
Happy Halloween!

October has been met with an intense 
push to accomplish our personal and 
professional goals, and while progress is 
being made on the professional side of  
things… I realized that I’m way behind 
on one of  my personal goals.

So – along with my father, brother, 
sister, brother-in-law, and a friend of  
the family – we’ve entered into a weight 
loss competition. The person with the 
highest percent of  body fat loss takes 
home the cash.

However, there’s a catch…

The buy-in was only $50 a person. 
Naturally, it’s motivating for the first 
place winner to take home the cash, but 
that’s not what’s pushing everyone to 
get results.

“What could it be?” you might wonder…

Let me explain:

As a general rule, people will do 
more to avoid pain than seek 
pleasure.

So, a big cash prize is motivating only 
to the people who believe they’ll place 
first - but what happens if  you see 
someone getting ahead of  you and you 
don’t think you’ll win?

In most cases, people toss their hands in 
the air and give up.

Therefore - to ensure 
everyone stays 
motivated - a new rule 
was built into the bet. 
The person who places 
first wins all the cash 
AND the person who 
places last has to pay 
DOUBLE the “buy-in.”

YIKES!

In other words, there’s 
both pleasure and pain.

And sure enough, 
during our weekly 
heckling, the focus is not 
on winning… Nobody 
wants to be penalized 
and embarrassed for 
placing last. 

In marketing (and in 
sales), remember that 
it’s not always selling someone on the 
benefits of  what you’re product/service 
will do for them… Often, it’s really a 
matter of  reminding them of  the pain 
of  missing out or the consequences of  
not taking action.

Something to think about…

We’ve got a great issue for you today. 
Enjoy!

With gratitude,
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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!”
    

http://www.predictableprofits.com


Marketing expert Andrew Lock defined customer 
engagement as:

Education + Entertainment = Engagement

It got me thinking: what are some ways you can 
use both education AND entertainment in your 
marketing message to create more engagement?

Let’s face it, education and entertainment hardly 
ever happen during the same time. Personally, I find 
it easy to educate my clients – but entertain? That 
can get a little trickier.

However, when you can find a way to combine both 
education and entertainment, you’ll have found 
yourself  a winner.

This month, I want to give you a few ideas to get 
those creative juices flowing…

The first example comes from Travis Lee of  http://
www.3DMailResults.com.

It’s a box meant to look like a casket with the words, 
“We’re dying to have you over!” written on the side.

Now, if  there’s one element to direct mail that 
marketers consistently struggle with, it’s the 
challenge of  making sure their piece gets opened.

What do you think the chances are of  having 
someone open up this casket to see what’s inside?

100%.

In fact, it likely would pique your prospect’s curiosity 
enough to see what’s inside that they probably would 
open it before they made it to their kitchen counter.  

Once it’s opened, this is what you see…

A skeleton with a note underneath.

Entertaining, slightly humorous (it will get your 
prospect to chuckle), and now I’m absolutely 
interested in reading the letter beneath.

The letter is as follows:

How To “Spook” Your Way To More Sales

By Charles E Gaudet II
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By X

^ Obviously, that’s an example letter - however, 
if  this were a real letter going to an actual client,  
you can bet you’d capture the attention of  your 
prospect.

It’s powerful, and an awesome deployment of  the 
marketing strategies I teach in the Customer Re-
Engagement Strategy.

The letter is engaging, makes you feel appreciated, 
and gives you an opportunity to get something 
of  value for free… Making the dentist even more 
likeable (and as we know, people like to do business 
with others they know, like, and trust).

Of  course, there’s some more room for 
improvement, as well as several other approaches for 
completing a similar goal - but we’ll save that for a 
later discussion.

Another example comes from Walter Bergeron of  
Power Control Services, Inc. – a business focused on 
the repair of  industrial electronic circuit boards. It’s 
a rather boring business-to-business industry, with 
very little marketing one would find “entertaining” 
- so Walter decided to step up his game and do 
something different.

In this particular industry, prospects are used to 
getting brochures in the mail (or as Walter likes to 
call it, his competitors would send invaluable “junk 
mail”) or having a salesman come to the door. 
Because that form of  marketing didn’t stand out as 
being “unique,” Walter decided to do something 
completely different…

Rather than send a salesman to the door, Walter 
created a special video sales presentation, installed 
an inexpensive computer screen in a briefcase, and 
mailed it out to his prospective clients with a special 
baked King Cake (complete with  plates and forks), 
inviting them to watch the presentation at their 
convenience while enjoying the cake.

Original and entertaining.
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Walter closed 100% of  his clients with this 
marketing briefcase AND added an extra
$414,911.40 to his client sales in 90 days! The 
return on his marketing investment was around 
69:1 (meaning he earned $69.00 for every $1.00 he 
invested).

Pretty amazing, huh?

AND he included an order form with a return label 
in the briefcase. He asked prospects to keep the cake 
as a gift, and simply return the briefcase with their 
order form as soon as possible.

Walter’s result? All the briefcases have been 
returned, saving Walter money on his future mail 
and advertising.

His biggest piece of  advice is:

Do something every day to make your 
marketing better.

I happen to agree ;-)

What are some of  the ways you can engage 
your customers?

In another example, Dollar Shave Club CEO 
Michael Dubin took the boring shaving industry and 
set out to educate people on a new way to receive 
inexpensive, generic razors for as little as $3.00 a 
month… And spread his message using humor.
Michael’s video cost only $4,500 to make, and has 
been viewed over 22 million times on YouTube. 

4 years later, the combination of  education and 
entertainment resulted in Unilever buying Dollar 
Shave Club in an all-cash deal for $1 billion dollars.

Johnny Earle (aka Johnny Cupcakes) said: 

“These little experiences make people 
happy. They give them something to 

talk about.”

Heck, I recently had a client who filmed a very 
casual marketing video at his home. He offered 
an educational tip for his viewers, and introduced 
everyone on the list to his children. He sent the video 
to his prospects and posted in on his blog… Sure 
enough, it became one of  the most highly viewed 
blog posts to date.

So, the next time you send out a marketing message, 
ask yourself: what can I do to stand out and make 
my reader happy?

Send me your example or a photo, and I’ll feature 
my favorites in future articles of  this newsletter. If  
you’d like more exposure, I’ll be happy to post on 
Facebook, Twitter, and our blog.

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

Tips & Resources!

http://members.predictableprofits.com
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X

By Insiders’ Club & Predictable Profits Academy Member, Tom Trush

Imagine driving into a neighborhood of  newly built 
homes…

All the paint still looks wet. The roads are smooth 
and spotless. The lawns are manicured like a golf  
course. 

Right at the entrance, though, a seemingly vacant 
house sits weathered by time. It’s likely been there for 
decades. 

Which house would you notice?

Now, imagine driving through a rundown 
neighborhood with that same weathered house. 
Would you still notice it?

What I’m describing here is a concept called contrast.

…A state of  being strikingly different from 
something else. 

When the Olympics were in full swing a couple 
months ago, you may remember seeing this picture:

It was shared by media outlets worldwide. In fact, 
the image was retweeted 22,000+ times from just 
Simone Biles’s Twitter account.  

The contrast between the two individuals is what 
creates interest and grabs your attention. 

People are naturally drawn to contrast. 

Fortunately, we can use this fact to our advantage 
when marketing. One way is to simply make sure 
your marketing doesn’t look like, well, marketing.

Ever see Trader Joe’s Fearless Flyer? 

While typical grocery store mailings are all pictures 
and sale prices, the Fearless Flyer doesn’t show a single 
product.

Instead, the monthly mailing is filled with stories, 
interesting facts, and old-fashioned cartoons – all 
based around the month’s featured products. 

Fearless Flyer reads like a magazine.

How To Amplify The Appeal of What You Offer
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Unfortunately, the online version doesn’t have the 
same impact, although you can still get an idea of  
the story-like product descriptions here: http://www.
traderjoes.com/fearless-flyer.

Keep in mind: as humans, we instinctively compare 
- so you can often put yourself  at an advantage 
by presenting an alternative to amplify what 
you offer.

The key is to present two contrasting items or 
scenarios one after the other.

…And explain the unappealing alternative first.

Of  course, we see this all the time with discount 
pricing. A marked-down price seems more appealing 
when you have the original price to compare it to.

Look at this website excerpt from Basecamp, a 
project management tool:

Using multiple products, chatting constantly, or 
sending a bunch of  emails around makes things more 
complicated. What’s official? How do I see it all? 
Where’s the right place to share something? It’s a hot 
mess.

Come over to the Basecamp way and you’ll have 
everything you need neatly organized in one place. It’s a 
calmer, more peaceful way to work.
 

The first paragraph explains the unappealing 
alternative. The second presents the more attractive 
scenario.

Earlier this month, this concept played out when 
Google launched its Pixel and Pixel XL phones – 
competitors to Apple’s iPhone.

Knowing people would naturally compare Pixel to 
the iPhone, Google promoted its new product by 
attacking the iPhone’s flaws. For example, a promo 
video aired during the launch event included the 
following statement: 

“3.5mm headphone jack satisfyingly not new.”

(Apple eliminated the headphone jack from its 
iPhone 7 last month)

Earlier during the event, Pixel phones were also 
promoted as having “no unsightly camera bump.” 
This was obviously another dig at the iPhone, which 
has been criticized for having a protruding camera 
lens.

Although the iPhone was never mentioned, Google 
successfully created contrast because people naturally 
saw the Apple product as the alternative option.

And here’s a final thought to consider:

Social psychologists have long studied how people 
perceive their options when presented with two 
offerings. Generally, when information is shared 
about a first option before mentioning a second, the 
latter is seen as more favorable.

This is because we anchor decisions based on 
the first information we receive.

The mind needs a benchmark.

So, rather than only focusing on your product or 
service, try describing a competitor’s option. You 
don’t need to describe much – just enough to remind 
prospects of  the alternative.

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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ANSWER:

This is a great question!

For existing businesses, 
the lowest hanging fruit 
can be found inside 
of  your momentum 
areas (see http://www.
predictableprofits.
com/an-open-letter-
to-entrepreneurs-
struggling-to-grow-
their-business/ ).

To be fair, however, you said “newer” entrepreneurs, 
so I’ll take that to mean startups and businesses 
without momentum.

So… In this case (and by the way, it also applies 
to existing business), I recommend leveraging the 
good will, trust, and likeability of  businesses that are 
already doing business with your ideal clients. 

Let me explain…

Start by identifying companies that are doing 
business with your ideal client before or while they 
would ordinarily do business with you.

For example, if  I owned a:

• Home inspection company – I’d reach out to real 
estate agents 

• Landscaping company – I’d reach out to pool 
installation companies

• Financial education company – I’d reach out to 
accountants

Approach these companies with an offer to form 
a “marketing partnership” of  sorts, whereby 
they would promote or endorse your company – 
essentially, lending their credibility to your product/
service.

In some cases, you might have to pay them for an 
endorsement. In most cases, however, you’ll be able 
to find a partner to promote for you in exchange for 
a piece of  the revenue.

For example, we work with a client who told their 
referral partners they’d give them 35% of  every sale 
made to any one of  their leads. The agreement was 
that if  the referrer doesn’t make any sales, they don’t 
get paid. They only get paid for the leads that make 
a sale.

And over the course of  the year, several of  his 
marketing partners netted over 6-figures in income.

As for my client, he generated as much as 25,000 
leads within 7 days, and over a million dollars in 
sales within the following week.

I also used this technique with my real estate 
development business, but in this case, I reached out 
to companies (like landscapers, furniture companies, 
alarm companies, electronics, etc.) and made them 
a deal where I would refer a client to them, and they 
would pay me a percentage of  the sale each one of  
my leads made.

In fact, because Heather (my wife) sold our 
properties, we were “for sale by owner” – but that 

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: “Charlie, what’s one strategy you recommend for newer entrepreneurs to try when 
looking to gain traction quickly?”
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didn’t stop us from making a deal with real estate 
agents. In fact, we knew the agents were getting paid 
2.5% for every deal where a partner was involved, 
so we offered to pay them >3% for each deal they 
brought us. As a result, we also benefited from 
additional sales.

This type of  relationship becomes a great source 
of  revenue for your referral partners, and they 
don’t have to deal with product/service fulfillment 
or customer support. They just have to make an 
endorsement for you.

So, that’s the 30,000-foot view of  marketing 
partnerships… If  you’d like to learn more, I 
encourage you to also check out The Predictable 
Profits Academy.

Hope this helps! 

In your corner,

Charles E. Gaudet II 
Founder of  PredictableProfits.com
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THIS MONTH’S ACTION STEPS FOR DOMINATING YOUR MARKET

BUSINESS ACCELERATORS

1 2 3 4

6 7 8 9

PEOPLE AVOID 
PAIN

Sometimes the best 
offers aren’t about 
creating pleasure, 
but avoiding pain. 

Remind your 
prospects what 
problems you 

solve.
(PAGE 1) 

KEYS TO 
ENGAGEMENT
People are engaged 

when they’re 
being educated or 
entertained… And 
when you combine 

the two, you’re 
message is truly 

captivating.
(PAGE 2)

CREATE 
CURIOSITY

For direct mail 
especially, getting 
people to open 
your piece is a 

challenge. How 
can you make it so 

compelling they 
just have to know 

what’s inside?
(PAGE 2)

KNOW YOUR 
AUDIENCE

People aren’t likely 
to be very engaged 

by the same old, 
same old. Know 

what they’re 
expecting, and 

find a way to make 
your message stand 

out.
(PAGE 3)

CREATE 
CONTRAST
The concept of  
contrast makes 

things stand out. 
Positioning your 
offers in contrast 
to less desirable 

alternatives makes 
them shine!

(PAGE 5)

BE DIFFERENT
Contrast isn’t 
always about 
side-by-side 
comparison. 

You can offer an 
alternative to the 
norm and stand 
out compared to 
everything else 

your prospect sees.
(PAGE 5)

INDIRECT 
COMPARISONS
You can get your 

prospects thinking 
by alluding to 

your competitor, 
and creating a 
comparison in 
your prospect’s 

mind. Set a 
benchmark with 

the alternative, and 
how your offer is 

better.
(PAGE 6)

ORDER IS 
IMPORTANT
When creating 

contrast between 
products or 

services, people 
tend to anchor 
their thoughts 

on the first thing 
described, and 
view the second 

option as “better” 
- make sure your 

offer is in the right 
order.

(PAGE 6)

5

10

MAKE IT EASY
What friction 
exists between 

your prospect and 
taking you up 

on your offer? If  
you’ve got them 
engaged, make it 
as easy as possible 
for them to act on 

your marketing 
efforts?

(PAGE 4)

TRACTION 
THROUGH 

PARTNERSHIPS
If  you’re just 

starting out, you 
can leverage 
the authority 

and visibility of  
other companies 

with Triple 
Win marketing 
partnerships.

(PAGE 7)

The Place Where Entrepreneurs Come To Grow Their Business™
© Copyright 2016 Managed Marketing LLC   |  The Predictable Profits™ Insiders’ Club  |   www.PredictableProfits.com 9

http://www.predictableprofits.com


The Place Where Entrepreneurs Come To Grow Their Business™
© Copyright 2016 Managed Marketing LLC   |  The Predictable Profits™ Insiders’ Club  |   www.PredictableProfits.com10

Members-Only Announcements

• 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!

Insiders are proud to support:

NOVEMBER

November 1st - Prime Meridian Day

November 4th - Love Your Lawyer Day

November 8th - Election Day

November 11th - Veterans Day

November 15th - National Entrepreneurship Day

November 19th - American Made Matters Day

November 24th - Thanksgiving Day

November 26th - Small Business Saturday

November 28th - Cyber Monday

http://www.predictableprofits.com
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NOVEMBER
WEEKLY OBSERVANCES

1st - 7th - World Communication Week

6th - 12th - National Animal Shelter Appreciation 
Week

14th - 18th - American Education Week

20th - 26th - International Fraud Awareness Week

21st - 27th - National Global Entrepreneurship 
Week

23rd - 29th - National Deal Week

NOVEMBER
MONTHLY OBSERVANCES

Lung Cancer Awareness Month

Military Family Appreciation Month

Movember

National Inspirational Role Models Month

National Novel Writing Month

Good reasons beget good profits. Check 
November’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.

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.

  *NEW* Predictable Profits Academy    
A comprehensive and advanced training 
program for entrepreneurs and marketing 
leaders looking to create ever-increasing, 
predictable profits in their business. Contact 
Zach@PredictableProfits.com for details. 

Insiders’ Club V.I.P. Member Benefits:
• Monthly Insiders’ Club Newsletter
• Quarterly Group Presentation
• Restricted Access Website
• Exclusive Members’ Only Blog
• PLUS MORE!

• 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

http://www.predictableprofits.com
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