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On a Personal Note...

By Charles E. Gaudet II

Welcome to June and what 
(finally!) feels like summer 
here in the Granite State!

And to all you Dad’s out 
there… Happy Father’s 
Day!

While I love what I do for a 
living… nothing even comes 
remotely close to the joy 
I get every morning from 
seeing my three beautiful 
children smiling ear-to-ear.  

Truth be told, my kids 
make me a better person – 
everything I do, I hope to 
make them proud, so when their friends 
say: “What does your dad do?” they happily 
answer: “My dad helps entrepreneurs build 
better businesses…”

Six and a half years ago, Heather entered 
my office with her hands over her 
mouth, a tear rolling down her cheek, 
and announced, “Honey, I’m pregnant!” 
– at that point, I knew my life was going 
to change forever.

You see, when I was a child, my dad 
worked so hard to get his business up-
and-running, I hardly knew him through 
the 3rd grade. He worked seven days 
a week, got up before we did, and got 
home after we got to bed. It wasn’t until 
I started following his footsteps several 
years back that he told me:

Continued on page 2

Quotes
“Small opportunities are often the 
beginning of great enterprises.” 
– Demosthenes, statesman

“I skate to where the puck is going to 
be, not where it has been.” – Wayne 
Gretzky, hockey player

“You can’t put a limit on anything. 
The more you dream, the farther you 
get.” – Michael Phelps, Olympian
 

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!”

With Gratitude,
Charlie

June 2013

“Charlie, the biggest regret in my life 
was not being around to see you kids 
grow up. I still remember the moment 
I walked through the front door, looked 
at you, and realized you were all 
grown up… and I missed it. It was at 
that moment where I decided I wasn’t 
going to lose any more special moments 
with you guys, so I started taking the 
weekends off… then a few weeks off… 
and eventually took the summers off. The 
craziest thing is that when I decided to 
take more time off, I put more people in 
charge and I made more money.”

Some people let their businesses control 
their life… but with enough inspiration, 
you can design your business to fit your 
life. As you’ll see on page 6 (“How to 

Happy Father’s Day!
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Put Your Marketing on Auto-Pilot”), designing and 
creating marketing systems can make this happen for 
you.

My kids don’t just inspire me to do well in 
business… I work hard to stay youthful and energetic 
to be able to keep up with them too!

Earlier this month, I joined my Crossfit group for 
a Memorial Day “Murph” – this was a torturous 
event comprised of a 1-mile run, 100 pull ups, 
200 pushups, 300 air squats… finished by another 
1-mile run. It was crazy… it was fun… and it was a 
marketing field day!

You see, people often ask: “What did you do this 
weekend?”

When you perform such a memorable 
accomplishment like “Murph” – you best believe 
you’re not shy about telling people what you did. 
And when you tell people what type of exercises your 
endured (and show off your bloody hands from the 
100 pull ups), it often inspires a remark like: 

“What!?! You’re crazy! That’s amazing! How’d you do 
that!?”

…and an ensuing conversation about Crossfit begins.

Not to mention the countless Twitter and Facebook 
mentions!

The marketing lesson from all of this: 

Give people a reason to talk about you – and they will!

And while we’re on the topic, I also completed 
Boston’s Tough Mudder.  
Electrocution… jumping in a 
pool of ice… claustrophobic 
tunnels… barbed wire – this all 
lead to a multi-hour jaunt of 
bleeding, sweating, and swearing.  

Before I got on the bus, Branson 
(6) said: “Dad, please be careful 
and stay away from the fire,” while 
Sage (3) lovingly said: “Dad, 
please don’t get dead.”

Fortunately, twenty-five of us set out to finish this 
event – and twenty-five of us finished! 

Just as in the “Murph” lesson above… people were 
talking about Tough Mudder all weekend as I 
proudly wore my finisher’s t-shirt!

----------

Just a point to note: Some of the topics we’re 
covering this month are a bit on the advanced side 
(especially “A Powerful Content Marketing Strategy 
Generating $76,241 in only 5 Days!” and “How to 
Put Your Marketing on Auto-Pilot”).  

Look, you joined the Insiders’ Club because you want 
the no B.S. version of how to succeed, and to become 
the dominating force in your marketplace – you don’t 
go to war with a pistol – you need to arm yourself 
with every strategic advantage possible. There’s no 
pussyfooting around the issue and pretending you can 
take charge by taking the quick and easy way out… no 
pain, no gain… and as my old wrestling coach used to 
say: “Wimps need not apply.” 

Rest assured, if these articles overwhelm or even 
confuse you – you’re doing okay. Each issue is 
designed to take you one step further toward 
becoming a world-class marketing genius. This will 
not come overnight! With each issue, you’ll get one 
step closer… in fact; my most loyal followers have 
mastered these ideas so well, they could very well 
write these articles themselves.

“Your own resolution to succeed is more important 
than any other one thing.” 

- Abraham Lincoln, 16th U.S. president 

Where Entrepreneurs Come to Grow Their Business™

© Copyright 2013 Managed Marketing LLC   |  The Predictable Profits™ Insiders’ Club  |   www.PredictableProfits.com



3

Revealed: A Powerful Content 
Marketing Strategy Generating 
$76,241 in Only 5 Days!

By Charles E. Gaudet II

To provide you with a little bit of context, I was 
asked by one of my private clients to create a quick 
marketing campaign for a brand new product 
offering to his customer list. The price point was 
$797, or 6 payments of $147.  

Now, the title of this article says “Only 5 Days” – but 
to clarify, that’s 5 days from the moment I made the 
product available to purchase – the prospect received 
value-driven videos a few days before they could 
purchase.

Let me explain.

Under normal situations, I would suggest that a 
product launch would have been ideal for this scenario 
– but we had just finished up with a very successful 
6-figure launch… so I decided to mix up the bag a 
little bit and go for something a little different… a 
little less predictable in the consumer’s eye.

This product is very much designed as an “upsell” – 
its purpose is to take current clients and improve the 
results they are having with their existing purchase. 
It’s more-or-less similar to someone buying Adobe 
Photoshop, and then selling a course on “How to 
Get the Most Out of Photoshop,” only this product 
offering could not be sold at the time of purchase 
(more on that later).

Now, because this was a brand new product, I felt 
it was important for the prospects to get value 
from the product before an invitation was sent to 
purchase.

This strategy is similar to the “puppy in the pet store” 
sales technique. People walk into the pet store, you 
hand them the most adorable puppy you can find 
and… before they know it… they’ve fallen head 
over heals in love with the puppy and the sale is 
made (the other variation is that they let you take 
the puppy home for the week before you make the 
decision whether or not you want to buy).

I needed to find a way to virtually put the product in 
their hands (without actually shipping the product).  

To do this, the client and I created a series of 5-7 
minute videos. Each video offered a nugget of value.

The provided benefits such as:

· Establishing credibility

· Creating rapport

· Building trust

· Offering information of high desire and 
interest to the viewer – making them want 
even more!  

Each time your information helps people get a  
desired result quicker, easier, and cheaper –  

you’ve got them wanting more!

You could produce a series of “how-to” videos, or 
even a “what to do next…” topic.

Because this product is exclusively reserved for my 
client’s preferred customers, I also wanted to make 
sure they felt valued, special, and appreciated.

Rather than just sending prospects an email 
to inviting them to join, I created a 13-page, 
personalized invitation, and sent it in the mail with 
an order form and postage paid, return envelope.  

Where Entrepreneurs Come to Grow Their Business™

© Copyright 2013 Managed Marketing LLC   |  The Predictable Profits™ Insiders’ Club  |   www.PredictableProfits.com



 4

Why mail?

Let me ask you – what do you find more valuable, 
receiving a birthday card in the mail or an e-card?

If you’re like most people, you appreciate getting a 
birthday card in the mail. There’s something about the 
postal worker coming to your door that makes everyone 
a little anxious – people love getting relevant mail!

Here are some of the strategies I used in the mailing:

1. I used Courier Font. This looks 
very similar to a Typewriter. 
For one reason or another, this 
font tends to do very, very well 
in direct mail. In fact, it’s my 
favorite font for all my direct 
mail.

2. I also used MyCopyDoodles.com 
to create handwriting, arrows, 
stars, and other “scribbles” in 
the piece. While it might not look 
“professional” with handwriting 
– believe it or not – it increases 
readership.

3. The order form contained testimonials (nice 
to remind people again why they should 
purchase), and was printed using a canary 
yellow paper so it stood out.

4. The outside envelope simply said, “Your 
Private Invitation Enclosed.”

5. Because this invitation was specific to 
preferred customers, they received an instant 
$200 discount – for non-customers who 
request this product, they have to pay $997.

After the prospect receives the 3rd video, the ideal 
scenario would be to have the first invitation to join 
via email and the direct mail campaign arrive on the 
same day. By hitting your prospects with both email 
and direct mail, you get an exponential effect.

Each day after the 3rd video, I followed up with a 
quick email.

Toward the end of the campaign, we engaged the list 
a bit further, and invited people to attend a webinar 
presentation where we expanded on the video topics 

and allowed people to ask questions directly. 

7% of all attendees purchased via the first webinar. 
Due to the success, we ran a special “encore” webinar 
the following day.

The second webinar was a spur of the moment 
decision, and yet, we received a couple hundred 
attendees with a similar conversion rate (this is often 
better than sending people a recording – I’ve found 
many people don’t listen to the recording).

Finally, we wrapped up the campaign with two 
emails reminding them of the benefits of the 
product, and the time-sensitive nature of the offer.

Here are the lessons I learned from this, where we could 
have made even more money!

1. In a conversation I had with direct mail 
wizard Craig Simpson, he suggested 
my conversions would have increased if 
I followed the original mailing with a 
postcard a few days later, with a picture of 
the previous mailing and a reminder of this 
time-limited offer.   
 
…I never thought of that tip… but then 
again, that’s why I paid Craig the “big bucks” 
to learn some killer direct mail secrets the 
public has no clue about (we’ll dive into 
those in future articles).

2. Conversions are exponentially greater the 
closer you offer an upsell to the time of 
purchase.  
 
In fact, upsells offered at the exact time of 
purchase can see as much as a 65% conversion 
rate… unfortunately, this particular upsell is 
not designed to be offered until 7 weeks after 
the initial purchase is made.

3. Unfortunately, the client could not produce 
the videos to match the ideal timing of the 
campaign. This negatively impacted the 
momentum… but at the end of the day, the 
client was happy to find an extra $76K in 
his bank account for just a few days worth of 
work. Not bad.

Where Entrepreneurs Come to Grow Their Business™
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Ascension Ladders and Brand 
Loyalty – Letting Your Top Tier 
Products Market Themselves

By Mike S.

Not too long ago, Charlie and I were talking 
about the “ascension ladder” model of product 
development and marketing, and well, it really got 
my mental gears turning. 
 
Few industries paint such a clear portrait of the 
ascension ladder as the makers and sellers of 
musical instruments, particularly the instruments 
I’m most familiar with: drums (Charlie doesn’t call 
me his “rock star” assistant for nothing!).

An ascension ladder is basically a sliding scale of 
products that increase in both quality and price as 
you climb the ladder. This model is fantastic for 
repeat business, because most of your customers 
will always have that next rung to climb to - that 
next, more expensive, higher quality product to 
buy. 
 
And because the products increase in quality as 
they increase in price, most people are happy to 
pay the higher prices…

Now, there are hundreds (if not thousands) of 
drum manufacturers out there, from the giant, 
well-known brands to small, independent shops 
that specialize in custom and made-to-order 
instruments. Most of the smaller companies are 
pricey… and the quality… that just depends on the 
maker. 
 
But for all of the big-name drum companies (Pearl, 
Gretsch, DW, Ludwig, Yamaha, to name a few), 
the ascension ladder is the name of the game. Each 
of these companies make drums from the most 
basic, entry level equipment, all the way up to top-

of-the-line, customized gear – for about ten times 
the price (or more) of the products at the bottom 
of the ladder.  
 
Just as an example, at the bottom of Pearl’s ladder, 
and Export series snare drum retails for $175. At 
the top of the ladder, a Masterworks snare drum of 
the same size: $2,073! 
 
This is a huge price jump, sure, but there are several 
series in between, and no shortage of options to 
make sure you’re getting just the drum you want.  
 
What’s really striking about this model, though, is 
the tangible difference in quality that accompanies 
the difference in price. An Export series drum 
looks and sounds great, until you see it next to a 
Masterworks drum…

But here’s the most interesting component… 

They don’t market the high-end stuff. 
 
Instead, they promote the entry and mid-level 
gear, let drummers develop some brand loyalty, and 
climb the ladder on their own.

This serves to make the high-end products even 
more desirable because only the “insiders” really 
know about them – and since the customers 
(experienced drummers) are already familiar with 
the manufacturer’s products and company culture, 
they are the ones positioned to get the most value 
out of the products at the top of the ladder. 

And that’s exactly what makes the ascension 
ladder model so effective – your customers have 
something to look forward to. There’s a certain 
level of status to be achieved as they climb the 
ladder.

This “perceived value,” combined with very real 
increases in product quality, takes the “WOW!” 
factor to the next level, further strengthening 
customer satisfaction and brand loyalty. 

So how does this apply to other businesses? 

5
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The ascension ladder can work in the form of 
product upgrades, or even as tiered upsells or 
long-term customer support. The most important 
component though, is the perceived value between 
one rung of the ladder and the next.  
 
Depending on your particular product/service, 
it may even be in your best interest to not even 
offer certain upgrades or next-tier products until a 
customer has already made a purchase with you. 
 
If we take a cue from the big-name drum 
manufacturers, the rungs at the top of the ladder 
aren’t even visible until you’ve climbed a few at 
the bottom! And chances are, people who haven’t 
started the climb won’t recognize the true value of 
the products at the top!

All of this just goes to show that ideas are 
everywhere – and that looking at niche-specific 
industries can shed light on methods and 
opportunities you didn’t even know were possible!  
 
Look at your own hobbies… Ask your friends and 
family about theirs… Look at subcultures and 
product “cults” for inspiration… The fiercest brand 
loyalties are based on much more than just good 
products.

Cheers,

Mike

How to Put Your Marketing
 on Auto-Pilot

By Charles E. Gaudet II

A few weeks ago, I flew out to meet with a company 
called Sixth Division in Arizona. Sixth Division is 
marketing automation specialist for Infusionsoft, 
whom I met with to “lift up the hood” and show me 
all the potential Infusionsoft has to offer.

Whether or not you use Infusionsoft (a software I 
use myself ), this is a great way to add leverage to 
your life – especially if you’re serious about growing 
your business while maximizing your time.

Remember, leverage is created by: 

•	 Technology

•	 People 

•	 Systems  

Infusionsoft tackles both technology and systems.

The most basic of automation systems is the email 
autoresponder (like aweber, iContact, etc.). Simply 
ask someone to sign up for your newsletter, and then 
they receive timed, automated emails offering value 
and suggesting a purchase.

Effective – but very basic.

Tony Hsieh (CEO of Zappos) once said that if his 
competitors got full access to his entire business 
operation, it wouldn’t worry him – because by the 
time they caught up with him, he’d already be 10 
steps ahead of them!

He can only say that because Tony built a marketing 
system, and continuously expands and improves upon 
the system!

But creating a sophisticated marketing machine is 
not as hard as you think.

On the surface, systems seem very complex, but in 
reality, they are very easy… it just takes a very basic 
understanding of how and why things work. And, 

Where Entrepreneurs Come to Grow Their Business™
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fortunately, companies like Infusionsoft have the 
support, instruction, and offer templates to make it 
even easier for you to implement.

(By the way – I get no financial benefit whether 
or not you decide to use Infusionsoft – I’m just an 
enthusiastic fan.)

You can build turnkey marketing systems for:

•	 Abandoned Cart Recovery (these are the 
people who go to checkout – but leave before they 
place an order)

•	 Networking (sending you a reminder of who/
when to call)

•	 Birthday Reminders

•	 Calling Back Customers

•	 Event Registration & Follow Up

•	 Launching a Referral Partner Program

•	 Capturing Leads and Following Up with a 
Free Consultation

•	 Collecting Recurring Billings

•	 Scoring Leads

•	 Automating Opportunities

•	 Tracking Email Engagement

•	 Generating Repeat Sales

•	 Purchase Follow Ups

•	 Improving Sales Efficiency

And so much more…

I have a system set up that sends me an email to 
remind me to send a “thank you” card to a customer 
once they meet a certain criteria… I’ve got other 
emails going to my fulfillment house to let them 
know when someone makes a purchase (like The 
Customer Re-Engagement Strategy – email Mike@
PredictableProfits.com for details) so they will 
automatically ship the product the moment an order 
is processed… nevermind all the other “automatic” 
things that are happening in the background.

For example, two weeks ago I built an automatic 
downsell for a client. When a prospect expresses 
interest in the main product, but chooses not to 
purchase, 7 days later, they automatically receive a 
series of communications making them another offer 
for another product.

Just with the impact this campaign has had over the 
last two weeks, I expect this will easily add a multiple 
of 6-figures per year to his bottom-line… and all I 
have to do is take a little time to monitor how the 
campaign is working and try to improve upon it.

(This campaign is running right now… as I type… 
and I haven’t had to so much as lift a finger… and it’s 
bringing in a consistent flow of sales.)

Follow up can be done via emails, direct mail… or, if 
you have an outside sales force, phone calls.

You see, before the automated systems, I’d have a 
detailed excel spreadsheet and (attempt) to track 
which steps the customers/prospects were in, when 
things needed to get done, and who was responsible. 
Many times, things didn’t get done on time – or not 
at all – leaving LOTS of opportunity unharvested.

Where Entrepreneurs Come to Grow Their Business™
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Now it’s done automatically for me, and I can focus on building my business (instead of working in my 
business!).

Just for the heck of it, here’s a 30,000-foot, Insiders-only view into one of my campaigns (this is what happens 
when you take The Profit Profile® Assessment - a new lead generation tool we’re testing on http://www.
PredictableProfits.com).

Here’s an explanation of what you’re seeing:

1. This just tells me how traffic is coming to the site. Right now, all traffic is organic (either direct or 
search)

2. Prospect is identified as completing the quiz (aka assessment)

3. I receive an email that an assessment has been taken (I set this up because I am curious how often someone 
completes the assessment – and it saves me from having to log into Infusionsoft)

4. This identifies someone who instantly signs up for The Predictable Profits Insiders’ Club directly 
through the website – and not through our marketing campaign

5. 6.  and 7. Based on who the prospect is, they are dropped into different buckets. If the prospect has 
already been through my marketing campaign, they get moved into the “Already Been in Campaign,” 
if they are already Insiders’ Club Members, they get moved into the “Already Purchased” bucket… and, 
of course, if they are brand new to the funnel, they move into the “Lead Nurturing Bucket,” where they 
will receive a series of value-added emails

8.  US/Canada subscribers are dropped into this bucket because they do not have to pay shipping due to   
the low cost of domestic mailing

Where Entrepreneurs Come to Grow Their Business™
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9.  International subscribers (unfortunately) have to pay a small shipping fee due to the extra postage and 
the time is takes to process an international mailing

10. After they purchase, they go through a “Welcome Mat” campaign (we’ll cover this in more detail 
during our August newsletter)

11.  If the new customer converts from the 30-day trial to a regular monthly Insider, they are tagged and 
identified as such

12. If the new customer cancels their 30-day trial, they are tagged and identified as such

13. For new customers, they move onto our “Stick Sequence” (a marketing campaign designed to reduce 
attrition, we’ll cover that down the road as well…)

14. Those that canceled will enter a “Trial Cancellation Sequence” to make sure that, even though they 
cancelled, I still leave them on a positive note (another thing we’ll be covering in a later issue)

Each day, where I’m afforded the time (and not working on client material or Insiders’ Club research), I am 
building, refining, and improving upon my marketing system.

Over time, this will provide me with an enormous competitive advantage, and allow for massively greater 
opportunities for exponential growth.
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Break These “Rules” to Write More 
Memorable Marketing Copy

By Predictable Profits Insiders’ Club 
Member, Tom Trush

Last week, I cringed the moment my eyes saw the 
following instructions on my 7-year-old daughter’s 
homework:

Circle the correct helping verb in each sentence.

The page then featured a list of sentences...

1) I (is, am, are) working on my science fair project.
2) I (do, does, did) go to Disneyland last year.
3) Carlos and Jamal (is, are) arguing about the game.
4) My friend (have, has, had) already left for school 
when I called.
5) My brother (is, am, are) going to be six years old 
tomorrow.
6) I (have, has, had) to wash the dishes before I can go.
7) Jessica (have, has) always gotten good grades.
8) We (is, am, are) playing softball on Saturday.
9) Marcus (was, were) mowing the lawn when I got 
there.
10) Mandy (do, does) want to volunteer for the 
fundraiser.

At first glance, you might think this exercise seems 
harmless.

The problem, however, is helping verbs act like copy 
kryptonite when marketing. They weaken your words 
and make proper comprehension difficult.

They also create unnecessary wordiness.

Now, don’t get me wrong. You need helping verbs 
in some instances. But, for the most part, use the 
following 23 copy killers sparingly:

•	 being
•	 be
•	 am
•	 is

•	 are
•	 was
•	 were
•	 been
•	 have
•	 has
•	 had
•	 do
•	 does
•	 did
•	 can
•	 could
•	 will
•	 would
•	 shall
•	 should
•	 may
•	 might
•	 must

So let’s look at how we might adjust a few of the 
earlier sentences.

2) I flew to Disneyland last year.
3) Carlos and Jamal keep arguing about the game.
7) Jessica always earns good grades.

Did you notice the stronger verbs? 

Of course, these changes also tie into writing in the 
active voice, or constructing sentences where the 
subject “acts.”

If you ever took a writing course, you may remember 
hearing this advice before. Sentences written in 
active voice have action and directness, which helps 
lure readers deeper into your copy.

Two common words that lead to passive sentences 
include “was” and “by.”

So instead of “The advertisement was written by me,” 
you might write “I wrote the advertisement.”

Just like with active verbs, writing in the active voice 
isn’t necessary all the time. In fact, even in Elements 
of Style (long considered the Bible of English 
grammar), co-author William Strunk, Jr. states, “This 

Don’t Forget to Log Into 
Your Exclusive Members’ 

Area for More Tips & 
Resources!

http://members.predictableprofits.com
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rule does not, of course, mean that the writer should 
entirely discard the passive voice, which is frequently 
convenient and sometimes necessary.” 

Keep in mind, the copy that best connects with 
prospects is conversational. When read out loud, it 
sounds like a discussion with a friend over lunch. 

Unfortunately, most people don’t write the way they 
talk. Instead, they turn to the formal tone taught 
by high school English teachers. The result is a stiff, 
boring style that isn’t easy to read or remember.

Conversational copy uses short words (and 
sentences)… repeated information… occasional 
questions… and causal pauses…

You also engage one person — not a large audience. 
And the dialog goes back in forth.

Of course, if you haven’t used this type of copy in 
your marketing before, it might seem odd at first. 
You may feel uncomfortable even trying to write it.

Don’t worry, though. Your natural voice will 
eventually come through after a little practice. If 
you continue having trouble, record yourself telling 
someone about your product or service. Then 
transcribe the recording.

One easy way I trigger mental dialogue in copy 
involves one- or two-word questions. I write a 
statement, and then give the reader an opportunity 
to pause and take in the idea.

Some of my favorite questions include “Make sense?” 
“Right?” “Understand?” “Fair enough?” and “Sound 
familiar?”

Another conversational copy technique is inserting 
command statements at the beginning of sentences. 
Some of my favorites include “listen,” “remember,” 
“keep in mind,” and “imagine.” 

For example...

Keep in mind, when you don’t grab control of 
your 401k, or at least educate yourself about your 

investment options, you limit your retirement to 
what the market delivers.

You can also use longer command statements as 
transitions. Try these options:

Allow me to explain…

Listen to this story…

Let’s take a look at what I’m talking about…

Think about that for a minute… 

And here’s one fact you can’t ignore…

Remember, you should use proper punctuation 
and spelling. But writing conversationally means 
sometimes breaking the “rules.” So don’t be surprised 
if your copy sometimes causes grammarians to break 
out in cold sweats.

You can occasionally use one-sentence paragraphs 
(even one-word paragraphs)… start a sentence with 
“and” or “but,” include sentence fragments… and 
even create contractions.

These grammar violations help match your 
marketing copy with the way your prospects speak, 
which in turn makes your message more memorable.

Tom Trush is a Phoenix-based direct-response 
copywriter who helps business owners craft lead-
capturing marketing materials. His newest book, 
The “ You” Effect: How to Transform Ego-Based 
Marketing Into Captivating Messages That Create 
Customers, is now available on Amazon.com and 
from other major book retailers. Tom is also the 
author of 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.
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Ask Charlie!

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

question might be answered right here in the very next 
newsletter!

QUESTION: “Hey Charlie, you’ve mentioned direct 
mail a few times – isn’t it just cheaper to use email 
instead?” – Justin F., FL

ANSWER:

Hi Justin,

Good question, 
and yes – it is a 
lot cheaper to use 
email.

But it doesn’t 
mean email is 
the best media 
for everyone 
– nor does it 
mean email will 
continue to be 
just as effective.

Look at the changes Google just made to Gmail.

(source: MIT Technology Review)

Google’s now filtering automated notifications, 
marketing messages, and newsletters into other 
folders outside of your inbox. While it’s still too early 
to determine its impact – I suspect this will have a 
negative impact for those people who will place less 
value on the “promotion emails” as just sales rhetoric.

Another statistic I read recently was that affluent 
online shoppers are notorious for unsubscribing to 
email newsletters.

What does this mean for you?

It means you can’t reach everyone by email – and 
by trying to do so, you’re completely ignoring and 
dissatisfying a significant growth opportunity by 
not trying to reach out to them through additional 
media channels.

If you have (or can get) their full mailing address, 
why not reach those people who are not responding 
by email with good ol’ snail mail?

Here’s another thought for you: did you know that 
all 3 of the online giants (Google, Yahoo, and Bing) use 
direct mail to get more buyers?

Wouldn’t you think that the people who control 
95.6% (comScore) of all search traffic would rely on 
their technologies instead of using direct mail?

These companies spend million of dollars on direct 
mail because it works…

But like all marketing strategies, success comes down 
to a targeted message, an enticing offer, and a strong 
call to action.

Direct mail is just one of many tools in our 
opportunity toolbox.

Hope this helps!

In your corner,

Charles E. Gaudet II 
Founder of PredictableProfits.com
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How to Get Into the Big Leagues

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.

Starting in 1999, I experienced both ups and downs in 
my life – from amazing accomplishments to flaming 
disasters. The funny thing was that when I was 
struggling, I had many people willing to reach out a 
hand help me up; however, when I succeeded, some of 
those same people were trying to knock me down.

It wasn’t until a few years later, when I met peak 
performance coach Tony Robbins, where he said: 

“You’re only as good as the company you keep.”

Let me explain.

My mother used to always say: “Choose your friends 
wisely because you become a product of your friends.” 
When I was younger, I just assumed this was foolish 
parenting gobbledy-gook. It wasn’t until later in life, 
when I understood that you truly become affected by 
the people you choose to spend time with.

Tony says: 

“Tell me who your friends are,  
and I’ll tell you who you are.”

Stop for a second, and start to think about the 5-10 
people you spend the most time with – chances are, 
you’ll see those people represent the average of who 
you are… 

Generally, an average of your income, lifestyle, 
accomplishments, etc.

This is because people inherently are closest with 
people who share their interests, values, hobbies, and 
sense of humor.

Tony used the metaphor of the temperature in a room.

Most people are comfortable at 70 degrees 

Fahrenheit. At 70 degrees, you’re not too hot and not 
too cold – you’re just right.

Most people live their lives at 70 degrees.

Here’s where it gets interesting…

Let’s say something happens in your life. You run 
into financial struggles, put on a few pounds, or are 
having a difficult time growing your business. When 
compared to the average of your 5 friends, this puts 
you “below average” or, say, at 65 degrees.

When you drop below average, this makes your friends 
feel uncomfortable. As a result, your friends will go out 
of their way to bring you back up to average.

But now let’s say you’ve made a decision to get fit, 
excel financially, or take on a huge challenge. This 
elevates you above the norm of the group to 75, 80… 
even 90 degrees.

Can you guess what happens now?

Your friends may try to bring you down to average – 
whether it’s from a simple lack of support, trash talk, 
ridicule, or heck, if you get so far out of the norm – 
they might even de-friend you.

If you want to change your life – as Tony says:

“Change your friends, change your life.”

Just like in sports, when I made the decision to do 
well in wrestling – I knew the only way I could 
become a champion was to surround myself with 
people who were better than I was. That’s why I not 
only practiced with my high school team, but I also 
ventured out to practice with local college wrestling 
teams, and even flew out to practice with Olympic 
Gold Medalist Dan Gamble.

And I went from having a losing record on Junior 
Varsity freshman year in high school, to three state 
championships by the time I graduated a few years 
later.

Look for people who will inspire you to raise 
your average, encourage you to reach for the 
highest stars, and support your endeavors toward 
excellence.
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INSIDERS ARE PROUD 
TO SUPPORT:

Coming in the Next Issue…

•	 Having the right price can make you or 
break you. Next month, find out the one 
number you want to absolutely avoid 
having in your price, a little technique 
for making the exact same price look 
cheaper… and pricing strategies for 
substantially increasing your sales!

•	 A marketing strategy for keeping your 
business “top-of-mind,” stimulating 
more sales, and further positioning 
you as the expert in your field. Charlie 
says this little-known strategy is one of 
the few “must-have strategies” for all 
business owners!

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

Where Entrepreneurs Come to Grow Their Business™
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Members-Only Announcements

•	 We’ve expanded the marketing calendar 
inside of the Members’ Area with even 
more (sometimes crazy!) occasions. In 
addition to the obvious “Independence Day” 
– there’s “Get to Know Your Customers 
Day,” “Everybody Enjoys a Massage Week,” 
“National Grilling Month,” “Simplicity 
Day,”and “National Make a Difference to 
Children Month.” 
 
June is giving you many “reason why” 
holidays for creating a number of different 
marketing campaigns – there’s always a 
reason to reach out to your customers!  
 
Good reasons beget good profits. Check out 
June’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.

•	 Mark Your Calendar! On August 6, 2013 
from 1:30pm – 2:30pm EASTERN 
– be ready for a very special Insiders-
Only virtual meeting discussing vital 
(and almost always ignored) strategies 
for maximizing your copy!! We’re 
discussing a copywriting strategy no 
one has ever taught you before (when 
I first learned it, I was shocked that no 
one’s teaching this stuff ) – and as of 
August 6, you’ll be one of the few to 
have this edge! Details coming soon… 

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

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

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

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

- Monthly Insiders’ Club Newsletter

- Quarterly Group Mastermind Call

- VIP Discount on Future Products and 
Services

- Restricted Access Website

- Exclusive Members’ Only Blog

- PLUS MORE!
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