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

It’s amazing to think about how much 
more opportunity is possible for you 
when you master marketing and the 
strategies for growing your business.

As a perfect example, I just hired a new 
“rock star” employee this month (he 
started on October 14)… but for more 
different reasons than you would think…

You see, in the course of operating my 
business, I saw an opportunity inside of 
a client organization to establish a sales 
team. I grew the client’s business into 
a several million dollar organization 
exclusively through marketing. Now, 
to get them to the $10 million mark, 
we need to integrate both sales and 
marketing.

The client, while understanding this 
strategy, wanted to focus his energy on 
building the products or services – and 
had no interest in the hiring, training, 
and managing of a team at this time, 
even though he knew this next step was 
important.

As the saying goes: “you can’t be all 
things to all people.”

So…

Thinking strategically and seeing the 
upside possibility, I offered to fund, 
hire, train, and manage the sales team 
in exchange for a percentage of all sales 

Continued on page 2

Quotes
“I have learned to use the 
word impossible with the 
greatest caution.”  
- Wernher von Braun

“Progress begins with the 
belief that what is necessary is 
possible.”   
- Norman Cousins

“No one knows what he is able 
to do until he tries.”  
- Publilius Syrus 

generated from my team.  

I created a new profit center for my 
client…

…a new profit center for myself…

…and an opportunity for my client’s 
customers who prefer to work with 
salespeople over the telephone to take 
advantage of all my client’s offerings.

A win/win/win deal!

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!”
    

October 2014

Happy Halloween! Our sweet little “Elsa” 
meets up with a scary clown.

The Place Where Entrepreneurs Come to Grow Their Business™
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A Dynamic Strategy 
For Doubling Conversions

By Charles E. Gaudet II

This strategy is based on creating a “Dynamic 
Experience” – as opposed to the static experience 
that everyone else offers…

Let’s review the definitions of each:

Static: Lacking in movement, action, or change, 
especially in a way viewed as undesirable or 
uninteresting

Dynamic: Characterized by a constant change, 
activity, or progress

A Static Experience is when everyone receives the 
same communication and messages, regardless of 
where they are in the buying process. They could be 
prospects or consumers – everything they receive 
from you is standard and uniform.

You write one email… and blast it to your entire 
database…

You create one letter… and send the same thing to 
everyone.

That is static.

Static experiences are impersonal and not always 
relevant. They tend to talk to the masses.

And if it sounds like you, well, you’re not alone. 
Most companies offer a static experience…

But as an Insider, it’s about thinking and being 
different than everyone else.

It’s about being more strategic than your 
competitors for out-thinking, out-earning, and out-
competing every single one of them…

And this is how you can do it:

Offer a Dynamic Experience.

I could say that opportunities like this don’t come 
by very often, but the truth is that opportunities like 
this are everywhere.

Anytime you see an opportunity in another business, 
all you have to do is present a risk-free offer to the 
company in exchange for sharing in the potential 
upside.

Let’s say you see an opportunity to capture more 
sales by forming a joint venture, creating a new 
marketing strategies, opening another profit center, 
optimizing their current efforts, taking advantage of 
a different media, etc. – that’s an opportunity for you 
to add value…

In many cases, we’d say: “If I could make you $1.00 
more than you’re making right now, without you 
spending any more money, would you pay me .25 cents 
out of every dollar I make for you?”

(Many of you may recognize this strategy as being 
very “Jay Abraham-esque” – he’s a genius, and there’s 
a reason why he’s revered as such. This stuff works.)

So, as you read through this month’s newsletter and 
review all of the resources we’re continually building 
for you, ask yourself: how many ways can I leverage 
this information for additional profit?

Something to think about…

Have a great month!

With much gratitude,
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A Dynamic Experience happens when people receive 
different messages and communication from you 
based on their purchase history, response rates, and 
where they are in the buying cycle.

Dynamic Experiences are very personal and always 
relevant.  Because each communication is unique to 
the person, it feels like you’re talking directly to the 
person receiving the communication. 

Let me 
give you an 
example of 
how this 
works…

During a 
recent product 
launch, we 
tracked which 
people clicked 
on our email 
links, the 
percentage of 
the prelaunch 
videos 
that were 

consumed, whether or not they were past clients, and 
what purchases they made from us in the past.

When we sent out an email, the static experience 
would have been:  

“Hi John, I’ve got something for you to check 
out…”  <STATIC EXPERIENCE>

But we said:

“Hi John, 

As a valued ABC Member, you already know 
how to XYZ. Now imagine how you can 
XYZ and QRS? It’s all right here in this free 
presentation…”  <DYNAMIC EXPERIENCE>

(Or course, these aren’t my exact emails. I’m just 
trying to give you an idea of the differences in the 
approach.)

Each message changes based on the consumer’s 
experience with us…

If they clicked on an email and watched 75% or 
more of a video, they got an email acknowledging 
(and congratulating) them for taking action, and 
because they were action takers, we fed their appetite 
for information and released the next piece of 
prelaunch content immediately the following day.

If they clicked on the email, but didn’t watch the 
entire video, we sent them an email the following 
day encouraging them to finish the video.

If they did NOT click on the email, instead of 
getting the second video, we sent them an email 
reminding them of the video they missed and why 
it’s important for them to watch it.  

Each time we communicated with our prospects, we 
acknowledged their previous action and took them 
by the hand to guide them into the next stage.

Did it take a 
lot of work?

YES!

Was it worth 
it?

It doubled 
our 
conversions. 
Doubled 
them!  

Yes, it was 
definitely 
worth it.

But why does it work?

As Jay Abraham has said:

“People are silently begging to be led.”

We’re doing this by making the experience personal 
and relevant – and leading them to the next logical 
process.

The easiest way to start a dynamic experience is to 
segment your list into different categories.

Such categories may include:

A Dynamic Experience is possible 
using a combination of good technology 
(Infusionsoft and Wistia) and a brilliant 
team. I frequently lean on guys like 
Brian Keith of Red Beard Consulting – 
brian@redbeardconsulting.com -  and 
Josh Millage of GoCodeBox – josh@
gocodebox.com - for expert  technological 
information and advice. Jermaine Griggs 
at AutomationClinic.com also provides 
many plugins and resources for making this 
easier to implement.

The Place Where Entrepreneurs Come To Grow Their Business™
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• Where they are in the buying cycle: Did they 
take a free trial? Have they had an introductory 
appointment with you? Did they only submit 
their contact information for further follow-
up? 

• Product/Service Interests and/or Needs

• Purchase History

• Purchase Frequency

• Geographic 

• Demographic (age and gender)

• Psychographic

• Organization Type (non-for-profit, franchise, 
small business, big business)

• Industry

• Job Function

• Consumer Advocates – those who refer 
business to you and write positive reviews 
about your products and services

• In-store vs. Ecommerce Buyers

• Shopping Cart Abandonment

• Usage and Consumption

Remember, the key is making the experience 
relevant and personal. The more information we 
can capture about these people, the more we can lead 
them in the right direction.

How do you segment the list?

One way you can do this is through landing pages. 
Different landing pages attract different people. 
When they register on your website for a particular 
need, you can tag and segment them by their 
interest.

Or, for those high-valued, “irresistible” offers, you 
can ask for more information on your landing page:

The Place Where Entrepreneurs Come To Grow Their Business™
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Another way you can do this is by tagging users 
based on the links that they click in your email. For 
example, in an email we sent out to our subscribers, 
I asked:

When they click on a link, they automatically get 
tagged and segmented (many CRMs can do this for 
you).

You can also do this with customer surveys, or 
manually with the assistance of the sales team. The 
more information you gather about your prospects 
the better!

The facts speak for themselves:

• Among best-in-class B2B content marketers, 
71% tailor content to the profile of the decision 
maker (Source: The Content Marketing 
Institute)

• Personalized emails improve click-through 
rates by 14% and conversion rates by 10% 
(Source: Aberdeen)

• HubSpot found that calls-to-action targeted to 
the user had 42% higher view-to-submission 
rates than calls-to-action that were the same 
for all visitors (Source: Hubspot)

• 40% of consumers buy more from retailers who 
personalize the shopping experience across 
channels (Source: MyBuys)

Hot Tip!
I gave you an example of dynamic content with 
email, but you can also do this with direct mail 
using the same techniques. Remember, with 
automation tools, you can set rules such as: when 
someone takes a free trial and has not purchased 
after two weeks, send them XYZ letter.

When we have a triggered event, we have 
Infusionsoft (http://www.Infusionsoft.biz) 
automatically send an email (which I pre-wrote) 
with an excel spreadsheet, containing all the 
names of people that meet this criteria, to the 
fulfillment house. The fulfillment house gets 
the instructions, does all the printing, and takes 
care of everything… soup-to-nuts… without 
me having to spend any time beyond my initial 
setup.

(If you’re looking for a fulfillment house 
resource, check out Michelle Foster at http://
www.HelpWithoutHassle.com - she rocks!)

The Place Where Entrepreneurs Come To Grow Their Business™
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How To Reduce Your Attrition And 
Prevent Your Competitors From 

Stealing Your Customers

By Charles E. Gaudet II

During a recent podcast, the interviewer asked me: 
“What is marketing?”

In the traditional (academic) sense of the word, 
marketing is:

“The activities that are involved in making people 
aware of a company’s products, making sure that 
the products are available to be bought, etc.”  
(thank you, Merriam Webster).

…and that’s more or less what people think of 
marketing.

Simply put, they believe 
marketing’s role is to make 
people aware of your company.

That’s the brand-marketer’s 
mentality (an inefficient 
approach to capturing more 
business).

But that definition barely 
scratches the surface of what 
marketing really is…

In today’s modern world of 
business:

Marketing is everything involved with 
getting customers and keeping them.

Period.

Notice the definition didn’t stop at just “getting” a 
customer – we also have to keep them.

In fact, once we get a customer, our job as marketers 
is just starting.

We leverage customer relationships to build referral 

channels, repeat purchases, and strategies for 
increasing the value of each purchase.

Your existing customers are your greatest source of 
profits.

So in today’s featured article, we’re focusing on your 
existing customer base – and more specifically, how 
to keep them.

To give you an idea of how powerful these strategies 
are in real life application, our most successful 
customer reengagement strategy yielded an increase 
over 100% in month-to-month sales - with just two 
emails!

And just last month, we ran this strategy for a group 
of consumers that haven’t purchased from my client 
is years…

 The result? 

12% of people who saw the offer made a purchase, 
representing a core group of people that would have 

been lost forever!

This is why it’s important to know 
your customers.

If we ignored this segment, or 
continued to market to them in the 
same fashion as we’re marketing 
to everyone else – we’d be leaving 
money and opportunity on the table.

As we mentioned last month (and 
it’s worth repeating), Dr. John 
Gattorna (an executive, researcher, 
consultant, professor, mentor, 

and author) said the reason customers stop doing 
business with a company are:

• 4% - Natural erosion (moved away, death, etc.)

• 5% - Referred to a competitor by a friend

• 9% - Competitive reasons (price)

• 14% - Product/service dissatisfaction

• 68% - Perceived indifference

The Place Where Entrepreneurs Come To Grow Their Business™
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Think about it: 68% of people stop doing business 
with you for no particular reason!?!?

And many times, it’s because they either forgot 
about you (because you weren’t maintaining a 
communication strategy to stay “top of mind”), or 
they weren’t aware of all the additional services you 
offer.

You can’t assume that your customers know or 
remember all of your product offerings.

For example, several months ago I drove an hour 
from my home to meet with the AppleCare 
professionals for an issue I was having with my 
computer. Just two days ago, however, I happened 
to walk into Best Buy (15 minutes from my house) 
and realized I could have had the situation corrected 
using their Geek Squad team. Had I known, it 
would have saved me 90 minutes of my time and 
BestBuy would have earned more of my business.

In coaching, consulting, and talking with thousands 
of entrepreneurs, I’ve found the vast majority have no 
clue what percentage of customers are disengaged, or 
who they are…

Do you?

As a coach and consultant, this represents one of the 
biggest and best “low hanging fruits” for immediately 
impacting our clients’ bottom-line profits.

To fix the problem, we start by identifying the extent 
of the problem.

(And, mind you, every business experiences customer 
attrition and disengaged customers. It’s not a matter 
of whether you do lose customers… it’s a matter of 
how many.)

To start, let’s take a look at who your customers are, 
and the type of customers they might be.

Generally speaking, they fall within three main 
categories:

Category #1 – Loyal and Repeat Customers

Category #2 – Casual but Loyal Customers

Category #3 – One-Time and Infrequent Customers

In Category #1, for example, I’m a Crossfitter and 
my gym membership renews every 3 months. I’ve 
been a member for the past 4 years. I’m a loyal and 
repeat customer. My wife gets her oil changed at Jiffy 
Lube every 3 months. She’s a loyal customer. I have 
the same accountant prepare my taxes year-after-
year. I’m a loyal client.

In Category #2, my wife and I get our carpets 
cleaned every 3-6 months as needed – our timing 
isn’t consistent, but we’re loyal to the cleaner we have 
now. I enjoy golfing (if you can even call what I do 
“golfing” – ha!) at the Pine Valley Golf Course in 
Portsmouth, NH. I’ll play a few times a year, enrolled 
my kids in golf camp, and hired a pro to coach my 
son once a week. I’m loyal, just casual. 

In Category #3, we call my plumber only when 
we have a problem. Fortunately (for us), that’s only 
been once in the last four years. When I did my 
own landscaping, I’d have bark mulch delivered 
once a year from one particular vendor. Driveway 
pavers, moving companies, disaster recovery, tourist 
destinations, real estate agents – all are common 
examples of businesses with one-time and infrequent 
customers. I have a printer that produces large run 
products for me, but I only use them when a project 
is available.  

Depending on your business, you could have one 
or all three categories of customers – but you must 
segment them according to the category that are in. This 
way, we know the point at which they risk becoming 
disengaged.

For example, my wife and I used to eat at this 
wonderful Cuban/American restaurant at least 
once every two weeks. We’d bring the family, go 
with friends, and have business meetings there. We 
knew the owners and all the wait staff (heck, we 
even introduced one of the wait staff to her future 
husband!).

We ate there so often that we eventually got bored 
of the food and went somewhere else. Sadly, it’s been 
almost two years since we last ate there, and not a 
single person has reached out to us to try to get us 
back… 

Not one.

The Place Where Entrepreneurs Come To Grow Their Business™
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Perhaps they had a special or a new menu (as 
restaurants frequently do)… I wouldn’t know.  

If they reached out, told me they missed me, and 
shared some of their new features, it would likely 
pull us back in. Better yet, make me feel really special 
by offering me a preferred customer discount or 
bonus for coming in – now that would get me back.

On the other side of the coin, our new restaurant 
venue sends us occasional handwritten notes of 
gratitude, and when I might skip a few weeks, the 
owner makes it a point to come to the table and let 
me know that I’ve been missed. In fact, two weeks 
ago the waiter brought over a new and special dessert 
“on the house” just because “we’re good customers.” 
That left such an impression, I’m scheduled to eat 
there twice this week…

Another example of a strategic entrepreneur is 
UPrinting. Back in the day, I did a lot of printing 
with UPrinting for thank you cards, business 
cards, etc. Then I stopped for no reason other than 
“perceived indifference” as we talked before.

UPrinting noticed that they hadn’t heard from me in 
a while and sent me this:

Within 48 hours, I placed another order with 

them. This promotion was so valuable because it 
made me feel special, valued, and appreciated (for 
more templates and a detailed description of the 
“Customer Reengagement Strategy,” visit http://
www.CustomerReengagement.com). 

For any sort of reengagement strategy to work, we 
need to understand our customers.

For example, if you know that Amy (a Category #1 
customer) has been buying from you every 30 days, 
and suddenly, she stops and hasn’t been back in 60 
days – this would trigger an engagement strategy.

Depending on the business, it could be an email… a 
phone call… a postcard… a letter…

Something that lets her know you recognize that 
she’s been gone, you miss her, and you want her 
back.  Then offer her an exclusive, time-limited, and 
compelling offer to get her to come back.

Look, few people are actually doing this stuff! 

Think about it: when’s the last time a company did this 
for you?

But this is the type of strategic thinking that sets 
you apart and builds your positioning as a dominant 
player in your market.

YOU MUST 
KNOW 
WHEN YOUR 
CUSTOMER 
BECOMES 
DISENGAGED.

(Read the above 
sentence one more 
time.)

I can’t even begin to 
count the amount 
of times I had a 
monthly/yearly 
subscription and my 
credit card expired, 
only to receive NO 
response from the 
company I was doing 
business with, other 

The Place Where Entrepreneurs Come To Grow Their Business™
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than they stopped delivering their product/service.

These are the types of “low-hanging-fruit” situations 
that can easily boost your profits by double-digits 
within 30-60 days!

Most CRMs (like Infusionsoft – http://www.
Infusionsoft.biz) can help you through the process of 
identifying these customers.

This will give you three pieces of critical information:

1. Who’s active and engaged

2. Who’s at risk for being disengaged

3. Who’s disengaged

#1 - For engaged customers:
Continue adding value to the relationship. 
This includes educational and value added 
communication such as emails and newsletters. This 
communication must be personal and relevant to the 
consumer, and must build on the already established 
relationship.

HOT TIP: Do not rely on only one medium 
(such as email). Keep things interesting by using 
multiple forms of media, such as direct mail, 
whenever possible.

#2 - For customers who are at risk for 
being disengaged:
These are people who you haven’t heard from, spoken 
to, seen – nor have they logged into your website or 
opened an email in a while. These are people that 
might have gone on vacation, been sick, or life just 
happened to get in the way - and it has temporarily 
taken them away from your business.

For example, I purchase clothes from The Trunk 
Club once a season. If my stylist hasn’t heard from 
me at the turn of the season, she knows I’m at risk of 
being disengaged.

The moment you identify someone as being “at risk,” 
it’s important to reengage them.

In the example I gave you about the Trunk Club, 
just a few weeks ago Maddie (my stylist) sent me an 
email letting me know that a few new items have 
come into her store, and asking me if she could 

send me a “preview box” so I could see them myself. 
During this type of communication, she almost 
always references a previous item, such as: 

“Charlie, I received a couple new shirts that will 
look great with your blue sports coat this fall.  I’d 
love to send these to you to try on. Is that okay 
with you?”

These emails are personal and relevant - and because 
she’s talking directly to me, she ALWAYS gets a 
response.

Look, there are competitors nipping at the heels 
of your business (and everyone else’s out there). 
If you leave me at risk for being disengaged, and 
another competitor hands me roses and offers me a 
compelling offer - you risk losing me forever.

Remind your customers why they should keep using 
your product/service. 

I know I should be cleaning my carpets more 
regularly (especially with a dog and 3 kids), but it 
slips my mind. A strategically minded carpet cleaner 
would remind me of all the reason I should have 
my carpets cleaned more often – send me a letter, 
postcard, or heck, even better – call me and schedule 
the appointment while I’m on the phone. He could 
approach it like this: 

“Hey Charlie, it’s been a while! I know you have a 
dog and 3 young kids, so I thought I’d reach out. You 
know, given the amount of potential germs and bugs 
a dog can bring into your home during the summer, 
it’s a good idea to clean your carpets every two months. 
The last time I cleaned your carpets was four months 
ago (twice as long as the recommended schedule). I’ll 
be in the neighborhood next week, when would be a 
good time for me to come by your house and clean your 
carpets?”

A business vendor of mine hadn’t heard from me in 
2 months (he typically heard from me every month). 
Being both strategically-minded and concerned, he 
sent me a bottle of champagne to thank me for all 
the work I’ve given him in the past, along with a 
letter containing the other ways he could add value 
to my business. With his new customer acquisition 
costs estimated around $1,000 per client, sending 
me a $35 bottle of champagne was cheap if it meant 
saving a customer from being disengaged.

The Place Where Entrepreneurs Come To Grow Their Business™
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In the example above, it’s important to note: he 
presented me with a gift (making me feel special, 
valued, and appreciated) and provided information 
by sending me a letter to let me know all the other 
ways he could also add even more value to my 
business (and the relationship).

Very smart.

You could also offer someone a time-limited 
promotion or discount offer – just to bring them 
back in the store, back on your website, or to set up 
another appointment with you.

See the example below:

 #3 - For disengaged customers:
If a customer is disengaged, it means that 
they’ve stopped doing business with you 
altogether. They haven’t been back in your store, 
purchased anything on your website, engaged 
you in further services, etc.

Remember, 68% of the time that this happens, 
it’s because of a perceived indifference!

Now, if your customer becomes disengaged, it’s 
time to pull out all the stops, get serious, and 
work hard to earn their business.

This strategy (inspired by Jay Abraham) follows 
our Rule of Three Technique™ - using three 
follow up messages. In this case, it’s one initial 
message and two reminders.

The strategy is centered on 5 key psychological 
trigger points:

1. Recognize, appreciate, and thank your 
customer for their past patronage.

2. Express genuine concern for their absence. 
Be up front and let them know you are 
aware that you haven’t seen or heard from 
them in a while, and you’re concerned 
that, because they have stopped buying, 
something might be wrong.

3. Ask them if you inadvertently did 
something wrong that offended or upset 
them. Also ask them if everything is okay 
with them and their family. Remember, 
you’re trying to figure out why they 
stopped doing business with you because 
you are concerned about them, and you 
want to make sure everything is okay.

4. Remind them of why they chose to 
do business with you in the first place 
(perhaps this is your Unique Advantage 
Point or the largest result they hoped to 
achieve with you).

5. Offer a time-limited offer exclusively 
for preferred customers as a token of 
appreciation for their past business with 
you. 

The Place Where Entrepreneurs Come To Grow Their Business™
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See Exhibit 1 for an example of an effective Customer 
Reengagement Letter.

You’re reaching out to past customers who already stopped 
doing business with you, so you only have three possible 
outcomes:

1. You don’t hear back from them (but, they weren’t 
doing business with you anyway, so there’s no loss 
there)

2. You do hear 
back from them 
and they were 
dissatisfied (so 
in addition 
to learning 
something 
important about 
your business, 
you’re given a 
second chance to 
make it right and 
earn back their 
business)

3. You do hear back 
from them, they 
feel special, valued, 
and appreciated, 
and are happy to 
continue doing 
business with you

Two out of three 
possible outcomes 
are overwhelmingly 
positive!

There’s nothing to lose 
with this strategy! And 
the more I talk about it, 
the more excited I get!

When you write the 
strategy using genuine, 
personal, and relevant 
communication, you 
will hear back from 
people.

For example, we ran this strategy a while back and I 
called my client to get an update. Her response was 
that both she and her assistant were up 24 hours 
in a row responding to “thank you” notes from her 
customers because of how much they appreciated her 
genuine concern.

Folks, this is the type of stuff that sets you apart 
from your competitors!

Exhibit 1: 
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Why So Much Marketing 
Creates Pricing Problems

By Insiders’ Club Member, Tom Trush

What do you suppose is the easiest way to prevent 
prospects from using price to compare what you offer?

After all, cost is the most common factor when 
comparison shopping. Consumers search for deals. 
They crave value for their money.

Unfortunately, this causes problems for business 
owners, entrepreneurs, and executives who market like 
their competitors.

You see, when your product or service – and its 
marketing – looks like everything else in your 
industry, you force prospects to use price as the 
deciding factor when buying.

As a result, the lowest price usually wins.

So unless you want the problems that come with 
being a low-cost provider, you must deliver a different 
marketing experience than your competition.

For example, ever notice how Beachbody promotes 
their fitness programs? While most fitness products 
promise a ripped physique and weight loss with 
minimal effort, programs like P90X and Insanity take 
the opposite approach.

Promotions use phrases such as “the world’s most 
insanely tough workout” and “work harder than you’ve 
ever worked before.” What’s more, the programs cost 
far more than comparable fitness DVDs.

Yet Beachbody has reached $1.3 billion in sales and 
become a giant in the fitness industry.

In my book, Escape the Expected: The Secret Psychology 
of Selling to Today’s Skeptical Consumers, I talk about 
Ermias Asghedom (aka Nipsey Hussle), who released 
a mixtape last October. Instead of offering it for 
free online – as is the industry norm – he created 
marketing madness by pricing it at $100. 

All 1,000 CDs sold... in less than 24 hours.

One place where you often see unique marketing is 
the restaurant industry.

Prior to last year’s Super Bowl, Old Homestead 
Steakhouse in New York generated extensive media 
coverage by offering a $150,000 Super Bowl feast. 
Even today – nine months later – a quick Google 
search for the restaurant and its promotion reveals 
266,000 results (many from major media).

The legendary eatery is no stranger to unique 
marketing. In 2005, it was the first New York 
restaurant to put a burger priced over $40 on its menu.

And speaking of burgers...

Did you see the recent news about the world’s first 
$1,768 burger – The Glamburger?

Here’s an excerpt from an Oct. 8 USAToday article:

“The burger is made with 220 grams of Kobe Wagyu beef 
minced with 60 grams of New Zealand venison. It’s made 
with Canadian lobster poached in Iranian saffron. It’s 
got Beluga caviar and hickory smoked duck egg covered 
in an edible, gold leaf. Oh, did we forget to mention the 
champagne jus and grated white truffle?”

(In case you’re curious, this video shows how to make 
the burger: http://youtu.be/78CLC0QyY_s)

Not only am I drooling 
like a dog, but I can’t stop 
talking about the craziness 
of a restaurant (Honky 
Tonk in London) offering 
such an expensive item. 

And the fact is, I’m not 
alone!

The media (pardon the 
pun) continues to eat up 
this story... 

USAToday… Huffington Post... CNN... The Today 
Show...  Eater... The Telegraph... Los Angeles Times... 

And thanks to syndication, likely thousands of local 
media outlets.

Just as with Old Homestead Steakhouse, my guess is 
the attention likely started from a simple press release. 
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Now, of course these are extreme examples – but the 
lesson remains the same.

Market differently or you force prospects to use 
price as the only factor when deciding whether to 
buy from you.

NOTE: I mentioned press releases, so here are a few 
quick tips:

Press releases are no longer just a way to reach media 
in hopes of getting featured in an article or news 
story. The audience is much larger now, and thanks to 
distribution options on the Internet, includes direct 
access to your buyers.

So, what’s this mean for you?

Well, first and foremost, you can’t limit yourself 
to only sending press releases for major news 
announcements. Instead, view your press releases as 
another vehicle for driving your marketing message 
to prospects.

With a quick mouse click, you can distribute your 
press releases to the same circuits, including thousands 
of online news services and websites, as the corporate 
giants. Here are a few options to help you get started:

• BusinessWire
• PRNewswire
• PRWeb

As for free options, I find PRLog helpful.
When you write your press releases, forget about what 
you want. Instead, focus on how you can inform and/
or entertain the media’s audience. If possible, tie your 
topic to a current event.

Also, put yourself in a reporter or producer’s shoes. 
Their audiences demand unique, fresh, and relevant 
information every day - and unless you’re Apple, 
Ford, Microsoft, Amazon, or a similar corporate 
heavyweight, the media has little need for a pitch 
about your new product, website, or client.

Recently, I sent out a press release that resulted 
in a 950-word feature in a business publication. 
The primary content did not include a single word 
describing my services. Instead, I focused on a topic I 
knew the publication’s audience (business owners and 
executives) would find helpful.

(In case you’re wondering, the topic was a bit 
controversial: Why Marketing Does Not Drive 
Business Profits)

Shelf life is another benefit of posting your press 
releases online. Your news can stick around the 
Internet for years. So if you optimize your content 
well with keywords and incorporate links back to your 
website, your press releases can generate traffic for a 
long time.

An edior recently contacted me because he had space 
to fill and needed an article fast. After we determined 
a topic, I scoured the Internet for a source. The person 
I contacted for my article was listed on a press release 
that ran seven months ago.

So if you haven’t already, begin developing 
relationships with media members. Pay attention 
and connect with the writers, reporters, editors, and 
producers who cover topics relevant to your industry. 

Your effort will improve your chances of becoming a 
source and help you generate ideas for press release 
topics.

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.

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

http://members.predictableprofits.com
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Ask Charlie!

Insiders’ Club Members are encouraged to click on the 
“Ask Charlie!” button inside of their Members’ Area 
to hit him with your biggest challenges, frustrations, 
or business building questions… and who knows, 
your question might be answered right here in the 
very next newsletter!

QUESTION: : “Hi Charles, how do you get so many 
press mentions? Did you hire a PR company? What’s 
your secret?” - Jim A., NH

Hi Jim,
This is a great 
question, and I will 
let you in on my 
secret…

Perhaps the biggest 
secret of them all 
is a service called 
“Help a Reporter 
Out” (HARO) 
– http://www.
HelpaReporterOut.
com. This is a 
service that connects 
journalists with 
experts.

When an inquiry is made that matches your 
expertise, respond quickly by thoroughly answering 
the question and the odds of exposure will increase.

HARO has provided me with innumerable press 
mentions.

Now, as far as a PR company is concerned, the 
closest thing to a PR company that I’ve used is a 
service called BiteSizePr.com – they help you get 
media attention without a big PR firm. I used them 
for several months and didn’t get any press worth 
mentioning. HOWEVER, for $89 per month, it’s 
worth checking them out and seeing if they will work 

well for your company/industry.

I am a HUGE fan of sending out press releases – by 
email, direct mail, fax, and over the web – and we do 
this all in-house. The key to making this work for you 
is the same key that works in marketing. Know what 
the reporter wants, and make the communication 
relevant to them. In other words, don’t make the press 
release all about you. I know this might seem a little 
contradictory (especially when you see press releases 
like “Apple Comes Out With New iPhone” – but this 
is how small businesses dominate the press). Read 
this article: http://www.predictableprofits.com/10-
tips-becoming-media-sweetheart-record-time/ 

We’ve also received press mentions by simply 
blogging a lot (and in particular, “newsjacking” 
popular stories). For example, just recently I wrote 
a story about a popular New England grocery store 
chain that was brought to its knees by their customers 
(see: http://www.predictableprofits.com/market-
basket-customers-instantly-brought-billion-dollar-
company-knees/) - within days, the article was talked 
about and shared almost two thousand times.

And finally, I am a member of the Young 
Entrepreneurs’ Council. This is an organization 
for entrepreneurs under the age of 40, who have 
businesses doing over $1 million a year. As a 
member of this organization, press opportunities 
do come to me. If you are under 40 and doing over 
$1 million a year, email my assistant Mike (Mike@
PredictableProfits.com). Because you’re an Insider, 
I’ll personally nominate and recommend you for 
inclusion into the group.

Hope that helps!

In your corner,
 

Charles E. Gaudet II
Founder of PredictableProfits.com
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What I NEVER Learned 
About Growing A Business 

(And Wish I Had)

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.

The idea of being a solo-preneur sounds intriguing, 
right?

No employees, payroll, or management headaches…

Gurus continue to tout this as an ideal way to run a 
“lifestyle business.”

…And this popular notion 
must have gained some 
traction, because 75% 
of all businesses in the 
United States are, in fact, 
nonemployer businesses.

So it might have you 
wondering, is not having an 
employee a worthy objective? 

Rather than tossing out a 
bunch of reasons, let’s dig 
deep into the facts to see 
what they tell us.

Here’s the revenue 
breakdown of all 
nonemployer businesses in 
2011:

(Source: http://www.
forbes.com/sites/
jasonnazar/2013/09/09/16-
surprising-statistics-about-
small-businesses/)

Now, if you have dreams of private planes, big yachts, 
and crapping dimes - as a nonemployer, think again. 
The amount of nonemployer businesses doing over 
$2.5 million is so small, it doesn’t even register as a 
percentage point on this chart.

In fact, here’s where it really becomes eye opening.

The average business revenue of all nonemployer 
businesses is just $44,000.

FORTY-FOUR THOUSAND DOLLARS.

That’s a HUGE difference when you compare 
that number to the average revenue of all small 
businesses, which is a whopping $3.6 million.

What does this tell you?

You can’t underestimate the value of a team.

Building a team to support your mission of growing 
your business, as well as producing extraordinary 

results for your customers, 
is infinitely more substantial 
than trying to go at it alone 
as a solo-preneur.

A team creates leverage.

When you’re working by 
yourself, you’re wearing 
many hats, diluting your 
ability to focus on the most 
important revenue-producing 
activities. As a solo-preneur, 
you’re under-optimizing 
your potential and inefficient 
in your ability to produce 
maximum results.

There’s a reason why mom 
always said, “there’s no ‘I’ 
in team” – because if you 
really want to dominate your 
market, understand that with 
your team… Together you are 
better!
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THIS MONTH’S ACTION STEPS FOR DOMINATING YOUR MARKET

BUSINESS ACCELERATORS

1 2 3 4

6 7 8 9

SEEING 
OPPORTUNITY   
Even when a business 
owner knows the next 
steps they need to take 
to grow their business, 
sometimes they simply 
don’t have the time or 
energy - this is your 
golden opportunity 

to find a win/win/win 
scenario to take their 
company to the next 
level… and secure a 

portion of the profits 
you generate.
(PAGE 1) 

THE DYNAMIC 
ADVANTAGE

Making your 
communication 

personal and relevant 
to each and every 
customer/prospect 
is the BEST way to 

take your conversions 
to the next level… 

(PAGE 2)

CATEGORIZE 
YOUR 

CUSTOMERS
Keeping track of 
the actions your 

customers take will 
be the deciding 
factor in your 

ability to customize 
communication just 
for them - and you 
can segment your 
list based on the 

categories you create. 
(PAGE 3)

MODERN 
MARKETING
Marketing used 
to just be about 

awareness, but these 
days it’s so much 

more… The modern 
definition includes 
everything involved 
with not just gaining 

customers, but 
keeping them as 

well… 
(PAGE 6) 

NOTHING TO 
LOSE

When customers 
are disengaged, you 
HAVE to reach out 
to them (assuming 

you can), and if 
you think about it, 

you’ve got absolutely 
nothing to lose 
by doing so… It 

certainly can’t hurt 
to try! 

(PAGE 10) 

JAW 
DROPPING 

MARKETING
When people are 

shocked, they talk… 
It’s as simple as that. 

Instead of falling 
in line with the 

marketing of your 
competitors, what 

can you do to be so 
different, people can’t 
stop talking about it? 

(PAGE 12) 

FOCUS 
ON THE 

MESSAGE
If you’re sending 
out press releases 

only about your new 
products… nobody 
cares. Unless you’re 
revolutionizing the 

industry, people don’t 
view new products 
as news. Instead, 

focus on stories and 
information relevant 

to the audience. 
(PAGE 13) 

A “SECRET” 
FOR MORE 

PRESS 
MENTIONS

Making yourself an 
available expert for 
the press is a great 

way to leverage your 
expertise, and one 
of the best ways to 
do this consistently 
is through a service 

called HARO… 
(PAGE 14) 

5

10

IDENTIFY 
DISENGAGE-

MENT
If you aren’t 

keeping up with 
your customers, 

they might wander 
off the range… 
and that means 

walking straight to 
your competitor. 
Identifying when 
they are becoming 

disengaged can mean 
keeping them for the 

long haul…
(PAGE 7) 

DON’T GO IT 
ALONE

The numbers don’t 
lie - solo-preneurs 

make less many than 
small businesses, but 

that’s only part of 
it… Why wouldn’t 
you want a team’s 

worth of insight and 
expertise?

(PAGE 15) 
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Coming In The Next Issue

• An easy (and almost always overlooked) way to 
grow your business is with referrals. Charlie will 
show you how to generate a flood of referrals 
with systems and strategies your competition has 
never even thought of… Stay tuned next month 
for this featured article…

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

Members-Only Announcements

November

November 1st - National Authors’ Day

November 2nd - Cookie Monster Day

November 6th - National Nachos Day

November 10th - Marine Corps Birthday

November 11th - Veterans Day

November 14th - National Pickle Day

November 16th - International Day for Tolerance

November 18th - National Entrepreneurship Day

November 19th - American Made Matters Day

November 20th - National Peanut Butter Fudge 
Day

November 22nd - National Adoption Day

November 23rd - Mother Goose Day

November 27th - Thanksgiving Day

November 28th - Black Friday

November 29th - Small Business Saturday

November Weekly Observances

1st - 7th - World Communication Week

3rd - 9th - National Animal Shelter Appreciation 
Week

10th - 16th - World Kindness Week

15th - 23rd - National Hunger & Homeless 
Awareness Week

17th - 23st - National Global Entrepreneurship 
Week

24th - 30th - Better Conversation Week

24th - 30th - National Family Week

• November 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! 

The Place Where Entrepreneurs Come To Grow Their Business™
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November Monthly Observances

American & National Diabetes Month

Aviation History Month

Military Family Appreciation Month

National Alzheimer’s Disease Month

National Entrepreneurship Month

National Scholarship Month

Vegan Month

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

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

Ways To Maximize Your 
Predictable Profits Experience

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

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:  Application Only. 
Receive an individualized, custom session dedicated 
to 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!

INSIDERS ARE PROUD TO SUPPORT:

The Place Where Entrepreneurs Come To Grow Their Business™
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