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Quotes
“In order to succeed, we must 
first believe that we can.”   
– Nikos Kazantzakis

“If you really want to do 
something, you will find a way. 
If you don’t, you’ll find an 
excuse.” – Jim Rohn

“You create your own 
opportunities.”  – Anonymous

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!”
    

It’s been a whirlwind of activities 
this month… I spent 5 days in Vegas 
attending Russell Brunson’s marketing 
funnel seminar (yes, it was insightful)… 
was on Boston Radio… The Predictable 
Profits Playbook was selected as the #1 
Indie Book for Sales and Marketing… 
I hired a new teammate… and I’ve had 
dozens of outstanding opportunities 
come knocking at my door.  

If only I had more time… but life isn’t all 
about work, is it?

As Perry Marshall (of 80/20 fame) has 
said – some of his biggest breakthroughs 
happened while he was away from his 
desk doing something other than work. 
As a self-professed workaholic, I found 
this hard to believe. However, as Tony 
Robbins says, “Success leaves clues,” so 
I’ve made it a regular habit to spend 
dedicated time clearing my mind for new 
ideas, thoughts, tactics, techniques, and 
strategies. 

So, in addition to Crossfit and 
waterskiing… my kids and I just started 
training jiu-jitsu…

In jiu-jitsu, we learned the triangle 
choking strategy (essentially, a quick 
move to use your legs to cut the air off 
of your opponent, forcing them to black 
out). The instructor (one of the top 

fighters in the world) said the difference 
between white belts and black belts aren’t 
in the moves, but in the details.

And the details are what separate 
6-figure businesses from 8-figure 
businesses. 

If you already have a fantastic product/
service, it’s not your product - it’s in the 
details of your strategy.  This month, we’ll 
hit upon several of those details - and 
will continue to deliver many more in the 
coming months.

ALSO – as you know, every time you 
turn around, it seems like there’s a 
new strategy, new software, or new 
technology that somehow promises to 
disrupt the way we do business. Most 
recently, I read an announcement for 
one of the coolest technologies to take 
the stage in a long time. It’s called 
“HumaGram” by ARHT Media. In a 
nutshell, it’s a technology for displaying 
human holograms.

The technology is designed so you can 
interact with a live billboard as the 
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human hologram tells you about the latest offerings. 
Now that’s neat – but what’s really cool is that the 
technology is also able to pick you out from a crowd, 
knows your past purchase history with the store, and 
is able to make you a relevant, specific offer based on 
your interests. Isn’t that amazing? (And, yes, a little 
scary that technology has come that far). You see, 
marketers are finally cluing in that to lead in today’s 
market and break yourself apart from the noise, 
you’ve got to be more relevant and less generic - 
because we’re subconsciously programmed to ignore 
everything that’s not relevant to us.

Of course, I’m not about to go out and purchase 
a human holograph machine just to get my 
message out to my audience, BUT I can use CRM 
technologies (like Infusionsoft) to segment my list 
and deliver more specific/relevant messages… in fact, 
that sounds like a good topic for next month (to be 
continued…).

In the meantime, this month will illuminate tips, 
techniques, and ideas we’re using right now to 
maximize our marketing efforts – pay close attention 
to the details. They could mean the difference 
between a good marketing campaign and an 
awesome campaign.

Enjoy!

With gratitude,
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The Reverse Marketing Funnel

By Charles E. Gaudet II

The traditional marketing funnel has you starting 
with a low cost item (generally under $50), then 
follows a sequence of events to upsell you and 
increase the value of your purchase. This approach 
works, and can be wildly successful (see the next 
article titled: “The 21 Million Dollar Secret”).

However, today I’d like to share a strategy we 
deployed that is rather counterintuitive - it’s called 
The Reverse Marketing Funnel.

You see, rather than starting the funnel from the 
least expensive item and ascending them up the 
value ladder to more expensive offerings – we start 
our prospects at the top, and for those who don’t 
convert are moved down the ascension ladder. 

This is a strategy that works great for coming down 
off of a product launch, or following up a highly 
converting premium offer promotion.

In fact, this is exactly what we designed for a client 
of mine last month (and we’re still seeing profits 
climb as a result).

You see, anytime you run a marketing campaign - 
whether you’re doing a product launch, sending out 
a free whitepaper, or doing a free audit/assessment - 
you’re getting people to raise their hands and identify 
themselves as potential customers for your business.

If you’re giving away a free report for back pain (for 
example), you’re getting a list of people who either 
are experiencing back pain themselves, or seek to 
assist someone they know who has back pain.

Novice marketers will take these names and try to 
sell them only one particular product or service.  
They’ll attempt many times, and convert 2% or 3% 
of those prospects into actual buyers.

But what about the 97%-98% of people that didn’t 
buy?

http://www.PredictableProfits.com
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Many will be ignored… Others will be given another 
opportunity to buy a short time down the road, after 
they’ve cooled off, but many of the potential sales 
will have been lost. However, these are people that 
said they have a problem… and they’re still looking 
for a solution.

If they didn’t buy what you offered them, perhaps 
it’s because they were hoping you would offer them 
something different.

That’s exactly what we discovered during a recent 
strategy I designed for a client of mine.

To give you a little background, we were selling an 
information product for $2,495 (of course, we’re 
talking about information products here, but often 
the best ideas come from outside of your industry, 
so… if you sell a widget or a service, I encourage you 
to see how you can apply a similar strategy to your 
business). 

First, we created a squeeze page, where we drove 
traffic with a series of 4 free videos (this can also be 
done with offline mailing for people asking for a free 
report). The first 3 videos set the stage for the final 
free video, which was a sales video. 

Of the 15,000+ people who requested the free report, 
we generated a total of $516,330 in 10 days…

This is where most marketers stop… 

However, 97% of the people didn’t buy because 
they wanted something else… So, a few days later, 
we offered them a down-sell that solved a similar 
problem to the one they were having, but without 
many of the same benefits.

The next offering was priced at $997. It’s similar to 
the initial offering, but didn’t have many of the bells 
and whistles that were offered at the $2,495 price 
point.

The result?

An extra $46,679 in 5 days, instantly adding an extra 
9.04% profit to the campaign.

…And now we’re in the middle of offering another 

down-sell. This time, it’s priced at $197 - and if 
history repeats itself, this will produce another 
$40,000 in 5 days, adding another instant 8% (+/-) 
to the campaign for a total of $86,679 in additional 
profits.

We’ll continue to run these down-sells to the same 
list… then we’ll offer cross-sells. For example, if 
someone was interested in guitars, and we made 
them an offer for every guitar product offering we 
had – we might cross-sell them by offering them 
music lessons or software for recording/editing their 
own music.

All in all, we predict that before we’re finished, 
we’ll likely have increased the value of the initial 
campaign by as much as 50% or more.

Now here’s the secret…

It comes down to one word, and you’re going to want 
to write this down.

You ready?

The word is: Timing.

You see, when your prospects identified themselves 
as looking for a solution to their problem, they’re 
considered a “hot lead.” They’re hungry. They’re 
interested. They want to buy the right product for 
them. Now it’s your turn to figure out how to best 
serve these clients…

As my dad used to tell me, “You’ve got to strike 
while it’s hot.”

http://www.PredictableProfits.com


 4
The Place Where Entrepreneurs Come To Grow Their Business™

© Copyright 2015 Managed Marketing LLC   |  The Predictable Profits™ Insiders’ Club  |   www.PredictableProfits.com

The $21 Million Dollar Secret

By Charles E. Gaudet II

One of the biggest business killers sucking the 
lifeblood out of companies is the lack of focus on 
back-end sales. For many entrepreneurs, they are so 
focused on bringing in new customers, they ignore 
the giant potential that exists in driving multiple 
sales through the use of upsells, down-sells, and 
cross-sells - which drastically increase the overall 
value of your customer.

Here’s the truth: inexperienced marketers focus on 
the front end. Experienced marketers focus on the 
back end.

Put another way, the money is in the back end, not 
the front end!

For example, a friend of mine told me a story about 
a client who gave away free meals to his most highly 
targeted customers. As a simple lead generation tool, 
most people would see this strategy as crazy… 

However, because the client delighted his new guests 
during their free meals – and he targeted them based 
on the pretense that they might use it to host regular 
meetings – his focus on the back-end, bigger game 
strategy made it worth it. In fact, the restaurateur 
commented that one patron who became a customer 
used their function spot so regularly - even if he was 
the only patron the restaurant attained during this 
promotion - he alone made the campaign profitable.

Of course, we’re not just talking about giving away 
free meals, products, or services here (though it’s a 
great idea with the right back-end strategy) – we’re 
talking about maximizing the value of each of your 
marketing campaigns.

You see, what most people don’t understand is that 
– most of the time – entrepreneurs will lose money, 
break even, or make a marginal profit on the FIRST 
purchase a customer makes, simply because of the 
cost of customer acquisition.  

The classic marketing example is Icy Hot.

Jay Abraham, the mastermind genius behind the Icy 
Hot promotion, developed a strategy where he was 
willing to spend 115% of the initial selling price to 
acquire a customer.

Imagine a negative 15% on every first order!

Sounds crazy, right?

What if I told you that it added $21 million dollars 
in revenue a year to the business.

Still think it’s crazy?

Here’s how…

You see, Jay did a little research to discover that the 
average customer orders Icy Hot seven times a year, 
and makes an average order of $10.00.

During Jay’s promotion, while a single serving of the 
product initially sold for $3, he was willing to spend 
$3.45 to acquire a customer and lose $0.45 per sale 
BECAUSE he knew that once a customer tried Icy 
Hot, they would continue reordering.

And because they no longer had to absorb the cost 
of customer acquisition, profits soared.

This is why it’s imperative that you understand 
Lifetime Customer Value (LCV). Without this 
knowledge, you can’t determine how much money 
you could conceivably spend to acquire a customer 
on the front end to yield a profit in the back end.

It’s called an “investment.”

Like any real estate owner, they might spend 
$100,000 on a multifamily unit knowing that, by the 
end of the year, they’ll make a $10,000 profit or a 
10% annual ROI.

In the case of Icy Hot, they invested $930,000 (not 
all at once), producing a profit of $10,500,000 - or a 
campaign ROI of 1,129%. 

For a complete explanation and tool for determining 
how to calculate your customer lifetime value, go 
to https://cb.hbsp.harvard.edu/cbmp/resources/
marketing/multimedia/flashtools/cltv/index.html, or 
for a shorter link, go here -> http://bit.ly/1JzR6SC 

http://www.PredictableProfits.com
https://cb.hbsp.harvard.edu/cbmp/resources/marketing/multimedia/flashtools/cltv/index.html
https://cb.hbsp.harvard.edu/cbmp/resources/marketing/multimedia/flashtools/cltv/index.html
http://bit.ly/1JzR6SC
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This is exactly how companies like Columbia 
House (remember the ads: “Any 11 records or tapes 
for $1.00”) made money - by understanding the 
LCV and creating a continuity program that kept 
customers enrolled for years.

It’s also how companies may offer you big, valuable 
bonuses for signing up (i.e. $100 deposit for opening 
up a money market account). Because they know 
that when you become a customer, they’ll make 
money on the money you deposit in the bank, as well 

as additional services like home loans 
and financial services.

You see, Dan Kennedy is famous 
for saying that your goal should 
be to find a way to spend MORE 
money acquiring a new customer 
than your competitors  - in other 
words, increase your LCV by making 
your back end work to keep your 
customers buying.

Jay Abraham says that it’s up to you 
to take your customers by the hand 
and guide them through each step of 
the way, letting them know the next 
logical step in the process.

Recently, I was on a call with a client 
who was afraid to place an upsell 
because it felt “salesy” - however, we 

http://www.PredictableProfits.com
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must remember three things:

1. We are not our customers (don’t put words in 
their mouths)

2. Let the results speak for themselves (test and 
see what happens)

3. If you believe your products/services provide 
a positive difference in the lives of your 
customers, clients, or patients, you have a moral 
and ethical obligation to do whatever you can to 
ensure they purchase your offering

Amazon is the e-commerce king of this process by 
immediately letting you know: 

“Customers Who Bought Items in 
Your Shopping Cart Also Bought:”

…Followed up with suggestions.

I would have been pissed when I bought my 
tuxedo if the salesperson didn’t make me an offer 
for suspenders, a vest, bow tie, cuff links, etc. Why? 
Because I had an event to attend later that week, 
and I had so much going on that these additional 
accessories didn’t even cross my mind. The salesman 
sold me from a place of service.

Things brings us back to The Growth Factor™ 
Question: How can you provide your customers, clients, 
or patients with a greater advantage, value, or benefit to 
get them closer to their ultimate result?

Remember, you’re not “selling” just for the sake of 
making a sale – you’re selling from a place of service.

Often times, I purchase products or services to get 
an understanding of the company’s process. So 
just the other day, I purchased a financial product 
from the television (I chose them because I saw 
their advertisement running for months – given the 
expense of this effort, I suspected they must have a 
back-end system that works).

I ordered their free book (plus $7.95 in shipping and 
handling), and after they took my payment, I was 
offered four chances to buy a product or service that 
was complementary to the material I received in the 
book. Each upsell provided me with a greater advantage 
or result. When I received the book in the mail, two 
more offers to make a purchase were included.

So to start, chart out your customer’s buying cycle 
- starting with the initial purchase and all the 
subsequent offers you could make them. I use a tool 
called “Lucid Chart” for flow-charting.

Here’s a list of all the potential upsell strategies that 
can increase your profits:

1. Deluxe Upsell: You sell a basic product and tell 
people that, for a slightly larger investment, they 
can upgrade to the deluxe model.

2. Discount Upsell: Instead of your customer buying 
1 product, they could buy 3 for the price of 2.

3. Time Upsell: Instead of buying one month’s 
supply, if they agree to automatic shipping, you’ll 
take 10% off, or for a newsletter subscription, 
instead of buying for 1 year, they can get a 
discount for 2 years.

4. Package Upsell: Instead of buying one product, 
create a package of products that, together, provide 
a greater benefit, value, or advantage. Think 
McDonald’s value meals.

5. Free Upsell: Instead of selling someone a high 
ticket item, you could offer them something “free,” 
or offer a trial for an item that (from past purchase 
history) you know converts well.

6. Service Upsell: Sell people a “do it yourself ” 
model and offer the opportunity for additional 
service with “do it with you” and “do it for you” 
options.

7. Security Upsell: Many folks want the comfort and 
security of knowing their purchase is protected, so 
offer them additional insurance or an extension of 
their warranty.

8. Speed and Convenience Upsell: The airlines have 
this one nailed down – for an extra investment, you 
can cut through the security line and be the first 
to board your plane. How can you add an extra 
convenience offering to your product or service?

So, there you have it folks… 

How will you take this information to create a better 
back-end experience for your business?

http://www.PredictableProfits.com
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The Forgotten Desire That 
Turns Prospects Into Buyers

By Insiders’ Club Member, Tom Trush

What does effective marketing look like?

I ask you this question because many business 
owners, entrepreneurs, and executives feel trapped. 
They believe marketing must look and function a 
certain way. 

So, when they create their “marketing,” the end result 
appears pretty standard. 

You see logos... company names... lists of services... 
product images... phone numbers... URLs... prices… 
staff and/or office pictures... 

As I mentioned here before, this mentality is 
dangerous because your prospects sense the look and 
function of marketing too - and when they perceive 
something as marketing, they often ignore it. 

Most do so instinctively. Like you, people have 
programmed their minds to tune out 
information that targets a mass audience 
with an impersonal message.

The fact is, each day thousands more 
messages compete for people’s attention than 
just a decade ago. Thanks to the Internet, it’s 
possible this figure may even reach into the 
millions. 

Anyone can now create and distribute 
information at little or no cost, which adds 
clutter to an already crowded marketplace. 
That’s why it’s essential that you escape the 
expected with your marketing. 

Again, marketing that matches an expected 
look and feel goes unnoticed.  

The mind doesn’t wait. You literally have 
fractions of a second to demonstrate 
differences when marketing, whether 

through appearance or content. 

In January 2014, research released by a team of 
MIT neuroscientists found that the human brain 
processes entire images in as little as 13 milliseconds 
(1 millisecond is 1/1,000th of a second).

“The fact that you can do that at these high speeds 
indicates to us that what vision does is find concepts,” 
said Mary Potter, an MIT professor of brain and 
cognitive sciences and the study’s senior author. 
“That’s what the brain is doing all day long – trying to 
understand what we’re looking at.” 

So how fast is 13 milliseconds? 

Well, the average blink of an eye takes 300-400 
milliseconds. That’s an eternity when compared to 
the time the mind needs to process an image.  

Time is not on your side. 

Keep in mind, too, that you must take into account 
the different types of buyers. It’s generally accepted 
among neuroscientists that there are three types 
of buyers – tightwads, spendthrifts, and those 
unconflicted about spending.

Here’s the breakdown (image from Help Scout):

http://www.PredictableProfits.com
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Of course, if you target tightwads, your marketing 
must work a bit harder because they have the 
greatest buying pain.

However, sometimes these adjustments can be 
simply a matter of reframing, especially as it relates 
to price.

For example, how likely are you to buy a product 
that costs $1,000 a year? My guess is that you’d 
probably want to know several details before making 
a decision.

Now, what 
if I offered a 
similar product 
at just $84 a 
month? Does 
this amount 
seem more 
manageable?

It likely does.

The fact is, though, that $84 a month is the same as 
$1,000 a year.

So, if your offer targets all types of buyers, make an 
effort to include options for those tightwads (if you 
want to reach that audience).

Another thought to consider…

When I pulled the above graphic from Help Scout, I 
saw a piece discussing a Carnegie Mellon University 
study that reveals the impact a single word can have 
on converting your prospects to buyers.

Researchers tested an overnight shipping charge on 
a free DVD trial. Instead of including the usual “a 
$5 fee,” they adjusted the wording to read “a small $5 
fee.

Crazy as it might seem, response increased by 20 
percent with the one-word change.

The bottom line: the right words can quickly change 
buying behavior… as can instant gratification.

You see, our brains crave immediacy and the 
unexpected.

Prospects constantly evaluate how soon they can 
receive gratification from you, so use your marketing 
to deliver value right up front – and even go beyond 
what they expect.

Here’s an example: 

Recently, I ordered Russell Brunson’s book, DotCom 
Secrets, because he offered it for free - plus shipping - 
on his website (he delivered instant value).  

The next day, I received the following surprise email:

In effect, Brunson is rewarding me for doing 
business with him by sharing an unexpected 
resource. 

It’s an incredibly smart strategy that builds trust and 
makes me eager to receive the book and continue 
doing business with him.

After all, what other surprises might he have in store 
for me?

Imagine creating the same feeling with your 
clients. Once you do, they actually look forward 
to your marketing, and give it attention that your 
competitors can only hope for.

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.

http://www.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, my products used to sell 
everyday, predictably, and with no effort whatsoever. It 
was that way for years, then all of a sudden, it stopped. 
Now I have to work hard for every sale, and unless I’m 
doing a promotion, nothing’s selling. Any explanation 
why?” 

ANSWER:

Yes, there is an 
explanation… and 
you’re not the only 
one who experienced 
this change.

You see, even though 
consumers have been 
using the Internet 
regularly since the 
mid-to-late 90s, it 
wasn’t until 2010 
that the Internet 
played a significant 
role in the way 
consumers made 
buying decisions.

At last count, 81% of B2C consumers go online 
before making a purchase… 

Now, ask yourself: would you guess that the statistic 
is higher or lower for B2B consumers?

I actually had one naïve person trying to convince 
me that (just because he doesn’t use the Internet to 
make business decisions) nobody in B2B used the 

Internet for buying decisions… he claimed they were 
different.

Yet according to the State of B2B Procurement 
Study, 94% of business buyers do some form on 
online research.

And here’s the kicker:

In 2013, the average person consulted 12 sources 
before finally making a purchase.

Compare that to 2010, when the average buyer only 
checked 5 sources…

“And in 2014, when there are nearly 18 billion 
desktop searches a month according to comScore, 
consumers are taking in more information than ever 
to make smarter buying choices.” –Source: Brafton

You see, people used to rely on word-of-mouth or 
buy from the people and stores they trusted… but all 
that has changed.

Now consumers want to be empowered to know 
they’re making the smartest purchase decision – one 
that will best meet their needs and at the fairest 
price.

So, what do you do to compete?

It starts with helping people find the information 
they need - directly on your website or in your store 
- to empower them to make a smart decision.

For online… consider webinars, whitepapers, free 
reports, videos, articles, etc. These may also tie into 
your marketing funnel.

For offline… brochures, articles, reports, videos, 
and… here’s a great example from an auto dealership 
that “gets it”:

 

http://www.PredictableProfits.com
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It’s a banner that compares their prices with the 
prices of all their competitors. It’s transparent, 
builds trust, empowers the consumer, and best of all, 
shortens the buying cycle and increases conversions.

Progressive Insurance has been using the same 
strategy for years:

Know what products and services you’re being 
compared to, and let your consumers know how you 
stack up, how you uniquely serve them, and why 
you’re the smart choice.

Hope that helps!

     In your corner,

http://www.PredictableProfits.com
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The Ugly Truth About Money

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.

Back in 1994, a time period that feels like an eternity 
ago, I volunteered to fly down to the Appalachian 
Region of Kentucky to assist one of the poorest 
communities in America. I slept in a barn that was 
barely held together by wood planks. The gaps in 
the planks allowed for wind, rain, and (my favorite) 
mosquitos to frequent my peaceful slumber.

And the food? The iced tea resembled wet lawn 
mower clippings and the meals were largely comosed 
of dry, crumbly peanut butter on a generic (stale) 
white bread. This food made McDonald’s look like a 
5-star restaurant!

But I happily lived like a pauper because I believed 
my presence would make a lasting difference for the 
families I was blessed to help.

Then I woke up the next morning and something 
didn’t feel right.

We loaded into the vans for our next project, and as 
I drove through the neighborhoods that benefited 
from my donations and time – I got a surprising 
reality check…

Ironic really.

On one side of the coin, you see many of the homes 
in desperate need of repair… roof shingles missing, 
siding falling off the house, broken windows and 
collapsing decks…

And on the other side… 

Many of these homes had satellite dishes and above 
ground pools.

Of course, this bothered me – why am I here if these 
people can afford certain luxuries like satellite dishes and 
pools?!

As the day progressed, I kept my mouth shut and 
pondered the events in the morning. 

Later that afternoon, we hosted a luncheon for the 
children of the community… and this is where it gets 
really disturbing.

All of the kids were hungry (that was expected).

Almost half of the kids had no shoes (that was 
disturbing).

But the biggest gut wrenching experience for me was 
when I met this little girl – about 6 – who attended 
the lunch hungry, with no shoes, no shirt, and burns 
across the left side of her body.  

When I inquired with the lead volunteer, he told 
me that she was riding on a motorcycle with her 
father, the biked tipped over, and because they had 
no money to visit the hospital, she was unable to get 
treatment and forced to live with the burn marks for 
the rest of her life.

Sad…

Then I got irate.

I stormed over to the lead volunteer and demanded 
answers as to why these people can afford pools, 
motorcycles and satellite dishes and can’t feed, 

http://www.PredictableProfits.com


 12
The Place Where Entrepreneurs Come To Grow Their Business™

© Copyright 2015 Managed Marketing LLC   |  The Predictable Profits™ Insiders’ Club  |   www.PredictableProfits.com

clothe, or take care of their own children.

His answer:

People always find money for the things that are 
most important to them.

Now granted, Wal-Mart offered a payment plan 
to make these luxuries possible (I believe someone 
said the payment plan was extended 25 years)… but 
still… why give a dollar to Wal-Mart if it meant you 
can’t take care of your kids? Disgusting.

Yet – the lesson was unforgettable:

People always find money for the things that are 
most important to them.

So as a marketer, the biggest lie you could tell 
yourself is “my product/service is too expensive” - 
because the truth is, it’s not.  

If your customer or clients are not buying from you, 
it’s because you haven’t made your product/service 
attractive enough.  

In other words, you have to make it so irresistible 
to your clients, it becomes THAT important that 
they’re willing to pay your price.

You see, if someone is willing to make a purchase, 
more often than not it’s to satisfy a pain.

Maybe they want to look more attractive… make 
more money… fall in love… have more free time… 
become healthier… be more confident… get faster 
results… feel more important… have more fun… 
worry less… etc.

Whatever it may be – if your prospect’s pain is great 
enough AND if your prospect believes that YOU 
offer the best opportunity to satisfy their pain (and 
offer the greatest result possible) – you’ve increased 
the odds of getting their business. 

Look, I have a coaching client who’s hypothesized 
that “$2,000 programs don’t sell anymore.” Two 
weeks later, I sold over $500,000 dollars worth of a 
product priced at $2,495...

I was in Vegas last week at an event held by Russell 
Brunson. He sold a 4-day coaching program valued 

at $3,500. I met someone who told me that he 
only had one month of savings left, but because he 
believed Russell’s program was the answer to his 
problem… yes, he purchased the program.

Many years ago, I met two people who traveled 
with me around the world with Tony Robbins. Both 
committed to $125,000 each (when you consider 
Tony’s fees, travel, accommodations, etc.) for the 
year-long trip… BOTH were in debt, had to put the 
charges on their credit cards… and carried a balance 
for years before they could pay it off. They found the 
money too...

Yes – in many ways – this is the dark side of 
money… the ugly truth… and why, as entrepreneurs, 
having such power of influence must be held with 
the utmost of integrity and responsibility.

Yes – when you craft your message correctly, striking 
a balance of pain awareness and the promise of 
transformation, a percentage of people spend their 
last dollar on your product or service because they 
hope you’ll finally have the solution they’ve been 
looking for…

And yes, it’s your job - morally and ethically – to 
do everything in your power to fulfill on your 
promise, alleviate their pain, and bring them the 
ultimate result they expect from you because, as an 
entrepreneur, this is how you… how we… can make 
this world even better.

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

http://members.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

IT’S IN THE 
DETAILS
Whether it’s 
marketing or 

anything else, true 
excellence lies in 

the details of your 
execution. The 

specifics are what 
make or break your 

strategy. 
(PAGE 1) 

PERSONALIZE! 
Technology is 

allowing marketers 
to track purchase 

behavior more 
closely than ever 

before - use it to your 
advantage to offer 
more personalized 

(and therefore, more 
relevant) messages 
for your prospects.

(PAGE 2)

START AT 
THE TOP

Flip the traditional 
marketing funnel on 

its ear by offering 
your top tier 

products first, and 
moving them down 
through your offers 
if they don’t bite.

(PAGE 2)

TIMING IS KEY
When customers are 
diligently searching 
for solutions to their 
problems, it’s because 
they are driven by a 
sense of immediacy. 

This is when they are 
most likely to buy… 
so make sure you’re 
there with an offer.

(PAGE 3) 

DO THE MATH
Good data doesn’t 
lie, and the more 

you know, the better 
decisions you’ll 
make. Find out 

how much a great 
customer spends on 
average, and you’ll 

know what it’s worth 
spending to acquire 

them!
(PAGE 4) 

KNOW YOUR 
CUSTOMER

What kind of 
spender is your 

ideal customer? Do 
they spend freely or 
pinch their pennies? 
You can cater your 
messages to buying 
styles and maximize 

results. 
(PAGE 7) 

EDUCATION 
IS THE NEW 

NORM
More than ever, 

customers in both 
B2B and B2C are 
researching their 

options online. The 
companies that 

offer truly beneficial 
information are 

much more likely to 
earn their trust - and 

their purchases.
(PAGE 9) 

PEOPLE FIND 
A WAY

When a product is 
truly important to a 

prospective customer, 
they will almost 
always find the 

means to pay for it. 
Don’t short change 
your offer - instead, 
increase its value.

(PAGE 11) 

5

10

INVEST IN 
ACQUISITION

With the right 
systems in place, 
you can spend 

MORE on gaining 
customers, and 

make up for it with 
Lifetime Customer 

Value.
(PAGE 4) 

YOUR 
RESPONSIBILITY

Marketers hold 
tremendous 

influence over the 
way people spend 
their money - and 
that means taking 
responsibility for 

truly delivering on 
the promises you 

make.
(PAGE 12)
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Members-Only Announcements

• We’re working on another product right now 
on the mechanics behind marketing millions 
– you’ll receive this product as a preferred 
member benefit as soon as it’s released.

• 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! 

INSIDERS ARE PROUD TO SUPPORT:

July

July 1st - Second Half of The Year Day

July 3rd - International Chicken Wing Day

July 4th - Independence Day

July 6th - Take Your Webmaster to Lunch Day

July 10th - Piña Colada Day

July 11th - Slurpee Day

July 13th - World Cup Soccer Day

July 16th - Get to Know Your Customers Day

July 19th - National Ice Cream Day

July 23rd - Batman Day

July 25th - National Day of the Cowboy

The Place Where Entrepreneurs Come To Grow Their Business™
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July 28th - National Milk Chocolate Day

July 30th - National Support Public Education Day

July Weekly Observances

2nd - 5th - National Tom Sawyer Days

5th - 11th - Be Nice To New Jersey Week

9th - 12th - Comic Con International

15th - 18th - National Ventriloquism Week

19th - 25th - Everybody Deserves A Massage Week

18th - 24th - International Coaching Week

24th - 26th - Garlic Days

July Monthly Observances

Air-Conditioning Appreciation Days

Family Golf Month

National Blueberries Month

National Grilling Month

National Parks & Recreation Month

Smart Irrigation Month

Tour de France Month

Women’s Motorcycle Month

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

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

Ways To Maximize Your 
Predictable Profits Experience

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

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

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

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