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

By the time you 
receive this newsletter, 
Mother’s Day will have 
passed. Nonetheless, 
as my mom light-
heartedly reminds me, 
“everyday is mother’s 
day” – so with that said, 
Happy Mother’s Day!

A friend of mine 
shared this photo on 
her Facebook account, 
which got quite a few 
laughs, shares, and 
likes.  While I hope 
you find some humor 
in it, the point is that it 
got noticed because it’s 
different.

You see, a lot of the Mother’s Day 
signs out there read a generic “Happy 
Mother’s Day” or “Come treat your 
mom to a (insert name here),” and 
most people walk past them without 
second thought… but with this sign, 
people took notice, and better yet – felt 
compelled to share.

And it’s also nice to see certain 
companies, like Starbucks, who go out 
of their way to recognize moms while 
tastefully using the day to drive up sales. 
If you missed it, customers were invited 
to bring their mothers into the store to 

Continued on page 2

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

“Success is the sum of small 
efforts, repeated day in, day 
out.” – Robert Collier 

“Never test the depth of a river 
with both feet.” – Warren 
Buffett

enjoy a free Teavana Oprah Chai Tea 
Latte with another purchase (using a 
“buy-one-get-one” strategy is a much 
wiser choice than a blanket discount, as 
it doesn’t risk tarnishing the product’s 
perceived value).

Also on the home front, a full month 
has gone by since I first released The 
Predictable Profits Playbook, and WOW! 
What a humbling, yet enlightening 
experience.

As a guy who thinks he knows a thing or 
two about marketing – little did I know, 
marketing a book really starts 3 months 
to… well… as Seth Godin says, 3 years 
in advance of the publishing. Huh?!

THANK YOU FOR 
SPREADING THE WORD!

“I’m grateful for our Insiders’ 
community and humbled by those 
of you who’ve taken the time to refer 
your friends, family and colleagues 
to the club. A warm and sincere 
thank you to each one of you!”
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Sure, some of the more obvious groundwork needs to be established, like building an email list and a social 
media following, but one of the things I wasn’t aware of was the pre-publication reviews from the media, 
influential bloggers, and other such influencers. This stuff really helps to build early momentum.

Shame on me for not looking into this further… either way, it’s going well, just not as well as it could have… 
and I hate under-optimizing anything.

Why do I dare admit my (one of many) imperfections to you? Because, as an Insider, if you ever decide on 
writing and publishing your own book, I don’t want you to make the same mistakes as I have. 

You see, I’m not out to make this book a bestseller (I say that publically, but privately, I really do wish for it). 
The point of the book is to build my credibility and authority. That I’ve succeeded in doing. 

Just having a book has instantly changed the way people perceive me, and the way they value my advice. Even 
those who already work with me… the moment they read my book, there was suddenly a different level of 
respect. Personally, I find it funny – but in reality, we know that perception really is everything.

The other thing to realize when selling a book (or anything for that matter), is the 80/20 rule. If you deliver a 
great service, 20% of the people will tell others about it. For a book, if you sell 1,000 copies, 200 fans will tell a 
friend about it – and 20% of those 200 people will tell multiple people about it. A general rule of thumb: my 
colleagues tell me the most critical, top priority is to get your book into the hands of 1,000 people for inertia to 
really start to take over.

And with your help (thank you!), we’re well on our way (also, please continue to send your “book selfies” – they 
really are a treat)! 

The Place Where Entrepreneurs Come To Grow Their Business™
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Timing Is Everything

By Charles E. Gaudet II
When I wrestled in high school, my coach would 
tell me to stay nimble and on the balls off my feet 
because, “you never know when an opportunity to 
take down your opponent will arise.”

And we’re seeing this same strategy play itself 
out time and time again – where companies 
are “newsjacking” current events or competitor 
announcements – effectively stealing the limelight.

One of my favorite examples is how Amazon timed 
their announcement to use drones for shipping on 
Cyber Monday… As a result, Amazon benefited 
from millions of dollars in free publicity by 
monopolizing the media’s attention, and by getting 
the media to talk about Amazon instead of their 
many competitors.

Brilliant.

And another “hats off ” to the marketing team at 
Nokia UK.

This company was fully prepared for Apple’s 
announcement for the iPhone 5s – and just as it was 
released, the company tweeted this:

This got a LOT of people talking. Think about it: 
over 29,329 retweets at the time this image was 
posted!?

How powerful is this?

David Meerman Scott (who is most often linked to 
the term “newsjacking”) wrote a blog post about a 
new research report by ShareThis, the Paley Center 
for Media, and Beresford Research that revealed:

Online Sharing Is Nearly Equivalent 
To In-Person Recommendations

In other words, social sharing – such as 
recommendations between friends – influences 
buying behavior more than price and brand.

So the big question to ask yourself: is your content 
worth sharing?

Here are some tips to consider:

1. Remember WIIFM (What’s In It For Me) – 
If you want people to share, make it about them.   

Think of Ralphie from the Christmas Story, and 
how he was so excited for his secret decoder ring 
to come in the mail. The moment he cracked the 
code and realized the big revealing message was: 

“Be sure to drink your Ovaltine.” He was 
gravely disappointed.

Don’t make your messaging about you. 
Find a way to enrich your reader’s life, 
or better, find a way to help your reader 
become even more awesome.  

This is the essence of successful blogging. 
Each and every topic must somehow 
enrich your customers’ lives, so that they 
are much better off having read your 
article, and missing out if they haven’t 
read it at all.

Another key point: make your content 
not just valuable, but also useful to the 
reader.

The Place Where Entrepreneurs Come To Grow Their Business™
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2. Think Different – Perhaps you add a little 
“shock and awe,” like this stunt, for example:

It gets people talking, and when you share 
something that most people don’t know or 
haven’t seen before, it gives you social currency. 
In other words, it gives them increased status 
and recognition.

Giving people “social currency,” once again, 
improves their lives simply by 
making them feel better about 
themselves.

3. Create The Unexpected – Similar 
to point #2, anytime you create the 
“unexpected,” people take notice.

Dollar Shave Club created a promo 
video for their homepage called 
“Our Blades are F***ing Great.” It’s 
been watched over 14,000,000 times 
and shared across social media!  

It’s funny and entertaining, but most 
importantly, it’s totally unexpected.

I encourage you to watch the video 
at DollarShaveClub.com – it is 
quite hysterical. And if you get a 

chuckle out of potty humor (as most guys do), 
you’ll like their “One Wipe Charlie’s” product 
video…

Another example would be taking a 
controversial stance on something… 

When people were tearing Dan Cathy 
(Chick-fil-A’s CEO) apart for his 
outspokenness on gay marriage, I wrote 
an article and distributed a press release 
suggesting Dan Cathy was actually smarter 
than we think.  

NO, it had nothing to do with gay 
marriage, but how his bold (arguably 
inappropriate) statement brought millions 
of dollars of free publicity to his business, 
and created unparalleled awareness and a 
boost in sales.

Look for ways you can get a rise out of 
people, whether it’s creating something like 

a $1,000 pizza (Nino’s Restaurant in NYC), or 
doing something absolutely crazy like Intuit’s 
“Win a Billion Bucks with the Quicken Loans 
Billion Dollar Bracket Challenge.” Thinking 
out of the box could win you millions in free 
publicity and add a huge boost to sales.
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A Simple Technique For Boosting 
Response As Much As 850%

By Charles E. Gaudet II
The old way of selling was pretty cut and dry. It was 
a two-stage process.

Step 1: Capture a 
Lead

Step 2: Hard Sell 
Them

Try that today, and 
you’ll be just about 
as lucky as trying 
to convince Barack 
Obama to lower 
taxes. (I wish!)

Now for years, the 
“hard sell” method 
worked (arguably 

still not the best method, but due to limited 
competition and information, the sellers had the 
upper hand).

In case you haven’t realized this yet, buyers have all 
the power today. If your prospects choose not to buy 
from you, no sweat for them – there are plenty of 
options (and they’re not afraid to shop around).

Armed with this knowledge, it’s time to awaken to 
the new sales process once a lead is captured.

As I mentioned 
in The Predictable 
Profits Playbook, 
the customer 
relationship is 
(metaphorically) 
very similar 
to a personal 
relationship.

There are 3 
phases: Dating, 
Engagement, and 
Marriage.

 

This article is about furthering prospects in 
the process, from dating to the ultimate goal of 
engagement (the initial purchase), by having an 
opportunity to fully educate them on the unique 
advantages of your product, service, and company.

During the dating process, both you and your 
prospect are feeling each other out. You both want 
to see if there’s a good fit, if there’s trust, and if you 
can see the relationship adding value to both of your 
lives.

You’re establishing rapport, and you’re actively 
learning about one another’s needs, wants, fears, and 
worries during this relationship building process.

You see, there’s no sense in getting someone’s contact 
information if you’re not going to follow up with 
them. Like just the other day, when I submitted my 
full contact information (name, phone number, and 
address) to learn more about a new email verification 
technology… it’s been three days and I haven’t heard 
from them. At this point, even if they contact me 
back, I’ve gotten cold and I ain’t interested.

If your prospect is submitting their information into 
a form, it’s because they are interested in you and 
eager to learn more. The longer you wait to respond, 
the greater your chances of losing the prospect to a 
competitor… or the prospect simply changing their 
mind.

Some of the best techniques I’ve seen for online 
companies to engage with their customers are 
the use of Live Chat (my favorite tool being 
SnapEngage.com), “Call Me Now” buttons (this is 
where the prospect enters their phone number and 
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you call them back), or phone numbers where you 
can reach a live salesperson. 

And even if you’re operating a one-person business, 
there’s no excuse. You can redirect your phone to 
virtual assistant companies, who will answer your 
phone and represent you as professionally as possible 
(plus, it makes you look more established and builds 
your authority status – remember, perception is 
everything). 

Then again, unless you’re Amazon or any sort of 
social media platform, seldom will you find a large, 
multimillion dollar business that doesn’t offer the 
ability to reach a live person. (Oh, and for the 
record, you might not be able to easily reach a live 
sales person on Amazon, but depending on their 
service, once you’re a customer, live services are often 
available… they’re banking on customer loyalty and 
repeat business.)

A Zappos representative told me that they not only 
make their “LIVE” help visible, they actually want 
their customers to call them on the phone because 
then they can build a relationship with them. Clever.

This is also true for brick and mortar businesses, as 
well as service companies.

I was looking for a locksmith to replace an antique 
unit on our front door. The first company I called 
went to voicemail, so I hung up and went to the next 
company, who immediately answered live.  

Which company do you think had the greatest chance of 
getting my business?

Why am I telling you this?

Studies have shown: the faster 
your response, the higher the sales 

conversion.

In fact, one research study claimed an 850% increase 
in sales, just by having a LIVE salesperson answer 
calls instead of transferring people to voicemail… 
850%!!!

So, I think it’s fairly reasonable to assume that if you 
increased your response rate, you could increase your 
conversions by several digits.  

With one of my coaching clients, we received a great 
response on a direct mail campaign we launched… 
but a good percentage of people still ended up going 
to voicemail. So, in order to increase our profitability 
and return on investment, we put together a virtual 
assistant team. We’ll hand them a script (and a plan), 
and fully expect to increase our results by no less 
than 35%.

Ahh… the power of talking with a LIVE person.

This isn’t rocket science, it’s common sense – and 
you’ll see it for yourself if you analyze your own 
behaviors as a consumer.

Heck, the other day I walked into the hardware store 
to find something for my grill. I was overwhelmed 

with choices, and turned 
around to order the piece 
off the Internet… but 
before I left, a salesperson 
greeted me and offered me 
help. Within 3 minutes, 
I found the piece I was 
looking for and made the 
purchase on the spot.

Do you think it’s an accident that there’s a greeter in 
every Wal-Mart store? What about Apple Stores? Have 
you noticed how quickly someone greets you when you 
walk into the door?

It’s all about engagement.

  Get your prospect while they are hot!  

But hey, sometimes sending someone to your 
voicemail or being contacted by email happens.

What do you do?

In three words: follow up immediately.

The Place Where Entrepreneurs Come To Grow Their Business™
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Think about it like a boiling pot of water. The moment 
they make contact with you, they’re hot – but with each 
passing moment, they get cooler and cooler. The colder 
they get, the more energy it takes to bring them back up 
to the boiling point, and the harder it will be to convert 
them to customers.

Follow up fast.

Even when you follow up, because the “pot’s gotten 
colder,” you’ll be lucky if you get 60% of those people 
to answer your call or respond to your email.

Now, most of your competitors will give up after the 
first attempt.

But not you… you’re a strategic entrepreneur! ;-)

And because of that, you know: the more you follow 
up with them, the better your chances of reaching 
them.

Do you have their phone number and email? Great, 
follow up using both means of communication. Got 
an address? Use that too.

Follow up with them a minimum of seven times 
before you can assume the lead is gone. Be relentless 
and persistent.

Sometimes you need more than just a follow up 
to get a return call – sometimes you need to bribe 
them…

The other day, I was exploring 
a new press release service. 
I entered my contact 
information, and when they 
followed up by phone, Mike 
(my assistant) told them I was 
busy and asked them to leave a 
message.

Just being too busy for a sales 
call, I continued to pass on all 
communication.

Then I got an email from 
Rebecca (a rep of the service) 
telling me that she would like 
to give me complimentary 

access (valued around $495) so I could see for myself, 
but I’d need to respond within the next 48 hours.

Guess who got an immediate phone call from little 
ol’ me?

Yup, her little bribe worked, and I was glad I 
followed up on the call.

For an online company, the follow up generally 
happens in emails – often automated – where you 
invite people through a sales process by providing 
them free reports, valuable emails, webinars, etc. This 
is to educate, inform, and build a relationship as a 
trusted provider.

Using a company like Infusionsoft (http://www.
Infusionsoft.biz), you can separate your hottest 
leads from your coldest leads based on the actions 
they take – and once they reach a certain lead score, 
you can flag them as a contact you want to make 
personal contact with (the value of doing this cannot 
be overstated – it’s very, very, very powerful).

With every step along the process, ask yourself the 
W.I.I.F.M. question – What’s In It For Me – or better 
yet, why should I take your call? What’s in it for me?

For another new PR service I’m testing called 
BiteSizePR (I’ll let you know the results as I get 
them), the moment I signed up for their free trial, I 
received this email:

The Place Where Entrepreneurs Come To Grow Their Business™
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 There are a few reasons why I responded.

#1 – All she was asking for was 10-15 minutes 
- not a huge time commitment, I can do that…

#2 – The call was about me (not them), and 
she was checking to see if there were a few 
things they didn’t catch that could make my 
experience better

#3 – The appointment selection process was 
easy (she could have also used a tool like 
http://www.ScheduleOnce.com to set the 
appointment)

I hope you caught those 3 key points:  

1. Low time commitment (people aren’t willing 
to give you a lot of time for a sales pitch - make 
it a low time commitment, and you’re going to 
increase your response)

2. The call was about me

3. It was easy to respond

I recommend you read those key points again… very 
important stuff there.

The phone call was very helpful. It furthered my 
relationship with their company, and allowed me to 
ask any questions that weren’t answered when I was 
perusing their website. In fact, the call was so good I 
was ready to skip the free trial and fully engage her 
services… but in a smart move by Gina, she insisted 
that I wait to upgrade until we mutually agreed that 
BiteSizePR and Predictable Profits were a good fit.

I respected Gina for this. It reaffirmed her 
commitment to delivering great value for me and my 
company – and I like her even more now!

See, the key here is to engage with your prospects 
while they are hot – greet them quickly, answer live, 
and follow up persistently. 

Like the trim tab on a boat, making this one little 
shift can create a monumental improvement.

How To Write Mental Magic That 
Motivates Prospects To Take Action

By Insiders’ Club Member, Tom Trush

Have you ever 
watched a 
movie and felt 
so connected 
with a character 
that you 
experienced 
similar 
emotions?

Or saw 
someone on 
the street eating a sandwich and instantly craved the 
same item – even though you ate lunch just an hour 
earlier?

These reactions are the result of mirror neurons.

Discovered by Italian scientist Giacomo Rizzolatti 
and his research team in 1992, mirror neurons are 
triggered in our brains whether we perform or just 
observe certain actions.

Essentially, when we see someone do something – 
whether it’s crying over a heart-wrenching breakup 
on the big screen or taking a bite out of a Big Mac – 
we carry out those same actions in our minds.

What makes mirror neurons so powerful in 
copywriting and marketing is they’re also activated 
when you simply read about an action or behavior.

Here’s proof...

Yawn.

Do you feel that tickly sensation in the back of your 
throat? How about your clenched teeth as your jaw 
tugs down just below your ears?

Is your body begging you to open your mouth and 
stop the strain?

Go ahead... let out your yawn.

The Place Where Entrepreneurs Come To Grow Their Business™
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This example is used by Martin Lindstrom in his 
book, Buyology: Truth and Lies About Why We Buy, 
to demonstrate how you can initiate action by using 
written words.

Lindstrom cites a UCLA study in which volunteers’ 
brains were scanned using fMRI (functional 
magnetic resonance imaging) while they read phrases 
describing actions such as “biting the peach” and 
“grasping the pen.” After reading the words, they 
then watched people perform the same actions.

Identical regions of the volunteers’ brains lit up 
whether they read the actions or watched them on 
video.

Now you can understand why including command 
statements and telling stories in your marketing 
materials are such effective ways to prompt prospects 
to take your desired action.

Many successful retailers understand the mirror 
neuron phenomenon. Why do you think so many 
product displays (especially in malls) incorporate 
mannequins?

As Lindstrom states, they make it easy for us to 
mimic behavior.

For example, if you walk by a clothing store and 
you catch a glimpse of a slim and sexy mannequin 
dressed in the latest fall fashions, your brain tells you 
– subconsciously – that you’d look the same way if 
you were wearing that outfit.

…Which means you’re more likely to go inside and 
look for that shirt and pair of pants you didn’t need 
just 10 seconds earlier.

Mirror neurons are so powerful they can override 
rational behavior.

If your marketing materials don’t include text 
explaining your customers’ experiences using your 
product or service, you’re missing out on a major 
opportunity.

  You must give your prospects a chance to    
imagine your product or service in action.   

For example, let’s look at the selling power of 

infomercials. The direct response and infomercial 
industry is a growing, $150 billion market. If you 
watch television, you’ve likely been lured in by a late-
night pitch for something you never wanted - but 
now can’t imagine living without.

Although several persuasive elements make 
infomercials effective, there’s one selling secret that 
puts these promotional pieces in a league of their 
own when it comes to capturing eyeballs:

Demonstrations.

Demonstrations are so powerful because they allow 
your prospects to experience your product or service 
before buying it.

When you watch infomercials, many times your 
mind will place you in the middle of the scene. You’ll 
instinctively create a mental movie that mimics the 
behavior of the people you’re observing. 

And because you’re carrying out the actions (in 
your mind) and coming to conclusions yourself, 
any credible claim in the infomercial becomes more 
believable.

When it comes to marketing your business, 
products are naturally easier to demonstrate than 
services because you can physically see them. You 
can demonstrate in videos, display capabilities in 
illustrations, or simply show your product in pictures.

But don’t think you’re out of luck if your business is 
based on a service offering. You can still draw on the 
strength of demonstrations.

In fact, you 
have greater 
freedom 
because you 
become the 
artist of your 
prospects’ 
mental 
masterpiece. 
Through the 
words you 
write, you can 
help them 

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

More Tips & Resources!

http://members.predictableprofits.com
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envision your service in action by describing desired 
end results.

In effect, you give your prospects a glimpse into the 
future.

Begin by brainstorming ways your service improves 
their lives. And keep in mind, prospects never want 
a product or service; they only desire the benefits it 
provides.

One of the most persuasive terms you can use in 
copywriting is “imagine.” Readers automatically 
visualize whatever words you place after this almost 
magical command statement.

For example, let’s say you’re a lawyer and you target 
drivers who recently received a traffic ticket. Here’s 
an “imagine” statement that incorporates end results:

Imagine how you’d feel if your ticket was dismissed 
without having a permanent conviction on your 
driving record, getting points on your license, or 
increasing your insurance rates… and you could 
experience these benefits without stepping foot step 
inside a courtroom - or even a lawyer’s office.

If you just received a ticket, isn’t that the outcome 
you’d desire?

Although there’s no actual mention of providing 
legal help, the statement demonstrates your 
capabilities while also allowing prospects to 
experience your service before buying it.

Now it’s your turn. What are some ways you can 
demonstrate the end result your product or service 
provides?

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

Ask Charlie!

By Charles E. Gaudet II

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: “Charlie, I know you’ve heard of the 
saying ‘the customer is always right.’ So, in keeping up 
with your Growth Factor question and always making 
sure I’m delivering the greatest experience possible, does 
this mean I should believe ‘the customer is always right’?” 
– Matthew B., Michigan 

Hi Matthew,

That’s one of the 
most fantastic 
questions I’ve 
received all week! 

Coincidently, it 
also happens to 
be a topic I was 
recently quoted 
on for “Business 
Insider.”

My response 
was:

“While the goal of every entrepreneur is to make as much 
money as humanly possible, saying no to some paying 

customers may actually get you there faster.”

Marketing author Barry Moltz also agreed, saying: 
“If the customer was always right, then it would be too 
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expensive for any company to stay in business.”

Look, the purpose of a company is to deliver a 
greater advantage, while the goal is to make as much 
money as humanly possible.

Now, in order to deliver the greater advantage, you 
must be able to meet the needs and wants of your 
customer. If you’ve explored all the options and are 
unable to do so, then it’s best to either refer the 
customer to another vendor (yes, even if they are a 
competitor), or do what you can to terminate the 
relationship on good terms.

A great example of this story is a Southwest Airlines 
passenger who became known as the “Pen Pal” 
because she wrote the company with a complaint 
after every flight. She was dissatisfied with the lack 
of assigned seats, not having a meal in flight, hated 
the flight attendants’ casual demeanor, etc. The 
result?  The CEO, Herb Kelleher, wrote her back and 
said: “We’ll miss you. Love, Herb.”

You’ve got to know who your best customers are, 
and how you can serve them. That’s why we believe 
it’s critically important to be transparent about what 
your customers can expect when doing business with 
you.

It’s also why I interview my coaching and consulting 
clients before I agree to do business with them. I 
want to make sure I’m going to have a mutually 
enjoyable relationship with them, as well as be able 
to add as much value to the relationship as they 
expect (and hopefully more).

Don’t try to win “everyone’s” business because you 
won’t be able to satisfy “everyone” – instead be very 
clear with who you can satisfy and drive the others 
away.

And I must add that’s also unacceptable if a 
customer treats your employees disrespectfully. My 
team is my “family away from my family” – and 
just as I watch out for my family, I feel the same 
obligation for my team.

Rebel billionaire, Richard Branson’s advice is:  

“If you run a business, put on top your employees, 
then your consumers, and then your shareholders.”

Your employees are your biggest source of 
innovation, customer satisfaction, and growth – if 
they’re not happy, you’re screwed. 

You want your team to know that as long as they 
are operating in the best intention of the company, 
you’ve got their back.

“Remember, your staff are your biggest brand advocates, 
and focusing on helping them take pride will shine 

through how they treat your customers.” 
– Richard Branson 

Along the same lines, Hal Rosenbluth, CEO of 
Rosenbluth International (a corporate travel agency), 
argues that when you put your employees first, they 
put the customers first.  

Happy employees = happy customers.

Just because you’re committed to The Growth Factor 
and an outstanding experience, it doesn’t give the 
customer the right or privilege to behave poorly.

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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How To Achieve Things That Defy 
All Assumptions

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.

“How do you explain when things don’t go as we 
assume, or better, how do you explain when others 
are able to achieve things that seem to defy all the 

assumptions?”

This is the start of Simon Sinek’s widely famous 
TED Talk: “Start With Why: How Great Leaders 
Inspire Action.

Simon explored why Apple – who is just a computer 
company, and has access to the same talent pool as 
everyone else – is more innovative than all of their 
competition.

Because I believe success leaves clues, I wanted to 
summarize and reinforce Simon’s points for the 
benefit of your ongoing achievement.

Simon discovered that all the greatest 
leaders think, act, and communicate 
the exact same way – which, to no 
big surprise, is the opposite of what 
everyone else does.

He calls it the “golden circle.”
 
Everybody knows what they do… 
some know how they do it… but the 
key point to recognize is that very 
few people and organizations truly 
understand why they do the things 
that they do.

The way most of us do marketing is from the outside 
in… We tell people what we do and how we do it -  
and leave it at that…

For example, think about what most other computer 
companies say: “We’ve got the fastest, most dependable 
computer using our state of the art technology.”

Now compare that to the messaging of Apple…

“Everything we do is by challenging the status quo. We 
believe in thinking differently. The way we challenge the 
status quo is by making our products beautifully designed, 
simple to use, and user friendly.  We just also happen to 
make great computers.”

Apple’s communication reverses the order by first 
focusing on why they do it.

Sinek argues:

People don’t buy what you do - 
they buy why you do it.

He continues:

“The goal is not to do business with everybody who 
needs what you have. The goal is to do business 
with people who believe what you believe.”

But the problem is that most people don’t know why 
they’re doing what 
they do, or what 
they believe in… do 
you?

Simon says that if 
you hire people to 
sell your products, 
they’ll do it for the 
money… but if you 
hire people who 
believe in what you 
believe, they will 
invest their blood, 
sweat and, tears to 
help you advance 
the cause.

The Place Where Entrepreneurs Come To Grow Their Business™
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Case in point: talk to any one of Apple’s employees. There’s a passion among their team seldom equaled by any 
other company.

The same goes with Zappos. They’re not in the business of selling shoes – they’re in the business of delivering a 
fun, enriching, and WOW! customer experience.

Now let’s back up for a second. Why is it 
important to only do business with people who 
believe what you believe?

Simon calls it The Law of Diffusion of Innovation.
 
When you’re building your business and selling 
your products, you cannot get to mass acceptance 
until you reach the tipping point.

You start by attracting the innovators and early adopters who are motivated to buy your products simply 
because they believe what you believe.

And if you do an analysis of your leads (who don’t buy) and your customers, chances are, you’ll find the 
percentage of customers who convert are the one’s who actually “get it.”

So, if you have a 2% conversion rate (a good percentage for online sales), that means 2% of your customers 
really believe what you believe and see the value in your offering. The other 98% don’t.

The Early Majority won’t buy what you have until they see proof, performance, and social acceptance with the 
Innovators and Early Adopters.

Examples of this can be seen in the comparison between NetFlix and Blockbuster.

Blockbuster was a commercial failure because they emphasized what they did: offering the widest selection of 
best-selling movies. 

NetFlix has been a tremendous success because they created the “Why.” Straight from their website:
Take a few minutes to really think about it…

Why do you do what you do, and are you communicating it to those who matter most… your team and your 
customers?

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

Is Your 
Content 
Worth 

sharIng?
Remmeber 
W.I.I.F.M., 

thinking differently, 
and creating the 

unexpected.
(PAGE 3) 

InCrease 
response

What can you do 
to strike while your 
prospects are hot? 
Live chat? Click 

to chat? Calls Live 
answered? Perhaps 

multiple mediums… 
 (PAGE 5)

FolloW up 
Fast!

Got a voicemail 
or email from a 

prospect? No worries. 
Follow up FAST! 

Do it a minimum of 
seven times, using 

as many methods as 
possible. Persistence 

pays off! 
(PAGE 7)

Boost 
response!

Remember these 3 
points for increasing 
response: offer a low 
time commitment to 
learn more, make it 

all about the prospect, 
and ensure it’s easy 
get an appointment 
and/or learn more 

about your products/
services.
(PAGE 8) 

ImagIne
Putting your 

prospects in the 
driver’s seat to let 

them experience the 
results of your product 

or service…  
 (PAGE 9) 

Is the 
Customer 

alWaYs rIght?
Not always. If you 
can’t serve them, or 

it’s not a win/win for 
everyone involved, it 
may be time to say 

bye-bye. 
(PAGE 11) 

happY 
emploYees 

= happY 
Customers

When you put your 
employees first, they 
put the customers 

first. 
(PAGE 11) 

the golden 
CIrCle

People don’t buy 
what you do - they 
buy why you do it. 

(PAGE 12) 
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Coming In The Next Issue
•	So, now that we’re moving our leads down the 

funnel and keeping them hot, how do we increase 
our conversions? What strategies produce the 
biggest increase in conversions? How can we compel 
our prospects to give us their money? Next month, 
we’ll cover sales conversion tips for closing 30%-
50% more deals… easily.

•	Smart marketing is not about selling “hype” – in fact, 
there’s another 4-letter word that drives geometrically 
more sales… What is it? Charlie will tell you, but 
you’re going to have to wait until next month.

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

Members-Only Announcements
June 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! 

June
June 1st - Stand 
Up For Children 
Day
June 5th - World 
Environment 
Day
June 7th - 
Drawing Day
June 8th - World 
Oceans Day
June 12th - 

Loving Day
June 14th - Flag Day
June 15th - Father’s Day
June 16th - Ride Your Motorcycle to Work Day
June 19th - World Sickle Cell Day
June 20th - World Productivity Day
June 21st - Summer Solstice
June 23rd - Public Service Day
June 25th - Global Beatles Day
June 27th - Industrial Workers of The World Day
June 29th - Log Cabin Day

June Weekly Observances
1st -7th - National Business Etiquette Week
9th - 15th - Men’s Health Week
12th - 19th - Nursing Assistants Week
15th - 21st - Animal Rights Awareness Week

June Monthly Observances

Adopt a Cat Month
Beautiful In Your Skin Month
Children’s Awareness Month
Entrepreneurs “Do It Yourself ” Marketing Month
National Camping Month
National Smile Month
Professional Wellness Month
PTSD Awareness Month
Student Safety Month
Women’s Golf Month

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

Don’t forget to log into the Insiders’ Club Exclusive 
Members’ Area for more business growing tips and 
information! There are LOTS of “done for you” 
marketing templates here. 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. 

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!

The Place Where Entrepreneurs Come To Grow Their Business™
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