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On A Personal Note...
By Charles E. Gaudet II

I hope you’re having the most 
magnificent summer – personally and 
professionally!

Fortunately, I was able to sneak out 
for a week away with my family – now 
granted, I worked 4 out of the 9 days – 
but as an entrepreneur, it’s not always 
easy to completely disconnect.

That being said, I’m reminded of a lesson 
by one of my mentors, Dan Sullivan, 
about a concept he calls “Free Days” - a 
time period where you are completely 
removed and disconnected from work.

Why Free Days?

Because disconnecting from work 
helps you stay creative, stay mentally 
and physically healthy, and improve 
relationships.

I mean no talking about work, no 
checking emails, no reading related 
books or materials… nothing!

Free Days are not optional (as 
most entrepreneurs view them), but 
mandatory to be an accomplished 
achiever.

Dan says:

“When people ‘fall off the wagon’ and 
begin losing the productivity gains 
they’ve made, it usually starts with 
compromising their personal free time. 

Continued on page 2

Quotes
“You don’t get paid for the 
hour. You get paid for the value 
you bring to the hour.”   
– Jim Rohn

“Success consists of going from 
failure to failure without loss of 
enthusiasm.”    
– Winston Churchill

“Try not to become a man 
of success, but rather try to 
become a man of value.”   
– Albert Einstein

It may start innocuously with, ‘I’ll just 
get this one thing done,’ then gradually 
slide into a state of living in a ‘Reactive 
Zone,’ where each new thing becomes 
even more complicated because they have 
no new energy for dealing with it.”

If you haven’t taken even as much as a 
mini-vacation yet this summer… this 
vacation could be the best thing you 
could do for yourself, your family, and 
your business… something to think 
about.

On Social Media
More and more people see how 
involved I am on Facebook, Twitter, 
and LinkedIn and want to know if they 
should be doing more social media to 
drive sales.

Let’s get one thing straight – social 
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media marketing is not my focus. To put it bluntly, 
it’s an “accessory” strategy my team and I do when 
time allows.

Look, other than blogging (which is an essential 
competitive advantage for 99% of all companies), 
most social media is not directly responsible for sales. 
Tweeting, Facebooking, LinkedIn updates – that’s 
only for furthering relationships and engaging with 
my prospects and customers.

That’s it. Period.

According to a study performed by Exact Target, 
only 9% of companies claim that social media is 
directly linked to revenue.

Is social media a good thing?

Sure.

But should it be a priority in your marketing?

Facebooking, Tweeting, and LinkedIn are not 
essential marketing tools – but if you can use a 
tool like Mention.net (to track your social media 
mentions), and have an assistant to repurpose some 
of your existing content into bite-sized, value-added 
nuggets on your social profiles… that’s definitely a 
notable effort worth pursuing.

It’s a relationship-building tool, not a sales tool 
(unless, of course, you use it for advertising – and 
because I ran out of time this month, I’ll share how 
we do that next month).

On Guarantees
I made a purchase with Esigns.com and was 
incredibly impressed by their guarantee.

 This was especially important to me because this 
was the first time I had ever done business with 
Esigns.com, and I was unsure if I was making the 
right decision…

After reading this guarantee, it was a no-brainer!

They not only earned my business – they set the 
stage for to earn another raving fan.

Cool Tool
As you know, it’s important that your emails are 
easily read and digested…

And as a guy riddled with learning disabilities 
(ADHD, dyslexia, word retrieval, etc.), and one 
who struggles to write (yet still manages to generate 
millions of dollars a year in sales with my words), I’m 
always looking for an edge.

My best “edge” is knowing exactly what my audience 
wants…

My next best “edge” is having a rock star editor 
(thanks, Mike!)…

And my newest love affair is with a free app called 
“HemingwayApp” – http://www.HemingwayApp.
com.

Check it out. 
Again, it’s 
free, and when 
used correctly, 
will have a big 
impact on the 
effectiveness 
of your 
communication.

Well, that wraps 
up my personal 
note this 
month - enjoy 
this month’s 
newsletter and 
thank you for 
being such a valued member of our Insiders’ Club 
family.

With gratitude,
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The Customer Follow-Up 
Experience™: How to Turn a “No” 
Into More Sales for Your Business

By Charles E. Gaudet II

Many, many moons ago, while practicing at the 
Babson Dance Ensemble (long story, but I joined 
the dance team as a strategic play to meet women), 
I thought I felt chemistry brewing between me and 
this “hot chick” named Heather.

Later that night, around 9:30pm, I mustered up the 
guts, broke out my smoothest pick up line, and said, 
“Hey Heather, want to come out with my buddies and I 
and go drinking?”

(Clearly, I’m no dating expert! HA!)

Much to my surprise, she said, “No.”

Floored, disappointed, and confused – I got rejected. 
The most perplexing part is that I really thought she 
was in to me… but I guess I was wrong.

Or was I?

It wasn’t until a couple days later that Heather 
(thankfully!) left me a message to apologize for not 
asking for a rain check…

You see, Heather was an Honor Student and took 
her academics very seriously. When I asked her out, 
it never dawned on me that she didn’t want to go 
drinking on a school night – so I took it as a flat out 
rejection and wrote her off.

Boy, was I wrong.

Not only was Heather really interested… little did I 
know - we were soul mates (cue the cheesy music)!

We’ve been married since 2002.

I tell you this story because it’s very similar to the 
way we approach business…

People buy on their own time – not yours.

Prospects call your office, visit your store, or look at 
your website because they want information.

Often times, they are seeing if it’s something they 
really want or need…

Deciding if it’s worth it…

And imagining what their life would be with and 
without a particular product/service…

80% of the time, you will NOT make 
the sale on the first contact.

On the first contact, maybe there’s not enough 
trust… not enough of a relationship built… or 
perhaps the prospect feels as if they don’t have 
enough information to make a buying decision.

Just because they say “no” – doesn’t mean it’s a NO!

Chances are, they’re just saying: “No, I’m not ready to 
buy now.”

Yet sales people (much like the way I reacted when 
Heather said “no”) immediately figure that, if they 
didn’t buy on the first or second contact, they either 
won’t buy or will automatically place the order when 
they are ready.

Here are the stats:

The Place Where Entrepreneurs Come To Grow Their Business™
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•	 48% of sales people never follow up with a 
prospect

•	 25% of sales people make a second contact 
and stop

•	 12% of sales people make more than three 
contacts

If we emulate the 85% of total sales people 
that will not make more than three contacts… 
guess what? You’ll be leaving 90% of the sales 
opportunities on the table…

Yes, it’s true.

Here’s the proof: 

•	 2% of sales are made on the first contact

•	 3% of sales are made on the second contact

•	 5% of sales are made on the third contact

•	 10% of sales are made on the fourth contact

•	 80% of sales are made on the fifth to twelfth 
contact

(Source: The National Sales Executive Association)

Now, you and I are always looking for ways to grow 
your business – just imagine how much more you 
can grow with the right follow-up system.

Think about it: with 52% of all sales people NOT 
doing any sort of follow up with their prospect, just 
adding any follow up is likely to boost sales.

And let’s not forget, 80% of the sales are made on 
the 5th to 12th contact.

Interesting, right?

How do you create a highly effective follow-up 
system that converts prospects into paying buyers?

Glad you asked – I’d love to tell you.

It begins with The Customer Follow-Up 
Experience™.

When the offer is made, the prospect has two 
decisions:

•	 Decision #1 – YES, and they become a 
customer. At this point, you being the customer 
nurturing experience.

•	 Decision #2 – NO, and you begin The Prospect 
Nurturing Loop™.

When you make an offer and you’re presented 
with a “No,” rather than assume they don’t want to 
buy from you, you continue to nurture the lead by 
providing them with helpful information and adding 
value to their lives.

For example: if I owned a CFO consulting company, 
and an entrepreneur inquired about my services that 
did not buy, I would follow up with finance related 
tips and information that:

•	 Helps the entrepreneur understand the 
importance of CFO consulting

•	 Offers expert tips that build upon my expert 
and trusted authority status

•	 Further positions my company as the “obvious 
choice” (tied to my unique advantage)

The key is to deliver value. When 
you ask for an order inside of the 
nurturing follow up, your generous act 
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of providing value is perceived as less 
genuine.
Remember, we want them to know, like, and trust us. 

Nurtured leads make 47% larger 
purchases than non-nurtured leads.  

(Source: The Annuitas Group)

Nurturing includes newsletters, value-added emails, 
occasional value-added phone calls, tips, or articles 
you send in the mail, etc.

While we’re nurturing the leads, we also want to 
strategically gather information so we know how to 
keep our communication relevant.

Every couple months, we will call or survey the 
prospect to gather information about their current 
state – did they already make a purchase from a 
competitor, have their needs changed, is there a 
question you haven’t answered, when would they be 
ready to buy?

Even if they did make a purchase with a competitor, 
it doesn’t mean all hope is lost. No way!

In fact, just the other day I earned a client who 
(foolishly) went to one of my competitors. Rather 
than write the client off, I followed up with tips 
about his current marketing efforts and how to 
improve them…

…I asked him if my competitor was doing certain 
things tied into my Unique Advantage Point.

…I sent him articles of interest that would 
ultimately help his business.

Why would I go through such an effort?

Because I know I can turn this client into a 6-figure 
(possibly 7-figure) commission check for me… every 
year.

It was worth my effort.

Say you’re a real estate agent who lost a listing to a 
competitor…  

Most real estate agents toss their hands up in the air 
and walk away (I know, I’ve dealt with many of these 
folks – some of them walked away and got pissed at 
me… dumb).

What happens if the home doesn’t sell within the 
agreed upon contract? If you continued to follow up 
with this prospect, you could win the contract when 
it comes up for renewal.

What happens when the homeowner wants to 
relocate? If you continue to offer value – things like: 
“how to improve the value of your home,” “what 
homes are selling for in your neighborhood,” etc. – 
you’ll stay top of mind, and will have built a better 
relationship with your prospects when it comes time 
for them to resell their home.

Take this story from Keith Lee in “The Predictable 
Profits Playbook”:

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

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

“Then I’d go up to whomever was in charge and say, 
‘I’m Keith Lee with Thompson Marking Service, and 
I’m here to service your price-marking guns.’ That 
person would say, ‘We don’t buy from you anymore 
because somebody else came around.’

“I’d reply, ‘That’s alright; I’ll just lubricate them, 
service them, and make sure they’re working okay.’

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

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

anymore, but I kept doing that. Soon, I had won back 
almost every single customer.

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

Follow-up and staying relevant (a la The Growth 
Factor™) is key.

So when do you reach out and make another offer?

The secret comes down to ENGAGEMENT.

The more engaged they are in your communications 
(clicking on links, coming into the store, phone calls, 
etc.) the more ready they may be to buy.

If you’re using a service like Infusionsoft (http://
www.Infusionsoft.biz) or similar CRM, you can 
track engagement using lead scoring based on 
engagement.

In the case of Infusionsoft, the more “flames” the 
prospect has, the higher the lead score.

Then you set the rules – once a particular lead score 
is hit, you would then automatically send the lead 
into a new offer funnel and/or automatically send 
an email to your sales team to follow up with this 
prospect.

Look, I know a system like Infusionsoft isn’t cheap – 
but like fuel for your car, a quality CRM is necessary 
for a growing business. 

Finally, continue to follow up, nurture your lead until 
you get a definitive “No!”

 …As in: “take me off your list,” “I don’t want to buy 
from you,” or “I will never buy from you.”

Until then – nurture, offer value, build the 
relationship, and make it relevant to their needs. It’s 
all part of the follow-up process.

“No” isn’t a “no” until they say “NO!”

Follow-up and grow.

The Place Where Entrepreneurs Come To Grow Their Business™
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The Media Maximizer™: An 
Advanced Marketing Technique For 
Drastically Increasing Conversions

By Charles E. Gaudet II

Here’s a relatively new discovery I stumbled across 
a couple weeks ago that will revolutionize the way 
most of us do business…

Whether or not I’m the “first” to come up with this 
idea – I ain’t got a clue – but I’ve yet to find anyone 
else talking about it… so, here we go.

During a conversation with a coaching client, I 
vented to him by exclaiming:

“Look, I hate video sales letters. I don’t watch them. 
I put the video on pause, wait until the end when 
the buy button shows up, then I click it to read the 
summary in the shopping cart and make my decision 
then. I prefer long copy sales letters, but that’s just 
me.”

Or is it really just me?

While I hate VSLs – it’s important for me to 
remember, I am not my target customer.

Whether I like it or not, my customers (and those 
of my clients) consistently demonstrate that VSLs 
(video sales letters) outperform long copy sales 
letters.*

No matter what I think, the numbers speak for 
themselves.

Now for my fun little disclaimer:

*VSLs outperform long copy sales letters for 
“most” people – not all – reaffirming, once again, 
that we’re all different.

Then a light dawned upon me, and I realized how I 
could improve conversions and customer experience.

Give customers the offers they want        
in the way they want to receive them.

Sounds embarrassingly simple and obvious, right?

We know from experience that we have a segment of 
our list that converts higher when presented an offer 
in the mail (yes, good old snail mail) than they do 
online…

…a segment that prefers to buy in a one-on-one 
sales situation…

…webinars…

…long copy sales letters…

…short copy sales letters…

By not serving offers to people in the form that want 
to receive them, we’re hurting our conversions.

Look, even a great VSL converts around 2-4% on 
average – and that’s considered a home run for most 
people.

That means over 96% of people are not buying when 
presented with the video sales letter!

Sure, there are a number of factors built into that 
decision – but medium is one of them.

Introducing The Media Maximizer™

…A system for collecting relevant user data to 
enhance the customer experience. (see next page)

This is a system we’re refining and testing at the 
moment, and I’ll update you on our testing results as 
we implement the strategy. Rather than waiting to 
tell you, however, this development was so powerful I 
had to share it with you right away.

Here’s what we know:

We began testing the Video Sales Letter… followed 
by the exit pop up redirect to a long copy sales 
letter… 

In our initial tests, we discovered 4.4% - 12% of our 
buyers were a result of the long copy redirect.

In other words, these were people leaving the sales 
page and, before they left, we served them a popup 
that redirected them to a new page.

The Place Where Entrepreneurs Come To Grow Their Business™
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This pop-up was inspired by Agora, 
a several hundred million dollar 
information marketing company.

I had my programmer create this for 
me, but you can also find someone to 
do this for you inexpensively using a 
service like oDesk, Elance, or Guru.

Without directing people to a long 
copy sales letter, we would have lost 
4.4% - 12% of our buyers - or to put 
it in other terms, tens of thousands of 
dollars in sales.

It didn’t take a genius to realize there 
was a reason why Agora – a multi-million dollar powerhouse – used (and still uses) this strategy, so I gave it a 
shot myself and it worked!

The Place Where Entrepreneurs Come To Grow Their Business™
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This is literally finding cash that would have 
otherwise been lost.

Now you can use this strategy too!

Keep in mind: one of the greatest competitive 
advantages we explore with our coaching and 
consulting clients is the data we collect from 
customers.

This ensures our communication and customer 
experience are as relevant as possible.

Relevancy helps build trust… keeps you 
interesting… and increases sales.

Using a CRM like Infusionsoft (http://www.
Infusionsoft.biz), we automatically track what 
medium people have responded to, and as we 
collect enough data, we only serve the people the 
offers they want - in the medium they want to 
receive.

Pretty cool, right?

So, if vendors understood that about me… over time, 
they’d see I prefer long copy sales letter and would 
only present me with long copy offers.

Making me a happier customer… and one that’s 
more likely to buy.

A win/win for everyone.

Oh, but wait – there’s some bad news that comes 
along with this increase in sales.

Yup, baaaaaad news for most people (though, if 
you’re like me, I suspect you might find this as good 
news).

This type of marketing effort takes work…

Yes, I said it: “work” – the dreaded 4-letter word that 
get-rich-quick marketers stay away from like the 
plague.

But as a strategic marketer, you’ll pretty quickly 
come to see that by simply doing the things most 
people won’t, you’ll be running the type of business 
most people can’t.

How To Instantly Add Persuasive 
Muscle To Any Marketing Message

By Insiders’ Club Member, Tom Trush

Last week, while booking a hotel room for a quick 
overnight trip to Holland, Michigan, I was reminded 
of a strong persuasion technique. 

I was searching Priceline.com and remembered the 
company’s TV commercial where William Shatner 
introduces Big Deal, a burly, goateed intimidator, to 
“negotiate” a lower price on a hotel room (watch the 
commercial here: http://youtu.be/sRELzJ4d-Jc).

“Is it wise to allow a perishable item to spoil?” 
Big Deal asks the hotel clerk after cracking and 
slamming his tattooed knuckles on the registration 
desk.

Shatner and the menacing figure then present 
reasons why the hotel clerk should accept their $65 
request...

“Why leave a room empty?” ... “The additional 
revenue easily covers operating costs.” ... “Sixty-five 
dollars is better than no dollars.”

Of course, their request is eventually accepted, and 
although intimidation was one obvious technique 
used to get the desired outcome, Shatner and 
Big Deal also applied some persuasive muscle by 
explaining what the hotel clerk would miss by not 
agreeing to the offer.

I often stress the importance of telling your 
prospects the big benefits of using your product or 
service, but if you stop there, you ignore a major 
piece of the persuasion puzzle that targets a powerful 
emotion…

The fear of loss. 
No one enjoys losing, so by telling your prospects 
what they will miss if they don’t take immediate 
action on your request, you tap into an internal 
desire.

The Place Where Entrepreneurs Come To Grow Their Business™
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In the case of the hotel clerk, he risked losing an 
opportunity to fill an otherwise vacant room if 
Shatner and Big Deal left. He also risked losing an 
opportunity to collect $65 - an empty room would 
generate $0.

Remember, your prospects are less likely to take 
action the longer you let them want, but when 
you tell them what they will lose by waiting, you 
encourage quicker responses.

So, to achieve the best response, you must explain 
what prospects lose by not taking action on your 
offer. Remind them that their pain and problems 
continue if they don’t get your solution right now. 

Let’s look at a couple examples...

GOOD: Contact us today to perform your Envoyz 
upgrade. We’ll make sure you get access to new 
functionality and your database remains supported 
by Envoyz.

BETTER: Contact us today to perform your 
Envoyz upgrade. We’ll make sure you get access 
to new functionality and your database remains 
supported by Envoyz.

Keep in mind, if you don’t upgrade before April 30, 
you’ll need to shell out hefty support fees just to 
maintain access to your database. Furthermore, the 
longer you wait, the higher probability that you face 
a complicated upgrade or re-implementation process 
— which can increase your costs even more. Call us 
now at 555.555.5555.

GOOD: Click here to try the next three issues of 
The Business Owner’s Tax Savings Report for free. 
You’ll get simple, tax-saving tips and discover how to 
save on real estate, insurance, car repairs, and more.

BETTER: Click here to try the next three issues 
of The Business Owner’s Tax Savings Report for free. 
You’ll get simple, tax-saving tips and discover how to 
save on real estate, insurance, car repairs, and more.

Without these strategies, you’re almost certain to 
overspend on taxes this year. What’s more, you put 
yourself at greater risk for paying penalties — even 
if you hire a conservative accountant and don’t take a 
single “questionable” deduction. Download your first 
issue now.

So remember, remind prospects what they’ll lose 
and you’ll gain more responses.

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!

The Place Where Entrepreneurs Come To Grow Their Business™
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Ask Charlie!

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

QUESTION: : “Hi Charlie, I’m thinking of 
having my website redesigned. Can you give me 
some tips in how you handle this for your clients?” – 
Raj P., Canada

Hi Raj,

This is a great question, 
and one I chose to answer 
this month because – as 
luck would have it – 
I’m having this exact 
conversation with one of 
my coaching clients at 
this very moment.

First, you need to understand that 
there are web designers, and there are 
programmers.

A designer’s job is to make your website look 
aesthetically pleasing.

A programmer makes it function.

Generally speaking, neither one is a marketing expert 
or conversion specialist…

Sure, they can win all sorts of creativity awards, but if 
it’s not driving sales – it doesn’t matter.

The purpose of your website is to generate leads and 
make sales. Period. 

So, you need to approach your website with an 
understanding of what the purpose is…

In my client’s case, I told him to assume the very first 
design is not going to be the final design.

Start with a simple layout you believe will yield the 
highest conversions, and from there, test the bejesus 
out of it.

You can do A/B split testing, which means you test 
two completely different pages for the best result.

Then, once you have a winning A/B test, begin by 
testing one variable at a time…

We use a website called Visual Website Optimizer 
(http://www.VisualWebsiteOptimizer.com), which 
makes testing very easy to do (even for a non-
programmer). There’s also Optimizely (http://www.
Optimizely.com), which I also understand does a 
great job (though I don’t use it myself ).   

(Source: VisualWebsiteOptimizer.com)

Test things like: headlines, links, call to action 
buttons, trust badges, form lengths, directional cues, 
etc., and  test them one at a time…

Visual Website Optimizer does a great job offering 
you guides and suggestions for setting up your testing.

If you want to get a sense for how one simple little 
change can make a HUGE difference, check out 
http://www.WhichTestWon.com for examples of 
tests and results other companies have made…

Hope that helps!

In your corner,

 
Charles E. Gaudet II
Founder of PredictableProfits.com

The Place Where Entrepreneurs Come To Grow Their Business™
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Wake Up Inspired!

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.

Dr. DeMartini walked over to me as I was huddled 
over my laptop computer “designing” my life - and 
by that, I mean creating the life I want.

Goals… objectives… strengths I want to 
maximize… opportunities I want to tackle… 
weaknesses I want to overcome, etc.

As he looked over my shoulder, he asked: “Charlie, 
what’s your highest value in life?”

I responded like most good fathers and husbands 
would: “My wife and kids.”

DeMartini’s response: “That’s bullshit. Don’t tell me 
what you think I want to hear, tell me what your values 
really are… what drives you… what inspires you…”

Perplexed and confused, I still wasn’t sure what he 
was getting at.

He continued: “Your highest values pull you in like 
a magnet. You’re naturally driven to live your highest 
values. This is the lens by which you see the world.”

He said that if he was to follow me around my house 
– look at my bookshelves, see what I’m reading in 
my free time, and listen into the conversations that 
get me most excited – he’d pick up on my top values.

As I thought about it, I said: “Well, I’m rather obsessed 
about my business and sharing what I know about 
growing a business.”

Not surprisingly, having had breakfast together that 
morning, DeMartini already knew that was the right 

answer.

You see, we – as a society – are so programmed into 
living the life we “think” is right… what our teachers 
say is right… what our parents say is right… what 
our friends say is right… that we live other peoples 
lives instead of our own.

Being inspired is being true to your values.

If you know me at all, you know I can’t shut up about 
my kids or wife – because they really are my life – 
but just as there’s a difference between the purpose 
of a business and the goal of a business… there’s a 
difference between the purpose you’re meant to fill in 
this world and your goal.

DeMartini shared that a billionaire once told him:

“Find out how to do the work you love to do and you 
will seldom, if ever, perceive your work as work, ever 
again.”

The billionaire was referencing the purpose.

And because it just so happens that I love what I 
do in my business, when I’m asked why I work as 
hard as I do, I often say: “I don’t work, I feel as if I’m 
playing all day.”

Sure I have other interests, but my biggest hobby is 
my business.

Look, if you’re living in accordance to your values, 
you don’t need to be motivated – you should already 

The Place Where Entrepreneurs Come To Grow Their Business™
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BE motivated.

Even while on vacation last week, I bounced out of 
bed at 3:45am, not because I had do, but because 
I had an inspired thought that got me so excited I 
ran to my computer and started diagramming my 
thoughts.

Who does that?!?!

Someone inspired.

My assistant, Mike, is so inspired by his music – so 
many of the marketing ideas we share about come 
from breakthroughs he’s witnessed in the music 
industry…

…he listens to music while he’s editing my work…

…and while he’s managing different projects.

As long as he’s surrounded by music, he’s most 
inspired.

(In fact, as I write this, Mike’s taking off for the next 
three days on tour – congrats, Mike!)

Working in accordance to your values is the most 
efficient and effective way you can work.

If art is your highest value, and you’re in the business 
of providing life coaching, find a way to integrate 
your love of art into your work as a life coach.

Your values are the lens by which you see the world 
– that’s why I can go to the pool with my wife and 
she’ll notice all the cute baby bathing suits, mommy 
gadgets, and parenting styles (her highest value is 
raising the kids and creating future leaders) – while 
my first thought is: “They should really have a snack 
bar here, they could make a killing!”

Look, just because my business is my highest value, 
it does not mean I prioritize my business above my 
wife and my children. It just means that in the world 
of me, working and succeeding in my business makes 
me a better dad and a better husband.

And being the best dad and husband possible is my 
goal.

That’s a big reason I wrote “The Predictable Profits 

Playbook” – not only for the obvious reasons that I 
teach (like building expert and authority status), but 
because I felt compelled to leave a legacy to my kids 
so that, if they choose, they can use my shoulders 
to stand on to continue building where I eventually 
leave off…

If they choose to…

I have two desks in my office – one for my 4-year-
old daughter and another for my 7-year-old son. I 
LOVE it when they work with me and talk about 
their goals…

We sit on the deck dreaming about private jets, 
yachts, elaborate vacations, etc.

Heck, I’m so obsessed with business, I named my 
son after my biggest entrepreneurial role model, 
Richard Branson!

Call it what you wish… call me crazy… call me 
inspired… 

I’m living according to my values to satisfy the bigger 
goal of being the best person, dad, and husband I can 
possibly be…

INSIDERS ARE PROUD 
TO SUPPORT:

The Place Where Entrepreneurs Come To Grow Their Business™
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This MonTh’s AcTion sTeps for DoMinATing Your MArkeT

BUSINESS ACCELERATORS

1 2 3 4

5 6 7 8

A ChAnCe To 
ReChARge 
Burnout and 
reactionary 

approaches to 
problems threaten 
productivity… and 
even your ability to 
achieve your goals. 
To stay creative and 
energetic, we need to 
“unplug” sometimes. 
How often do you 
give yourself a Free 

Day? 
(PAGE 1) 

“no” The 
DiffeRenCe 

For many prospects 
faced with a buying 

decision, “no” actually 
means “not right now.” 

Understanding the 
difference between 
“not right now” and 
“never” will help you 
know what leads to 
pursue, and who to 
let wander off the 

range…  
 (PAGE 3)

DiligenT 
follow-Up 

Data doesn’t lie, and 
it’s pretty plain to see 
that even though the 
majority of sales don’t 

happen upon first 
contact with a prospect, 

most people simply 
don’t follow up - and 

leave all kinds of money 
on the table! This system 
will help you stay on top 

of the ever-important 
follow-up, and put you 
leaps and bounds ahead 
of other entrepreneurs.

(PAGE 4)

give ‘em whAT 
They wAnT 

Do you prefer videos 
or long copy? Email 
or direct mail? We’re 
all a little different, 
and communicating 
with prospects based 
on their preferences 

can drastically 
increase conversions. 
Give your prospects 
what they want, and 
you’ll stay that much 

more relevant. 
(PAGE 7) 

whAT ARe They 
missing? 
Focusing on 

advantages is a great 
way to win customers, 

but letting them 
know what they will 
miss by passing up 
your offer taps into 
another important 

concern - the fear of 
losing out. What will 
your prospects lose if 

they chose not to buy? 
(PAGE 9) 

A websiTe ThAT 
woRKs 
Style and 

functionality are 
important when 

designing a website, 
but is it really 

accomplishing your 
goals? Is it generating 

leads and making 
sales? Are you testing 

the parts that truly 
matter?

(PAGE 11) 

whAT Do yoU 
vAlUe mosT? 
Have you ever been 
truly honest with 

yourself about what 
means the most 
to you? Are you 

following your own 
values, or just adopting 
the values others have 

set out for you? 
(PAGE 12) 

ChAnge The 
wAy yoU 

woRK 
If you love what 

you do, it feels a lot 
more like a hobby 
than work - and if 
that work supports 
your values, you’ll 

never be at a loss for 
motivation. What 
keeps you going? 

(PAGE 13) 

The Place Where Entrepreneurs Come To Grow Their Business™
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Coming In The Next Issue
•	This month, we talked about a strategy for getting 

new customers, but “new” customers are only a 
small part of the overall equation. What do you do 
once you get them? How to you maximize the value 
of that customer? Glad you asked. This is Charlie’s 
highlighted strategy for August.

•	How to strategically use Facebook to generate more 
sales – and it’s not how most people even think 
about doing it…

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

Members-Only Announcements

August 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! 

August
August 1st - International Beer Day
August 3rd - National Kids’ Day
August 4th - National Chocolate Chip Day
August 6th - Hiroshima Day
August 7th - Lighthouse Day
August 8th - International Cat Day
August 9th - National Garage Sale Day
August 12th - Vinyl Record Day
August 16th - International Geocaching Day
August 19th - World Humanitarian Day
August 21st - Poet’s Day
August 26th - Women’s Equality Day
August 29th - National College Colors Day
August 30th - Franchise Appreciation Day

August Weekly Observances
1st -7th - Simplify Your Life Week

3rd - 9th - National Farmers’ Market Week
9th - 13th - National Scrabble Week
11th - 17th - Elvis Week
25th - 31st - Be Kind to Humankind Week

August Monthly Observances
Adopt a Cat Month
American Adventures Month
National Panini Month
Children’s Vision and Learning Month
American Artists Appreciation Month
National Immunization Awareness Month
National Water Quality Month
What Will Be Your Legacy Month
National Win With Civility Month

Good reasons beget good profits. Check July’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. 

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.

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

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

The Place Where Entrepreneurs Come To Grow Their Business™
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