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

A few weeks ago, I gave 
a keynote presentation 
titled “Escaping the 
Commodity Trap.” 

The talk was specifically 
designed for business 
owners wanting to 
lead their market. One 
key takeaway was that 
there’s never, ever, ever, 
ever, ever, ever been 
a company in history 
that’s maintained their 
competitive advantage solely on the basis 
of price  (we touched upon this in last 
month’s newsletter too).

And wouldn’t you know it, Staples – the 
leading discount office supply company 
– just announced they’re going to shut 
225 stores in a desperate attempt to trim 
$500 million in costs.

When are “old school” entrepreneurs going 
to see the writing on the wall?

For starters, know what you’re selling 
and why people buy from you. In the 
case of Staples, what the heck are they 
doing occupying shelving space to sell 
things like Tide laundry detergent and 
paper towels? 

Reportedly, Staples is often out of stock 
on several go-to items like paper and 

Continued on page 2

Quotes
“The question isn’t who is 
going to let me; it’s who is 
going to stop me.” – Ayn Rand

“Don’t worry about failure; 
you only have to be right 
once.” – Drew Houston

“It’s not about ideas. It’s about 
making ideas happen.” – Scott 
Belsky

pens… this, of course, drives customers 
away to their competitors.

This is what happens when 
entrepreneurs lose focus of The Growth 
Factor question:  

“What needs to happen to provide our 
customers or clients the greatest benefit 

and greatest advantage to get them closer 
to the ultimate result they desire?”

If you’ve been in a Staples store recently, 
you know the store lacks a quality in-
store experience. The past two times I 
entered the store, it took me over 15 
minutes to talk with a representative.

What reason do we have to shop at 
Staples? For now, it’s because they’ve 
got what we need at good prices. They 
use price as their most significant 
competitive advantage.  

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!”
    

March 2014
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Spam Killer or Business Killer?

By Charles E. Gaudet II

I’ll say this until I’m blue in the face:

You can’t compete on the 
basis of price alone.

So when someone offers similar office products for 
cheaper prices, we’ve got no reason to stick around 
with Staples.

Maybe this is a wake up call for the office supply 
store, but if I were to be a gambling man… in the 
words of Forrest Gump: “stupid is as stupid does.”

They’ll just be another store struggling to keep their 
head above water, staring in the eyes of other fallen 
leaders… Borders, Circuit City, Blockbuster, and 
others…

As an Insider, you already know selling just goods 
and services isn’t enough. Your customers demand 
more – they want a GREAT experience working 
with you.

Take Michelle Foster of HelpWithoutHassle.com, 
a printing and fulfillment center. Printing is about 
as commoditized an industry as you can think of  - 
but at the suggestion of my friend Craig Simpson, I 
decided to give Michelle an opportunity to earn my 
business.

It’s been two weeks, and it’s safe to say 
HelpWithoutHassle is the Zappos of the printing 
industry. The service is unlike anything I’ve 
experienced. The service is quick and Michelle has 
approached everything with a “can do” attitude.

With Michelle’s company, she’s not really selling 
“printing” – what she’s selling is service. Anybody 
can sell printing, but service is why I do business 
with Michelle.

Obviously, I’m a big fan… and a big enough fan that 
I’m compelled to share her company with you. 

That’s the difference between operating a company 
that does mere transactions (printing) and running 
a company that’s committed to offering you an 
experience (service).

What are you selling?

Google’s at it again…

They announced on Thursday, February 20 that they 
will begin adding a clearly marked “unsubscribe” 
button at the top of the header field in promotional-
type emails.

The Internet marketing community is up in arms 
about this change. They’re saying things like: 
“Google’s out to get us!” and “Google the business 
killer!”

Look, the only reason anyone should be nervous… 
is if you think your email will be seen by your 
customers and prospects as having such low value – 
that they will want to unsubscribe. Right?

If you’re delivering great value, then what do you 
have to worry about?

I tell all my coaching clients, make your email so 
good that someone will want to save it inside a 
folder in their inbox to reference and read again. 
That should be the goal. Send 80% of your emails 
with high value, and your customers will be okay 
with the remaining 20% of those emails being 
promotional.

This is another reminder for why you need to use 
varying marketing medias to communicate with 
your prospects (and employ The Money Wheel™ 
philosophy of adding multiple spokes to the wheel… 
multiple streams of income).

Here’s a communications tip:

  Combine online with offline.  
You see, we know people unsubscribe – but it doesn’t 
always mean they don’t want to hear from you. It 
could just be that they prefer to be communicated 
with in a different media.

A Huffington Post article found that consumers 
“prefer direct mail over email about brands or 
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products in almost every category, including 
financial services (36% to 8%), insurance (36% to 
9%), and travel (21% to 13%).” The same study 
indicated 50% of US consumers prefer direct mail 
to email. (Source: http://www.huffingtonpost.
com/2012/01/12/direct-mail-preferred-over-
email_n_1182327.html)

And… according to the Direct Marketing 
Association, direct mail boasts a 4.4% response 
rate, compared to the average email response 
rate of 0.12%! (Source: http://www.dmnews.com/
dma-direct-mail-response-rates-beat-digital/
article/245780/)

So, communicating through both direct mail and 
email isn’t a bad thing (in fact, the combination of 
both medias has consistently proven to perform 
better than using any media exclusively).

When someone makes a purchase online or offline, 
you should already have a system for collecting 
email and physical mailing address information (if 

you don’t, you’re leaving A LOT of money on the 
table - what are you waiting for?).

But what about leads?

The highest online conversion rate is generally 
found when someone enters only their email 
address. With every additional field you add (like 
name, address, etc.), conversion rates go down.

So traditionally, it’s best to collect just their email 
(or their first name and email) right up front.

But this is where strategic thinking offers an 
advantage above your competition…

After someone opts-in, one option is to take your 
lead to a thank you confirmation page where you 
offer an ethical bribe in exchange for their mailing 
address. That’s a good option.

The better option (and this is a little advanced) is… 
once they reach a certain lead score (say they actively 
open your emails and click on your links), you make 
a rule to email them about special surprise you’d like 
to send them – but you can only send it by mail. 
This way you’re only mailing the highest quality 
leads.

Perhaps you offer them a free CD, special report, 
coupon, gift card – something that’s going to 
incentivize them to give you their physical mailing 
address.

(If you’re interested in automating this process 
and using lead scoring, this can be set up on 
Infusionsoft. Go to http://www.Infusionsoft.biz to 
learn more.).

Sure, some people inevitably see Google’s change as 
a devastating blow, but for the rest of us who think 
strategically and offer value – this just cleans up the 
mucky waters and makes even more opportunity for 
us to dominate our markets!

Image source:  http://bmdm.com/blog/direct-mail-vs-digital-
marketing-whos-number-one/
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The 29 Second Sales System

By Charles E. Gaudet II

It’s painful to admit, but even as I write this letter – 
I still wrestle with one of the most basic marketing 
principles that has ever existed: The Elevator Pitch.

I’ve tested many different versions of my “pitch,” but 
I’ve yet to fall in love with any of them (of course, it 
would have been so much easier to tell a “white lie” 
and pretend your “marketing guru” is infallible, but I 
take pride in being transparent with you – even if it 
puts a little mud on my face).

Really, this article is just as much for me as it is for 
you.

To master the best elements of a working pitch, 
it took hours of rolling up my sleeves, conducting 
research, and live testing… but I’m happy to report 
that I’ve finally commanded a situation where my 
elevator pitch went from an exchange of “niceties” to 
a killer opportunity to capture a hot lead (and even 
make a sale).

There’s no doubt the elevator pitch is a critically 
important element of face-to-face communication 
– after all, how often do you have a captive audience 
who actively wants to know: 

“What do you do?”
They’re asking this question for two reasons. They 
want to know:

1. How are you useful to me?

2. How am I useful to you?

If you’re like most people, when asked, “what do you 
do?” – you probably answer it very literally:

- I’m a metal fabricator

- I’m a copywriter

- I’m a lawyer

- I’m a manufacturer of widget parts

- I own a custom jewelry store

The problem with that answer is that it doesn’t 
answer how or whether or not you’re really useful to 
the person asking. You’re wasting an opportunity 
to fill a need and land a potential new customer or 
client. 

I know… I’ve been there…

When people asked me “what do you do?” I used to 
answer the question by telling them: “I’m a business 
coach” or “I’m a marketing consultant.”

What they really heard was: “I’m a blah, blah, blah.” 
A plain vanilla response. Nothing exciting.

After I gave my answer, they would answer with 
what they did… and we’d bounce back and forth 
with small talk. Nothing spectacularly gained from 
any networking other than an exchange of business 
cards and a few nice follow up conversations.

Frustrated and not content with the response I was 
getting, I changed it to a more detailed response. 

“I work with small business owners and help them 
dominate their markets.”

That’s a little better and raised a few brows – but 
it still wasn’t enough. It just didn’t flow into a 
conversation well, and I found it had a tendency to 
be a little off-putting because it sounded like I was 
already trying to sell them.

My rule of thumb has always been to get the client 
to sell me on why I should accept them as a client 
(not the other way around) – by the way, this 
philosophy can be transferred into every business 
(but that’s a different topic for a different day). You 
only want to sell to people who will benefit the 
most from your product – in the long run, it doesn’t 
benefit anyone if both parties aren’t ecstatic with 
their results.

Knowing what I know now, I’m shocked and 
embarrassed that I “pitched” myself that way – but I 
found a better way…

One that inspires engagement, builds rapport, and 
delivers results.

The Place Where Entrepreneurs Come to Grow Their Business™
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Let’s take a step back for a moment and think about 
the three objectives you’re trying to accomplish with 
your elevator pitch.

1. You make a sale (it’s doubtful it happens the 
first conversation, but it does happen)

2. Your prospect wants to further this 
discussion (a likely outcome)

3. The recipient of your pitch is intrigued, but 
cannot use your services right now – so they 
refer someone to you who will benefit (also a 
likely outcome)

Now, Mark Twain once said: 

“I didn’t have a time to write a short letter, so I wrote a 
long one instead.”

Let’s face it, it’s a lot easier to state your value 
proposition during a 5-10 minute conversation than 
during an initial brief introduction – but it’s the 
introduction that opens the door, that sets the tone 
and makes the impression...

Now, like you, I don’t want an opportunity to make 
more money in my market pass me by, so I created a 
formula for creating a “winning 29 second sale.”

And like every element of marketing, I’m going to 
give you options – but you must test your pitch to 
see what works best for you.

The first step to realize is that your pitch must 
be natural and fit into a normal conversation. In 
other words, you wouldn’t say:

“I’m a dentist with a unique comfort-enhancing 
technology that makes getting your teeth cleaned 

something you can actually look forward to.”

It’s a mouthful (and would you have lost their 
attention by the time you got to the word “teeth”)…

So let’s try a different pitch on for size. I call it my 
“29 Second Sales System,” but let’s be real here – 
I’m standing on the shoulders of a giant. I must give 
credit where credit is due, and the formula is actually 
inspired by Joel Bauer, author of “How to Persuade 
People Who Don’t Want to Be Persuaded” (the guy 
is truly a master of persuasion).

Joel reveals 4 steps for an effective pitch:

1. Explain who you are

2. Explain what you do

3. Show how it might benefit them

4. Get started on helping them

But you’re not trying to get all of this out in one 
giant mouthful; your goal is to hit one step at a time 
through a natural conversation.

Let’s continue with the dentist example…

PROSPECT: “What do you do for a living?”

YOU: “I’m a dentist. Do you see a dentist for 
regular cleanings?”

PROSPECT: “YES.”

YOU: “Is it fair to say most people don’t enjoy the 
experience of going to the dentist?”

PROSPECT: “YES.”

YOU: “Wouldn’t it be nice if you actually looked 
forward to going to the dentist?”

The Place Where Entrepreneurs Come to Grow Their Business™
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PROSPECT: “YES.”

YOU: “That’s exactly what I’ve done. I created a 
dentistry spa that makes going to the dentist so 
enjoyable, our clients literally don’t want to leave 
their dentist chair! Now, if I could guarantee 
your dental cleaning would be one of the most 
enjoyable experiences you’ve ever had, would you 
be interested in trying it out?“

PROSPECT: “YES.”

YOU: “Great. Can I have my assistant, Diane, 
give you a call to set up an appointment so you 
can try it out for yourself ?”

Sounds a little different, right?

But wait a minute… this pitch is longer than 29 
seconds. How is this the 29 Second Sales System?  
Because you’ve got 29 seconds to capture their 
interest before you lose their attention. Get it in the 
first 29 seconds, and you’ve opened the door.

The first answer to the “what do you do?” question 
is, very simply, telling the prospect what we do. But 
we don’t leave it at that…  we must engage them 
and get them interested, so we follow up with a 
question. This follow up question accomplishes 
three things:

1. To see if they are a prospect

2. To engage them by talking about them

3. To further the discussion

Framing the questions for “YES” answers in this 
new pitch was no accident either.

“YES” is a psychological trigger baked into in their 
minds each time they say it. This positive response 
keeps the conversation flowing forward.

Also equally as important – we ask the question: 
“Do you see a dentist for regular cleanings?” because 
if the prospect was to answer “No,” we either have 
to redirect the questions to cater to this individual’s 
needs - or we’ve just disqualified them as a potential 
customer and we move on.

In my book The Predictable Profits Playbook (pre-

order now available on Amazon.com), legendary 
copywriter and business strategist Denny Hatch 
said: 

“In lead generation, you want the prospect to go on to 
the next step, and the next, and the next.”  

…until you get them to take the action you want 
them to take.

Denny was talking specifically about creating a 
marketing piece (print, radio, online) – but the same 
principles apply in a sales conversation. You want 
your prospect to want more of what you’re offering 
– to keep their interest during each sentence of 
your “pitch” without losing their attention.

You want them to “buy-in” to the idea that you can 
help them, that you’re the person for the job, that 
and you’re offering enormous value.  

They’re selling themselves on you each time they 
eagerly say “yes” – then you hit them with the test 
close: “Does this sound interesting to you?” 

…and you present them with the next call to action. 

This call to action could be a phone call to set an 
appointment to discuss in more detail, it could be a 
sale, it could be a physical appointment to provide a 
bid, etc.

If you ask the test close question: “Does this sound 
interesting to you?” and they say: “No” – I’d follow up 
with a question: 

YOU: “Now you find it uncomfortable to get 
your teeth cleaned, right?”

PROSPECT: “Yes.”

YOU: “Just curious, what is it about a guaranteed 
way to comfortably clean your teeth that doesn’t 
interest you?”

Then just listen… don’t say a word. You’ll learn a 
lot from their response about whether or not you 
should engage further or move on.

Now, I told you I was going to give you options to 
test…

The Place Where Entrepreneurs Come to Grow Their Business™
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When we answered the question: “What do you 
do?” – we answered it with: 

“I’m a dentist. Do you see a dentist for regular 
cleanings?”

Now let’s spice it up a bit...

Let’s create a metaphorical reference that 
immediately tells them what we do, and how we’re 
different, in 5 words or less.

The formula for this is:

•	 X for Y

•	 The X of Y

•	 X for Target Market

•	 X meets Y

So for example:

•	 I own… a spa for dental 
patients

•	 When you think of my 
company, think: The Spa of 
Dentistry

•	 I own… a dental spa for 
people who want to enjoy 
going to the dentist

•	 When you think of my 
company, think: a luxury 
spa meets a dentist office

Test your options and see what 
captures the most interest.

The “29 Second Sales System” 
formula works for any business 
– and all you have to do is adapt 
the four steps to your industry. 
Remember, engage the prospect 
through great questions. Keep 
the conversation flowing forward.

Create interest, create 
conversations, and generate action!

What to Do When Even Super Bowl 
Sized Attention Can’t Create Sales 

By Insiders’ Club Member, Tom Trush

Unfortunately, copycat marketing runs rampant in 
the business community.

Too many entrepreneurs and executives watch, 
and then mimic, competitors’ promotional efforts, 
assuming the methods must work. In fact, I recently 
received a mailing with four ads from garage door 
companies – and they all shared the same headlines, 
claims, and offers.
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This copying puts companies at an incredible 
disadvantage. 

You see, when your product or service’s marketing 
looks like everything else in your industry, you 
force prospects to use price as the deciding factor 
when buying. As a result, you only “win” when you 
offer the lowest price.

Pretty unfair, right?

When marketing, you’re better off moving away 
from the majority in your field. This act alone gives 
you greater chance at creating interest and getting a 
fair price for what you offer.

So, to help you do something different with your next 
marketing piece, ask yourself the following questions:

•	 Would this attract attention if placed next 
to a competitor’s marketing piece? You may 
need to seek outside opinions to get a valid 
answer.

•	 Does this avoid the appearance of an ad? 
Your message loses credibility the instant it’s 
perceived as a promotion that only benefits you.

•	 Is my message focused on my business or 
my prospects? Instead of marketing what you 
want to say, give prospects what they need to 
succeed.

•	 Is the information too valuable to throw 
away? Create content (and an offer) so 
helpful, your best prospects would cringe with 
frustration if they lost your marketing piece.

•	 Does my headline entice prospects to read 
more? Your company name or logo is not 
a headline. So, highlight a benefit, make a 
promise, or pique curiosity. 

•	 Have I targeted a single audience? Don’t 
promote everything you offer at one time. 
Focus your message on a single solution. For 
example, if you’re a bankruptcy attorney who 
also does wills, make your message about one 
or the other – not both. 

•	 Does my copy “talk” in a casual language? 
Stay away from industry jargon. Include the 
same words and phrases your prospects use to 
describe the problem your product or service 

solves. 

•	 Do I have a compelling offer that makes the 
next step crystal clear? Tell prospects exactly 
what to do next. Leave the next step to chance 
and your prospects are likely to do nothing.

And finally, don’t forget to test your marketing. 
Sometimes all it takes is a different offer, headline 
adjustment or change in media to dramatically 
improve your results.

Now, also keep in mind that when you toss aside the 
fluff, fantasy, and far-fetched ideas, you’re left with 
two choices when marketing. The desired outcomes 
for both may be similar, but their approaches are 
completely different.
 
The first is what’s referred to as “branding” or 
“traditional marketing.” With this option, you get 
the word out about your product to drive sales. Your 
goal is to make sure as many people as possible 
think of your product when they need it. 

Most promotional activity falls into this marketing-
to-the-masses approach. (Think big brands such 
as Nike, Pepsi, Microsoft, and Apple.) As you can 
imagine, the process is costly and time-consuming.

On the flip side is direct-response marketing. With 
this approach, you target specific prospects and 
then persuade them to take a measurable action. 
Sometimes that action is a sale. Other times, 
you might offer a trial or ask people to request 
information, visit a web page, or download a report. 

Your goal is to create a measurable relationship 
between your budget and an identifiable result. 

Direct-response marketing is unique in that buyers 
have contact with sellers. No intermediaries are 
involved, such as when you buy a Pepsi 12-pack 
from your corner convenience store or a pair of Nike 
shoes from Foot Locker. Also, just as with branding, 
you can use direct-response marketing with all types 
of media, including television, radio, snail mail, 
email, newspapers, magazines, and the Internet.

The key to getting response is increasing your 
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marketing’s relevance to a select audience. Here are 
the four most critical keys to boosting your chance 
at success:

1. Target the right audience. Often known as your 
“list,” the people you pick to market to represent 
your best chance for response. No other element 
in a direct-response campaign is as important as 
your list. 

The better you target your audience, the higher 
your potential response rate. You waste time and 
money communicating with people who don’t 
desire (or have a need) for your product.

But when you communicate with people who 
already have an interest in what you offer, you 
immediately put your product closer to a sale. 

2. Use an appealing offer. Your offer is the engine 
that drives response from your audience.  For 
best results, make sure it appeals to your 
prospects’ need for personal gain. After all, look 
inside their brains and you’ll find at least one 
question floating around the mushy mass of 
macromolecular matter:

What’s in it for me?

We’re hard-wired to seek solutions to this 
question, so when you provide answers, desire 
for your product grows. 

3. Pick the proper format. You have many media 
choices when bringing your message to the 
marketplace. Choosing the right one depends on 
your audience and product.

In some cases, you may need to demonstrate 
your product - so use a visual media such as 
television, direct mail, or a print advertisement. 
Demonstrations are powerful because they allow 
prospects to mentally experience your product 
before buying it.

Remember, your target audience must also use 
the communication vehicle you select. So if 
you want to introduce your new oven-cleaning 

solution to housewives, setting up shop at a 
weekday tradeshow probably isn’t your best use 
of resources.

4. Create compelling copy. Your copy is the 
written or spoken words that make up your 
marketing message. Creative elements such 
as graphics and diagrams also fall under this 
category.

The most effective copy attracts attention, 
maintains your prospective buyers’ interest, 
and then motivates them to take action. You 
can often boost response by creating a sense of 
urgency with a deadline or limited-time offer. 

Of course, generating a sale isn’t always your 
copy’s first objective. You may need to verify 
interest first – and then pitch your product.

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
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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!! I have a retail business 
that does both online and offline sales, and I’ve been 
wrestling with what to do about shipping. Shipping 
isn’t really expensive on an individual basis, but when 
I think about how much money I spend in shipping for 
ALL of my customers, it’s ridiculously expensive!! So, 
I guess my question is, I’m torn. Half of me wants to 
charge my customers for shipping, and the other part 
of me believes it’s a better business decision to offer free 
shipping. What do you think?” – Kelli V., Florida

Hi Kelli,

Fantastic question!!

Before I give you my answer, it’s 
important you understand there’s 
no black and white answer here 
(and be grateful for that, because 
your competition often runs their 
business on a basis of assumptions 

instead of discovering what’s really working for them 
– get this answer, and you’ll have an edge over them).  

I can point to successful companies who are both 
charging and not charging for shipping, so the 
answer really lies on a case-by-case basis.

For starters, I suggest you test these variables:

Test #1: Customer pays for shipping
Test #2: Flat rate shipping
Test #3: Customer gets free shipping on orders 
above $XX.00
Test #4: Free Shipping

Now, as a general rule of thumb, I’m an advocate of 
free shipping – and especially using free shipping in 
lieu of any sort of product discount. 

Lauren Freedman, president of The E-tailing Group, 
Inc. said free shipping continues to be “the carrot 
driving shoppers to buy online.”

Studies show:
- Online shoppers respond to free shipping offers 
   200% more than price discounts
- 74% of shoppers abandon purchases due to high 
   delivery charges

(Source: http://www.getelastic.com/how-the-beatles-
sang-ecommerce-infographic/)

If you offer products that are easily available elsewhere, 
adding shipping charges will negatively impact sales. 
However, when you’re competing in a “market of one,” 
shipping charges become less significant.

Now, in Test #3 (a very popular option among 
retailers like Johnson and Murphy, as well as 
Amazon), studies have shown that 75% of shoppers 
add items to their carts in order to qualify for free 
shipping.  So… could this increase the average 
transaction size for you?  

At the risk of overwhelming you with options, if 
you want to look at other ways to test your “free 
shipping,” you can also consider:

- Amazon Prime’s strategy of having customers 
   pay an annual fee to join a members’ only 
   club where all purchases have free shipping 
  (in Amazon’s case, $75 for the year gets you free 
  2-day shipping)
- Free shipping on your most popular items, and
   on those large or heavy items, free shipping 
   does not apply.
- Free shipping except for international orders

Food for thought…

Hope this helps!

In your corner,

Charles E. Gaudet II
Founder of PredictableProfits.com

The Place Where Entrepreneurs Come to Grow Their Business™
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On Moving Mountains…

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.

On February 24th, I flew out to Steamboat Springs, 
Colorado to give a presentation. If you’ve ever tried 
to get to Steamboat, there’s no easy way to get there 
– especially from Portsmouth, NH!

My journey started at 3:30am… for a 1-hour 
trek to Boston Logan… then from Boston to 
Minneapolis… Minneapolis to Hayden, Colorado… 
then a 45-minute ride to Steamboat. All in all, I 
traveled for over 13 hours.

And somewhere 30,000 feet over the State of 
New York, I got slammed with a vicious case of 
the norovirus. For those of you fortunate enough 
to have avoided it, symptoms include: diarrhea, 
vomiting, abdominal pain, and chronic nausea. Yeah, 
not pretty…

So, at least 10 hours of my 13-hour journey, I was 
about as green as Kermit the Frog.

Every second felt like an eternity…

Then finally, I’m on my last leg of the journey on 
a bus from Hayden to Steamboat, and on board 
are four recent college grads from the maritime 
academy talking about life, work, and women.

When they got to the topic of work, they were 
bragging about all the ways they get away with not 
performing at work. Huh?

When did calling in for sick days become cool?

Since when is it okay and “awesome” to be lazy?

I can’t imagine anyone slapping me a high five 

because I cut corners so discreetly my boss didn’t 
catch me!!

What the hell is wrong with these people?

I could feel myself changing color from green to red 
as my blood boiled with anger. Idiots!  

Here I am, busting my ass to give a 90-minute talk 
because I said I would. Yes, I could have called in 
sick.  Yes, I didn’t have to do it (nobody would have 
forced me). And, yes, I had a perfect excuse – but 
come hell or high water, nothing was going to stop 
me.

In fact, my wife had prescription drugs sent to 
Colorado and hired someone to pick them up and 
deliver them to me - just so I could attend a meeting 
that night and be on stage the next evening.

(And, for those of you new Insiders who were in 
attendance, that’s why I kept my distance… I hope 
you understand. By Wednesday, however, I felt 
like a million bucks - which is why I came out of 
hiding…)

But my story pales in comparison to many achievers 
past and present. 

Take Grant Korgan, a man I shared the stage with a 
couple weeks back.

The Place Where Entrepreneurs Come to Grow Their Business™
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Grant walked up on stage with the help of two 
special crutches, due to being paralyzed from the 
waist down, and admitted he experiences chronic 
pains and has to fight for every step!

That’s impressive enough – but Grant also cross-
country skied 80 miles to Antarctica’s South Pole 
to bring awareness to the possibilities that exist for 
people who have spinal cord injuries. Amazing!!

¬As Dr. John DeMartini said: “when the why is big 
enough, the hows take care of themselves.”   

And philosopher Pantanjali said:  

“When you are inspired by some great 
purpose… your mind transcends 

limitations and your consciousness 
expands in all directions… Dormant 

forces, faculties, and talents become alive, 
and you discover yourself to be a greater 

person by far than you ever dreamed 
yourself to be.”

Another example is my friend Keith Cunningham, 
a multi-millionaire business tycoon. In 1986, 
Cunningham acquired a very large real estate 
portfolio, including over $100,000,000 in debt… 
then the market crashed.

In 1991, having gone from a net worth in the 
HUNDREDS of millions, he was broke and 
declared bankruptcy. At the lowest point in his 
life… he even stood at the center median of a well-
trafficked road peddling for pennies.

How does someone recover some such financial 
devastation?

When the why is big enough, the hows take care of 
themselves.  

He picked himself up, trudged forward, and moved 
mountains to create wealth.

And in just three years, he rebuilt his net worth.

Cunningham made rebuilding his wealth so 
important to him, he wasn’t going to let the odds, 
naysayers, or anything else get in his way – he did it.

Knowing where you want to go in life is important, 
but knowing why you want to get there is critical.

When your will is big enough – you can make 
anything happen.

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

ACTION PlAN

1 2 3 4

5 6 7 8

Keep Focus on 
The GrowTh 

FacTor
Know what needs to 
happen to provide 

your customers 
with the greatest 

benefit and greatest 
advantage to get them 
closer to the ultimate 
result they are after. 

(PAGE 1) 

value 
communicaTion
Make your emails so 
valuable, your readers 

will want to save it 
to a folder in their 

inbox to reference and 
read again and again. 

(PAGE 2)

combine 
online wiTh 

oFFline
Collect physical 

mailing addresses 
from your online 
leads and use a 

combination of online 
and offline marketing 

for maximum 
response rates. 

(PAGE 2)

Develop Your 
“29 seconD 

sales sYsTem”
Draft a practice script 

answering who you 
are, what you do, how 
it might benefit them, 
and what action they 
need to take so you 
can get started on 

helping them. 
(PAGE 5) 

enGaGe Your 
prospecT 
ThrouGh 

QuesTions
Don’t hog the 

conversation. Engage 
your prospects 

through questions. 
What questions can 
you ask to engage 
your prospects?

 (PAGE 6) 

sTanD ouT 
marKeTinG

Does your marketing 
position you as having 
a distinct advantage? 

Review the four 
most critical keys to 
boost your chance at 

success. 
(PAGE 9) 

Free shippinG?
What makes the 

biggest difference in 
your sales? Have you 
tested your options?

(PAGE 10) 

Know Your 
whY

When your “why” 
is big enough, the 
“hows” take care of 

themselves. Why do 
you do the things 

you do? 
(PAGE 12) 
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INSIDERS ARE PROUD 
TO SUPPORT:

Coming in the Next Issue…

•	 One of the keys to growing a business is 
identifying exactly who is most receptive 
your message, and how to use this data to 
geometrically increase your traffic and your 
leads. Charlie will cover strategies you can 
use for improving your lead generating 
strategy - even just the slightest improvement 
will have a startling improvement on your 
sales! This is the stuff nobody’s doing! 
Getting more leads is the focus of Charlie’s 
next feature article.

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

Members-Only Announcements

•	 The Predictable Profits Playbook is available 
for pre-order on Amazon.com – it will be 
formally released on April 8, 2014. Get your 
copy today!

•	 April 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! 

April

April 1st - April Fools Day

April 6th - Army Day

April 8th - National Be Kind to Lawyers Day

April 9th - Winston Churchill Day

April 10th - National Sibling Day

April 13th - World Youth Day

April 15th - Bicycle Day

April 16th - National Stress Awareness Day

April 18th - National Golf Day
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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!

April 20th - Easter

April 22nd - Earth Day

April 26th - National Dance Day

April 30th - International Jazz Day

April  Weekly Observances

1st - 7th - Golden Rule Week

5th - 12th - Money Smart Week

6th - 13th - National Volunteer Week

13th - 19th -National Environmental Education 

Week

20th - 26th - National Princess Week

18th - 23rd - Consumer Awareness Week

April Monthly Observances

Car Care Month

Defeat Diabetes Month

Financial Literacy Month

International Customer Loyalty Month

International Guitar Month

National Humor Month

National Pet Month

National Poetry Month

Physical Wellness Month

Good reasons beget good profits. Check April’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.
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