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On A Personal Note...
By Charles E. Gaudet II
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Quotes
“There are no secrets to 
success. It is the result of 
preparation, hard work, and 
learning from failure.”    
– Colin Powell

“Success isn’t about what you 
accomplish in your life, it’s 
about what you inspire others 
to do.”  – Unknown

“Failure is not falling down, 
but refusing to get up.”    
– Chinese Proverb

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!”
    

After a painful fall that nearly broke my 
back, I dusted off the old paws after a 
decade hiatus from barefoot waterskiing. 

You may be wondering, “Why now?” 

Well, it’s not on account of people 
asking me to barefoot with them - in 
fact, there’s been plenty of pressure 
throughout the years - however, no one 
(up until recently) persuaded me to give 
it another go.

And yesterday, this person used such 
an advanced persuasion strategy, I went 
to the shed, grabbed my wetsuit, and 
headed down to the dock without giving 
it a second guess.

There was no hard sales pitch…

No guilt trip…

No snake oil…

This person just knew exactly how to hit 
my emotional hot button so perfectly, I 
anxiously jumped at the opportunity to 
barefoot once again.

And the source of this brilliance may 
surprise you…

It came from my 8-year-old son.

All he had to say was: “I can’t believe 
my dad actually knows how to barefoot? 

That’s awesome! it would be amazing if I 
could see you barefoot… can I?”

You see, I take a lot of pride in how 
my children view me – and while I 
might not always be their “superhero,” 
for the time being, simple things (like 
barefooting) put a twinkle in their eyes, 
so… Yup, all it took was one inquiry, and 
after a decade of vowing I wouldn’t do it 
again, I saddled back up.

Then, about 20 minutes into it, I took 
another nasty spill so I headed back to 
the boat. My son said, “Dad, you ARE 
amazing! Can you show me one more 
trick?”

And of course, I went again.
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Marketers and sales people commonly try to sell 
people features and their own agendas, without 
taking the time to determine what’s ACTUALLY 
important to their prospects…

If the car dealership asked (and knew) the most 
important features my wife was looking for 
in a car were size (to separate the kids from 
being on top of each other and bickering), 
luxury, and storage – many could have 
shortened the sales process to make their 
pitch more appealing. None took the time 
to ask (and no, I couldn’t care less about a 
digital dashboard… in fact, I sort of like 
seeing a real dial).

I have a coaching client who helps people 
become wealthy – and yes, that’s great – but 
people want more than money… They want 
what money will buy them. Most marketers 
will say: “Duh, they want freedom!” 

The strategic marketer will dive deeper into 
what freedom means – perhaps the freedom 
to retire without having to get a job as a 
greeter in Wal-Mart, or the freedom to be 
able to attend their child’s baseball game, 
or the freedom to sleep in their own bed 
instead of being at the airport 180 days a 
year.  

Whatever it is, it’s their emotional hot buttons that 
will drive their decisions.

And it’s knowing your customers emotional hot 
buttons that will give you the power to persuade…

Moving on…

“What does it take to succeed in today’s economy?” 

The answers are numerous, but one of the “biggies” 
is the idea of leverage. Unequivocally, you must 
maximize every minute, dollar, relationship, and 
thought possible. While many entrepreneurs skimp 
on foolish expenses, the one expense that is critical 
to compete is a solid marketing automation tool. 

And while there are many automation tools on the 
market (my personal favorite being Infusionsoft), if 
you have not yet invested in marketing automation, I 
urge you to check out the following image that came 
out this month in VentureBeat: 

You can read more here: http://venturebeat.
com/2015/07/08/heres-g2-crowds-top-marketing-
automation-platform/ (I’m also on the advisory 
board of a company that uses Hubspot, and I’m 
quickly becoming a fan of that tool as well).

So, that sums up my thoughts for this month. We 
have a lot of great info to cover, so let’s jump right 
into it!

With gratitude,
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If You’re Not Doing This… 
Is Your Business Dead?

By Charles E Gaudet II

Marketing traffic genius Justin Brooke posted this message on his Facebook this morning:

Bold statement from a bad-ass dude…

…and yet, he’s right.

CONTENT MARKETING: 
A strategic marketing approach 
focused on creating and distributing 
VALUABLE, RELEVANT, and 
consistent content to attract and 
retain a clearly defined audience – 
and ultimately, to drive profitable 
customer action. 

(source: Content Marketing Institute)

You see, the biggest reason you need to have a 
content marketing strategy is that people jump on 
the internet looking for a solution to their problem. 
They’re looking for solutions (not necessarily looking for 
you).

If you’re only building sales message for people 
looking specifically for your product/service, you’re 
missing out on at least 80% of the potential sales 
opportunities.

Content marketing builds audiences, 
engagement, trust, and relationships.

Venture Capitalist David Skok writes: 

“The main benefit for me is that people know 
who I am, and are able to figure out from my 
blog whether I might be good fit for them as an 
investor.”
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It used to be that companies would compete by trying to come up with the cleverest advertising message - 
trying to steal away market share from others by claiming their product/service was better… That’s not the case 
anymore.

The average consumer searches the Internet more than 14 times before making a purchase decision - so  while 
you might tell them you’re the best, your consumer is going to research you, your competition, and all the 
alternatives available to them to ensure they are making the smartest decision possible.

Today, you’re competing to be the company that’s most helpful…

…The company that’s helping their customer to make smart, educated decisions to help them get to the 
ultimate result they are after by offering tips, techniques, strategies, ideas, tactics, and other such education… 
even before they pay you their first dime.

For example:

• Intelligentsia’s Coffee’s Brew Guides: step-by-step instructions for brewing the perfect cup of coffee

• Wistia’s Learning Center Videos: helps business owners become better video marketers

• Callaway Golf ’s Videos: teaches you how to improve your swing for an excellent golf game

• Virgin Atlantic’s Instagram: photos of the top must-see sights around the world

• Think with Google: great resource where Google shares consumer insights with other business owners

• John Deere’s The Furrow Magazine: educates farmers about new technologies and business ownership, rather 
than selling them specifically on John Deere products

This is precisely why you see companies like Google spend millions of dollars creating whitepapers, special 
reports, infographics, articles, blogs, and educational webinars.

And why 70% of B2B marketers are creating more content than they did one year ago. (Source: http://
contentmarketinginstitute.com/wp-content/uploads/2014/10/2015_B2B_Research.pdf ) 

In the words of Robert Rose, Chief Strategist at the Content Marketing Institute:

“Marketing is telling the world you’re a rock star. 

Content marketing is showing the world that you are one.”
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The Secret For Being Heard

By Charles E Gaudet II

How many times have you been stuck in a busy 
subway station or a party, and all that can be heard is 
the white noise of a crowd…

Then, all of a sudden, cutting through all the noise 
like a fart at a funeral, someone says your name – 
your ears perk up and you look around to see who’s 
talking about you…

You see, the average person today is exposed to 3,000 
advertising messages a day (compared to only 
560 messages in 1971), and the problem is only 
getting worse…

“Everyone is trying to build a brand. This season, 
the networks have added one more minute of 
commercials per half-hour, and that is just the 
beginning. Have you seen the ads in golf holes (talk 
about hidden persuaders), in bathroom stalls, on 
grocery register receipts, and even in the sand on 
the beach?” 

- Newspaper Association of America Website

In fact, consider this:

“Each of us sees more ads alone in one year than people 
of 50 years ago saw in an entire lifetime.”

 DMNews Magazine, 12-22-97

Over the course of a year, the average person 
encounters over 1,095,000 advertising messages… 
And YOU are expecting that, somehow, you have the 
one message people will pay attention to?

Is that a pipedream, or can it be really possible for 
you?

Our brains are bombarded with noise, and as such, 
we’re programmed to tune most of the noise out… 
All but the “noise” that’s specifically relevant to us.

However, most entrepreneurs design marketing 
programs that are plain vanilla. They send 
broadcasted emails, postcards, letters, and phone 
calls that are undifferentiated and not relevant to the 
majority of prospects…

Resulting in most of their marketing efforts getting 
ignored.

To make matters worse, an article in time Magazine 
on May 14, 2015 claims:

In fact, researchers from Microsoft found that since 
the year 2000, the average attention span dropped 
from 12 seconds to 8 seconds… this is a side effect of 
the “mobile revolution.”

We’re losing people’s attention…

And we’re paying more money for each customer.
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(Source: http://yannigroth.com/2014/01/28/getting-
consumers-attention-becomes-more-expensive-
advertising-research/ )

For most people, this is bad news, right?

Well, for the average marketer, this has a potentially 
devastating effect – especially as the condition 
worsens…

Yet, for the strategic marketer – the same person 
who is reading this newsletter – you stand to have an 
advantage for instantly propelling you as a leader in 
your market for a couple of reasons…

REASON #1: RELEVANT 
MESSAGES
Let me explain…

Many people claim “product launches are dead” (just 
like they’ve been saying print ads, email, radio, TV, 
etc. doesn’t work anymore). 

And for many people, this is true…

The “reasons” are numerous - from “people know 
product launches are promotions and can see right 

though them” to “prices are too 
high.”

However, as my mentor told me: 

“There are reasons and there are 
results, the only thing that matters 

are the results.”

So, before we accepted these 
so-called “experts” proclaiming 
“truths” – we decided to base 
our judgment solely on our own 
results.

Two years ago, we sent a memo 
to our clients that relevancy 
and specificity were going to be 
massive competitive advantages 
over the next few years…

While most competitors ran 
product launches by sending out 
the same messages to the same 

people, we took it a step further and made the launch 
dynamic and relevant.

Using Infusionsoft, PlusThis, and a freelance coder, 
we nearly doubled our conversions, and just in the 
last few months alone, we generated millions.

We segmented the lists according to: 

• Purchase history (this tells us interests and 
desires)

• Email engagement (if they clicked the link in 
the email or not)

• Content consumption (if they watched 75% of 
the video or not)

• Offer awareness (if they saw the offer or not)

…Allowing us to speak to their interests and their 
behaviors.

This Almost doubled our conversion rate, which, of 
course, means nearly doubling our sales.

In addition (depending on your offering), you 
can segment by geographics, psychographics, 
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demographics, and behavior.

For example:

• BestBuy sent me an email during our frigid 
temperatures with a targeted offer for heating 
units (that’s segmentation by geographics).

• Extra Storage Space gathers information on 
their customers from the US Census, Google 
Adwords, and more to develop customer 
profile types – applying a simplified Myers-
Briggs personality model to segment customer 
personas. Now they can tell who is “fast and 
logical” (makes quick decisions) versus the 
person who is “slow and emotional,” requiring 
more human connection and affirmation 
during the buying process. The communication 
is tailored directly to those needs. This is a form 
of segmentation by psychographics. (Source: 
https://www.thinkwithgoogle.com/case-
studies/extra-space-storage-fuels-mobile-site-
performance.html) 

• Weight loss leaders TruthAboutAbs segments 
by demographics, with the visitor selecting 
their gender and being redirected to the most 
specific and relevant message for their needs.

• - HubSpot sent me an email within 10 
minutes of visiting their website - that’s 
segmentation by behavior (also, I believe 
Hubspot is another tool that offers you the 
ability to easily segment).

Why do these companies spend the time, effort, and 
expense to make this information available to them?

Because they are doing the things that:

• Their competitors aren’t doing

• Position their messages to be heard above their 
competition

• Create the greatest competitive advantage for 
dominating their market

This is what separates the people who “want massive 
success” from the people who “have massive success.”

REASON #2: TARGETING
Unlike in years past, we have technology and 
advertising platforms offering us advanced targeting 
options for narrowing in like a sniper - putting our 
advertising messages precisely in front of our ideal 
customers.

…Allowing us to be more efficient and effective.

Between Facebook, Twitter, LinkedIn, Pinterest, 
Adwords, YouTube, etc. – all of these platforms focus 
intently on giving strategic marketers an advantage 
with:

• Interest targeting: interests, activities, skills, 
likes

• Behavioral/connection targeting: reach 
people who have a connection to your page, 
app, group, friend, or event

• Custom targeting: target based on email 
addresses, phone numbers, user IDs, usernames, 
etc.

• Lookalike targeting: extend your custom 
audience using “lookalike audiences” of similar 
users

• Retargeting: reach only the people who have 
visited your website, page, or order form

Yes, this forces you to be strategic and stretch your 
skills… 

And yes, it will pay off.

Let’s face it - 89% of business leaders believe this 
data “will revolutionize business operations in 
the same way the Internet did.” (Source: http://
www.forbes.com/sites/louiscolumbus/2015/05/25/
roundup-of-analytics-big-data-business-
intelligence-forecasts-and-market-estimates-2015/ )

Either you step up and do the stuff no one else 
is doing to build a preeminent foothold in the 
marketplace now… Or be left behind.

As Tony Robbins would say: “When is NOW a 
good time to do this?”
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How To Use Clarity And Time 
To Add Persuasive Power To Your 

Marketing Messages

By Insiders’ Club Member, Tom Trush

Rosser Reeves is a name in the advertising world 
that rings with grand achievements.

First, he’s credited with creating the phrase “unique 
selling proposition,” the idea that any product or 
service must offer a clear explanation of what makes 
it different from its competitors. 

And second, he was among the first ad men to 
produce television spots for presidential campaigns. 
Among his most notable are ads created for Dwight 
D. Eisenhower and the “I Like Ike” slogan (here’s an 
example: https://youtu.be/YmCDaXeDRI4).

Reeves is also widely known for one of the most 
famous stories in advertising – one that demonstrates 
the importance of clarity in your marketing message. 
In fact, you may have even seen a version of the tale 
in your Facebook feed.

It goes like this…

One afternoon, on the way back to the office after 
eating lunch in Central Park, Reeves and a colleague 
saw a man on a park bench begging for money. Next 

to the man was a cup and a 
handwritten sign that read 
“I AM BLIND.”

Unfortunately for the guy, 
his cup only held a few 
coins. 

Seeing this, Rosser turned 
to his colleague and made a 
bold claim: 

“I bet I can dramatically increase the amount of money 
that guy is raising simply by adding four words to his 
sign,” he said.

Rosser then walked over, introduced himself to the 
man on the park bench, and offered to make a slight 
change to his sign. The man agreed and Rosser went 
to work…

He pulled a marker from his coat, added the four 
words, and then stepped back to watch.

Almost immediately, a few people walked up and 
dropped coins into the cup. Then another group did 
the same.

Before long, several people were stopping and talking 
to the beleaguered man, some even donating dollars. 
Before long, the cup was brimming with bills and 
coins.

The once-sad man reached over, discovered his 
bounty, and a smile spread across his face.

So, what were the four words Reeves added?

“It is springtime and”

So the updated sign read:

“It is springtime and I am blind.”

In this case, a contrast in situations is likely what 
moved more people to part with their money. They 
empathized with the man by comparing their reality 
with his. 

You see, we often understand situations better when 
we have something to compare them to. 

In his book, To Sell is Human: The Surprising Truth 
About Moving Others, Daniel H. Pink suggests 
asking the following question to add clarity to the 
outcome of what you sell:

Compared to what?

The simple, three-word question allows you to 
contrast your product or service with alternatives, 
helping you amplify your message’s persuasive power.

In the case of the man on the park bench, it’s tough for 
a passerby to identify with being blind. However, once 
springtime sights are added to the message, you can’t 
help but understand what the man is missing out on.

Make sense?

Even as someone who writes marketing materials for 
a living, I’m amazed at how little tweaks like these 
can make major differences in response. 

Another minor change that can bring you big 
benefits is referencing time. To help you understand 
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why, let me start by asking a question…

Which do you value more: time or money?

When marketing, it’s safe to assume that many 
business owners and entrepreneurs put considerable 
focus on money (i.e., the amount needed to buy a 
product or service).

After all, price is a common hurdle for prospects, 
regardless of what you offer.

However, could focusing your message on cost (even 
if it’s a favorable price) make your marketing less 
effective?

It’s a strong possibility – at least according to a 
study by Stanford Graduate School of Business 
researchers.

When interviewed for a Stanford website article, 
Jennifer Aaker, the General Atlantic Professor of 
Marketing at Stanford Graduate School of Business, 
gave the following explanation:

“Because a person’s experience with a product tends to 
foster feelings of personal connection with it, referring to 
time typically leads to more favorable attitudes – and to 
more purchases.” 

Aaker and her coauthor in the study, Cassie 
Mogilner, analyzed 300 ads in Money, New Yorker, 
Cosmopolitan, and Rolling Stone and found that 48 
percent included a reference to time.

So, they set up several experiments to see what effect 
mentioning time could have on sales and product 
perception.

They started with a lemonade stand – staffed by a 
couple 6-year-olds – and tested the wording on 3 
different signs…

1. Spend a little time and enjoy C&D’s lemonade
2. Spend a little money and enjoy C&D’s 

lemonade
3. Enjoy C&D’s lemonade 

Customers were then told they could pay between $1 
and $3 for a cup of lemonade – the amount was up 
to them.

So, which sign do you think produced the most 
sales?

The sign referencing time not only attracted twice 
the amount of people as the “money” sign, it 
produced buyers who spent twice as much.

In another experiment, Aaker and Mogilner 
questioned students about their Apple iPods. One 
group was asked “How much time have you spent on 
your iPod?” and the other “How much money have 
you spent on your iPod?”

Those asked about time expressed more favorable 
feelings toward their iPod than those asked about 
the money they spent.

A similar outcome came from questioning people 
waiting in line for seats at a free concert. Random 
individuals were asked “How much time will you 
have spent to see the concert today?” or “How much 
money will you have spent to see the concert today?”

The most positive concert comments came from 
those asked about time, especially among people who 
waited in line the longest.

So, keep this time concept in mind the next time you 
develop a marketing message. Instead of focusing on 
money or cost, consider how your product or service 
improves your prospects’ lives and delivers a lasting 
experience.

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.
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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: “I’m trying to get more affiliates to 
promote for me; however, most of them won’t send for me 
unless I send for them first. What are your thoughts on 
that?” 

ANSWER:

This is a great question.

Back before the 
Internet, joint ventures 
and affiliate marketing 
was an additional way to 
provide your customers 
and prospects with 
a greater advantage, 
benefit, value, and 
convenience.

You’d meticulously 
select and negotiate a preferred arrangement on 
behalf of your clients…

…Sort of like when I owned a real estate 
development company and pre-negotiated discounts 
for my clients to purchase furniture, driveway sealing, 
televisions, home theaters, alarm systems, etc.

I refused to just promote “anyone” because my 
reputation was on the line. People associate you with 
the people you associate yourself with…

Then came the Internet…

Suddenly, everyone with an email list promoted 
everything and anything because, after all, it was as 
simple as sending an email.

And the “personal” nature of face-to-face business 

became far more… “impersonal.”

In the beginning, consumers trusted business owners 
who sent emailed touting the “next best thing” and 
the affiliate marketing industry boomed.

But a dark shadow was quickly cast upon the 
industry by short-sighted entrepreneurs saying 
anything and everything (truthful or not) to get 
people to buy… They created fake reviews… They 
made false claims.

The government got involved in an attempt to 
regulate…

And Google was one of the first big players to 
start purging the nonsense by banning thousands 
of affiliate marketing accounts, introducing a 
“promotions” folder to Gmail inboxes, and operating 
a more aggressive spam policy.

Nearly all of these affiliate marketers took a revenue 
hit, with most going completely out of business.

They stormed in with flaming torches and pitchforks, 
blaming Google for their “ridiculous” practices… 

However, they missed the point.

Google penalized everyone for “spamming” people 
with messages that were not relevant, authentic, or 
wanted by their viewers.

Affiliate marketers threw up their arms, proclaiming 
that yet another technique was now dead – but they 
weren’t reading the writing on the wall.

Make your messages RELEVANT, AUTHENTIC, 
and WANTED by your prospects and customers.

And now that I gave you my rant – let me answer 
your question…

Yes, of course affiliate marketers want you to email 
your list – they want to make sales too. However, be 
strategic in your approach.

• Segment your list – send promotions to 
prospects who have a low probability of 
purchasing from you (you’ll get this data by 
understanding your customers buying cycle).
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• Offer an advantage – send promotions to 
your customers/prospects that offer an extra 
advantage, convenience, or value

• Consider options – you don’t need to send an 
email for everyone – be creative. Offer a banner 
on your blog, insert in a bill, direct mail piece, 
or a “this email has been sponsored by:” piece.

• Know who you’re associating with – don’t 
promote anyone. Familiarize yourself with their 
products/services/customer support. If your 
customers have a bad experience with your 
affiliate partner, they’ll begin to mistrust you 
and your word. Reputation is everything today 
– don’t risk it on a shoddy partner.

• Convert - the better you convert, the more 
money your affiliate partner will make, and the 
more likely they’ll want to promote for you.

Hope that helps!

In your corner,

 

Charles E. Gaudet II
Founder of PredictableProfits.com

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

http://members.predictableprofits.com

Did You Say… Ghosts?

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.

“Everything you see or hear or 
experience in any way at all is specif ic to 
you. You create a universe by perceiving 

it, so everything in the universe you 
perceive is specif ic to you.”

 – Douglas Adams
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It’s been about a decade since my grandmother was 
around. She passed away, and before her death, spent 
the last years in a nursing home with Alzheimer’s 
disease.

Before she moved into the hospital, I remember 
visiting her at my parents home as she ran to the 
door and screamed: “What’s that man doing in the 
woods!?”

Startled and concerned, my family ran to the door, 
looked in the woods – and no matter how much we 
tried to convince her that no one was there – it didn’t 
matter. She saw him.

Now, this isn’t a story about ghosts or creepy dudes 
lurking in the woods – it’s about perception.

Everyone has a different view of the world, and it’s 
their unique view that determines their own reality.

“Reality is merely an illusion,
 albeit a very persistent one.”

 – Albert Einstein

Think about it: your view determines your reality, 
and your reality is merely an illusion.

This illusion is based on stories.

My 2-year old daughter is afraid of dogs. No matter 
how much I try to convince her that a particular 
fluffy, teddy-bear-like puppy is friendly, she views it 
as a rabid, teeth-baring fur-devil.

To change her canine reality, we have to change her 
story from “dogs are evil” to “dogs are my friends.”

Many times, when I speak with a new client, I hear 
stories about their competitors sabotaging their 
efforts… The economy putting a strain on sales… 
Or, very simply, the perception that they’re stuck and 
they’ve done “everything” - yet nothing’s working.

We get caught up in our stories, and instead of 
consciously moving in the direction you want, as 
Wayne Dyer says, we let the wake drive the boat. 

If you’re not living the life you want, you’re unhappy.

When you are living the life you want, possibilities 
are endless.

What can you do?

Most people don’t take the time to think about what 
their ideal day and week looks like.

Yes, they want more happiness, more freedom, more 
excitement – but what, exactly, would that look like 
for you?

Write it down and obtain clarity in what you want…

Create your life’s “map” indicating the direction you 
want to go.

Then make a conscious decision to focus on that 
direction.   

Write your own stories.  

Instead of thinking you’re stuck, focus on all the 
possibility that exists before you… Envision what 
success would look like if you had it right now.  

How does it feel? What does it look like? Who are 
you surrounded with? What’s the relationship with 
your customers look like? What are your customers 
saying about you? What are they saying about your 
products/services?

Everything begins with a decision – you either take 
control and make life happy for yourself… Or you 
wait for life to happen to you. The choice is yours.
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THIS MONTH’S ACTION STEPS FOR DOMINATING YOUR MARKET

BUSINESS ACCELERATORS

1 2 3 4

6 7 8 9

HOT BUTTONS
When you know 
what’s actually 

important to your 
prospects, you’ll 

know exactly how to 
communicate with 

them.
(PAGE 1) 

AUTOMATE!  
Leveraging 

automation tools 
should be a no-
brainer for the 

modern strategic 
entrepreneur. Online 
tools make it easier 

than ever to maximize 
every penny and every 

interaction.
(PAGE 2)

CONTENT IS 
KING

Content marketing 
continues to blow up, 
and if you’re not in 
on it, you’re getting 
left behind. How 

can you share your 
expertise with the 

world? 
(PAGE 3)

FRIENDLY 
COMPETITION
In today’s marketing 

landscape, you’re 
competing to be the 
most helpful option. 
Customers need to 
know they can trust 
you before they buy. 

(PAGE 4) 

CREATE 
PERSPECTIVE

By offering your 
prospects just a 

little bit of context, 
nudging them to 

make comparisons 
to familiar elements 
of their own lives, 

your messages gain 
tremendous impact.

(PAGE 8) 

TIME WELL 
SPENT

People are much 
more likely to 
understand the 

positive value of their 
time spent, instead of 
the negative feelings 

often associated 
with money spent. 

Remind people 
about the good 

times.
(PAGE 9) 

UNWANTED 
MESSAGES
One thing worse 
than not reaching 
out to prospects 
is reaching out 

aggressively when 
it isn’t relevant 

to - or wanted by 
- the recipient. The 

wrong messages will 
alienate prospects 
and damage your 

reputation.
(PAGE 10) 

PERSISTENT 
ILLUSION

We have all kinds 
of ways of fooling 

ourselves into 
inaction. Remember 

that your reality 
is created by your 
perception - and 

it isn’t always true.
(PAGE 12) 

5

10

THROUGH 
THE NOISE

The only thing that 
has the power to 

catch our attention 
in this teeming, 
chaotic world is 
relevancy. If your 
messages don’t 

resonate personally 
with prospects, 

they’ll go ignored 
like everything else. 

(PAGE 5) 

MAP YOUR 
SUCCESS

Create a mental map 
(or even a physical 
one) of everything 

you want to achieve. 
Imagine every detail 

and pursue every 
possibility. Take 
control of your 
perceptions and 
create your own 

success.
(PAGE 12)
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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! 

INSIDERS ARE PROUD TO SUPPORT:

August

August 2nd - National Kids’ Day

August 3rd - Watermelon Day

August 6th - Hiroshima Day

August 8th - International Cat Day

August 10th - Paul Bunyan Day

August 12th - International Youth Day

August 13th - International Lefthander’s Day

August 15th - National Relaxation Day

August 19th - Aviation Day

August 21st - Poet’s Day

August 25th - Kiss and Make Up Day
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August 26th - Women’s Equality Day

August 30th - National Toasted Marshmallow Day

August Weekly Observances

1st - 7th - Simplify Your Life Week

2nd - 8th - National Fraud Awareness Week

9th - 15th - National Motorcycle Week

18th - 24th - Minority Enterprise Development 
Week

19th - 21st - National Return To Work Week

23rd - 29th - Lightning Safety Awareness Week

25th - 31st - Be Kind To Humankind Week

August Monthly Observances

American Adventures Month

American Indian Heritage Month

Children’s Eye Health & Safety Month

Happiness Happens Month

National Immunization Awareness Month

National Traffic Awareness Month

What Will Be Your Legacy Month

Good reasons beget good profits. Check August’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. 

Centurion-Level Pay-For-Performance Consulting 
Application Only. Must have annual revenues in excess 
of $1,000,000. This is where Charlie will create, 
design, and work with you 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 
toward 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!
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