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

School’s wrapping up, and after 
a very loooong winter, I think it’s 
safe to retire the heavy coats for a 
while ;-)

With three little munchkins, we 
don’t go out to dinner as often 
as we’d like… but when we do, 
we find ourselves at a restaurant 
known as “The 100 Club” here in 
Portsmouth, NH.

Unlike most restaurants, to eat at 
The 100 Club, you need to become 
a member and pay a monthly fee – 
no walk-ins allowed.  

Despite Portsmouth having 
more restaurant seats in the town 
than residents, The 100 Club 
membership reached full capacity 
this month, and will not be 
accepting any new members until 
2015.

You see, unlike many business owners 
who believe they need to compete on 
price in order to survive, the 100 Club 
made a decision (much like Zappos) that 
they were going to compete on service.

But plenty of businesses provide “good” 
service… In order to really stand out, 
your service has to be remarkable - 
and wrapped into an unforgettable 
experience.

Continued on page 2

Quotes
“Increasingly, the mass 
marketing is turning into 
a mass of niches.” – Chris 
Anderson

“Your culture is your brand.”  
– Tony Hsieh

“Clarity trumps persuasion.”  
– Dr. Flint McGlaughlin

For example, at The 100 Club, the 
experience starts at the front door.

There’s a complimentary valet who 
greets me by name and whisks my car 
away… then I go into an elevator where 
I enter my unique member code, sending 
a page to the staff on the top floor that 
I’m coming up… Someone greets me 
at the elevator and takes me to my 
table… The wait staff already knows my 
preferences, likes, dislikes, etc., I finish 
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SPREADING THE WORD!

“I’m grateful for our Insiders’ 
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to the club. A warm and sincere 
thank you to each one of you!”
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the meal and walk out when I’m ready (they have my 
credit card on file, so I don’t see a tab – it happens 
automatically), and any leftovers are boxed and 
brought to my car - which is pulled up to the curb 
before I even walk out the door…

All of this for a mere $170 a month, plus the cost of 
a reasonably priced meal.

It’s no wonder why I choose The 100 Club over any 
other restaurant!

Oh, and I forgot - the menu is only a “guideline” 
– meaning the chef will cook anything I’d 
like, make as many substitutions as I’d like… 
anything… just to make sure I get what I 
want, how I want it.

I tell you this because whether you’re in the 
restaurant business, retail, service, etc. – there 
are plenty of opportunities for you to compete 
in ways other than price.

Take the famous story of Paddi Lund, a 
dentist from Australia…

Rather than the traditional approach, Paddi 
pulled down his signs and locked his front 
door, took his name out of the phone book, 
got rid of more than half of his customers, and 
cut his reception desk in half – yet he grew his 
business!!!

How?

Because Paddi committed to doing something 
different by competing on service and creating 
a very memorable experience…

Where Paddi’s desk was… is now a 
cappuccino machine instead.

Paddi bakes fresh “dental buns” for clients, 
serves over 30+ varieties of tea in fine 
bone china, and offers a dental experience 
unparalleled in his industry.

How did it work out for him?

Let’s just say he has a waiting list over two 
years long, and people will pay over $600 for 

a plane ticket to fly and see him for an appointment. 
He works 23 hours a week and earns 2.5 times the 
income as before.

So, if you’re like 36% of small business owners who 
feel “getting repeat customers” is the most important 
milestone for your business, let me ask you – what 
are you doing to create such a remarkable experience your 
customers can’t wait to come back to you?

Something to think about…
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The 4-Letter Word That 
Sells More Than “Hype”

By Charles E. Gaudet II
One of the biggest differences between rookie 
marketers and seasoned professionals goes deeper 
than performance results… it starts with their 
approach.

They both use 4-letter words as their primary 
tactic…

They both begin with the letter “H”…

But their results are as different as night and day.

Rookie marketers focus on hype – and by definition, 
it’s generally a promotional strategy that sides on 
over-exaggerated claims and a nauseating amount of 
equally hyped-up adjectives.

Yes, there’s a place for hype (when it’s tastefully 
done and you can back up your claims), but smart 
marketers know I that “hype” isn’t the primary tool 
that allows you to dominate a market – it’s help.

As Jay Baer wrote in his outstanding book, 
“Youtility” 

“Success flows to organizations that inform...”

You see, we’re constantly bombarded by marketing 
messages that scream “buy me,” “best quality,” “best 
service,” and so forth… but when you get into your 
consumers’ heads, what you’ll find is that they don’t 
actually want your product or service, but rather they 
want the result that your product or service will 
provide for them.

Businesses dominating the market focus on 
delivering the result – and it starts even before the 
customer has to pay for it.

They do so by providing useful information, for 
free (or a low cost), to earn the respect of their 
consumers as the trusted provider. 

Apple figured this out by providing consumers 
with a hands-on experience to see, first hand, what 
it’s like to use an Apple product with their very 
interactive floor room display…

Amazon is the king of “Youtility” when you consider 
how many times consumers will visit Amazon.com 
to read consumer reviews before buying a product.

Heck, even while I was at the farmer’s market this 
past Saturday, one of the most successful vendors 
made it a point to educate people on the best ways to 
cook grass-fed beef and chicken. He didn’t just sell 
his products – his main objective was making sure 
people got the best tasting result they were after.

Like it or not, we live in a small world – with 
technology and information closing the gap every 
day.

When we jump online, we’re not just looking for 
a “digital camera” – we’re looking to find the best 
digital camera for our needs. Nothing more. Nothing 
less.

This is precisely why research has found that the 
average consumer in 2011 needed 10.4 sources of 
information before making a purchase decision (up 
from 5.3 sources in 2010!!!).

If you’re not providing your consumers with the 
information they need, they’ll get it from someone 
else!

A few months back, I had a coaching call with a 
client who tried to convince me that he was in the 
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corporate photography business and his blog was 
unnecessary – so, rather than argue with them, we let 
the facts do the talking…

And what we found was that the vast majority of all 
his Internet traffic came directly from his blog!

Why? Because people found them by first looking 
for a solution to their problem – then, once finding 
a trusted solution, people chose the company as the 
trusted source for their business.

It’s like mother always said: “Givers get.”

The more you help your customers achieve a 
particular result, the more business you’ll get in 
return, but it’s more than just giving… It’s about 
giving people information they’ll actually use - at 
precisely the time they need it the most.

In The Predictable Profits Playbook, I tell a story about 
Ben McClure of Gardner’s Mattresses & More, he 
says:

“We like to think of ourselves as consumer advocates 
of the bedding industry. We’re pulling back the 
covers – pardon the pun – on what everyone else in 
the industry is doing, without saying as much. Our 
customers seek us out because they’ve been frustrated 
with previous purchases, frustrated with a poor 
night’s sleep, and frustrated by buying a mattress… 
and now getting a better result.”

Part of being a “consumer advocate” is helping the 
consumer get closer to the ultimate result they are 
after – so they wrote a book (which they distribute 
for free on their website), write a regular column 
about getting better sleep, and offer a “dream room” 
where you can go into their store and test a mattress 
in private to be certain it’s the right fit for your 
unique sleeping needs.

Jay Baer writes:

“To succeed, your prospective customers must consider 
you a friend. And if, like their friends, you provide 
them with value, if you practice Youtility rather 
than offer a series of coupons and come-ons, they will 
reward your company with loyalty and advocacy, the 
same ways we reward our friends.”

I recommend you read that last paragraph one more 
time.

Stop trying to be clever – and focus on being useful.

This isn’t an old concept… just a forgotten one.

Consider that John Deere has been delivering a 
magazine called “The Furrow” to over 1.5 million 
farmers in 40 countries. The purpose of the magazine 
is to solve the daily problems of farmers, so is it any 
wonder that John Deere is a dominant player in the 
market?

Even Google published 
their “Zero Moment of 
Truth” whitepaper to 
give online marketers 
insight on how 
the Internet world 
works, and how to 
be competitive in a 
world of online hyper-
competition.

I have an American 
Express credit card, and 
as a business owner, 
they also provide an 
excellent resource for entrepreneurs in their Open 
Forum™ (I’m also a contributing author).

All of this raises the question: 

“How can you build relationships with your 
customers and be useful to them?”

It starts by first knowing what they want. This might 
seem obvious, but most people don’t take the time to 
really understand what people want… Just because 
someone might be asking to get their living room 
carpet cleaned, it doesn’t mean they just want clean 
carpets – they could be suffering from carpet-born 
allergens.

Know what they want and create a solution for them – 
the more unique and personalized, the better.

And remember, it’s not just about delivering 
information – it’s about being useful.

The Place Where Entrepreneurs Come To Grow Their Business™
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5 Powerful Marketing Strategies to 
Drastically Improve Your Lead-to-

Sales Conversions

By Charles E. Gaudet II

If you’re looking to increase your lead-to-sale 
conversions, I’ve got GREAT news for you…

You’ve got options!

There are soooo many different ideas and strategies 
to cover – each offering the potential for reward…

But the thing I really want you to understand is 
that even a modest 5% improvement in any one of 
these strategies provides additional growth for your 
company.

Implement 5 of these strategies, each with a 
5% improvement, and you’re looking at a 25% 
improvement in your lead-to-sale conversions.

So, let’s say you’ve got a business bringing in 1,000 
leads per month, and your currently converting 20% 
of those people into customers at an average value of 
$1,000 per customer.

Now let’s say you implement 5 of these strategies 
with only an average of a 5% improvement in sales 
(a total of a 25% improvement). Let’s look at the 
impact:

That’s an immediate bottom-line impact of $5,000 
per month or $60,000 per year – not taking 
into consideration referrals and other sources of 

monetization…

When you consider your investment into the 
Insiders’ Club, that’s a several thousand dollar return 
on your investment – not too shabby…

The strategies we’re focusing on today are based on 
optimizing what you’re already doing – and finding 
ways to make progressive improvement.

Without further ado, let’s cover 5 of the easiest, 
fastest, and most powerful ways to make an 
immediate impact in your bottom-line:

#1 - SPEED
As luck would have it, I just got off the phone 
with a gentleman who owns an in-home elder 
care company in Florida. His company is widely 
successful and doing several million dollars in 
revenue, despite facing over 100 competitors in the 
state.

How did he rise to the top?

Speed.

When someone calls his office to inquire about his 
company’s services, he makes it a priority to:

a) Have a live person answer the phone 

b) Schedule an in-home appointment 
that same day

For his business, he found if he 
waited even 24 hours to schedule an 

appointment, his conversion rate plummeted. And 
while I can’t recall the actual number, having sales 
calls on the same day an inquiry was made increased 
his sales somewhere in the ballpark of 30%!

That’s an 
immediate boost 
just by making a 
faster appointment.

Why?

As it turns out, when someone’s is calling for in-
home elderly care, it’s usually because of a critical 
issue - and they want immediate answers to give 

Total Amount of Leads 1,000
Total Leads Converted to Customers (20%) 20
Total Sales This Month (Avg. Cust. Value of $1,000) $20,000

Total Amount of Leads 1,000
Total Leads Converted to Customers (20%) 20
Strategies Increased Conversion Ratio (25%) 5 additional customers
Total Sales This Month (Avg. Cust. Of Value $1,000) $25,000
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them the emotional security and comfort of knowing 
everything’s going to be okay.

In other words, this entrepreneur understood when 
the client was in their optimal buying state – the 
time when they are most ready to make a purchase. 
That’s when you make a sales call.

In other industries, such as the consulting or 
construction business, consumers are gathering facts, 
they want answers – and it’s not necessarily a same 
day appointment that’s going to win the sale…

You must know how to get potential customers into 
their optimal buying state – and we covered that 
in past issues when we talked about nurturing and 
educating a lead.

But once your lead makes the decision that they’d 
like a bid or a proposal, they are now in an optimal 
buying state. 

The faster you get back to them with a proposal, the 
better your conversions.

I spoke with a roofing contractor who told me that 
he used to meet with the homeowner to measure the 
roof, go back to the office, run his calculations, and 
submit a bid within 48 hours.

Because that’s what everyone else did (at best), he 
felt he was within the norm and was unable to create 
competitive advantage.

But, but, but… he understood this strategy of speed 
and tried something different.

He realized that for 90% of his leads, with the help 
of technology like Google Maps, he could gather all 
the information he needed from the prospect over 
the phone and submit a bid within an hour… rather 
than days.

The result? 

 A massive increase in conversions. Jokingly, he said: 
“My competition has no idea how I’m doing it… and 
they can’t touch me!”

 #2 – CLOSE MORE OFTEN
Whether you’re selling on the Internet or in person, 
most people make one close - leaving it up to the 
prospect to say “yes” or “no.” And once the answer is 
made, they leave it alone.

Big mistake… 

Research has shown that the more “closes” you 
present the lead, the higher the conversion rate.

Let’s start with in-person (or over the phone) sales.

In this case, we call them “test closes” – this is an 
important way to see if the lead is ready to buy from 
you without actually going for a quick “yes” or “no.”

Here’s an example of my favorite test close (feel free 
to steal and use for yourself ):

“Heather, in your opinion, would you say that having me 
as a business coach could help you grow your business?”

(“Yes.” If the answer is no, we move to handle 
objections.)

“So, if you could increase your profits this year by 30% or 
more, how much might that be worth to you?”

(You want the answer to be more than what you’re 
charging.)

“So, you say that it’s worth $XX this year, never mind 
the exponential benefit of these gains in the years to come, 
so it’s really a no brainer. You’ll see my business coaching 
only costs you $YY, and it’s 100% guaranteed so you’ll 

have this investment repaid in only 3 months.”

Then we move from the trial close to the final close.

Now, because we know how important multiple closes 
are for in-person sales, we never allow the lead to 
control the sales process and go right for the “what’s 
this going to cost me?” routine. We must establish 
the value, make sure it’s a good fit (for both of us), 
and only then will we start the trial close…

Now let’s go online.

Neil Patel of QuickSprout.com (a great resource for 
increasing your web traffic and SEO) has a great 

The Place Where Entrepreneurs Come To Grow Their Business™
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strategy for multiple closes.

Not only will you see several opportunities on the 
sales page to add your product to the cart – when 
you go to exit the site, you see this:

Neil offers an exit popup offering a discount for 
those people who are about to abandon their cart.  
Because Neil only has a limited amount of products, 
having this discount inevitably will 
increase his conversions.

Another way you can do this (and 
this is a much more advanced 
and complicated strategy I cover 
with my coaching clients), is 
tracking the specific product your 
lead visits on your website and, 
should they choose not to buy at 
that time, setting an automated 
reminder to be sent to them via 
email fifteen minutes after they 
leave the page (BTW, you can do 
this with advanced coding tying 
in Infusionsoft [http://www.
Infusionsoft.biz] and iMember360 
[http://www.imember360.com]). 

I also use a strategy I learned from 
modeling Agora, a several hundred 
million dollar company.

First, a visitor goes to your video 
sales page and then, if they exit 
before entering the cart, they get 
another popup asking them to stay 
on the page… and it redirects them to a transcript of 

the video instead.

What has this meant for our bottom-line?

On average, 10% of our total sales revenue comes 
from this redirect to the long-copy sales page – for 
every $100,000 in sales, that’s $10,000 we would 
have lost… 

#3 – USE PRICE INCENTIVES
You would be flabbergasted at how many people 
want to do business with you, but for one reason or 
another, the amount of cash-out-of-pocket is the 
biggest issue…

QVC nailed this strategy by offering 1-pay and 
multi-pay options.

You see, for many people, they can’t (or won’t) spend 
the $1,481 for that new computer, but they would 
buy it for 4 easy payments of $370.25.

Another way you can do this is to become the bank - 
and offer financing with a reduced interest rate.

The Place Where Entrepreneurs Come To Grow Their Business™
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Jordan’s Furniture, one of Warren Buffett’s 
companies, made an offer that you can purchase your 
furniture and choose any of their five “PowerCharge” 
financing options:

You can best believe that not only did their 
conversion go UP, but their average total purchase 
went up as well.

If you’ve purchased a car in the last couple years, you 
may have noticed that many car companies offer 
low financing rates – even as low as 0% - just to get 
buyers in the door.

They also offer low lease prices to make the purchase 
more attractive.

Just the other day, one of the Chief Operating 
Officers I work with told me how surprised he was 
to convert more sales by breaking up a $497 offer 
into two payments of $277…

#4 – TRIALS
If you’ve ever walked into a good pet store at the 
mall, chances are you’ve seen the helpful sales staff 
trying to get you to pet and play with the puppies. 
Then, the next stage would be to send you and your 
family into a private, blocked off area so you can sit 
on the floor and play with the puppy.

While it’s great for the puppies to get this attention, 
they’re banking on you (or your kids) falling in love 
with the dog in that special moment…

There’s also a popular strategy called “The Puppy 
Dog Close,” which is the idea that you let the family 
take the dog home for a few days and, only if they 
like it, will they have to pay for it.

The “trial” strategy is all about putting your product 
and service into your customers’ hands – if they’re 
hesitating, let them try it first.

Magazine companies do this quite frequently by 
sending you a first issue free…

General 
Motors offered 
a “buyback” 
program 
allowing 
people to 
take their car 
home and try 
it out for a 
little while… 
if they don’t 
like it, General 
Motors would 
“buy it back.”

Many seminar 
hosts will tell 
you to attend 
the first day of 
the seminar, 
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and if it’s not what you expect, you’ll be fully 
refunded (and some even offer to pay a portion of 
your flight and accommodations).

Then there’s my famous “million-dollar guarantee” 
that makes an offer to coaching clients that, if on 
their first call, they didn’t get at least one million 
dollar idea from me, they don’t have to pay for the 
call.

The objective of the trial strategy is to get your 
prospect to put your product/service to use, and let 
them see the benefit before fully committing to the 
investment.

#5 – USE A COMPELLING 
REASON TO TAKE ACTION NOW

One of my favorite examples 
of this strategy is what I call 
the “Billy Mays close.” Billy 
was easily one of the most 
popular and successful television 
pitchmen who ever existed 
(sadly, he died in 2009).

Part of Billy’s wild successes 
was to 
present 
an offer – 
then, just 
before 
they 
could 
answer, 

he’d come back with “but 
wait, there’s more!”

…and he’d offer additional 
compelling incentives to buy 
right now.

When I went to purchase 
my tuxedo, the sales person 
said: “If you make a decision 
to buy this tuxedo today, we’ll do all the alternations 
for you at no cost and toss in the following free 
accessories…”

Truth be told, I was going to buy the tux anyway, but 
once he tossed in those additional incentives, it was 
really a no-brainer.

When Heather and I were mattress shopping, we 
decided to buy an organic mattress. We were looking 
around, hadn’t made a solid purchase decision yet, 
and then the sales person asked us things like: 
“Do you have organic pillows?” (Our answer was 
no). “Will you be needing a cover to protect the 
mattress?” (Our answer was yes).

Then he said something like: “Well, because this is 
the end of the quarter and my boss needs to move 
a certain amount of mattresses to meet his quota, if 
you buy this mattress today, I’ll give you two organic 
pillows, the protective cover, take your old mattress 
from your house for free, and provide you with free 
delivery.” It seemed reasonable to me so I made the 
purchase.

In the online world, many sales are made not 
exclusively because of the product itself, but because 
of the compelling bonuses you get for “free” when 
you make the purchase.

For example, let’s say you were interested in a 
blender. The Ninja Ultima™ Kitchen System blender 
comes with the following:

 All in all, it really makes you think you’re getting A 
LOT for your investment…  

A compelling reason to earn a sale.

The Place Where Entrepreneurs Come To Grow Their Business™
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Surprising Strategies for 
Closing More Sales

By Insiders’ Club Member, Tom Trush

While at a marketing event earlier this year in Las 
Vegas, I had the privilege of meeting and learning 
from sales legend Ben Gay III.

I recently ask Ben to write the foreword for my 
new book, Escape The Expected: The Secret Psychology 
of Selling to Skeptical Consumers, so his teachings sit 
atop my mind right now.

Ben has been in the sales game for 40+ years. At just 
27, he was already the president of what was then 
the world’s largest direct sales/network marketing 
company, having been personally trained by fellow 
sales legends J. Douglas Edwards, Dr. Napoleon 
Hill, Earl Nightingale, and William Penn Patrick.

One tip Ben shared with me struck my mind like 
an unexpected slap. You see, he explained that most 
sales are made or lost within the first 10-15 seconds 
(or, “while you’re feet on still on the doormat”).

Think about this for a minute...

If you follow traditional sales philosophy, you 
might argue that most sales close at the end of your 
“presentation” or after several contacts. But as Ben 
stressed, many prospects make buying decisions 
almost instantly.

(Note: billion-dollar copywriter Ted Nicholas shares 
a similar belief. He claims that 73% of the buying 
decision is made before the first 17 words in your 
marketing piece.)

Unfortunately, these findings present a problem 
when marketing — at least for those entrepreneurs 
and executives who make the same pitches and 
promises as their competitors.

Problems escalate even further if your marketing 
doesn’t demonstrate a desire to help in a way that 
benefits someone other than you.

As we’ve discussed in previous articles, your 
marketing materials should immediately prove to 
prospects that you share a common goal. In fact (and 
I know this might seem crazy), sometimes giving 
prospects an early opportunity to decline your offer 
can work to your advantage. 

Let me explain...

Recently, Inc. magazine featured a sales technique 
supported by 42 studies on 22,000 people. The 
concept is super simple: 

Use words that reaffirm people’s freedom of choice.

In marketing situations, this choice is often whether 
to buy or not, so remind prospects that they have the 
right to pass on your offer.

Across all 42 studies, a “yes” response was twice as 
likely when an offer was followed by a reminder that 
a “no” response was okay too.

This approach is known to as the “But You Are Free” 
technique. In addition to the BYAF phrase, another 
one that worked just as well during studies was “but, 
obviously, do not feel obliged.”

As you can see, the exact words aren’t important — 
only that prospects know they control the decision.

And here’s a catch: the best results were achieved in 
face-to-face situations.

Studies showed, however, that writing the words 
(especially through e-mail) work when persuading 
prospects too (here’s the original Inc. article: http://
www.inc.com/jessica-stillman/the-most-effective-
persuasion-technique-youve-never-heard-of.html).

Pretty cool, right?

Also, keep in mind that when you take an idea 
prospects express in their minds, and then mention 
it in your marketing, they’ll likely to agree with what 
you said.

That’s why it’s critical to match the language your 
prospects use to describe their situation.

For example, I’m a copywriter… but I don’t use 
that term much outside marketing circles because 
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it creates confusion for many entrepreneurs or 
executives. “Copywriter” just isn’t a word many 
business professionals use.

But when I mention I write marketing materials that 
capture leads and often cut marketing costs at the 
same time, most people understand what I’m talking 
about.

When you match mental thoughts, you tap into 
the repetition principle. And as you know, repeated 
words or patterns are easier to remember. In 
addition, duplicating mental thoughts often causes 
people to accept what’s repeated as being true.

And here’s one final thought to consider: 

Positive language creates positive mental 
conditioning. So if you want prospects to lean 
toward a “yes” response, put them in a positive state 
of mind.

Let’s look at car insurance as an example. The typical 
pitch usually focuses on a negative situation, like 
you’re paying too much or don’t have enough coverage.

Several years ago, GEICO modified this approach 
and began 
stressing 
a positive 
spin. 
Instead of 
reminding 
people that 
they might 
be getting 
ripped 
off, they 
began to 
talk about 
potential 
savings.

As a result, I bet you’re now familiar with the 
company’s catchphrase…

Fifteen minutes could save you 15% or more on car 
insurance.

Notice the positive language? Do you think the 
statement would have the same effect if it said…

Take 15 minutes to learn if you’re spending too much on 
car insurance.

Who knows? Testing is the only way to tell for sure.

GEICO has gone from bankruptcy to becoming 
the nation’s second largest auto insurer. Of course, 
positive positioning isn’t the only reason (no doubt 
GEICO owner Warren Buffett plays a role in the 
company’s success).

But what they’ve done is separate themselves from 
the competition by pushing positivity. Other car 
insurance companies — such as Allstate and its 
Mayhem character — still focus on negative reasons 
for insurance coverage.

So what’s your go-to sales strategy? I’d love to hear 
your thoughts. Just use the website below to send me 
a message.  

Tom Trush is a Phoenix, Ariz.-based direct-response 
copywriter who helps business owners craft lead-
capturing marketing materials. He is the author of 
The “ You” Effect: How to Transform Ego-Based 
Marketing Into Captivating Messages That Create 
Customers and The Reluctant Writer’s Guide to 
Creating Powerful Marketing Materials: 61 Easy 
Ideas to Attract Attention and Get More Customers. 
More information about Tom can be found on his 
website at http://www.writewaysolutions.com. 

Don’t Forget to Log Into Your 
Exclusive Members’ Area for 

More Tips & Resources!

http://members.predictableprofits.com

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

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

QUESTION: “Charlie, I have a retail store 
that sells all sorts of sports related equipment. 
We were doing great for a while, but ever since 
smartphones, we seem to be hitting a wall. Our 
customers come into the store, check their cell phone 
for a lower price and then walk out. It’s driving 
me nuts! What can I do about this?” – Daniel K., 
Massachusetts

Hi Daniel,

This is a 
fantastic 
question 
- and one 
that’s 
plaguing 
more 
retailers 
than 
anything 
else in 
recent 
history. 

People are 
walking into your store, checking out your product 
in person, then buying it from an online retailer 
because they have a cheaper price.

How bad is the problem? Well, according to an 
article in the Sydney Morning Herald from Sept 
12, 2012, 45% of consumers said they would leave a 
store for a discount as low as 2.5% and 60% would 
leave for as little as 5%!!!  

That’s enough to make you sick, right?

So, the answer is to take price out of the buying 
equation…

I’d argue that the problem is not that people are 
using their cell phones to find a cheaper model, but 
that you’re not giving them a better reason to buy 
from you.
Recently, I purchased a pair of sunglasses… 
Nothing too extravagant, but enough of an 
investment that I didn’t want it to go to waste. 
Now, because I have a big noggin, I have a difficult 
time finding sunglasses that will fit comfortably for 
an extended period of time.

Doing some quick research, I could have purchased 
this pair of sunglasses 14% cheaper on Amazon.
com, but I chose to go with a more expensive 
vendor because of the ease, convenience, and 
comfort of their return policy.

I also have a love affair with Nordstrom. I would 
never cheat on Nordstrom just for a cheaper 
product… 

Why?  

Because they take GREAT care of me.

Case in point, I ripped my pants (yes, I tore those 
suckers right in the middle of the crotch) and even 
though I owned these pants for a year… and it was 
my fault… Nordstrom happily took the pants back 
and gave me store credit for another pair of jeans.

Oh, and let alone that I hate shopping – so when I 
go to Nordstrom, a rep is there to help me do the 
shopping quickly, and provide me with the “fashion 
sense” I lack.

The Place Where Entrepreneurs Come To Grow Their Business™
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Competing on price is a symptom of poor 
marketing…

If you don’t give people a reason to do business 
with you – other than price – they will use price to 
make their decision.

So… you can learn from Nordstrom and offer an 
exceptional customer experience, and/or create 
and use a loyalty program by supporting customers 
who choose to do business with you… and/or 
find or develop niche products that are not as 
readily accessible over the Internet… and/or build 
a community-focused brand that people want to 
support... and many, many other ways!

Start by asking yourself: “What do I need to do in 
order to become the most expensive competitor in the 
industry, and still have my customers happy to do 
business with me?”

And that reminds me… I have a keynote 
presentation precisely on this topic. I will load it 
into the Members’ Area before the release of the 
next issue of the Insiders’ Club.

Hope this helps!

In your corner,

Charles E. Gaudet II
Founder of PredictableProfits.com

How To Change Who You Are

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.

Earlier this year, my son Branson was having a 
difficult time at school. He’d come home every day 
and say things like “I hate school” and “I don’t want 
to go back to school.”

When asked for his reasoning, it was because he 
missed Heather and I.

So, one day while walking home, I had a discussion 
with Branson on how to get (or create) anything and 
everything in his life.

I told Branson that you can actually lie to yourself 
– and tell yourself something about how you’re 
feeling even if it isn’t true – because eventually, your 
mind will start to listen to your words and make the 
change happen.

From that point forward, every time he said: “I 
hate school” – I asked him to put a big smile on his 
face and repeat, “I love school, I love school, I love 
school.”

Of course, he told me I was nuts – but I asked him 
to try it, and sure enough, within a few days, school 
wasn’t “too bad.” And today, “Daddy, I love school.”

This is a little trick I picked up when I used to 
wrestle. If I admitted to being nervous before a 
match, I met my opponent with butterflies in my 
stomach – but even if I was feeling nervous at the 
time, if I said (out load), “I’m ready,” I met my 
opponent with confidence and strength of mind.

The Place Where Entrepreneurs Come To Grow Their Business™
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Same with my speaking presentations – whether I’m 
standing in front of 6 people or 600 people, I’ll “lie” 
to myself and reaffirm how excited, comfortable, and 
“ready” I am for my presentation.

Some may say: “Fake it until you make it.”

It’s true.

Our minds never stop affecting both our emotional 
and physical beings.

Dr. John DeMartini, a human behavioral expert, 
writes in his book, Lessons for Life:

“Our thinking and imagining processes indirectly 
act as fine-tuning controllers of our bodily 
processes. When we think we are cold, our 
body prepares for heat conservation. When we 
imagine ourselves hungry, our digestive secretions 
come pouring into play. The same controlling 
systems are responsible for many of our physical 
appearances, biochemical states, and emotional 
outlooks.”

Therefore, if you find yourself in a negative or 
disempowered state of mind… You. Can. Change. It.

It’s as easy as changing your thoughts.

So let me show you how this is done…

Let’s say you’ve got a big sales presentation to do 
tomorrow with a really big prospective client…

You could be nervous - that’s okay - but never, ever, 
ever, ever, ever, ever, ever say out loud that you are 
nervous. It defeats the purpose and programs your 
mind to be nervous. Instead, say: “I’m ready” or 
“Bring it on.”

The key, again (and I can’t say this enough) is to 
never say disempowering words out loud – but rather 
stay focused on who you want to be and how you 
want to feel.

In the words of DeMartini: “As we think, so we are. As we imagine ourselves, 
so we do become.”

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

BUSINESS ACCELERATORS

1 2 3 4

5 6 7 8

THAT “SPECIAL” 
FEELING

In order to really 
stand out, your service 
has to be remarkable 
- and wrapped into 

an unforgettable 
experience… What 

are you doing to make 
your customers feel 

special? 
(PAGE 1) 

PROVIDING 
“YOUTILITY”
Is your marketing 
delivering what 

customers want to 
hear, or is it more 

hype than substance? 
 (PAGE 3)

CLOSE MORE, 
CLOSE MORE 

OFTEN
How many “closes” 

are in your usual 
sales pitch? Upping 

this number give 
your prospects more 
opportunities to say 

“Yes!” 
(PAGE 6)

HOW EASY IS IT 
REALLY?
Giving your 

customers more than 
one way to pay - and 
making payment plan 

terms easy to agree 
with - removes plenty 

of stress from big 
ticket purchases… 

(PAGE 7) 

A PASS MOST 
PROSPECT’S 

WONT TAKE…
Remind prospects 
that they have the 

right to pass on your 
offer… Making it 

clear that they can say 
“no” might just help 
them make a “yes” 

decision. 
 (PAGE 10) 

PROMOTING 
POSITIVITY

What’s the difference 
between GEICO 

the rest of their auto 
insurance competitors. 
I promise it’s not just 

the gecko… 
(PAGE 11) 

HAPPY 
COMPETING 

WITH ONLINE 
PRICE SLASHERS
When you put your 
employees first, they 
put the customers 

first. 
(PAGE 12) 

MIND OVER 
MOOD

Our minds never 
stop affecting both 
our emotional and 

physical beings. 
Telling ourselves 

little “lies” can make 
a huge difference 

controlling our state 
of mind… and our 

actions…
(PAGE 13) 

The Place Where Entrepreneurs Come To Grow Their Business™
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Coming in the Next Issue…

•	 How do you handle a sale when the 
prospect says “no” or becomes otherwise 
unresponsive? For most sales people, this 
is where the road ends… for Strategic 
Entrepreneurs, they know there’s still light 
at the end of the tunnel. Making big money 
from your “dead prospects” is the focus of 
Charlie’s next feature article.

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

Members-Only Announcements

July 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! 

July

July 2nd - Made In The USA Day

July 3rd - Superman Day

July 4th - Independence

July 7th - Global Forgiveness Day

July 10th - Piña Colada Day

July 11th - Slurpee Day

July 13th - Embrace Your Geekness Day

July 17th - Get To Know Your Customers Day

July 18th - International Mandela Day

July 20th - Moon Day
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July 24th - Cousins Day

July 25th - System Administrator Appreciation 
Day

July 26th - National Day of The Cowboy

July 27th - Parents Day

July 29th - Lasagna Day

July 30th - International Day of Friendship

July 31st - Uncommon Instruments Awareness 
Day

July Weekly Observances

2nd - 6th - Beans and Bacon Days

4th - 10th - Freedom Week

7th - 14th - Creative Maladjustment Week

20th - 26th - National Independent Retailers Week

24th - 27th - Comic Con International

July Monthly Observances

Cell Phone Courtesy Month

Family Reunion Month

National Grilling Month

National Make A Difference to Children Month

Women’s Motorcycle Month

Social Wellness Month

National Recreation & Parks Month

Freedom From Fear of Speaking Month

The Place Where Entrepreneurs Come To Grow Their Business™

© Copyright 2014 Managed Marketing LLC   |  The Predictable Profits™ Insiders’ Club  |   www.PredictableProfits.com



 18

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

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

  Platinum Business Coaching:  **NOW   
ACCEPTING NEW MEMBERS **   Spend 
one hour with Charlie, and if you can’t 
honestly say you somehow didn’t get at least 
one MILLION DOLLAR idea – you won’t 
pay a dime! Receive an individualized, custom 
session dedicated toward understanding and 
creating actionable strategies to grow your 
business and dominate your marketplace. 
Application Only – please visit http://
predictableprofits.com/platinum-business-
coaching/ 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!

Good reasons beget good profits. Check July’s 
calendar posted inside of the Insiders’ Club 
Members’ Area online.

Don’t forget to log into the Insiders’ Club 
Exclusive Members’ Area for more business 
growing tips and information! If you have 
not received your username and password, 
please email Charlie’s assistant Mike (mike@
predictableprofits.com), and he’ll get that out to 
you as quickly as possible. This is a WIP (work 
in progress), and we’ll constantly be adding more 
material to massively increase the value of your 
membership.

The Place Where Entrepreneurs Come To Grow Their Business™
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