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

Earlier this month, my family and I took 
a vacation with my in-laws to San Diego, 
California to visit my brother-in-law, the 
VIP Manager at 
one of the hottest 
nightclubs in the 
country, Fluxx.   
Now in the spirit 
of full disclosure, 
my idea of a good 
time usually taps 
out around 9:30pm 
so I can get up in 
the morning by 
5:00am to sneak in 
a little research & 
copywriting before 
hitting Crossfit, but 
I had to step out of 
my comfort zone 
to “hang” with my 
brother-in-law… and, trust me, I needed 
a vacation from my vacation when I got 
back!

Through his connections, we had VIP 
treatment at every corner of town. We 
had the opportunity to meet several 
professional athletes and a couple other 
celebrities while being whisked through 
lines and given premier care.  

Feels good to be a VIP, but if I didn’t 
have my familial connection – I would 
have had to “buy” my way to VIP 

treatment with a commitment to spend 
several thousand dollars.

And VIP customers get a lot more 
than placement at the front of the line, 
a private table, and higher-end service 
– these locations pull out all stops to 

make sure VIP clients are recognized, 
appreciated, and are happy to come back.

Fluxx knows how to treat their preferred 
customers, which is also why they hired 
my brother-in-law with the responsibility 
of “VIP Manager.”

Like most businesses, Fluxx depends on 
repeat business.

And we know that if you’re going to grow 
a business, there are three main ways to 
do it:

Continued on page 2

Quotes

“Your company’s most valuable 
asset is how it is known to its 
customers.” – Brian Tracy

“It is not the employer who 
pays wages -- he only handles 
the money. It is the product 
that pays wages.” – Henry Ford

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!

Where Entrepreneurs Come to Grow Their Business™
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1.  Get more customers

2.  Get your customers to buy 
      more frequently with you

3.  Get your customers to spend  
      more money with you

Fluxx gets customers to visit more frequently by 
hosting special events and having their VIP team 
members call their best clients with an invitation to 
come back to the club.

They also do an amazing job at getting customers 
to spend more money with them. While average 
club goers have the option to spend extra money for 
“VIP Treatment,” VIPs receive special recognition 
anytime they purchase a premium bottle of alcohol 
(which could end up costing you well over $1,000 
per bottle)…

But if you’re one of Fluxx’s BEST clients, you get 
the full red carpet treatment. In one example, Jason 
(my brother-in-law) coordinated a special, themed 
birthday celebration for a VIP client named Sammy 
and some Sammy’s closest friends. The theme was 
“Sammy for President,” and Jason had postcards, 
posters, and t-shirts made up and distributed prior to 
the event (the bartender and dancers also wore these 
t-shirts the day of the celebration), topping it off 
with a one-of-a-kind rendition of “happy birthday.”

The following day, I met Sammy and he said: 
“Yesterday was one of the most memorable days of 
my life and the best birthday I’ve ever had! I f----g 
love Fluxx!”

Talk about a raving endorsement!

You see, Tony Robbins frequently reminded me that 
“success leaves clues.” Another one of my mentors, 
Jay Abraham, reminded me that some of the best 
ideas come from where you least expect them. 

There’s a reason why Fluxx is one of the hottest 
nightclubs in the country. Yes, they deliver a great 
product – but none of that would matter if they 
didn’t know two important things: what their 

customers wanted, and how to take care of their best 
customers.

It may or may not be appropriate to hold a special 
birthday party for your best clients; however, a little 
special, unexpected recognition and appreciation for 
your clients’ patronage can go a long, long way.

What can you do today to say “thank you” to 
your best customers and clients?

Could you send them one of your favorite books? A 
gift certificate for two for a night out in town? A set 
of personalized pens? What about some rare tea you 
picked up while you were vacationing in France just 
because you were thinking of them?

-------------------------------------------

Most people don’t know that when I was a child, 
my parents insisted they have me tested for learning 
disabilities. Lo-and-behold, the doctor who tested 
me came back to us and said: “Your son has the worst 
case of ADHD 
I’ve ever 
seen…”  

Now, if that 
wasn’t hard 
enough for 
my parents 
to accept, the 
doctor also 
continued by 
saying I had 
a mild form 
of dyslexia, 
word retrieval 
issues, and a 
slew of other 
learning disabilities.

When I heard the news from the doctor, I was 
initially disturbed. Then she tried to prescribe 
medication and suggest special learning programs 
for me. In typical “Charlie-fashion” (as my wife likes 
to put it), after a brief period of following doctors 
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How to “Spook” Your Customers 
Into Giving You More Money

By Charles E. Gaudet II

I read a quote by marketing expert, Andrew Lock, 
where he defined customer engagement as:

Education + Entertainment = Engagement

Such a brilliant and articulate way of summarizing 
one strategy for engaging your customers with your 
marketing message…

Your customers want to be educated and 
entertained; however, education and entertainment 
hardly ever happen during the same time. If you can 
crack this formula with your marketing message, 
you’re going to be leaps and bounds ahead of your 
competition.

So 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.

Earlier this month, Travis sent me an example of a 
marketing piece he thought I might be interested 
in using for myself (or one of my private clients) 

orders, I quickly declined conventional treatment 
and was determined to make this so-called weakness 
my strength.

And after years of struggling, I eventually taught 
myself how to learn and found a way to turn all this 
“chaos” and energy into creativity (a desirable trait 
for a marketer).

But it does come at a price.

Namely, I have no patience to organize my office. 
I don’t care to spend the time to organize, when I 
make a lot more money working on my business. 
Even when I try to organize, I get anxious and 
annoyed. So to help me with this task, my wife hired 
a professional organizer from Boston to tackle the 
daunting task.

She was $85/hour and some of the best money I’ve 
ever invested. 

Three days later, my office is clean, organized, and 
Heidi (my organizer) created a system based on my 
way of operating so I’m more likely to keep things 
organized in the future.

In addition to the aesthetic benefit, I’m actually 
saving myself an extra 3.5 hours (or more) a week 
due to my increased efficiency, yielding a potential 
for several thousand dollars in additional income.

How much time do you spend a week organizing your 
office? Do you organize your office? You might be 
surprised at how much quicker, more efficiently, and 
more productive you are with a system built for you.

So if you’re in the Boston area, check out POSH 
(http://www.posh-boston.com); otherwise, you can 
locate a professional organizer from the National 
Association of Professional Organizers at http://
www.Napo.net. Highly recommend.
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for a special Halloween promotion (an idea you 
might want to swipe for yourself for the upcoming 
holiday)!

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 your direct mail piece gets 
opened.

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

If it’s not 100%, I’d be floored.

It would pique your prospects curiosity enough to 
see what’s inside. They probably couldn’t wait until 
they got home to open that puppy up! 

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:

If this was a real letter going to actual client (and not 
a sample letter), I would find it hard to believe they 
wouldn’t see 30% or more in profits within 30 days 
of sending this letter. It’s powerful, and an awesome 
deployment of the marketing strategies I teach in 
the Customer Re-Engagement Strategy™ (to be 
released in October 2012 – details coming soon).

The letter is engaging, made me feel appreciated, and 
invited me to a special party where I’d get something 
I really want for free… reminding me just how “cool” 
my dentist is…

Of course, there’s some more room for improvement 
and several other approaches for completing a 
similar goal, but we’ll save that for a later discussion.
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Another example is a guy I met at Dan Kennedy’s 
2012 SuperConference™. His name is Walter 
Bergeron from 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, people were used to 
getting brochures in the mail (or, as he likes to call it, 
his competitors would send “junk mail”). Or, when 
a company really stepped up their marketing, they’d 
send a salesman to the door. But because that form 
of marketing didn’t stand out as being unique, Walter 
decided to do something completely different.

Rather than sending 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 with plates and forks, inviting 
them to watch the presentation at their convenience 
while enjoying the cake.

Original and entertaining.

Walter said he 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?

Oh, and just in case you’re wondering, he included 
an order form with a return label included 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 (now, I can’t remember, 
but I do hope he included an actual deadline, this is 
critically important to avoid procrastination).

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

Walter’s biggest piece of advice is: 

Do something every day to make your 
marketing better. 

I happen to agree.

I posted a video of his presentation 
inside of your members’ area (I highly 
recommend you watch it!).

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

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

Where Entrepreneurs Come to Grow Their Business™
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Ask Charlie!

Insiders’ Club Members: you 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!

VIP Insiders’ Club Member, Brien A. from 
California writes:

“I just wanted to thank you for all of your hard work. 
I am confident that things are starting to move. I 
appreciate all that you are doing to give me fresh 
perspectives and strategies and encouragement to just go 
on, on the days that I need it... I got a really large job 
about a month ago that I have lobbied for a year to get 
and have had my head down, trying to make it happen. 
My customer is seeing EXACTLY what you have 
taught me... I have two others that I am pouring this 
same energy into without much response, or I’m finding 
that they have a lot of trepidation to buy, even when I 
manifest their ideas, without any cost or obligation to 
them. I gotta say besides myself, friends and employees 
are stunned at my behavior and the lengths that I am 
willing to go to gain a customer. I am absolutely dumb-
founded at the fact that this method has not had the 
kind of success that I expected. I guess this is my new 
frustration. Any thoughts? 

Hi Brien,

Thank you for the question and for your note of 
appreciation.

Most importantly, I’m impressed at your persistence 
and dedication. While it may feel daunting at times, 
remember this quote: 

“Perseverance is not a long race; it is many 
short races after another.”  - Walter Elliott

One step in front of the other, and inevitably you will 
be closer to your goal today than you were yesterday.

Now on to your question… let’s stop to ask why 
would someone not take you up on an offer that has no 
cost or obligation to them?

Some questions that immediately come to mind 
are: are they ready for your service or are they just 
kicking the tires? Could they already be working 
with one of your competitors and they were using 
you to price check? Is there something, in particular, 
with your product that doesn’t quite meet their 
needs?  Are they procrastinators?

Let’s briefly address each one of those concerns:

Are they ready for your service?  

Before spending time with any prospect, it’s 
important you identify how much pain they are in 
(or, in other words, how badly do they believe they 
need your product).  

Sandler Training (one of the largest and most 
effective sales training organizations in the world) 
has a saying: “No pain, no sale.”

The more pain, the more likely they are to make 
quick decisions.

Where Entrepreneurs Come to Grow Their Business™
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By pain, I’m specifically referring to: 

What worries or concerns are they having 
right now? What’s keeping them up at 
night? How important is the problem they 
are trying to solve right now?

For example, I was looking at purchasing a new 
vehicle for well over a year, but it wasn’t until my 
wife’s car broke down that I made the decision to 
buy one right away.

Qualify your prospects up front to determine how 
ready they are to buy, and if they are not ready to buy 
right away, (this is key) become the trusted advisor 
and educate them on the steps and information 
needed to make a smart purchase.

Instead of being the salesman – be the consultant – 
and position yourself as the go-to expert in your field 
(they, in turn, will assume that if you’ve helped them 
this much already, you must be the most likely to 
meet their needs).

Could they already be working with one 
of your competitors and they were using 
you as a price check? 

I see this all the time. People get their hopes up 
because a prospective client contacts them and asks 
them for a price.

My solution – don’t give it to them.

Well, not right away that is. Prospects who try 
to get a price from you too quickly might be 
commoditizing your product or service. You need 
to take some time to understand their problem 
and needs, and create a value proposition so they 
understand that they get a much larger benefit 
working with you than just the product or service. 
  
In other words, answer the question: “Why do I really 
need someone of your skills?”

Once they get to know you, and you show them 
what makes you and your business unique, your price 
will be less significant, and if done correctly, you’ve 
opened the door to win over their business.

If they are working with a competitor, get their 
minds open to possibility with a series of questions 
like: 

•  What’s the biggest problem you’re currently having 
    with your vendor that you wish would change?
•  How long has that been a problem?
•  What have you tried to do to correct the 

problem?
•  How much do you think it has cost you?
•  How do you feel about that?
•  Would you consider working with another

vendor if you believed the other vendor would 
deliver a better product for a similar price?

Door is opened.

Is there something with your product 
that doesn’t meet their needs?

Back to the car example, I looked at virtually 
every SUV available on the marketplace to find a 
comfortable, good-looking SUV that would fit in 
my garage, have enough room for my kids and dog, 
plus be suitable for all of our extra activities (like 
camping). Unfortunately, there wasn’t a salesperson 
that asked me what I was looking for in a vehicle. 
When I didn’t choose to buy from them, they had no 
clue, and like most of these folks, probably assumed I 
didn’t buy because I found a better deal elsewhere.

Little did they know that I had a tough decision 
between a couple vehicles and it came down to my 
perspective on how well it would meet our needs. 
However, if the salespeople actually took the time to 
understand what I was looking for – they could have 
persuaded me to select another vehicle. 

Do your best to understand everything they want 
and need… remember, act as a consultant (not a 
salesperson).

Where Entrepreneurs Come to Grow Their Business™
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Are they procrastinators?

Believe it or not, when it comes to spending money, 
we’re all procrastinators.

In fact, if you haven’t read “The Psychology of 
Influence” by Robert Cialdini yet, I suggest you 
jump on Amazon right now and have the book 
overnighted to your office right away (and this goes 
for every entrepreneur reading this article – it’s 
perhaps the most pivotal book on understanding 
consumer behavior ever written).

Cialdini says: 

“People are more motivated at the thought 
of losing something than by the thought of 

gaining something of equal value.”

While you definitely took a very smart and savvy 
approach to give your prospect a no-cost and no-
obligation trial – you also need to make sure you set 
a deadline on the offer.

“Mr. Prospect, I’d like to prove to you that my 
widget is unlike anything you’ve ever experienced 
in the past. It has a much higher quality than the 
ones you are used to and will meet your needs much 
better than the alternatives. But I don’t want you to 
just take my word for it. If you send me your specs 
within 5 days, I will send you my widget at no cost 
or obligation to you. Because I need to plan ahead, 
I can only make this opportunity available to 
you for the next five days, and if you choose 
to wait, that’s okay but I will have to charge 
you for the widget just like everybody else.”

In the great words of Cialdini:

“…because we know that the things 
that are diff icult to possess are typically 

better than those that are easy to 
possess, we can often use an item’s 
availability to help us quickly and 

correctly decide on its quality.”

Furthermore, if you want to make the offer even 
more desirable, you could provide your prospect 
with a risk-reversal guarantee. This means if your 
product doesn’t meet their expectations, they can 
either keep the product at no cost (depending on 
your expense), keep a special bonus gift at no cost, or 
receive $XX back to cover their time if they believe 
the product is not what you promised.

So Brien, those are a few thoughts to juggle in 
your brain a bit. I hope it helps and please keep me 
updated on your progress. If you have any further 
questions, don’t hesitate to hit the “Ask Charlie!” 
button in your members’ area and I’ll get back to you 
ASAP.

In your corner,

Charlie

P.S. Read the article I wrote this month called: “How 
to Spook Your Customers into Giving You More 
Money.” I urge you to think out of the box with your 
marketing. Do something unexpected and unlike 
your competitors to get your prospects attention. 
People want to be entertained, and it’s even more 
prevalent in “boring” industries where marketing 
merely consists of vanilla brochures, salespeople, 
emails, and the occasional letter. Identify your 
hottest prospects and hit them up with something 
unexpected (and remember to follow up both by 
mail, and where appropriate, the phone). 
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© Copyright 2012 Managed Marketing LLC   |  The Predictable Profits™ Insiders’ Club  |   www.PredictableProfits.com



9

Lose 14 Pounds a Month Doing Effortless Exercises

2. Target a specific prospect. You can 
temporarily disable your prospect’s inner critic by 
calling attention to specific problems. After all, 
problems are “messages” your mind can relate to 
because you’re actively thinking about them.

So use your headline to highlight problems you can 
help solve.

For golfers who are almost (but not quite) satisfied with 
their game – and can’t figure out what they’re doing 
wrong...

To online advertisers struggling to collect consistent leads 
– and can’t figure out where to turn for honest advice...

Yes, this type of headline can get long. However, 
you can also use it as a lead-in to a more concise 
headline. Or, you can go shorter...

For the woman who feels older than her age...

9 Shortcuts for Writing 
Eyeball-Grabbing Headlines

By Predictable Profits Insiders’ Club 
Member, Tom Trush

Last month we discussed how to correct your copy to 
make it more effective.
 
Now, let’s dig into the most important element in 
a lead-capturing marketing piece – the headline. 
Copywriting legend Ted Nicholas, whose copy has 
sold more than $5.9 billion in products and services, 
suggests that 73% of all buying decisions are made at 
the headline.

Without exception, you need a headline in every 
marketing piece. Without one, you significantly limit 
your ability to attract attention in today’s crowded 
marketplace. 

So here are 9 shortcuts for writing headlines that 
grab eyeballs like glue:

1. Identify your buyer’s big benefit. Just 
like the genie that appears from Aladdin’s lamp, 
imagine telling your ideal prospect you can grant any 
wish related to your business. You might say:

“If I could give you any benefit or result using my service 
(or product), what would it be?”

Your prospect’s response is what is often labeled a 
“hidden benefit.” Nicholas used this strategy to sell 
more than 200,000 copies of his book, “How to 
Form Your Own Corporation Without a Lawyer for 
Under $75.” His headline read…

The Ultimate Tax Shelter

Here are a couple other examples: 

I’ll Sell Your Home in Fewer Than 45 Days or My 
Services are Free

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

More Tips & Resources!

http://members.predictableprofits.com
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For frustrated homeowners who owe much more than 
their homes are worth... 

3. Pique curiosity. If your headline teases 
prospects with just enough facts that you leave them 
guessing, oftentimes they will buy your product or 
service simply to satisfy their curiosity.

The “Forgotten” Muscle That Can Increase Your Kicking 
Power by Up to 43%

FACT: 10% of a 2-Year-Old Pillow’s Weight is From 
Dead Mites and Their Droppings

4. Explain “how to.” The words “how to” 
promise a solution to a problem. The key is to follow 
up these words with a big benefit that addresses your 
prospects’ greatest concerns. Of course, you then 
need to deliver quality information.

How to Legally Rob Banks

How to Take Great Photos Using Your Smartphone and 
Free Apps 

5. Create and/or enter the news. 
Keep in mind, your product or service doesn’t need 
to be new to create news. It only needs to be new to 
your readers. You can also tie your product or service 
into current events.

A New Hope for Neck and Back Pain Sufferers

The Startling Fact About Facebook’s Falling Stock That 
Can Protect Your Portfolio

(Be careful with “news” headlines. Many businesses 
use exaggerated claims and abuse terms such as “At 
last!” “Announcing...” “Finally!” and “Introducing.”)

6. Ask a question. For best results, make sure 
the question connects to a topic your prospects want 
answered. Also, whenever possible, create questions 
your readers can’t answer with a “yes” or “no” 
response. That way they must read further into your 
copy for the answer(s).

Is This Advice From Your CPA Causing You to Overpay 
on Your Taxes?

Are These Mistakes Keeping You From Rebuilding 
Your 401k and Shielding it From Catastrophic Losses 
(Again)?

7. Command your readers. Sometimes all 
your prospects need is a little direction. After all, few 
people make decisions without guidance.

Beat Colds, Cancer, and Old Age... with Sex!

Take This 30-Second Test Before You Renew Your Cell 
Phone Service

(Note: Health-related publications are a great place 
for swiping “command” headlines.)

8. Go against the grain. If there’s a universal 
thought related to what you offer, go against that 
popular belief and you’ll get noticed fast. 

Why Washing Your Hands is a Dangerous (and Even 
Deadly) Habit

How Lack of Exercise Could Make You Healthier

9. Try testimonials. Sometimes a legitimate 
third-party endorsement is all you need to push 
readers deeper into your marketing piece. Just like 
other headline styles, target a specific problem your 
prospects want to eliminate.

“I Wish Someone Told Me These Sneaky Sales Tricks 
Before I Bought My Last Mattress!”

“My Eyesight Returned to Normal in a Single Day...”

Tom Trush is a professional copywriter, the author 
of “The ‘You Effect’” and “The Reluctant Writer’s 
Guide to Creating Powerful Marketing Materials.” 
You can find Tom and other tips like these at 
http://www.WriteWaySolutions.com 
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A Simple Technique for Driving 
More Referrals

By Charles E. Gaudet II

The biggest source of referrals comes from either:
1.  Exceeding customer expectations or 
2.  Creating referral systems

For the purposes of this article, let’s focus on 
creating referral systems (one of the most overlooked 
opportunities for entrepreneurs).

When you think about it from a very basic 
understanding of human psychology, people tend 
to know and/or spend time with other people who 
share similar “problems.”

For example, 
moms with 
similarly aged 
children tend 
to hang out 
together; 
small business owners often relate well with other 
entrepreneurs they can rely on for support, advice, 
and to share stories; doctors tend to have other 
doctor-friends because it’s easier to find rapport with 
someone who understands what’s going on in your 
life… and the list goes on.

So the first step in generating referrals is very simply 

to go to your current customer base and ask them 
for a referral.

Let me share a story I first learned about from 
marketing legend Jay Abraham, about a dentist 
in Australia who mastered the art of generating 
referrals.

As the story goes, Paddy Lund got burned out and 
overwhelmed by working too many hours, coupled 
with having to deal with a few pain in the ass clients. 
His frustration hit such a threshold; Paddy even 
went so far as to consider suicide just to end it all. 
A bit extreme, but not unlike the frustration many 
business owners feel – like they are constantly on the 
treadmill chasing down new leads.

Something had to change, so he decided to fire all of his 
clients and recreate a dentist office that would exemplify 
the ultimate enjoyable experience for his clients.

He actively sought out to exceed customer expectations.

This included creating a casual atmosphere with 
freshly baked bread, televisions in the cleaning room, 
and taking out any semblance of a sterile doctor’s 
office to make it feel more cozy and welcoming.

Once the remodeling was finished, he welcomed back 
his best patients and explained to them the reason 
why they were invited back (and why others were told 
to leave). The clients were completely enamored by 
Paddy’s new location, they loved the uniqueness of the 
office space, and they were excited to be a part of his 
practice. There was a catch, however.

Paddy said that in order for them to remain clients, 
each person must refer three new clients of equal 
(or better) caliber as themselves. Because he’s 
committed to focusing his efforts on making the best 
client experience possible for them, and rather than 
spending money on soliciting new business from 
other people, he’d rather reinvest that money in his 
clients well-being. 

He made it a precondition that referrals were a part 
of doing business with him.
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The result? He grew his business to one of the most 
successful and profitable dental practices in Australia 
and it started by asking for referrals.

So the lesson from Paddy would be to tell your 
clients that referrals are expected as a condition of 
doing business with you – but it’s not so that you 
can work less on your marketing – it’s so that you 
can focus on delivering a better product, service, 
or experience for your clients. You will earn their 
referrals.

While this might sound scary at first (it’s scary 
for most entrepreneurs to ask for referrals), when 
you approach it with the mindset that it’s really in 
the best interest for your customers - and how the 
referrals will actually benefit them – suddenly, it 
sounds a lot more like a win/win situation.

The key is to make referrals part of the deal from 
the very beginning (not as an afterthought).

Reassure your clients that you will be taking good 
care of their referrals and make it easy for them to 
refer people. Perhaps provide your clients with an 
informational CD, DVD, or brochure that doesn’t 
talk about your company… but rather stresses an 
immediate benefit for contacting your business. 
Maybe it’s a free consultation, a free service audit, 
free product, or a free initial visit… be creative here.

You want your prospect to look like a HERO for 
referring their friend.

And when someone sends you a referral, be sure to 
thank them with either a special gift, free or discount 
services, etc.

Another one of my favorite referral examples comes 
from the company Dropbox.
 
DropBox has 
added millions 
of dollars to their 
bottom line with 
an extraordinary 
referral program 
where both you 

and your referral win. You give your friend 500MB 
of free space, and because DropBox is such a valued 
service, you look like a hero to your friend. And to 
thank you for your referral, DropBox gives you 1GB 
of free space. Everybody wins.

Some other examples off the top of my head:

•  I had a photographer who gave me a free 8”x10” 
photo (or something of similar value) for every 
new client or purchase that was made through 
her services. Because of the quality of the 
photo, it was worth almost $100 and was very 
appreciated.

•  A car dealership surprised me with a “thank 
you” check of $500 for the referrals I provided 
them when I bought my truck… they’ve since 
benefited from other referrals from me.

•  I heard of an apartment complex who gave 
tenants $100 per month each time they referred 
a new tenant to their complex who paid their 
rent on time.

•  The Crossfit gym I’m a member of will give me 
a $150 gym credit for every person I refer to the 
gym.

•  My dentist takes $100 off my bill each time we 
refer someone to his office.

I’ve also received hand-written thank you notes 
of acknowledgement, gift baskets, books, gift 
certificates, and more for referring others.

And while each one of the above examples is a good 
way of compensating the referrer – a more powerful 
referral system would also include: 

#1 – Letting me know how referrals will benefit me 
(beyond compensation) in getting a greater benefit 
or result by working with you.

Where Entrepreneurs Come to Grow Their Business™
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#2 – Providing me with information, samples, or a 
creative brochure to give to my referral, making it 
easier for them to contact you.

#3 – Making me look like a hero by providing my 
referral with an extra benefit or advantage only 
possible with an introduction by an existing client.

Referrals are another spoke in our Predictable Profits 
Money Wheel – the more spokes you add to your 
wheel, the smoother your ride, the more predictable 
your income, and the closer you will come to 
absolutely dominating your market. 

A Face Lift for Your Creativity 
in as Little as One Day

By Charles E. Gaudet II

Charlie and his wife, Heather, have invested nearly 
$500,000 studying peak performance and investing 
in person 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.

A few years ago, I was being interviewed and was 
asked the question: “How many hours do you work?”

And while the chic response would have been to say 
something like, “I do a 4-hour work week” - that 
would have been a blatant lie. In fact, I would have 
come closer to the truth by saying the only time I 
wasn’t working was 4 hours a week.

For entrepreneurs, whether or not you’re actually at 
the office or sitting behind your desk, your business 
never leaves you.

When you’re in the car, if you’re not making phone 
calls – you’re thinking about your business. Before 
you go to bed, you’re reflecting on an event that 
happened that day, and as soon as you wake up, 
everything you need to accomplish for the day is 
running through your head.

Let’s face it – we’re workaholics.

And while there was a time in my life where I 
worked every waking hour of every single day in an 
attempt to somehow dig myself out of the millions 
of dollars of debt I’d gotten myself into – it’s only 
in hindsight that I realized I was doing myself an 
injustice.

In fact, if I told you right now that the best advice I 
could give you to increase your productivity would be 
to take at least one day off from work – chances are, 
you’d think I’m nuts.

This is exactly how my response went when I started 
working with Dan Sullivan’s Strategic Coach® 
program (an organization dedicated to coaching 
entrepreneurs on how to have a more balanced life, 
to make room for more growth and more income).

But on Day 1 of this program, the “Coach” (that’s 
how I’ll refer to the Strategic Coach) boldly told us 
we needed to take time off from work – but not just 
any time off – completely disconnecting from any 
and every aspect of the business world.

This meant no business phone calls, no emails, no 
reading business books or articles, no talking about 
business, no visiting the office… absolutely nothing 
to do with business… for each “Free Day™” you 
designate.

A Free Day™ is a scheduled day with absolutely 
zero communication with the office, and the purpose 
is to take a step back from the business, rejuvenate 
your creative juices, and come back to work with an 
entirely new perspective.

You see, when you’re always “on” and in business 
mode, you eventually go through a period where you 
become more mechanical and reactive to situations, 
rather than seeing opportunities with an open mind.
So when I schedule a Free Day™ in my calendar, my 
assistant and private clients know not to bother me 
unless all hell breaks loose. This time off may not be a 
“work” day, but it is a precondition for me to remain as 
effective and productive as possible for them.

Where Entrepreneurs Come to Grow Their Business™
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INSIDERS ARE PROUD TO SUPPORT:

On occasion (and especially after a big promotion, 
product launch, or event), I’ll schedule free days 
during the week, but for the most part, my free days 
are scheduled during the weekend - from Friday at 
5:00pm until Monday at 5:00am.

I’m recharging my mental batteries, rejuvenating my 
creative juices, and will be ready to take on the world 
the moment I get back into work mode.

As they say, “don’t knock it until you try it.”

Once you take a real Free Day™ (that means no 
business anything for 24 hours – midnight to 
midnight), you will begin to see how much more 
effective you will become, and quite honestly, the 
feeling is addictive.

After a while, you’ll know when you need to 
rejuvenate and you’ll take a Free Day™.

It’s a critical component for developing your 
competitive edge and one I hope you take seriously.

* Free Day™ is a trademark of the Strategic Coach. Please respect their 

proprietary intellectual property.  

Coming in the Next Issue…

•  How to differentiate yourself from the 
competition by packaging yourself and 
your business as being completely unique… 
allowing you to charge more money for your 
products and services… even if you think 
you’re a commodity (and in case you’re 
wondering, this has absolutely nothing to 
do with your Unique Selling Proposition)!

•  A hidden treasure chest capable of 
generating over 30% (or more) in profits 
in less than 30 days (and how we used this 
technique to increase one client’s profits by 
over 100% in less than 2 weeks)!

•  Plus more surprises you won’t want 
to miss!
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Members-Only Announcements

•  When Charlie has a question, he tries to 
seek out expert opinions for the best answer. 
As it relates to off-line press releases, Charlie’s 
mentioned several times in past newsletters that 
he’s faxed his press releases to reporters as urged 
by press release expert, Paul Hartunian. While 
faxing press releases has been very successful for 
many people, it still remains a highly contested 
debate. In conducting further research, Charlie 
interviewed another reporter, James Buchanan, 
for his view. 

Here is James’ reply:

Hi Charlie,

I have to go with email, as the fax feels antiquated 
and with email you can hit a reporter and an editor 
as opposed to hope whoever is checking the fax pile 
that day actually gets the fax to the right person 
(I’ve also seen whole piles of faxes just get recycled 
with only a cursory glance by one person). Also, it 
is much easier to follow up on an email than a fax, 
which if possible should be done with a phone call, 
but can easily be done with an email as well.
 
An emailed press release is also much easier to 
deal with. It can be cut and pasted into a story 
or immediately taken and placed in pagination 
software, whereas a fax requires someone to type it 
in, hopefully accurately, before anyone can use it. 
At a time when reporters at most papers, especially 
local papers are doing four and five stories a day, 
anything that makes their life easier has a better 
chance of getting a response.

Best,
James

Charlie will be going back to testing the use of 
email for press releases, and will be giving you 
an update as he has more conclusive data.

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. 

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!

•  The Insiders’ Club Exclusive Members’ 
Area is now up and running. 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.

•  Charlie is holding a bonus conference call 
on Thursday, September 27th at 1:00pm EST. 
Please make note in your calendar, and feel free 
to ask Charlie a question by clicking on the 
“Ask Charlie” button in your members’ area – 
this is a great way to get answers directly from 
Charlie himself for making more money in your 
business! Take advantage of this opportunity 
while it’s available to you!
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