, and 
3,117 reviews from customers.
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They also answer objections and highlight concerns 
of  replacing windows in the winter, such as:

• They only replace one window at a time to 
reduce exposure to the cold

• They close off each room to minimize heat loss

• They eliminate tracking snow and mud into the 
home

This was a great mailing (if  they wanted to increase 
performance even more, they could have made the 
ailing more personalized).

Now check out this card I received in the mail from 
the cofounders of  Chewy.com:

This handwritten letter served two main purposes:

1. To say “thank you”
2. To make me feel special, valued, and 

appreciated

You see, not every communication you have with 
your database needs to be a sales message.

Why waste the paper and postage if  you’re not 
going to sell?

Because it’s genuine and sincere communication 
– like this card – that makes you feel good about 
doing business with a company like Chewy.

In fact, it made me feel so good that 
within 24 hours of  receiving this 
thank you note, I provided them with 
a word-of-mouth referral.

Not enough companies take the time 
to say “thank you,” and furthermore, 
it’s rare that a company will invest the 
time and resources into delivering a 
handwritten letter.

(Oh, and don’t kid yourself  into 
believing the letter actually came from 
the cofounders – there are plenty of  
printers, services, and contractors 
willing to handwrite these letters 
for you. A quick Google search for 
“handwritten letters” will provide you 
with some options.)

But what if  you wanted to “thank” 
your customers AND sell them at the 
same time?

Check out the card on the next page 
that Jeff at JG Painters sent me.
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It was a very simple letter with a nice hand-written personal 
touch. Additionally, he offered 20% off any interior painting 
project – but my favorite part of  this mailing was the gift card for 
a free cup of  coffee.

Sure, a cup of  coffee isn’t much – but it’s the gesture. It’s the fact 
that Jeff went out of  his way to offer me something that others 
did not. It made me feel special, valued, and appreciated – while 
also tempting me with a compelling 20% discount for future 
projects.

You see, entrepreneurs often make things too complicated. They 
think every strategy needs to be a big, elaborate, and complex 
initiative when, most of  the time, it can be as simple as a thank 
you card and a free cup of  coffee.

It sets you apart from everyone else, lets them know you care, and 
builds the relationship with your customers/clients.

Sometimes, it’s the little things that count the most.
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How many “shoulds” related to your marketing have 
you told yourself  during the last month?

We’re in the early phases of  a new year, so you’re 
likely still thinking about things you want to change. 

• I should create more videos.
• I should start updating my website more often.
• I should be more consistent in my outreach to prospects.

Sure, desires like these are great when they actually 
happen. 

Yet when you fall short on “shoulds,” you usually 
don’t feel too disappointed. After all, you likely knew 
the chances were slim you’d stick to your goal.

So the question worth asking yourself  is:

What if  your “should” became a “must”?

When this happens, you suddenly raise your 
standards. You stop tolerating what comes your way 
and instead make success the only possible outcome. 

This shift – when the thing that should happen has 
to happen – is key to creating change in the way you 
market your business.

In the words of  Tony Robbins, “Any area you are not 
getting what you want is because you haven’t raised 
your standards.” 

(I’m briefly venturing outside the marketing 
world – so hang tight...)

The problem is, too many people live by 
standards they developed long ago. Many 
of  us determined what we believe and what 
we’re capable of  way back in childhood.

It doesn’t take much thinking to realize 
you’re nowhere near the same person you 

were back then. You aren’t even the same person you 
were last year. 

So, it’s critical you keep raising your standards.

Sure, this applies to your marketing - but it can also 
relate to your finances, relationships, environment, 
appearance, and even your profession. 

Your standards are usually lower than what 
you can achieve.

Keep in mind, too - because your standards are 
reflected in so many areas of  life - that even simple 
daily actions (e.g., how you dress, the way you 
communicate, what you eat, etc.) send messages 
about how you feel about yourself  and others. 

Of  course, people pick up on these messages… 
Usually without you even knowing it. 

Whether they sense high or low standards, you’re 
judged accordingly. 

The good news is that setting high standards 
immediately raises your expectations of  what’s 
possible. You instantly expect more from yourself  
and others. 

And with higher expectations comes a willingness to 
do more to get the results you want, which naturally 
raises your performance.

How Raising Your Standards Creates Better Marketing Results

By Insiders’ Club & Predictable Profits Academy Member, Tom Trush
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As a result, you attract better opportunities and 
people into your life simply because you show more 
certainty in your actions.

Now, as you’re planning what you’ll do different in 
your marketing for 2017, here’s something worth 
considering:

Content is becoming more and more of  a 
commodity.

These days, just about everyone is sharing helpful 
information. And although this type of  content is still 
a necessity, it’s no longer a differentiator.

You must now include insight your prospects can 
actually take action on…

Give them at least one or two steps toward a desired 
goal.

You see, prospects searching for information usually 
aren’t convinced they can achieve their wanted 
outcome - so you need to be the one who proves to 
them it’s possible.

If  you provide a step forward, you put yourself  in a 
prime position because…

They’ll associate progress with you.

Even better, they’ll often come back craving more.

Now (of  course), don’t stop using your content 
to answer questions, share mistakes, and address 
misconceptions. This type of  content is still 
necessary.

But you have to up your marketing game moving 
forward…

Demonstrate your expertise more than ever.

Prospects aren’t satisfied with just consuming 
information anymore. They want to take action on it.

Watch for this shift as we move forward in 2017.

Tom Trush is a Phoenix, Ariz.-based direct-
response copywriter who helps business owners 
craft lead-capturing marketing materials. His 
latest book, Escape the Expected: The 
Secret Psychology of  Selling to Today’s 
Skeptical Consumers, is now available at 
Amazon.com and wherever books are sold, as 
well as at http://www.escapetheexpected.com. 
More of  his educational articles, videos, and 
expert interviews are available 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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ANSWER:

Great question!

A couple things to keep in mind…

Unless you’re a big public company, the media doesn’t care about you.  

Refrain from sending out press releases that are all about you or your company.

Rather, if  you want the best results, send press releases that make the reporter’s 
job easier.

Here’s what I mean:

Every day, a reporter wakes up and needs 
to find a new angle or new topic for a story. 
Sometimes, all they need is one… Other 
times, they have a quota to create several 
stories. That’s a lot of  pressure!

So, ask yourself: “How can I make their job 
easier?”

In many cases, it’s about making your press 
release relevant.

You could make it relevant to a holiday 
(i.e., Christmas)… To an event (i.e., the 
election)… Or to a problem (i.e., termites).

For example, when Meryl Streep took a 
dig at Donald Trump during the Golden 
Globe Awards - while also taking a little jab 
at MMA. The President of  Bellator MMA 
instantly drafted an open letter inviting 
Meryl Streep to attend a fight.

A great angle for a press release…

Ask Charlie!

Insiders’ Club Members are encouraged to click on the “Ask Charlie!” button inside of  their Members’ Area to hit him 
with your biggest challenges, frustrations, or business building questions… And who knows, your question might be 

answered right here in the very next newsletter!

QUESTION: “Charlie, I have a list of  reporters. What’s the best 
way for me to leverage this information and get some free press?”
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And look where it got them:

Just as when a local Australian insurance company heard that President 
Obama was coming to Australia… The company, TIO, issued a press release 
offering Obama free crocodile attack insurance.  The company agreed to pay 
out $50,000 to his wife, Michelle, if  the president got attacked by a crocodile.

Because of  this unique angle, TIO received MILLIONS of  dollars of  free 
publicity. 

So, first and foremost, focus on an angle. Offer a creative solution, tip, or 
statistic the reporter can use in their next story.

Next, be consistent.

The first, second, even tenth time you send out a press release, you might not 
get any attention.  

Keeping consistent (at least 2 per month) will establish some degree of  
familiarity with the reporter.  

The more familiar the reporter is with you as an expert, the more likely you 
will be featured in their next story.

Hope this helps!

In your corner,

Charles E. Gaudet II 
Founder of  PredictableProfits.com
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THIS MONTH’S ACTION STEPS FOR DOMINATING YOUR MARKET

BUSINESS ACCELERATORS

2
SELLING 

THROUGH 
SERVING

This year’s theme 
is all about serving 

customers. What are 
you doing to provide 

amazing service 
(and build trust)?

(PAGE 2)

3
HAVE 

SOMETHING 
TO SAY

Are you reaching 
out to your list 

because you think 
you should–or 

because you actually 
have something to 
share? Know the 

difference…
(PAGE 3)

4
ME, ME, ME

Are your messages 
focused on your 
customers and 
prospects, or all 

about you? Talking 
about yourself  

doesn’t build the 
relationship…

(PAGE 4)

7
MAINTAIN 

HIGH 
STANDARDS
People tend to 
perform at the 

standards they set 
(usually too low). 

Set high standards 
and you’ll also raise 
your performance 

levels…
(PAGE 7)

8
OFFER 

ACTION
Prospects and 

customers need 
more than just 

information - they 
want actionable 
steps. Let them 

associate progress 
with your advice.

(PAGE 8)

1
GET MORE 

OUT OF 
EACH HOUR
Multi-purposing 

your efforts means 
that you can get 

more out of  every 
hour you put in…

(PAGE 1) 

6
FROM 

SHOULD 
TO MUST

Are you failing to 
complete the things 
you “should” do? 
Rethink them as 
“must do” items 
and watch your 

priorities change…
(PAGE 7)

5
IT’S THE 

LITTLE THINGS
Sometimes the 

smallest gestures 
go the furthest - as 
long as they make 
your recipient feel 

special, valued, and 
appreciated…

(PAGE 6)

9
MAKE 
NEWS

If  you’re going 
to send out press 

releases, they better 
be about something 
many people care 
about (and sorry, 

your small business 
alone isn’t one 

of  them)…
(PAGE 9)

10
BE 

CONSISTENT
Your efforts 

with the press 
might not pan 

out right away… 
Stay diligent and 
consistent, and 

you’ll start to build 
relationships! 

(PAGE 10)
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Coming Soon: Predictable Traffic – 
the ultimate program for small business 
owners looking for a winning strategy 
to market their business online. 
Membership is limited, email Zach@
predictableprofits.com for details.

Members Only Announcements

Insiders are proud to support:
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FEBRUARY

February 1st - Change Your Password Day

February 4th - Facebook’s Birthday

February 7th - International Day of  Black 
 Women in the Arts

February 11th - Get Out Your Guitar Day

February 14th - Valentines Day

February 18th - Eat Ice Cream for Breakfast Day

February 20th - Presidents Day

February 23rd - Digital Learning Day

February 26th - National Bacon Day

February 28th - Mardi Gras

1st - 5th - US Snow Sculpting Week

5th - 11th - Freelance Writers Appreciation Week

7th - 14th - Have a Heart for a Chained Dog Week

12th - 18th - Random Acts of  Kindness Week

19th - 26th - National Entrepreneurship Week

International Expect Success Month

National African American History Month

National Therapeutic Recreation Month

National Time Management Month

Spay/Neuter Awareness Month

FEBRUARY
WEEKLY OBSERVANCES

FEBRUARY
MONTHLY OBSERVANCES

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

The Place Where Entrepreneurs Come To Grow Their Business™
© Copyright 2016 Managed Marketing LLC   |  The Predictable Profits™ Insiders’ Club  |   www.PredictableProfits.com 13

http://www.predictableprofits.com


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

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: Application 
Only. Receive an individualized, custom 
session dedicated towards understanding and 
creating actionable strategies to grow your 
business and dominate your marketplace.

  *NEW* Predictable Profits Academy    
A comprehensive and advanced training 
program for entrepreneurs and marketing 
leaders looking to create ever-increasing, 
predictable profits in their business. Contact 
Zach@PredictableProfits.com for details. 

Insiders’ Club V.I.P. Member Benefits:
• Monthly Insiders’ Club Newsletter
• Quarterly Group Presentation
• Restricted Access Website
• Exclusive Members’ Only Blog
• PLUS MORE!
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