
One of  my mottos is: “work smarter, not 
harder.”

However, it doesn’t mean that hard 
work doesn’t pay off… 

In fact, this week I worked from 7:45am 
– 11pm every night with a short 2.5-
hour break for dinner, time with the 
kids, and the occasional Brazilian Jiu 
Jitsu practice.

No one will question my willingness to 
“work hard” – yet, here’s the difference:

While the average person puts in 1 
hour and gets 1 hour of  productivity, 
the most strategic entrepreneurs I know 
find a way to turn an hour into 2, 3, 4, 
and more hours of  productivity.

For example, there’s an easy way to buy 
online traffic. Heck, you could set up a 
campaign in 15 minutes and toss a few 
bucks behind it - however, your returns 
would be sub-optimized and minimal.

OR you might spend 6-hours laying 
out a well-executed online advertising 
campaign, put the proper tracking, 
analytics, and monitoring procedures 
in place… and create productive and 
cash-generating profit center that 
handsomely pays you, day-after-day, for 
years to come.

That’s what today’s issue is all about…

A smart, strategic, and highly thought 
out method for purchasing online 

traffic, using the same strategic 
approach that fuels the campaigns 
behind the most successful and 
profitable ads on the planet.

If  you can accept that there is no 
“easy button,” you have the potential 
to position yourself  among the top 
strategic media buyers online, and have 
the opportunity to become the leading 
competitor by capturing more online 
traffic and leads.

…All by working smarter, not harder.

With gratitude,
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By  Charles E Gaudet II

The Ultimate Guide To Advanced Online Advertising [PART 1]

The Professional Media Buyer’s Guide to 
Online Advertising [PART 1]

In today’s module, we’re covering traffic, and 
specifically, how to increase your online traffic.

Now I’ll readily admit, I’ve spent thousands of  
dollars learning the secrets I’m about to tell you 
from some of  the world’s top experts in online 
media buying – people like Charles Kirkland, 
Justin Brooke, Jon Loomer, and several other 
folks you would never have heard of…   
 
This is in addition to my own experiences when I 
first started buying media way back in 2008.

Buying media traffic is a critical part of  The 
Predictable Profits Formula for growing and scaling your 
business. I recall internet marketing expert Rich 
Schefren saying something along the lines of: 

“You don’t have a real business 
unless you can buy customers.”

You see, if  you’re solely relying on word of  mouth, 
referrals, and – if  your brick-and-mortar, foot traffic 
– and don’t have a profitably strategy for acquiring 
customers, you don’t have a “real business.” 

Without a profitable media buying strategy, you 
cannot scale your business to its full potential.

Radio, print, television, direct mail, and so forth are 
all excellent sources of  media - however, the easiest, 
cheapest, and fastest way for most businesses to 
generate traffic starts on the Internet.  

Once you can make internet advertising work for 
you, then you can scale to other media.

That’s why we’re talking about buying traffic online.

Understand that technologies and platforms change 
all the time, so I don’t want to get bogged down 
in the minutia of  every media channel (Facebook, 
Google, Yahoo, Bing, etc.) or the different types of  
online media (PPC, contextual, native, mobile) – 

rather, the purpose of  this article is to pick up where 
most gurus leave off...

Providing you with evergreen principles proven to 
work across thousands of  the largest media buying 
corporations - who have collectively spent billions of  
dollars acquiring traffic over the last decade.

These media principles are the very essence of  a mega-
successful media buying campaign.

They apply just about to every network, and 
separate the “average Joe marketer” and the strategic 
entrepreneur who uses media to bring in more cash 
and dominate their market.

I’ll say this again: these are foundational principles 
that - while often ignored – represent the BIGGEST 
impacts on the success (or failure) of  your traffic 
generating strategies. 

And heed my warning: this takes patience and 
persistence. There is no easy button and no magic 
pill to substitute the information we’re covering 
today. In fact, anyone who tells you differently is 
trying to lure you into buying some fancy software 
or info-product - only adding to your distractions 
and sense of  overwhelm. It’s like teasing you with the 
forbidden fruit in the Garden of  Eden.

Sure, there’s no hiding the fact that media buying is 
(on the surface) a complex topic.  
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So, if  you get a little lost or feel a little overwhelmed, 
I recognize that I’m balancing a fine line between 
basics and advanced tactics here. However, I’ll do 
my best to explain everything to you as thoroughly as 
possible so that, hopefully, I answer most (if  not all) 
of  your questions.

Understand this: buying traffic is a strategy. But 
more times than not, we’ll talk with entrepreneurs 
who decide to toss a few hundred bucks at Google or 
Facebook, buy a few keywords, and send these folks 
directly to their website’s home page – hoping to make 
it work. 

“Hope” is their primary strategy.

And it’s the main reason they’re not making as much 
money as they should be…

After all, with this strategy, they can’t accurately 
track their conversion rates… or which keywords 
are making the most money (or losing the most 
money)… or their ROI… or have a strategy 
for recapturing lost traffic… or take people to a 
narrowly targeted offer, focused on driving the 
highest conversion… 

And the list of  mistakes continues….

(If  any of  the above sounds like you – you’re not 
alone. The truth is: I know these mistakes because, 
up and until a few years ago, I made them too.)

You see, with increasing competition nipping at your 
heels, you cannot afford to waste time, money, and 
resources on an underperforming strategy when – 
with the right plan in place – you can immediately 
cut costs and increase profits.

Now, I think it’s important I address a common 
misconception…

Frequently, I hear rumblings about: “Adwords 
doesn’t work for us” or “Facebook advertising doesn’t 
work.”  

Perhaps, you may think the same thing too…

So it might surprise you that this is an article 
about buying media, and yet, I’ll confess that 
those claims are half-true.

The truth is:

You’ll seldom turn a profit without a 
strategic approach to media buying.

The average entrepreneur rarely makes online media 
buying work for them.

And I won’t dust the reality with unicorns and fairy 
dust either, because the little-known secret every 
professional media buyer will tell you is that the first 
advertising campaign you run will seldom (if  ever) 
create homerun result for you.  

In fact, the first time professional media buyers run a 
campaign, they often lose money – and it’s expected!

This why we test slowly...

Now, I’m a member of  The Media Buyer’s Association 
(http://www.MediaBuyerAssociation.com). The 
gentlemen who runs it, Charles Kirkland, is one of  
the most respected media buying professionals in 
the world. You’d think if  anyone could “guarantee” 
a positive ROI the first time he ran a campaign, it 
would be Charles.  

However, even with his extensive experience, each 
time he runs a new campaign, he’ll run a test… often 
starting with less than $100.

But here’s the thing…

All Charles is doing is collecting data. He’s looking 
to find a winning ad, cut losing keywords, and find 
a highly converting offer – then he’s ready to slowly 
scale up.  
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I liken it to drilling for oil.

If  you look at the way the big oil companies work, 
they’ll head over to a location that has a high 
probability of  striking oil, and before they go all out 
and spend a ton of  money drilling – they drill a test 
location.  

If  they don’t get the result they expected, they gather 
their data, move to another location, and drill again, 
all the while looking for clues for where the oil is. 
Then when they find oil, only then will they spend 
more money to extract as much as possible.

Media buying is the same way…

You see, the oil companies don’t go to a piece of  land 
with the initial objective of  striking it rich – rather, 
their initial goal is to gather data and determine 
whether or not there is oil to be mined in the first 
place.   

To make money, you must determine what’s working 
and what’s not - so you can get rid of  the losers and 
expand the winners.

Let’s say you find out you’re making $4.00 for every 
$1.00 spent on advertising (I think you’ll agree that’s 
a good problem to have, right?). Once you have this 
information, you’ll want to spend as much money as 
possible.

But let’s not get too far ahead of  ourselves… 

Let’s start with how to approach this strategically, 
and take a very systematic approach to media buying 
focused on results.

As one of  my mentors would say: 

“There are reasons and results,  
the only thing that matters are 

the results.”

^ I would commit that to memory and repeat that 
saying daily.

The first objective in any media buying 
campaign is to collect data.

You need data on which of  the following is working/
not working:

1. Advertisement
2. Traffic source
3. Keywords or interest group
4. Offer

Any one of  the above areas could make or break 
an advertising campaign, so we set up our ads in a 
way that allows us to more easily determine what’s 
working and what’s not.

For a little bit of  context, the average entrepreneur 
sets up their first media purchase by creating one 
campaign (or ad group), running one advertisement, 
and selecting a bunch of  keywords or interest groups 
to display their advertisement in front of.

However, this presents a problem, because by doing 
it this way: 

1. You can’t narrow down which specific segment 
of  your target is converting

2. You are not split testing your advertisement for 
the best results

3. You can’t narrowly and specifically target the 
landing page to speak directly to your target

In other words, you’re leaving the door open for 
incomplete data and sub-optimized performance.

Again, no one said media buying was going to be 
easy (neither is drilling for oil). However, when you 
follow this plan - and begin to strike oil for yourself  - 
you’ll see exactly how quickly you can double, triple, 
quadruple, and more the amount of  sales and leads 
in your business.

Heck, the first time I figured this out, I spent around 
$5,000 testing different keywords, landing pages, 
and offers. I was convinced it wasn’t going to work - 
however (and fortunately), I didn’t give up. 

Then all of  a sudden, I discovered one of  my 
keywords made money… then another… then 
another. I turned the $5,000 of  testing into 
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approximately $250,000 in revenue 12 months later. 
And for every dollar I spent in media, I was getting 
another $1.00 back in profit – a 100% return on my 
money.  

The campaign was working so well that I received an 
offer to buy all my intellectual property (keywords, 
landing page, etc.) - and sold it for a nice gain.

So, let’s start with the strategic structure of  your 
media buying campaign.

STEP 1: Set up a new ad group (aka “ad campaign”) 
for each person or keyword you’re targeting. For 
example, you can have an advertising group for 
“male entrepreneurs who are 55+” and another one 
for “female entrepreneurs who are 55+.”   

Start with a few campaigns and build from there… 

STEP 2: Split test 2 different advertisements. Each 
advertisement is speaking directly to a particular 
campaign target you’re testing.

For example, here’s an add you might run to a male, 
55 and older:

…Versus this advertisement that might work best for 
people between the ages of  35 and 45:

(Both of  these ads come from The Motley Fool, a 
very strategic, 9-figure gorilla in the online world).

TIP: GO TO MOAT.COM FOR OTHER 
ADVERTISING EXAMPLES 

STEP 3: Drive each advertisement to a specific 
landing page – narrowly targeted to your specific 
audience.

Do NOT take people to your home page. Use a 
specific landing page focused on solving a specific 
need for each target market.

To piggyback on the Motley Fool example:

Here’s a simple, high-converting landing page 
suitable for someone nearing retirement:
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Here’s a landing page for someone who is retired: 

And one appropriate for the younger crowd, 35-45 
years old:

TIP: GO TO SWIPED.CO FOR OTHER LANDING 
PAGE EXAMPLES

Now here’s an illustration of  what your 
advertisement structure might look like:

This structure - along with ensuring you have the 
proper conversion pixels, tracking, and analytics in 
place on your website - allows you to collect data, 
revealing what market segment is most profitable, 
which advertisement works better, and which landing 
page converts the best.

TIP: Most ad networks will provide you with their own 
conversion pixels (and instructions to install them). Google 
Analytics provides world-class analytics (and it’s FREE). 
Improvely.com is a powerful advertising tracking tool worth 
considering, and if  you use Facebook for traffic (which you 
should test) – AdEspresso.com is an invaluable tool for 
creating, testing, and tracking multiple campaigns.

You can also break out the ad groups by desktop 
traffic and mobile traffic to see which one works best.

The more you break things down – and the more 
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you narrowly focus in on the variables - you’ll be able 
to optimize your campaigns for maximum profit…

Here’s an example of  the potential impact this can 
have on your business:

I’m working with a coaching client who told me his 
advertising budget was $100 a day on Facebook.  

(A budget is usually a telltale sign that they don’t accurately 
track their ROI – after all, if  you knew you were making even 
$4.00 for every $1.00, why wouldn’t you want to spend as 
much as possible?)

My client averaged $26.00 for every lead he 
acquired. Because he had no ad structure (like the 
one we just discussed), I knew we could collect better 
data to bring these costs down. We showed him how 
to structure his ads, cut out the losing keywords/
targets, and got his lead costs down to as low as 
$3.24 per lead!

He went getting 3-4 leads per day to over 30 
leads a day with the same budget!  

That’s a 1,000% increase in leads!

Think about it: how much more money could you make with 
1,000% more leads than you’re getting now?

This is an example of  the low-hanging fruit that’s 
available to you.

What was my secret?

I consulted media guru Charles Kirkland for 
his advice, and he recommended we create two 
separate ad groups: one for married individuals and 
one for single individuals. In my mind, this was a 
bizarre test, given the service we were selling had 
(presumably) nothing to do with someone’s marital 
status.  

However, we surprisingly discovered married folks 
had significantly more interest in our client’s services 
than single folks.  

Similarly, we also tested mobile traffic vs. desktop 
traffic (and found MUCH cheaper leads via mobile).  

The thing to understand here is that we would have 
never come to that conclusion without setting up 
our ad campaign correctly using the structure I just 
shared above…

This is another reason why it pays to spend 
the time and define your ideal client – the 
more detail and care you take toward defining your 
ideal client, the more targeted your offer, the higher 
the conversation rate, and the lower your customer 
acquisition costs will be.

Claude Hopkins, one of  marketing’s greatest minds 
of  our time, said:

“Platitudes and generalities roll off the human understanding 
like water off of  a duck’s back. They made no 

impression whatsoever.”

This is why you want to target a specific market, 
show them an ad that’s specific and relevant to their 
needs/wants, and take them to a landing page that’s 
also specific to their needs/ads.

Don’t try to be all things to everyone! That’s one of  
the biggest mistakes in media buying - and marketing 
in general.

Does this mean that it will take you longer to set up 
your campaigns?

Yup.

Is it worth it?

Yup.

BIG TIME.

This is how you go an inch wide and a mile deep to 
dominate your space.

So, that’s how you set up your campaign up… 

But wait a minute! 

Even if  you set it up correctly, we still need to reverse 
engineer your marketing funnel to set a realistic 
expectation of  what’s possible before you spend any 
money… 

In fact, this will tell you if  you even have a real 
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chance of  making money - before you spend money 
on advertising.

For this example, let’s walk through a basic webinar 
funnel consisting of:

STEP 1: Webinar Registration Page

STEP 2: Webinar/Sales

Let’s use the following assumptions:

• PRODUCT PRICE: $497
• PAID CLICKS TO THE WEBINAR 

REGISTRATION PAGE: 
1,000

• AVERAGE COST PER 
CLICK: $2.00

1,000 clicks x $2.00 per click = 
$2,000 in advertising expense.

So, let’s see how this plays out…

Our standard webinar registration 
page converts at 38% (this means 
that for every 1000 visitors to the 
page, 380 people register for the webinar).

Of  the 380 people who register for the webinar, 3% 
of  these people will purchase (of  course, if  you script 
your webinar correctly, you could get much higher conversion).

That means, at a 3% conversion rate, we’ll make a 
total revenue of  $5,666.  

You spent $2,000 on advertising so… you net a profit 
of  $3,666! Congratulations – that’s awesome!

Let’s say you know, from past experience, that 
you can convert people on the webinar - however, 
because this is a new traffic source, the biggest 
unknown is the registration page conversion rate.

What happens if, instead of  38% (which is what you 
did in the past), it drops. What’s the lowest webinar 
registration rate you can feasibly be willing to accept 
to (at a minimum) break even.

Now, you can see that even at 20%, you’re doing 
pretty good - as long as you convert at 2% (which 
you know is no problem for you, as long as you have 
a qualified audience).

Awesome – this campaign is working so well for you 
that you’d like to open up more media channels. 
 
Your friend tells you to advertise on Google Search, 

but when you do a 
little research using 
the Google Keyword 
Tool (https://
adwords.google.com/
KeywordPlanner), you 
realize the suggested 
bid is $6.86 for your 
main keyword.
  

The Place Where Entrepreneurs Come To Grow Their Business™
© Copyright 2016 Managed Marketing LLC   |  The Predictable Profits™ Insiders’ Club  |   www.PredictableProfits.com8

https://adwords.google.com/KeywordPlanner)
https://adwords.google.com/KeywordPlanner)
https://adwords.google.com/KeywordPlanner)
http://www.predictableprofits.com


So, using your original assumptions of  $6.86 per lead, in order to make this work for you, you’d need to convert 
people at 4%. 

That’s just a risk you’re not willing to take at this moment, so you continue to find other traffic sources (or 
keywords) for less money per click.

Now, of  course, we’re basing our numbers on the conversion rates of  the campaign… However, you can also 
run these numbers based on the lifetime value of  a customer. For example, Jay Abraham tells a story about Icy 
Hot:  

The product sold for $3.00 and cost $.48 to 
manufacture, package, and ship out a jar. Because 
Jay knew that 35% of  everyone who tried Icy Hot 
repurchased at least 6 times a year with an average 
order of  $10.00 – he was willing to spend up to $3.45 
to sell someone a $3.00 jar on the front end… knowing 
he’s make money in the backend.

So, for a one-time loss of  about $930,000, Jay 
eventually added $21 million a year to his business.  
(Source: http://www.earlytorise.com/icy-hot-oh-what-
a-marketing-lesson/) 

Now that’s the type of  money is worth getting out of  
bed for! 
 
And that brings us to the conclusion of  PART 1… 
stay tuned for PART 2 next month – we’re we’ll go 
deeper into the advanced traffic-getting strategies that 
nobody’s talking about… 

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

Tips & Resources!

http://members.predictableprofits.com
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Mention direct mail to most entrepreneurs or 
executives, and concerns about cost immediately 
come up.

After all, direct mail marketing is often seen as a risky 
numbers game. Mail a bunch of letters or postcards 
and a small percentage of prospects might respond…

For cold lists, this number usually hovers around 
1-2%. The figure is a bit higher for warmer house 
lists. According to a recent report from the Direct 
Marketing Association, the median response rate for 
direct mail sent to house lists is 3.73%.

Of course, with expected response rates so low, 
cutting costs becomes key. Slash a few cents per piece 
and savings add up quick.  

But is this thought process really the best way to 
benefit from direct mail?
 
You see, I don’t view direct mail as a numbers game. 
Instead, I look at it as an effective way to create 
stronger connections on a small scale. 

Yes, a cost-cutting mindset might make sense when 
doing mass mailings, but it’s dangerous when 
targeting important decision-makers who can bring 
big benefits to your business. 
 
And here’s the thing:

Smaller mailings allow you to spend more per piece, 
often leading to an even greater impact. What’s more, 
when compared to a standard letter or postcard, your 
mailings are more likely to get opened and read.

So, let me give you a few ideas for doing small-scale 
mailings…

A couple weeks ago, I met with a client who is a wine 
wholesaler. He lives close to me, so we agreed to 
meet while walking along the canal behind both our 
houses. 
Informal meetings like these are fun because people 

feel more comfortable sharing their challenges.

Within a few minutes, Scott started telling me about 
a problem with a potentially huge prospect. He’d 
recently hopped on a flight to meet with this person 
and had – what he believed – was an excellent 
meeting. 

Closing the deal seemed almost certain.

Yet when he returned home and emailed the final 
details, he didn’t hear back. This silence went on for 
several days - over many emails.

A frustrated Scott asked me for help.

Since this potential deal was so big, I suggested 
he stop relying on email. After all, email is easy 
to ignore, and it’s a far too common way to 
communicate in business. 

I told Scott to pack his previously sent emails into a 
FedEx box, toss in a few fun items that would make 
noise when you shook the package, and include a 
super short letter requesting a call-back. 

I then suggested he spend a few extra dollars for next-
day delivery.

Simple stuff, right?

Well, Scott added a bunch of chocolates to the 
box and mailed it. Just two days later, he was on a 
conference call to close the deal.

Think about it…

All Scott did was change the delivery method – his 
message stayed the same. Using a priority mail service 
expressed urgency, while also proving his dedication 
to the project. 

A friend of mind, Tony Rubleski, president of the 
Mind Capture Group, uses a similar approach when 
communication efforts stall. 

How To Get BIG Response From (Really) Small Direct Mail Campaigns

By  By Insiders’ Club Member, Tom Trush
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He mails a broken record…

Here’s the text from one of his recent mailings:

(Name),

Not to sound like a broken record, but your troops are likely 
looking for some new sound or motivation! Not sure where 
you guys are at, or if you went a different direction?

Let me know,

Tony

(cell phone number)

P.S. Don’t make me send you guys an 8-track next time.

Could you ignore a mailing like this one?

Probably not.

The extra humor in the P.S. is a nice touch.

Tony told me his broken-record letter has led to many 
appointments, and as he calls it, “mind capture.” 

A couple months ago, I received a client reactivation 
letter from copywriter Kevin Donlin. It arrived 
in a #10 envelope and included an image of a 
calculator at the top of the first page.

I loved the idea so much I created my own 
campaign. However, I included actual 
calculators with my mailing. I then picked 19 
past clients to receive the package. 

The letter walked people through the process 
of figuring out how much revenue they’re 
missing by not giving past clients opportunities 
to buy again. I also made an offer (with a 

deadline) to create a done-for-you client reactivation 
campaign. 

After the first letter, I followed up with a hand-
written letter, and an email a few days afterward 
(having a follow-up plan in place often multiplies your 
response).

The entire campaign – including the calculators – 
cost $80.05.

I’ve made back this minimal investment several times 
over – and still have other clients to send to. Crazy 
thing is, the clients who responded requested projects 
other than the campaign I talked about in the letter.

Goes to show that you never know what additional 
benefits a mailing might bring.

So, what’s the lesson here?

It’s simply that you don’t need to send many pieces to 
see big benefits from direct mail - so get creative, have 
fun, and start stuffing your prospects’ mailboxes.

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.
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QUESTION: “Hi Charlie, what do you think about 
tripwire offers? It seems like every marketing guru out there is 
claiming that’s the way to go. What do you think?” 

ANSWER:

Great question!

For those unfamiliar with 
the term “tripwire” – this 
is a low cost, introductory 
product designed to pull 
people into a marketing 
funnel.

For example, it could be 
a free book (just pay $7.00 in shipping) or a classic 
tripwire used for years by Columbia House Record 
Club: “13 records for $1.00.”

Tripwires work. They’ve been around for years, and 
have made companies LOTS of  money – there’s no 
disputing that…

Keep in mind: that’s only ONE way to grow your 
business (not the “only way to go”).

Tripwires are only “one spoke in the Money Wheel.”  

Of  course, if  you’ve been following me for a while, 
you know that the more spokes in your money wheel, 
the more predictable, reliable, and robust your 
profits.

A popular misconception is that you “need” a 
tripwire or it’s the “only way to go,” so allow me to 
give you another perspective…

Over the last week, I spoke with two 8-figure 
entrepreneurs who refuse to use tripwires in their 
businesses. They claim it’s because they receive 
higher-value/higher quality customers when they 
make an offer for a more expensive purchase, rather 
than teasing them with a $7.00 intro product.

A tripwire is simply one more way to attract buyers 
into your business. There are people who need 
nurturing before they buy… or prefer a lower risk 
method of  testing the waters before spending a lot 
of  money with you – in these cases, a tripwire is 
valuable.

For other consumers, if  properly marketed to, they’ll 
jump right into your more expensive products and 
skip right over the popular tripwire offers.

As far as my experience goes, I’ve sold more +$1,000 
products (in industries littered with tripwires) than 
the income I’ve generated from tripwires. 

So, in summary, the only “right” answer is to cast a 
wider net by creating a multitude of  varying offers – 
tripwires and more expensive offers alike.

Hope this helps!

In your corner,

Charles E. Gaudet II 
Founder of  PredictableProfits.com

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!
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THIS MONTH’S ACTION STEPS FOR DOMINATING YOUR MARKET

BUSINESS ACCELERATORS

1 2 3 4

6 7 8 9

GET 
STRATEGIC

Working harder 
isn’t the only way 
to get ahead. In 
fact, strategies 

for working 
smarter and more 

effectively will 
overshadow raw 
labor any day of  

the week.
(PAGE 1) 

BUY MEDIA 
TO BUY 

CUSTOMERS
Investing in 

advertising and 
acquiring customers 

is a necessity 
for maximizing 
results. Strategic 

media buys aren’t 
as complicated 
as many people 

think…
(PAGE 2)

YOU NEED A 
REAL STRATEGY
f  you don’t have a 
profitable strategy 
for buying media 
(and only rely on 

referral), you’re not 
a “real business” 

— and you’re 
leaving money on 

the table.
(PAGE 2)

START 
ONLINE, THEN 

SCALE
Online media 

buys are the most 
straightforward, 
and usually the 
most affordable. 
Start there then 

scale as you find a 
winning strategy.

(PAGE 2)

PROSPECT 
SMART: 
CREATE 

SEGMENTS
Test multiple 

options with your 
paid advertising 

to see what 
demographics are 
most interested. 

Highly segmented 
and targeted efforts 
will yield valuable 

insight.
(PAGE 5)

SPEND WHAT 
IT TAKES

If  you’ve got a 
truly winning 

strategy figured 
out, then it only 
makes sense to 
invest as much 

as possible. With 
massive ROI, the 
smart move is to 
spend as much as 
you can afford - to 

earn even more 
back.

 (PAGE 7)

RUN THE 
NUMBERS

Test everything 
and track closely. 
Your data won’t 

lie, and you’ll 
have tremendous 
insight into what’s 

working, what’s 
not, and how you 

need to perform to 
at least break even.

(PAGE 8)

SMALL 
MAILING, BIG 

RESULTS
Detailed, clever, 

small-run mailers 
are a hugely 

overlooked way 
to re-engage 

customers and win 
business. There’s 

more to direct mail 
than giant “cold 
list” campaigns.

(PAGE 10)

5

10

START SMALL
A great way to test 
various forms of  
paid media is to 

start small, collect 
data, and adjust 

your strategy 
accordingly. Only 
invest more when 
you find a strategy 
that actually works.

(PAGE 3)

DIVERSIFY 
FOR DATA
Can’t decide 
between low-

cost “tripwire” 
products or high-

end premium 
offers? Diversify, 

offer both, and let 
YOUR customers 
determine which 
is going to be the 
most successful 

offer.
(PAGE 12)
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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!

Insiders are proud to support:

JUNE

June 1st - National Go Barefoot Day

June 3rd - Donut Day: 3

June 8th - World Oceans Day

June 11th - Corn on the Cob Day

June 14th - Flag Day

June 16th - Recess At Work Day

June 18th - World Juggling Day

June 21st - World Music Day

June 24th - Take Your Dog To Work Day

June 27th - National Sunglasses Day

June 28th - International Body Piercing Day
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JUNE
WEEKLY OBSERVANCES

2nd - 5th - Great American Brass Band Week

5th - 11th - National Business Etiquette Week

9th - 12th - Superman Days

12th - 19th - Men’s Health Week

17th - 19th - Duct Tape Days

19th - 25th - Lightning Safety Awareness Week

26th - 2nd - National Mosquito Control Awareness 
Week

JUNE 
MONTHLY OBSERVANCES

Adopt A Shelter Cat Month

Entrepreneurs “Do It Yourself” Marketing 
Month

Great Outdoors Month

National Zoo and Aquarium Month

Professional Wellness Month

Rebuild Your Life Month

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

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 towards 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!

• 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
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