
Our dear friends Bob and Betsy 
Lahue came to visit us on their Farewell 
Tour before making their way to the 
Caribbean...

And no, they’re not getting there by 
plane (like you or I)… Rather, that’s 
their first stop (among many) on their 
45-foot sailboat as they embark around 
the world.

This decision didn’t come easy. It took 
20 years to plan. They sold all their 
belongings… Pulled their 3 kids out of  
school… And Betsy, a global VP for a 
multi-billion dollar corporation, quit 
her job.

Why would they do such a thing?

…Because they had a dream and the 
courage to make their dream a reality.

You see, unlike Bob and Betsy, the 
majority of  people make hard decisions 
out of  pain not pleasure.

They seek consultants when they’re 
stuck…

They seek doctors when they’re sick…

They buy things when they’re not 
happy with their current situation.

So as marketers, it’s not always about 
targeting those people who want 
pleasure – but helping people get out 
of  their bad situation. This is why 
preventative medicine doesn’t sell 
nearly as well as reactive medicine.

You see, for you and I – as passionate 
business owners who woke up one 
morning and made the decision to 
follow our dreams of  entrepreneurship 
– it’s important to understand: we’re not 
our customers.

Know what people really want. Know 
whether they’re making decisions out 
of  pain or pleasure, and target your 
message to address their needs.

The closer you are to addressing their 
concerns, the closer you are to opening 
the doors for even more profit in your 
business.

With gratitude,
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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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During the last couple months, we focused on 
advanced strategies and insights for setting up your 
media buys and winning online traffic. These are 
critical requirements every marketer must have in 
place BEFORE driving traffic.

This included collecting data so you know exactly 
what’s working (and not working), and once you have 
the information, improving results for maximum 
profitability.

The first two parts of  this series are critically 
important because, as we mentioned in Part 1, you’ll 
seldom turn a profit without a strategic approach to 
media buying.

Why?

…Because traffic is seldom the problem. There 
are plenty of  sources and strategies for generating 
online traffic… The biggest problem comes down to 
conversions.

Once you get your conversions and understand your 
ROI, the wide world of  online traffic acquisition 
opens up to you.

And traffic is the focus of  today’s article...

So, let’s begin at the highest level and drill down into 
the finer details…

When most people think of  online advertising, they 
think of  ads like this: 

When the reality is that search advertising represents 
a small segment of  the overall traffic potential 
available to you.

In essence, there are countless types of  online 
advertising, including contextual, in-line text, pay-
per-click, search, display, retargeting, video, native, 
and the list goes on….  And with this many types of  
advertising, there are ten times as many networks 
available where you can also buy traffic.   

These ad networks vary in specialty, quantity of  
traffic available, and cost of  traffic… And not all 
of  these sources will work for you. It would take us 
days to cover all your options, but for most of  you, it 
would be a waste of  your time…

Why?

Because when you start, it’s always better to “work 
smarter, not harder.”

This is why I’ll drive my initial focus on the Big 
Three Media Buying Sources before testing other 
sources.   And if  you stopped with the Big Three, 
you could still have yourself  a very comfortable 7 or 
8-figure business.

The Big Three Media Buying Sources are:

1. FACEBOOK

This is one of  the highest trafficked websites in the 
world, and with the right ad, targeting, and offer, 
you can enjoy wonderfully high conversions at a very 
reasonable cost per lead.

Surely, most people understand that Facebook may 
do well for the B2C market, but most are surprised 
that it’s equally as powerful in the B2B world as well.

Facebook works great for desktop advertising as well 
as mobile (in fact, you’ll likely find Facebook has the 
best mobile traffic out of  any advertising network).

By  Charles E Gaudet II

The Ultimate Guide to Advanced Online Advertising [PART 3]
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Remember, don’t underestimate the amount 
of  testing, tweaking, and 
optimizing it can take to create 
a profitable campaign in any 
network.  

Knowledge is power when it comes to 
advertising.   

So, before I advertise on Facebook, 
I go to https://app.adespresso.com/
university/tools/ads-gallery/ to look 
at my competitors and see their ads, 
landing pages, and copy. This gives me “advertising 
intelligence” for an edge on what’s seemingly 
working and what’s not. 

Ads with the highest engagement are the ones that 
likely produce the best results.

I’ll also scroll down my newsfeed looking for 
competitors’ advertising and find out how they’re 
targeting me (this will help you understand their 
audience) using the following steps:

Step 1:

Step 2:

Keep a list of  the targeting information and test 
these interest groups to see what’s converting and 
what’s not.

Pretty cool stuff, right?

You see, it’s because of  their outstanding 
targeting and potential that Facebook is my top 
advertising network of  choice. That said, know 
your market… If  you’re targeting senior citizens 
(for example), Facebook may not be your best option. 

2. GOOGLE/BING/YAHOO

Without a doubt, Google has the biggest ad network 
with the most traffic… Bing and Yahoo are a distant 
second and third for search traffic. Look, if  you’re 
on the internet searching for a competitor or a 
particular topic - even if  you’re website is ranked 
on the first page - paying for advertising will only 
increase your traffic and sales.

Keep in mind, you have options beyond the search 
network… You also have the Google Content 
Network (for example), which opens the doors to 
advertise across hundreds of  thousands (possibly 
millions) of  partner websites (depending on your 
targeting).

Google also allows for some really cool advertising 
that goes beyond just search. For example, imagine 
your customer getting a sales email from your 
competitor and – BAM! – your advertisement shows 
up directly in their Gmail.
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(Source: http://www.wordstream.com) 

I encourage you to take a little time getting to know 
Google and all of  your advertising options.  

Now, just like the AdEspresso resource for Facebook, 
you can use tools like SpyFu.com, SimilarWeb.com, 
or AdBeat.com to get research on the keywords and 
ads your competitors are using. 

You can also see how long 
they’ve been running their 
ads - and how much they’re 
spending on them. My 
general rule of  thumb is that 
if  a competitor is spending 
a decent amount of  money 
on a keyword/ad – and 
they’ve been running it for 
several months – it’s a good 
indication that it’s either:

A) Working for them
 
Or… 
 
B) Worthy of  testing

Again, working smarter, not 
harder… These steps grease the wheels for you to 
make money with your online traffic even faster.

3. INDEPENDENT MEDIA BUYS

A few years ago, I invested around $2,000 a month 
on the Google Content Network, and looking 

at my analytics, I 
determined that most 
of  my traffic came 
from one particular 
website. Armed with 
this intelligence, I 
contacted the website 
owner and asked him 
if  he would be willing 
to sell me additional 
advertising space on 
his website.

Rather than the $2,000 
I was paying Google, 
this website owner 
agreed on $1,000 a 

month for additional advertising (he was getting paid 
less than this from Google).

As a result, my banner was exclusively shown on 
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his website (I didn’t have to share space with other 
Google advertisers), and this one website alone 
generated over $10,000 in sales per month. To put it 
in another perspective, that annualizes at $120,000 
in sales for a $12,000 investment. Not bad, right?

Without going directly to the source, I would have 
paid approximately $24,000 for traffic, and (to the 
best of  my recollection) earned somewhere around 
$40,000 in sales.

It was then that I realized there was a gold mine in 
other peoples’ websites if they’d be willing to sell me 
advertising space on them.

And it’s easy for you to do this…

All you have to do is use another “advertising 
intelligence” tool, like SimilarWeb (which lets you 
see limited data for free), to see what websites your 
competitors are generating most of  their traffic 
from… 

You see, whether you’re capturing data from the 
Content Network, your website analytics code, or 
seeing what websites are referring traffic to your 
competitors (via SimilarWeb.com or Adbeat.com) – 
you simply contact the website owners and ask them 
if  they’d consider selling you advertising space on 
their website.

OTHER NETWORKS:

From there (depending on your market), consider 
Pinterest, LinkedIn, Twitter, YouTube, Yahoo 
Gemini, Rev-Content, AdRoll, and Taboola to name 
a few.

TRAFFIC STRATEGIES

Have you ever gone to a website, checked out 
a product, and then noticed that you see an 
advertisement following you – on almost every 
website you visit - for the same product you were just 
looking at? 

It’s called “retargeting,” or as Google likes to call it, 
“remarketing.”

Here’s how it works: 

Let’s say I go to your website, check out your product 
or service, decide not to buy, and click away from the 
site. In most cases, the business owner has no idea I 
visited the page, and for that matter, there used to be 
no way of  getting them back. 

That’s changed - and this is where we develop 
another competitive edge.

There’s a man named Dr. Jeffrey Lant, and he has a 
thing he calls “The Rule of  7.” This states 
that people have to see an offer or an ad 
as many as seven times before they take 
action. 

Jay Abraham says you need to ask 
someone seven times before you get a 
“yes.” 

Retargeting gives you the opportunity to 
create that other touch and keep you top 
of  mind. 

How does it work?

First, people come to your website, then 
they leave without either buying your 
product or giving you their email address. 
Then, when they are surfing around the 
web, they see your ad pop up anywhere 
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from Google to Facebook to thousands of  other 
partner sites. This draws them back to your site, 
where we hope they take action. 

Now, this may sound confusing and hard to do – but 
it’s actually REALLY easy to set up. 

You log into your platform, upload your 
advertisements, grab some code to place on both 
your landing page and your thank you page (the 
reason for the thank you page is so they know your 
goal has been achieved and stop showing your ad to 
this person), and you’re good to go!

It’s a great way to bring back bounced traffic and 
reduce cart abandonment. 

…And to give you an idea of  how effective 
retargeting is, a company called BustedTees got an 
extra 195 conversions with an average order value 
of  $40 - for a total of  $7,800 in new orders. To put 
it another way, they saw a return on their investment 
of  390%.

Look, if  all you saw was 5% of  your prospects 
influenced by retargeting, that’s a 5% increase in 
sales every month, or a 60% increase a year! Say you 
currently have 100 customers paying $1,000, and 
through retargeting, you now have 105 customers 
- that’s an extra $5,000 per month or $60,000 per 
year… And that’s just a 5% increase!

So, in addition to the obvious ways of  generating 
traffic through search, banner ads, or newsfeed 
advertisements, I want to introduce you to a more 
advanced way to capture more qualified buyers to 
your website.
 
These are people who have either:

A) Visited your website (but did not purchase)
B) Visited a particular product/service on your 

website (but did not purchase)
C) Abandoned the shopping cart
D) Became disengaged and stopped doing business 

with you
E) Have purchased and should purchase an upsell 

or cross-sell
F) Are on your list and in a marketing promotion 

sequence

Capturing this audience can be done by dropping 
a pixel on your website (Facebook and Google 
provide these pixels for you, along with installation 
instructions) and by uploading a CSV file of  your 
customer email addresses to the advertising platform.

With the retargeting advertising method, you have 
the unique opportunity to cater a very specific 
advertisement directly to your reader AND spend 
money on your warmest leads.

Retargeting offers the highest conversions and the 
lowest price.    

So, there’s our media buying strategy in a nutshell. 
Remember, as Rich Schefren once said: “You don’t 
have a real business if  you can’t buy a customer.” Effective 
media buying is a critical part of  growing your 
business and generating predictable profits year after 
year.

While media buying isn’t hard, please don’t 
underestimate the difficulty of  producing a highly 
profitable campaign. Lots of  people like to skip over 
the essential components (such as metrics, advertising 
intelligence, and so forth), and it almost always leads 
to disappointing results.

If  you’re not getting the results you want, look at 
your:

1. Demographics/Targeting/Keywords
2. Offer
3. Landing Page
4. Traffic Source
5. Ad Copy

Knowledge is power.
 
Test, test, and test.

It’s like drilling for oil – and once you find the 
winning combination, you will have unlocked a 
treasure trove of  traffic, leads, and sales.
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Let me quickly show you a formula for writing your marketing materials in less time, while also increasing the 
likelihood of  success with your message.

It’s called AIDA.

The acronym stands for:

Attention - Interrupt the mental haze your readers live in every day.

Interest - Share uncommon or fresh information that elevates awareness.

Desire - Tap an emotional need that boosts demand for what you offer.

Action - Tell your readers what to do next.

Here’s a strong example from Amazon:

Notice how every element from the formula is included. In some cases, you see pieces of  the formula worked in 
several times.

Smart move.

In fact, if  you do a good job creating desire, then you should ask for action several times.

How to Use AIDA to Influence Your Prospects’ Purchase Decisions

By Insiders’ Club Member, Tom Trush
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Now look at this advertisement from WatchKit:

This piece introduces an idea, but it doesn’t 
create desire (i.e., appeal to an emotional need). 
Furthermore, there’s no way to take the next step.

I included this example because it ties into the most 
common elements I see missing from advertising and 
marketing pieces - Desire and Action.

Keep in mind, too: Action doesn’t mean you just 
include a phone number or website address. You 
must give readers a reason to take the next 
step.

This is where Desire becomes critical.

If  you need help coming up with emotional needs 
to target, here are eight biologically programmed 
desires that we all share – or what advertising 
consultant and trainer Drew Eric Whitman calls the 
“Life-Force 8”:

• Survival, the enjoyment of  life, and life extension
• Enjoyment of  food and beverages
• Freedom from pain, fear, and danger
• Sexual companionship
• Comfortable living conditions
• To be superior
• Care and protection of  loved ones
• Social approval

Now, as we’ve stressed here before, one way to 
ensure prospects read your marketing content is to 
create a strong opening. So, here are several ideas for 
starting strong with your first sentence (and examples 
from classic ads):

Say something unexpected.

How would you like to travel the world and never pay a hotel 
bill for the rest of  your life?

Address a potential problem.

Doctors always think twice about recommending toxic drugs 
and dangerous surgeries for their families. Is your health LESS 
important?

Include the words “you” or “your” at least once.

You’re working hard to pay of  your credit card debt, but you 
deserve a better rate, service, and simplicity.

State a surprising fact.

If  you’re lucky enough to have money set aside for a rainy day, 
and you’re keeping it in a savings account, you are really losing 
money hand over fist.

Get the idea?
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A few weeks ago, I received an email pitch with an 
opening sentence that still baffles me. Here’s what it 
said:
 

“I’m (name removed), what we offer is a complete and 
comprehensive strategy without leaving any bit of  any 
significance.”

The only reason this email caught my attention was 
because the opening was so weak. The wording 
doesn’t even make sense.

Unfortunately, this lack of  appeal is pretty typical for 
marketing pieces. You, however, will never make this 
mistake again…

Here are five more starting ideas with more classic 
examples:

Call out your audience.

This is a private advertisement. It is meant for the 
tremendously ambitious man only.

Start a story.

One day years ago, my writing professor handed back me a 
story I had written, shook her head gravely, and said, “This is 
so bad it makes me want to quit teaching.”

Create curiosity.

This is an unusual document you hold in your hands.

Go against common claims.

There’s a simple first step to achieving your retirement dreams 
and more: stop listening to the lies of  brokers and financial 
advisors.

Ask an open-ended question.

How much more money could you make if  you also profited 
every time you were wrong about a trade?

Remember, these types of  opening sentences can be 
used with any marketing piece – even when writing 
something as basic as an email.

Now it’s your turn.

How will you keep prospects interested and taking 
action on your next marketing piece?

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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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, what can you tell me 
about marketing to Fortune 100 companies?”

ANSWER:

Wonderful question, and 
one I’ve been discussing - in 
much detail - with a rock star 
coaching client.

It’s been proven that people 
make decisions based on 
emotions and justify them 
using logic – this includes B2B prospects.

Understand that the decision maker you are 
targeting frequently has different motives than what 
you may believe to be true on the surface.

…And these “emotions” are often tied to a few areas:

1. Job Security: “How could working with you 
get me fired?”

2. Acceptance: “Will people believe I made a 
smart decision for choosing you?”

3. Convenience: “Will working with you make 
my job harder?”

Your job as the marketer is to understand and 
empathize with these concerns to make your decision 
maker’s job easier, safer, and more enjoyable… 
While at the same time making them look great in 
front of  their peers and boss.

This means you really need to take the time to 
understand what your decision maker wants - and 
what they need (both are not related).

For example:

I worked with a client who sold to HR departments 
of  Fortune 100 companies. Within a few phone calls, 
we determined the HR director required additional 
approval from her boss, and because she often 
received a lot of  pushback from her superiors, it was 

our job to give her all the information, education, 
and understanding possible to help her pitch the 
service to her boss.

It was most important that she felt like she was 
making a smart decision - because she didn’t want to 
get fired.

During the sales process, we asked very specific 
questions to find out what we could do to help her 
do her job better… So, we needed to uncover what 
challenges, obstacles, and frustrations she was feeling.  
We also wanted to know what her ideal situation 
looked like, as well as what helped her sleep better at 
night.

From there - week-after-week and month-after-
month - we continued to deliver educational, 
entertaining, and enjoyable content to nurture the 
relationship and further the sale.

As a marketer, your presentation and sales material 
must bridge the gap between “needs” and “wants.”

What type of  information can you provide to your 
prospects via email, articles, webinars, white papers, 
videos, etc. that will further educate, enrich, and 
enlighten them? What kind of  information will they 
find value in that will not only help them achieve 
their ultimate result, but will also position you as a 
trusted authority? What can you give them that will 
make their job (and decision) easier, safer, and more 
enjoyable?

Nurture… nurture… nurture.

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

1 2 3 4

6 7 8 9

THE TRUTH
Most people 

make decisions 
to reduce pain, 

not necessarily to 
gain pleasure. The 
job of  a marketer 
is often to solve 

problems…
(PAGE 1) 

SEARCH IS 
SMALL

Ads that show up 
in search results 
are barely the tip 

of  the iceberg. 
Work smarter 

by exploring the 
different ad types 
and networks that 

work for your 
industry.

(PAGE 2)

FACEBOOK 
POWER
Facebook 

represents one 
of  the most 

effective, highest 
traffic advertising 

opportunities 
available today 
- even for B2B! 
Are you taking 

advantage?
(PAGE 2)

MORE FROM 
GOOGLE

With the right 
tools, you can get 
your message in 
far more places 

than search results. 
Explore Google’s 
Content Network 
to take it to the 

next level!
(PAGE 3)

STRAIGHT TO 
THE SOURCE

You have the 
option of  

advertising with a 
site owner directly. 
Explore which ads 

in your network 
are working best, 
and go straight 

to the source! It’s 
often a win/win.

(PAGE 4)

ASK AGAIN
Experts say that 
it takes as many 
as 7 interactions 

to gain a new 
customer. Leverage 

technology 
to cultivate 

relationships over 
time!

 (PAGE 5)

FOLLOW UP
There are tools to 
help you regain 
customers who 

have visited your 
website and 

not purchased, 
abandoned their 

shopping carts, etc. 
Put the pieces in 

place and capture 
more business.

(PAGE 6)

MEMORIZE 
AIDA

A simple acronym 
can help you fine 

tune your messages 
for maximum 
engagement. 
If  you’re not 

following AIDA, 
you’re leaving 
money on the 

table.
(PAGE 7)

5

10

LOOK UNDER 
THE HOOD

A whole variety of  
services (including 

Facebook itself) 
allow you to 

see what your 
competitors are up 
to with targeting, 

keywords, and 
beyond. Use them!

(PAGE 4)

FOCUS ON 
EMOTION

Hesitance often 
comes down to 

emotional decision 
making. If  you 

understand what 
your prospect is 

going through, you 
can alleviate their 

concerns.
(PAGE 10)
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Members Only Announcements

Insiders are proud to support:
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• 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 - Spider-Man Day

August 3rd - Watermelon Day

August 8th - International Cat Day

August 12th - Worldwide Art Day

August 15th - Cupcake Day

August 19th - Aviation Day

August 21st - Senior Citizen’s Day

August 24th - Pluto Demoted Day

August 27th - Franchise Appreciation Day

August 29th - National Whiskey Sour Day

1st - 5th - National Bargain Hunting Week

6th - 10th - National Scrabble Week

7th - 13th - National Fraud Awareness Week

14th - 20th - National Motorcycle Week

18th - 21st - North American Organic Brewers 
Week

25th - 31st - Be Kind To Humankind Week

American Indian Heritage Month

National Immunization Awareness Month

National Truancy Prevention Month

What Will Be Your Legacy Month

XXXI Summer Olympics

AUGUST
WEEKLY OBSERVANCES

AUGUST
MONTHLY OBSERVANCES
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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. 

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 Training   
Program    Coming Soon. A comprehensive, 
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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