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On a Personal Note...

By Charles E. Gaudet II
I hope you’re finding many, 
many reasons to be grateful 
this Thanksgiving season - 
including all the achievements 
you’ve made, lessons you’ve 
learned, and the opportunities 
in your future! I, for one, am 
most sincerely grateful for you 
and the inspiration you give me 
everyday to bring you leading 
information to help you grow 
your business. Thank you, 
thank you, thank you.

Now, funny as it may be, even while I 
was competing in this year’s Crossfit 
LumberJack 20 Competition – I received 
another marketing lesson that I couldn’t 
wait to share with you.

There were roughly 450 competitors 
and guests from the local area watching 
this event. Many sponsors (like Reebok, 
Progenex, and Crossfit Harpoon) offered 
gifts and generated excitement, but one 
particular vendor may have prematurely 
dug their grave.

You see, Portsmouth NH is a small 
town - with fewer residents than the 
neighboring population of the University 
of New Hampshire - and people talk. In 
fact, with social media, people talk and 
reach a wider audience than ever before.

So, one local restaurant offered to cater 
the entire event of hungry mouths. This 

Continued on page 2

Quotes
“In order to succeed, your 
desire for success should be 
greater than your fear of 
failure.” – Bill Cosby 

“Either you run the day, or the 
day runs you.” – Jim Rohn 

“Believe you can and you’re 
halfway there.” – Theodore 
Roosevelt

was announced at the competition and 
everyone was excited… except (maniacal 
drum roll, please) the owner called a few 
hours before she was due to arrive and 
cancelled due to an illness.

While I’m sympathetic to sick people, 
let’s face it: hundreds of hungry, 
irritated people then vowed they 
would never, ever, never, ever, never 
eat at that restaurant again. And with 
the hundreds who said they wouldn’t 
continue patronizing the restaurant, this 
story spread like a nasty virus. I too was 
disappointed, and won’t be offering my 
support to that restaurant.

You see:

Marketing is nothing more than 
getting and keeping customers – it’s 
no longer just about advertisements 

or promotion, it covers the entire 
customer experience.

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!”
    

November 2013
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And look, mistakes happen – but instead of 
cancelling and leaving the competitors hung out to 
dry, she could have coordinated another restaurant 
to take her place, or heck, even offered to send over a 
few dozen pizzas with an apology and an offer with 
a coupon. People are forgiving of mistakes, so long 
as you own up to them and do your best to make 
it right, without making them look bad or causing 
them a major inconvenience.

This is why the Affordable Care Act has been 
leeching away at Obama’s support and credibility. 
People feel he is being dishonest, the website is 
causing frustration, user experience is horrendous, 
and people are disappointed because their 
expectations are not being met. If the ACA were a 
private business, it wouldn’t last long.

Even earlier this month, my housecleaners – whom 
I’ve spoken very highly of in past newsletters – were 
dismissed and shown the good ol’ primrose path 
because they failed to keep up with our expectations. 

And listen to this: my wife (Little Miss Non-
Confrontational) did the firing. She simply told 
them we didn’t need their services anymore – they 
didn’t ask questions, Heather didn’t offer reasons. 
They believe they left us on good terms – we stopped 
recommending them to friends (and informed our 
friends of our decision, they made a similar one).

Here’s another lesson in this: if your customers are 
unhappy, most of them won’t complain – they’ll 
just stop doing business with you. So you need to be 
proactive, find out if your customers are pleased with 
you, and commit to doing whatever it takes (within 
reason) to maintain their loyalty to you – it’s this sort 
of genuine communication and sincere interest in 
helping your customers achieve an even greater result 
that will help you dominate your market and earn 
more market share in the days, weeks, months, and 
years ahead!

We’ve got a lot planned for you this month – get out 
your highlighter and your pen and have fun with it!

Now go get ‘em!

5 Strategies for Selling New 
Products to Existing Customers - 
And Winning Their Loyalty

By Charles E. Gaudet II

Entrepreneurs tend to focus on one primary way to 
grow their business: Traffic.

They tend to believe that the more traffic they get 
(into their store, on their website, or on the phone), 
the more sales they have – and while (with the right 
conversion strategy) that’s true, it’s hardly the most 
profitable way to grow your business.

Studies show that it costs somewhere between 2-5 
times more money to sell to a new customer than an 
existing customer.

The most profitable way to grow your business is 
right under your nose: your existing customers.
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Existing customers are the most 
valuable asset you have…

And truth be told, when I work with both my 
coaching clients and my private clients, it’s the 
first place I go to pick up the low hanging fruit. In 
fact, I’ve seen results as high as a 100% increase in 
month-to-month sales - within two weeks - simply 
by optimizing and improving the sales process 
with existing and inactive customers using a little 
something called The Customer Re-Engagement 
Strategy™ (http://CustomerReengagement.com/ ). 
 
But today, we’re going to focus on how to make more 
money from your most active customers…

And in particular, how to create a surge of profits by 
selling them something NEW!

While this does open the door for another 
conversation, let me wet your ear with this idea. 
When you greet someone, other than asking them 
how they are doing, what’s the first thing you want 
to know?

What’s new?

That’s because we are programmed to be interested 
in, and take notice of, new things happening to us 
and around us. We tend to ignore and block the 
items we’ve already seen.

For example, if you take a look around where you are 
sitting, and really observe the corners of the room, 
chances are you might not take notice of something 
you’ve never seen before - because it’s been there 
all along. But if something new comes in the room, 
even a spider on the wall – even if this little bugger 
was only a quarter inch long - it is likely to capture 
your eye and attention.

As entrepreneurs, we have customers coming to our 
websites, store fronts, and viewing our marketing 
material on a regular basis – every once in a while, 
it would serves our best interests to come up with 
something to break the pattern.

A new product… a new service… a new offering (a 
new combination of existing products)…

“New” gets attention, and gives you 
another reason to reach out and make 

sales.

And here’s one fundamental truth that makes 
creating new products worth it: 

Your existing customers are the MOST 
LIKELY people to buy new products 

from you.
In fact, if you’re making their lives better, they’re 
probably already begging you to give them more!

New products and services are exciting, and pique 
the interest of your satisfied customers who want 
more of the results you’ve already delivered (and 
remember, in many cases, the product or service itself 
doesn’t have to be reinvented – just the offer has to be 
new - but I’ll get to that in a minute).

Now here’s something worth noting: if you’re simply 
asking your customers to buy something new from 
you, you’ll get sales but won’t necessarily win their 
loyalty.  

To win in business, we need their 
loyalty!
So, to win their loyalty, we must make sure our 
customers feel valued, special, acknowledged, and 
appreciated.

That segues us into the first strategy:

Strategy #1 – Preferred Customer 
Pricing

Take a look at Exhibit A on the next page. Notice 
this is a private offer, mailed exclusively to preferred 
customers as a thank you for your business.

I particularly like this line:
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“We would like you Thank you. It is because 
of you we continue our quest to bring you 

the Wow factor.”
It makes me feel appreciated.

And with their “esteemed customer concierge 
service” offering priority service and dedicated 
personal shoppers, they’re making their customers 
feel important and special.

(Now, as a side note, if this company hired me to 
make this post card better, the first thing I’d suggest 
is to use personalization. Use my name, and if 
possible, reference something else personal to me 
– such as a past purchase or interest – and why you 
believe, because of my past history, I would like this 
item. Any reputable printer has the technology to 
quickly and easily personalize a postcard like this…)

Offering Preferred Customer Pricing is just another 
way to extend your gratitude – PLUS, if this is the 
type of product your customers will likely make 
repeat purchases or offer referrals for, an appealing 
discount on their initial purchase will pay itself back 
in dividends to you!

I also wanted to show you this email I received from 
UPrinting (to the right). It appears like a personal 
email from an account representative, strategically 
reaching out to help me get my holiday cards 
printed while making me aware of their variable data 
printing (not commonly available by many online 
printers) and fulfillment services. Notice how she’s 
offering me a loyalty discount on my purchase… 
Genius!

Strategy #2 – Preferred Customer 
Bonuses

Rather than discount your product offering, how 
about offering your Preferred Customers a special 
bonus not offered to any other segment of your list?

If you’re a service provider with limited time or a 
retailer with a limited supply of an item, you can 
make your new product available with a limited 
special bonus to any of your Preferred Customers who 
purchase a new item for you.

For example, if you had access to box seats at a sports 

Exhibit A
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game, you could say: if you’re one of the first 35 
people who purchase XYZ product by December 
1st – as a Preferred Customer, you’ll also receive 2 free 
tickets to our ACME Company premium box seats to 
watch the Red Team versus the Blue Team on December 
19th! 

Or, let’s say you own a toy store, and miraculously, 
Beanie Babies became another big hit and are 
extremely limited. You could make an offer like this: 
“Preferred Customer Appreciation Bonus: Get Your 
Christmas Shopping Done Early! Buy the New 
Barbie Toddler Racecar and Be One of Only 97 
People to Claim Your Hokie Pokie Limited Edition 
Beanie Baby - Absolutely FREE!”

If you’re selling seminars or information products, 
you could make an offer to existing customers by 
saying something like: “As a valued client of ours, 
when you invest in ACME Product today, Charlie 
wants to personally thank you with a free 30-minute 
one-on-one coaching, just you and him, and only 
because we love having you as our client!”

You could even make up limited edition or limited 
quantity items (like a limited edition t-shirt, mug, 
coin, artwork, or even a piece of jewelry that has a 
high perceived value).

Look for items that are limited (or in short supply) 
and make these available to only your existing 
customers who make a new purchase with you.

Strategy #3 – Preferred Customer 
Bundles

Remember, to win customer loyalty, you have to 
make your existing customers feel valued, special, 
and appreciated – so you want to create special offers 
just for them!

While Strategy #2, Preferred Customer Bonuses, makes 
a bundled offer with a limited item only for existing 
customers, this strategy is when you take commonly 
available products and bundle them together with 
your new product for both better pricing (better 
value when you buy more than one item) and putting 

complimentary 
products 
together for a 
better result.

Let’s say I own 
a restaurant 
and I’m 
featuring a new 
5-course dinner 
special. For 
my Preferred 
Customers, I can 
offer them a 
complimentary 
bottle of pre-
selected house 
wine when they 
come in for a 
dinner for two.

If you’re a 
lawyer and 
promoting a 
new patent 
and trademark 

Exhibit A
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service – for Preferred Customers, you may want 
to consider offering 1-year of free trademark 
monitoring if it makes economic sense for you.

As a landscaper: “book your 2014 Lawn 
Maintenance Today and get a FREE Spring 
cleanup!”  

This is just another way to help your existing 
customers feel appreciated by offering them 
something of high value.

Strategy #4 – Preferred Customer 
Financing

Your existing customers are the most likely to buy 
more from you and provide you with referrals so… 
why not make their purchase decisions easier with 
preferred pricing and terms?

Now, this strategy should only be offered to your 
BEST clients who have already proved to be 
creditworthy and reliable.

For example, if you’re in heavy equipment sales 
and you want to sell a 2014 bulldozer to your road 
contractors, perhaps you give them 0% financing 
for 5 years, or “buy now and we’ll make the first 2 
payments for you!”

When I founded a pet health insurance company 
in 2000, I had an attorney - who was doing some 
corporate work, trademarking, and assisting us 
with raising capital – who said he would hold 
off payments for two years, or until we received 
financing. Not only did I feel valued, but talk about 
making us feel like this attorney was really out for our 
best interests!

Needless to say, we stood atop the tallest mountains 
shouting our praise for this firm!

Strategy #5 – Preferred Customer 
Advanced Purchases

The other day, I was told that Dan Pink, author of 
The Whole New Mind, To Sell is Human and a few 
other best-selling books, was coming into town. 
I wanted tickets but there was one big problem: 
they weren’t for sale to the general public yet – first 
priority was for members of the Portsmouth Music 
Hall, and then, after a certain date, the general public 
was given the opportunity. So… I promptly became a 
member so I could get tickets.

If I was a technology retailer, and knew I was going 
to receive 400 brand-new iPhone 6 mobile phones, I 
would send an offer to my Preferred Customers to let 
them know - if they wanted to purchase this phone 
from my store, I would hold one on reserve for them 
so they didn’t have to camp outside or wait in long 
lines.

I once went to a restaurant in Celebration, Florida 
- and in conversation with the waitress, she told me 
they had a loyalty program where, after you spend 
a certain amount of money, you no longer needed 
to call to make reservations or wait in any lines. 
Once you showed up at the door, you automatically 
received the next available table.

Yup, it’s okay to treat our best customers differently.

It’s Pareto’s Rule, right? The top 20% of your 
customers deliver 80% of your profits. Treat your top 
20% like royalty – pull out all the stops for them.

HOT TIP:
Different people respond to different 
offers. These suggestions give you 

options to test, and give you variation 
to spice things up with your list!

HOT TIP: Do you know who the top 
20% of your customers are? If not, you 
should. These are the people who you 

should spend the most time, effort, and 
marketing dollars with because they are 

likely to offer you the highest return.

HOT TIP:

Where Entrepreneurs Come to Grow Their Business™
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5 Strategies for Making 10x More 
Sales With Better Offers

By Charles E. Gaudet II

Very simply stated: an “offer” is the deal you make 
with your prospect – I’ll give you X when you give me 
Y.

The offer could be a free assessment of their needs, a 
free special report, a free webinar (all in exchange for 
their contact information)… it could be a free trial 
offer… or a straight to sale offer.

Regardless of your offer, your results will be directly 
proportional to how enticing the offer is.

In the past, we’ve discussed the similarities between 
personal relationships and customer relationships 
with The Three Phases of Marketing (Dating, 
Engaged, and Married), so let’s play with this idea 
for a minute.

If you’re a single guy looking for a date, and  your 
best pick up line is: 

“Yo baby, you be my Dairy Queen, I’ll be your 

Burger King. You treat me right, and I’ll do it 
your way right away!” 

My guess is you won’t close a lot of deals because 
your offer doesn’t match what your prospect is 
looking for - and you come off as desperate.

But here’s the inevitable truth of relationships:

The more valuable and risk free your 
offer, the better your response.

In other words, you’re more likely to capture a 
woman’s interest if you offered to purchase this lovely 
lady a drink, and gave her the risk-free opportunity 
to get to know you before agreeing to take the 
relationship any further (am I right, ladies?).

That’s why I like risk free trials and low-risk offers 
in exchange for information as the first step in the 
marketing process – because you’re more likely to get 
people to take that initial chance with you, and allow 
you the opportunity to show them why working with 
you is the smart choice.

Whether you do the first step or just go straight for 
the sale – you still need an enticing offer.

You see, many sales offers are just like our Burger 
King Boyfriend – and they say things like “We’ve got 
the lowest price and the best quality – buy today!”

Puh-lease.

Everybody says that – I’m ready for something 
different…

So let’s dive into 5 strategies you can use to make 
your offer irresistible.

Strategy #1 – The Risk Free Guarantee 
Offer

Which of these products are you likely to buy?

•	 $1,997 Course with a 15-day money back 
guarantee

•	 $2,495 Course with a 1-Year, 365-Day, 100% 
Money Back Guarantee, PLUS an extra 

Where Entrepreneurs Come to Grow Their Business™
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$500 if it doesn’t work as promised

If you’re like the customers we tested this offer on – 
while I can’t remember the exact number off the top 
of my head – we had something like 25% more sales 
with the second guarantee.

AND – get this – we also had 35% return rate on the 
$1,997 course (because people presumably felt they 
didn’t have enough time to go through the course, so 
they returned it), and less than a 2% return rate with 
the $2,495 course.

In our case, we got more people to buy, fewer returns, 
and more profit by decreasing our return rate - AND 
we could charge more money for the program.

Walter Bergeron of Power Control Services, an 
electric equipment repair company, offers a limited 
lifetime guarantee on the work and material he uses 
to make a repair. In his industry, this is a rarity, and 
as a result, has grown his business and his customer 
loyalty.

Check out L.L. Bean’s:

This is just how Strategic Entrepreneurs think about 
growing their business.

Strategy #2 – The Limited Time/Space 
Offer

The funny thing about consumers is that they are 
procrastinators, and will wait until the very last 
minute before making a purchase. It drives me nuts, 
but sadly, I see the same trait in myself.

Just the other day, I was talking with a particular 
vendor I wanted to hire for a personalization project 
I’m working on inside of the Infusionsoft software. 
He quoted me a rate of $10,000 a month for his 
services (which seemed fair), and asked me if I was 
still interested.

My initial response was: “Okay Brian, thank you – let 

me think about it for a little while and I’ll get back to 
you.”

While I know I was eventually going to invest this 
money, I just wasn’t sure I wanted to commit right 
away… but then he gave me The Limited Space 
Offer.

He said: “Okay Charlie, I get it and it totally makes 
sense, but I’ve just got to tell you, at the premium level 
you’re interested in, we can only take one more client at 
that rate. I really hope it’s you, but if you’re not sure, I 
needed to tell you just in case you waited a little while 
and somebody else took your spot.”

Smart. And I signed up right away.

The key with Limited Offers is that they must be 
genuine and believable. You can’t say something like: 
“Only 97 ebooks left!” 

C’mon – anybody with any experience knows ebooks 
are unlimited. This type of fake scarcity makes you 
look like a total ass.

But if you do have an ebook 
and you offer support, then 
you can make it limited by 
explaining that, because of 
the personalized support you 
offer your clients, you can 

only make the book available for 97 people. 

Make sense?

Or, if you’re doing a Thanksgiving special, you can 
make it time limited – Offer good until November 28!

Strategy #3 – The Exclusivity Offer 

This is one I use inside of my own business.

If you’re a private client of mine, I will refuse to work 
with any of your direct competitors as long as we’re 
working together.  

In one instance last year, it just so happened that 
I had three companies in the exact same industry 
inquiring about a working relationship with me, 
so I told them I had received another inquiry from 
a competitive company, and as a result, could only 
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work with one of them.

In other words, don’t let your competitor get to me before 
you do!

Exclusivity is desired and important.

Earlier this year, when I checked out a networking 
association, they told me: “We only allow a certain 
amount of people per industry to get in. While 
I’m not sure if there’s an opening for a marketing 
consultant, if there isn’t, we can put you on the 
waiting list until one becomes available.”

Interesting – and made me want to join even more.

Strategy #4 – The Referral Offer 

This one is interesting and not one I’ve used (yet), 
but I have witnessed this 
offer in many growing 
companies like Google, 
HelloBar, and DropBox 
(for example).

Do you remember when 
Google+ first launched? 
The only way in was to 
get referred by an existing 
member.

It was sort of like dangling 
the carrot in front of your 
eyes without actually 
letting you take a bite. This 
made it very enticing.

Let’s face it – people often want what they can’t 
have.

I’m a member of The Young Entrepreneur’s Council 
– it’s an invite only group where I had to get a 
referral in order to be considered.

Paddy Lund, a dentist from Australia, changed up 
his practice to a referral only practice. He told his 
patients he only wanted to work with patients just 
like his existing ones, and told them the only way 
other patients could get in was by referral from an 
existing patient. 

This accomplished two things: 

#1 – Made it feel exclusive (and members felt 
special)

#2 – Made members who referred friends feel like 
they were doing people a favor by offering a referral 
to them

Referral offers are a great way to build anticipation 
and interest, and can be a strategic move for a 
scalable rollout (like offering a beta test).

A slight variation of the “referral” offer is simply 
having people request an invitation to join your 
program.

Here’s an example from MyCrowd.com:

This idea of an invitation allows people to feel like 
they are part of an exclusive community, and the last 
thing they want is to be “on the outside” of what’s 
happening.  

Strategy #5 – The Discount Offer 

If you’ve been with me for a while, you know I 
am not a big fan of running sales or discounting 
products for the sake of lowering your price to 
become more competitive. However, there are times 
when a discounted offer makes sense.

Where Entrepreneurs Come to Grow Their Business™
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Let’s say there’s a season change, and your existing 
and leftover stock is not appropriate for the 
following season (such as: if you own a greenhouse, 
a clothing retailer, or sell patio furniture) – this is a 
good reason to give people a discount.  

Anytime your reason is genuine and legitimate, you 
can take advantage of The Discount Offer.

One of the best examples I’ve seen is marketing 
genius Bill Glazer’s “Flood” offer. Bill was the 
founder of a successful menswear store, and the 
company experienced a sprinkler malfunction. This 
is where Bill “made lemonade out of lemons.” While 
the clothes were still fine, Bill took this opportunity 
to offer a massive promotion and a offer a big sale. 
His legitimate reason was: 

“As part of a major settlement involving policy 
number: M-14170, Selective Insurance, Inc., 
the retailer’s insurer, announced that Gage 
would be permitted to sell its entire downtown 
store’s inventory at a 30% discount to the 
public.”

…and as I’ve been told, the campaign was a 
resounding success.

Now look, these are some of the strategies I’ve seen 
work, those which have worked for me and others 
supported by evidence – but in no way would I even 
pretend these are the 5 Commandments of Offers, 
guaranteed to work universally for every business 
and product across the globe. These are simply to get 
you thinking about different types of offers, and give 
you the opportunity to see and test whether or not 
something like this would work for you.  

Test these offers independently, as well as collectively, 
by combining offer strategies (such as combining 
The Time/Space Offer with The Discount Offer… or 
The Exclusivity Offer with The Risk Free Guarantee 
Offer).

Just have fun with it!

And never forget the marketer’s creed: test, test, 
test…

How to Convert a Commodity Into 
an Experience That Brings You 
Buyers

By Insiders’ Club Member, Tom Trush

This Oct. 29 Washington Post headline reads like a 
warning...

Small business owners fear shutdown’s aftershocks 
will hurt holiday sales 

This title is 
the latest in 
what’s become 
relentless 
coverage of 
struggles 
within the 
small-business 
community. 

“News” like 
this drives me 
nuts – and I’m 
sure I’m not 
alone.

The media 
continues 
to toss around 
business problems, blame, and excuses like water 
bottles at a Justin Bieber concert (check TMZ if you 
don’t understand the reference). 

The article states: “In the immediate aftermath of the 
17-day shutdown, just 13 percent of small business 
owners polled on Oct. 18 said they were more optimistic 
about sales this season, while 43 percent said they 
expected sales to drop during the holidays. Meanwhile, 
half specifically said they expect the fallout from the 
government shutdown will prompt shoppers to spend less 
than they would have to close out the year.”

So, do business owners and entrepreneurs really 

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

More Tips & Resources!

http://members.predictableprofits.com
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allow these doom-and-gloom predictions to affect 
their mindset and marketing approach? 

Without a doubt... YES!

Earlier this year, I came across a CNN article that 
chronicled the struggles of a shoe salesman in New 
York City. The man, Nelson Springer, works for 
Macy’s and is frustrated because his commissions 
keep getting smaller due to shoppers buying shoes 
online.

Since his situation is so common nowadays, I 
couldn’t help but contact CNN with an offer to help. 

You see, if you look at Springer’s situation (or any 
brick-and-mortar business with online competition) 
from a traditional sales perspective, there are only 
two ways to boost profits:

1. Get more customers to buy stuff
2. Raise prices

Unfortunately for Springer, neither is a viable option. 
As the article explained, he’s already trying to sell 
more shoes, but the appeal of shopping online 
overshadows his efforts. And second, he has no 
control over the prices Macy’s puts on their footwear.

So what’s left for a commission-dependent salesman 
to do? What about a business owner or entrepreneur 
hassled by lower prices at other places?

Plenty.

First, anyone in this situation would benefit by 
avoiding the “salesman” label – whether it’s part of 
the job or perceived by prospects. The title alone 
implies your sole purpose is selling.

When you’re seen as a salesman, you force 
prospects to use a single variable when deciding 
whether to buy from you – price. Your product 
instantly becomes a commodity because price is 
the only way to distinguish your offer from similar 
alternatives.

In Springer’s case, I suggest he begin presenting 

himself as an authority on all things shoes. He likely 
already shares his shoe knowledge with customers. 
Now take that insight and deliver it in a shareable 
format.

Maybe he offers customers a printed guide on how 
to pick the proper dress shoes (and provides tips for 
different occasions)... or records video reviews of new 
arrivals... or creates tutorials on making shoes last 
longer... or interviews representatives from the shoe 
brands offered by Macy’s... or writes articles about 
mistakes to avoid when shopping for shoes...

Beyond giving away this information in person, 
Springer can share it with new (and larger) audiences 
by posting on a blog, YouTube, iTunes, Facebook, 
Twitter, and other media.

These actions (and the added frequency) would help 
establish Springer as a recognized authority and a 
helpful resource – rather than just another person 
selling shoes. Furthermore, his online educational 
material plays right into shoppers’ evolving buying 
habits.

Of course, Springer should also distribute his 
information “products” to past customers. That is, 
assuming he collects contact information during 
purchases – which he should.

And speaking of customers...

Why not regularly alert them to new offers 
(in addition to sharing helpful, shoe-related 
information)? Or send emails when updated versions 
of previously purchased shoes become available?

In many cases, past customers stop 
spending only because they aren’t given 
more opportunities to buy.

Remember, trust is already established with past 
customers - so it takes less effort to get them to buy 
again. On the other hand, attracting new customers 
requires more effort and resources because trust isn’t 
developed yet.
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Make sense?

Let’s also not overlook ways Springer can get 
customers to spend more. He can simply offer other 
goods (and even services) with his shoes. Socks, 
belts, and shirts are easy options. Some type of shoe 
maintenance plan is even a possibility.

Thanks to Springer’s employer, finding and 
storing extra inventory isn’t a problem. All sorts of 
complementary products already sit on store shelves.

He could even package products with pairs of shoes 
to create higher ticket items. Shoppers benefit from 
convenience because they get everything at once, 
instead of waiting for separate online shipments.

Of course, once Nelson’s authority status grows, 
consulting is another moneymaking option. After 
all, he’s in New York City where many view fashion 
and style like a religion. There’s also a large corporate 
audience that could seek out shoe and/or fashion 
advice.

And finally, don’t forget joint ventures and referral 
sources. Partnerships with local suit tailors, 
shoeshines, and even doctors are possibilities.

So what have I missed? What ideas can you think of 
for dealing with a situation like Nelson’s?

Tom Trush is a Phoenix-based direct response 
copywriter who helps business owners craft lead-
capturing marketing materials. His newest book, 
The “ You” Effect: How to Transform Ego-Based 
Marketing Into Captivating Messages That Create 
Customers, is now available on Amazon.com and 
from other major book retailers. Tom is also the 
author of 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!

Insiders’ Club Members are encouraged to click on the 
“Ask Charlie!” button inside of their Members’ Area to 
hit him with your biggest challenges, frustrations, or 
business building questions… and, who knows, your 

question might be answered right here in the very next 
newsletter!

QUESTION: “Hi Charlie! I really hope you can help 
me make sense of this. I know you said you like direct 
mail, but does anybody really buy from it anymore? I’m 
sorry if this is a stupid question, but doesn’t everyone 
do everything online anyways? Isn’t it a waste to spend 
money with mail? I can’t even tell you the last time I 
bought something from direct mail.  Please take this as 
no disrespect, I’m only asking you this because I really 
want to wrap my head around your advice and make the 
best use of it. Thank you.” 
– Hannah M., Rhode 
Island

Hi Hannah,

There’s no disrespect 
taken – in fact, 
I admire you for 
asking your question 
instead of letting your 
assumptions run hog 
wild in your mind.

So… while I want 
to provide you with 
a bunch of reasons why I believe direct mail is 
effective, let’s start by pulling some statistics for you.

Here it is:

•	 79% of consumers will act on direct mail 
immediately, compared to only 45% who act 
on email 

•	 Direct mail is the preferred channel for 
consumers who receive marketing from local 
shops (51%) and banks (48%)

•	 90% of people say they couldn’t live without 
a letter box 

•	 26% of people keep a direct mail piece 
for future reference from a brand they are 
interested in, while it drives 44% of people 
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who receive it to visit the brand’s website 

•	 56% of people think printed marketing is 
the most trustworthy of all communication 
channels 

(Source: “Infographic: consumers more likely to deal with 
direct mail immediately compared to email” – TheDrum.
com, Oct. 23, 2013).

People value direct mail, and I can tell you from 
personal experience: it works.

Think about this – how many emails do you not 
receive because it goes to spam or simply gets lost in 
your email inbox? And are you aware that the more 
affluent your prospects, the more likely they are to 
either unsubscribe or hire someone else to read their 
email for them?

If you only rely on email, and your prospect or 
customer doesn’t get your email (or has unsubscribed), 
then you’ve lost them forever… though if you follow 
up with a quality direct mail piece, you can continue 
to nurture and grow this relationship.

Also consider this: if the online world was king, why 
would Google, Yahoo, and Bing spend millions of dollars 
every year on direct mail? 

Yes, it’s true.

Now while you might not purchase from direct mail 
(and many don’t) – to get the biggest ROI from your 
efforts, you only want to mail to those people who 
have purchased from direct mail before (your list 
broker will be able to help you with this).

Additionally, if you’re mailing to your internal 
customer list – this is where it helps to know who 
your hottest customers are. With this info, it usually 
makes sense to spend more money with those who 
are most likely to take action.

Hope this helps!

In your corner,

Charles E. Gaudet II 
Founder of PredictableProfits.com

The Little-Known 
Power of Gratitude

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.

“All that we are is a result of our thoughts.” 
- Buddha

One of my mentors, Dr. John DeMartini, says: 

“Gratitude is the key that opens the human heart.”

Now that’s all nice and good, but let’s face it, you’re 
not reading this article with an expectation that I’ll 
get all soft and mushy on you.  

“What does this have to do with growing my business 
and making me more money?” you ask.

I’ll tell you. Inside the human heart is more than 
just love – it’s actually the epicenter for inspiration 
and genius. As Brian Adams said: “Like attracts like. 
Whatever the conscious mind thinks and believes, 
the subconscious identically creates.”

Therefore, if you’re thinking in terms of gratitude 
– that everything has and will continue to serve 
you and guide you to a richer, more abundant, 
wiser, healthier, faster, smarter, and more productive 
state – inevitably, you will begin to create these 
opportunities for yourself.

Now, this isn’t the hairy fairy stuff that you might 
have watched in the move, The Secret. It actually has 
more to do with actively controlling your conscious 
mind and deliberately creating the life you want.

You see, wisdom – as DeMartini defines it – is seeing 
things from both sides (the positive and the negative 
outcomes). It’s recognizing that with every challenge, 
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Coming in the Next Issue…

•	 The next time your customer leaves you or your 
website by saying “I’ll be back!” – you’ll have 
a powerful marketing strategy to turn this 
“blow off ” into cash!

•	 Do you know how to spot the conversion spots 
in your sales process? Next month Charlie will 
reveal the secret formula for obtaining the 
highest sales conversions in your business!

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

Members-Only Announcements

•	 Thank you to everyone who attended last 
month’s Insiders’ Club call on “X Marks the 
Spot: How to Use the Commander’s Intent to 
Find the Buried Treasure in Your Business” 
– as an Insider in the month of October, you 
received this presentation gratis, and should 
have received your username and password. 
If you’re just joining the Insiders’ Club, 
WELCOME! – this presentation will be 
made available to you for a discount until 
December 1st – if you’re interested, please 
email Mike@PredictableProfits.com. 

•	 December 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!

December
December 1st - Rosa Parks Day
December 4th - National Cookie Day

failure, or negative event in your life, there’s an equal 
and opposite positive outcome taking form at exactly 
that moment.

Therefore, a positive plus a negative equals zero. It’s 
always zero. It always balances itself out.

It’s a very basic law of the universe (positive and 
negative energy), and the premise behind the Yin-
Yang.

Yin and yang can be thought of as 
complementary (instead of opposing) forces 
interacting to form a dynamic system in which 
the whole is greater than the parts. Everything 
has both yin and yang aspects (for instance, 
shadow cannot exist without light). (Source: 
Wikipedia)

I’ve seen the science proving this theory, and it took 
no less than 4 hours to break down and prove its 
validity (and trust me, while the science-speak was 
boring, by the time it was explained, there wasn’t a 
soul in the room whose jaw wasn’t left wide open).

Being in a constant state of gratitude allows you 
to stay centered and aware of what is instead of 
emotionally reacting to the illusion and perception 
of what you believe it to be.

Staying centered, unemotional, and filled with 
gratitude allows you to see opportunity and 
possibility where you otherwise may have missed it.

Gratitude, in my opinion, helps keep you in Best-
Self (an optimal state of being discovered by Debra 
Levine and Paul Hertz of The Paul Hertz Group). 
And as far as how it benefits your company, consider 
that in a study of 198,514 workers within 36 
companies in 21 industries, Best-Self behaviors led 
to a 14% increase in customer loyalty, 32% increase 
in sales, and a 19% increase in profit margin (I 
encourage you to visit http://www.PaulHertzGroup.
com for more information about Best Self behaviors 
and how to lead from Best Self – I’ll be talking 
about it inside of future issues, but I’ve personally 
experienced and witnessed their discoveries making 
permanent and profound impact not only on my 
business and my life... but on businesses both large 

(i.e. Fortune 50 companies) and small).

Let’s face it: an organization filled with appreciation 
and gratitude experiences more referrals, greater 
customer loyalty, less firing, more innovation, and 
more productivity. 

Gratitude is a powerful state of being!
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Ways to Maximize Your Predictable 
Profits Experience
 
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.

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

Platinum Business Coaching: $1,000/hour. 
Receive an individualized, custom session 
dedicated toward understanding and creating 
actionable strategies to grow your business and 
dominate your marketplace. 

Insiders’ Club V.I.P. Member Benefits:

- Monthly Insiders’ Club Newsletter

- Quarterly Group Mastermind Call

- VIP Discount on Future Products and 
Services

- Restricted Access Website

- Exclusive Members’ Only Blog

- PLUS MORE!

December 5th - International Ninja Day
December 6th - National Pawnbrokers Day
December 10th - Human Rights Day
December 13th - International Shareware Day
December 15th - Free Shipping Day
December 20th - National Sangria Day
December 21st - Winter Solstice
December 25th - Christmas
December 30th - Bacon Day
December 31st - New Year’s Eve Security Day

December’s Weekly Observances
1st - 7th - Tolerance Week
7th - 13th - Holiday Recipe Greetings For The 
Holidays Week
10th - 17th - Human Rights Week
17th - 24th - Chanukah

December’s Monthly Observances
World AIDS Month
National Write a Business Plan Month
Universal Human Rights Month
Worldwide Food Service Safety Month

Good reasons beget good profits. Check 
out December’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. 

INSIDERS ARE PROUD 
TO SUPPORT:
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