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We’re off to a great start to the school 
year, and like most parents, we’re busy 
balancing the kids’ crazy after-school 
activities with our daily lives. In between 
all the chaos, I took some time to train 
with the #1 Brazilian Jiu Jitsu fighter 
in the world, Roger Gracie. The funny 
thing about training with the top guy in 
the world is that his success as a fighter 
is very similar to that of an entrepreneur. 
In addition to discipline, hard work, 
and a big heart – it comes down to 
seeing opportunities your opponents 
do not. To the naked eye, most of these 
opportunities aren’t obvious… However, 
when you know what to look for, they 
stand out like an elephant in a mouse 
hole.

And speaking of standing out, this 
month we’re doing something different 
and focusing on a core opportunity you 
might be missing out on…

You see, I’ve had the pleasure of coaching 
many entrepreneurs who represent 
multi-million dollar businesses who – 
like many others – are stuck.

They’re feeling the downward price 
pressures… losing customers to 
competitors… not growing fast 
enough… and are frustrated because too 
many prospects are not taking action 
(when they should be).

Typically, when entrepreneurs experience 
this scenario, it boils down to not having 
answered this one big question:  

Why are you better than your competitors?

If you’re not the obvious choice to your 
ideal market – it’s because you either a) 
have a weak Unique Advantage Point, or 
worse, b) you don’t have one at all.

So this month, we’re expanding our 
original discussion of the Unique 
Advantage Point to drill the concept 
home in this special issue.

If you’re losing business to your 
competitors and you’re not the obvious 
choice in your market – pay close 
attention to this month’s articles. Do 
the exercises. This might be the most 
transformational issue to date.

With gratitude,
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“You can either fit in or 
stand out. Not both.”

- Seth Godin

As your business coach, I need to have (perhaps) the 
most important discussion about positioning your 
company for long-term success. We’re talking about 
your Unique Advantage Point - and why it’s essential 
for surviving in today’s economy (in addition to 
positioning you as your ideal 
client’s obvious choice in 
your market).

The Unique Advantage 
Point is what defines who 
you are AND highlights the 
most compelling reasons 
why your existing customers 
rave about you.

For example, what’s the 
first thing that comes to 
mind when I bring up 
Nordstrom?

If you’re like most people, it may be the extraordinary 
service that sets them apart – things like free 
alterations with purchases, and instead of dealing with 
a salesperson, you deal with a personal stylist who 
takes the time to learn about your style, budget, and 
goals.

In fact, you can book an appointment ahead of time 
and your stylist will have your dressing room already 
prepared with options customized specifically for you 
before you arrive – and just because you’re working 
with a stylist, there’s no pressure to buy… They are 
there to serve you and build a long term relationship 
with you.

Nordstrom takes their customer relationship seriously 
with another Unique Advantage Point that really sets 
them apart – their return policy. In addition to free 
shipping and free returns for online purchases – if you 
go into the store – their return policy is that they have 
no return policy. In other words, their core mission 
is to build trust with their customers and create a 
relationship with them for the long-term by standing 
behind everything they sell. If you go to them with an 
issue, they’ll find a way to make it right.

Now, I could go on and on and on about all the 
Unique Advantage Points offered by Nordstrom that 
you won’t find anywhere else. It’s the reason they can 
charge premium pricing (even on commodity items 
like jeans) and the reason their customers (like me) 
will drive over an hour – driving past many of their 
competitors – just to do business with them.

Write this down: Not having a strong UAP is the 
single biggest factor that’s makes businesses stuck.
It’s no secret that competition has gotten fiercer – 
in addition to more businesses competing for your 
customers and your customers being faced with more 
alternatives than ever before.

But more competition isn’t your biggest problem…

How To Win Customer Advocates

By Charles E Gaudet II
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It’s what happened around 2010 that forever changed 
the way we do business…

A consumer paradigm shift that caught most business 
owners by surprise (and in fact, years later, most of 
them still haven’t caught on).

It’s a cataclysmic shift that changed everything about 
the way we do business. 

In fact, in August of 2010, an entrepreneur called 
me in a panic and begged me to help him because 
everything he’d been doing for the last 20 years 
stopped working in a matter of months. He didn’t 
know if his competitors were sabotaging him, if there 
was a change in the economy that he wasn’t aware 
of, if people were talking negatively about him on 
the Internet, if people just didn’t need his product 
anymore… He didn’t know what was going on. 

The only thing he was sure of was that something 
changed, but couldn’t figure it out.

The truth is that there was a change – and it wasn’t 
an economic, political, or anything to do with your 
competitors. It had everything to do with the change 
in the way people do business.

You see, back before 2010, if you were in the market 
for buying a new television. Chances are, you’d walk 
into a store, find a salesperson, and discuss all the 
features, benefits, and options available for your 
budget. If it made sense, you’d come home with a 
brand-new TV.

That’s not the case anymore…

Now if you want a TV, you might ask your friends 
on Facebook for a recommendation, then you’d jump 
online – perhaps at Amazon.com – and read a bunch 
of reviews. Then, once you selected the TV you think 
you might want, you jump all across the Internet 
looking at different stores to see which one offers you 
the TV you want for the best value.

And – let’s say you’re one of the few people that do 
your pre-shopping inside the actual store – your 
conversation with the salesperson is different. You 
see, you already know how much you should pay for 
the TV and which TVs have already made the short 

list for you. You’re there to see the TV in person and 
determine whether or not you’re making a smart 
decision. The salesperson has very little power to tell 
you something you don’t already know. Once you’ve 
narrowed down the TV of your choice, you might 
jump on your smartphone and check to make sure 
you’re getting a fair price.

Seriously, people don’t go into car dealerships looking 
to be educated on a car anymore – now people 
know more about the car than the salesperson does, 
including how much is a fair price. The selling process 
and the role of the salesperson have both changed 
drastically… All of which we’ll cover over the course 
of the next several modules.

And this applies whether you’re selling services (like 
financial services) or a widget that costs $20.00.
Bob Thacker, former CMO of OfficeMax and 
Gravitytank Strategic Advisor says:

“Pre-shopping before buying has become a huge, huge 
part of customer behavior. In the past, it was pretty 
much confined to big-ticket items like cars, expensive 
electronics, or homes. Now people engage in discovery 
before shopping on very small things.

It’s across all categories of shopping behavior. It’s just 
the way people buy today.”

What changed?

Write this down: the balance of power has shifted 
from the companies to the consumer.

Your customers have information, and more often 
than not, they know more about your business, 
product/service, and the options available to them 
than most business owners today.

Look at these stats from Google’s ZMOT report:
• 70% of Americans say they look at product 

reviews before making a purchase
• 79% of customers now say they use a 

smartphone to help with shopping
• 83% of moms say they do online research after 

seeing TV commercials for products that interest 
them

http://www.PredictableProfits.com
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Why are so many consumers actively looking for 
information before making a purchase?

They’re looking to have 3 questions answered:

1. Why should I trust you?
2. What makes you better?
3. How do I know I’m making a smart 

decision?

Throughout this program, you’ll discover strategies for 
answering all these questions. Today we’re focusing on 
answering the most important question of them all: 
what makes you better?

The answer to this question comes in the form 
of your Unique Advantage Point. It’s the unique, 
differentiating factor that offers an advantage to your 
consumer and positions you as the obvious choice 
among your competitors.

Here’s a key point: the more Unique Advantages you 
have in your business, the stronger your positioning.  

Remember the Nordstrom example I gave you earlier? 
They have many UAPs.

I had a coaching call with a wonderfully talented 
videographer who wanted to continue growing his 
business. This guy has an extraordinary product and 
service, but when I went to his website, this is the 
message he was giving his prospects:

There’s nothing unique about his messaging. 
Wouldn’t you agree with me that, if you were looking 
for a videographer, there are certain things you 
would expect – such as a beautiful video? What’s 
compelling about this message?

Yet, this is the type of thing you’ll find most 
businesses (and most of your competitors) do – and 
they wonder why they’re stuck.

Take this local printing company who works so hard 
at trying to be the most obvious choice:

What does that tell me about their printing and 
why are they better than everyone else? They’re not 
standing out as different.

Sure, Domino’s Pizza had a great UAP with “Fresh 
Hot Pizza Delivered to Your Door in 30 Minutes or 
Less or It’s Free,” but the moment every other pizza 
store started offering delivery service, Domino’s no 
longer had a unique advantage.

http://www.PredictableProfits.com
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It wasn’t unique and it was no longer an advantage.

And over the last few years, it’s been a long road for 
Domino’s - trying to reinvent themselves because 
they’ve become lost in the sea of Me Too Competitors.

But developing a UAP is not something you just 
create overnight. It takes time…

It’s something we’re continuously revising and 
improving upon ourselves.

If you can’t tell me why you’re better than your 
competition – with everyone saying the same thing 
(best prices, top quality, superior service, etc.) – 
you’re giving me only one option to separate you 
from your competition…

It comes down to one thing: price.

If you ever find yourself in a situation where you 
consistently lose business to competitors who have a 
lower price, it’s because you don’t have a strong UAP 
and you’ve commoditized yourself.

A commodity is an undifferentiated good or service 
with very little loyalty. In fact, without a compelling 
UAP, your customer will drop you like a ton of bricks 
if they find someone else who’s a nickel cheaper.

Let’s take a look at what I mean.

The cheapest coffee is the plain coffee beans, virtually 
undifferentiated beans – a total commodity traded 
based on price alone. Then, as we take the beans and 
start to make it more unique in the form of a blend, 

we start to increase the price - starting with Folgers 
Brand Coffee.

And as you get more unique by offering different 
levels of service, price continues to go up. Starbucks 
has the unique advantage of a premium atmosphere, 
culture, and service – it’s a comfortable place 
that attracts many of my colleagues to their local 
Starbucks simply to work on their businesses.

Again, as the unique advantage becomes stronger, 
so does price – so you have Kopi Luwak (which 
includes partially digested coffee cherries eaten and 
defecated by the Asian Palm Civet) with retail prices 
reaching over $700 per kilogram. Now the key here 
is that Kopi Luwak supposedly doesn’t taste any 
better than any of the coffees mentioned - however, 
it’s because of the unique way in which the beans are 
collected (PLUS the advantage of having a story tell 
your friends about consuming this rare coffee)  it’s 
afforded the ability to charge a premium price.

You can use the same chart to compare the unique 
advantages of Wal-Mart (which, let’s face it, the only 
reason anyone does business with Wal-Mart is price) 
versus Nordstrom (which, as we discussed, has many 
UAPs, and as a result, gets premium pricing).  

Compare it to B2B players like your neighborhood 
accountant (who may be a general practitioner), 
versus a company like Ernst & Young - who is more 
expensive and has divisions that specialize in a whole 
host of areas (in addition to offering services the 
general practitioner is unable to offer).

Compare it to airlines - from Southwest, who has a 
few UAPs, to that of a private jet sharing service, like 
NetJet who has a completely different set of unique 
traits. However, the advantage of private jet travel is 
far superior to the cattle calls offered by Southwest.

We can go on and on and on… And by the end of 
this article, you’ll know what makes you unique, why 
it’s an advantage, and how you can better position 
yourself as an obvious choice – one that distinguishes 
you enough that your customers would willingly pay 
a premium price.

I really want to stress the “advantage” part of this 
discussion because a lot of people have this confused 

http://www.PredictableProfits.com
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with the popular marketing term 
USP (Unique Selling Proposition). 
This isn’t just about being unique – 
it’s about offering a unique advantage 
to your prospect.

A Unique Selling Proposition 
(USP) is a unique characteristic that 
makes your business different from 
all other competitors. Very powerful. 

The Unique Advantage Point™ 
(UAP) is the distinguishing 
advantage that makes your company 
unique, special, and more compelling to your clients.

I couldn’t care less if you’re a printer and your unique 
advantage is that you use ink produced by squid - 
UNLESS somehow using squid ink can be perceived 
as offering me an advantage.

Remember, one of the key tenets of building a solid 
platform for generating predictable profits is The 
Growth Factor™, which is the steadfast belief that: 

The purpose of your business is to create the 
greatest advantage or benefit possible to get your 
customers closer to the ultimate result they are 
after.

The unique advantage is a subset of The Growth 
Factor™, and answers the big “reason why” they 
should be doing business with you instead of doing 
business with anyone else. 

Marketing wizard Jay Abraham says that, until 
you can establish your unique advantage to your 
prospects, “You have nothing special to offer anyone.”

^ It’s worth reading that sentence again. ^

By nailing down your Unique Advantage Point, you 
can create the perception of being “better,” and by 
being better and different, you stand out… And as 
I’ll continue to prove to you, a solid UAP is arguably 
the most important competitive advantage in today’s 
economy.

For example, here’s what a good UAP can do for you:

Take a look at L.L. Bean’s UAP.

It’s a Unique Advantage that’s propelled the 
company to success - lasting over 100 years with over 
a billion dollars in sales.

When you buy from L.L. Bean, it’s “Shipped for 
Free. Guaranteed to Last™” – so why wouldn’t you 
buy from them?

You can return any product, at any time… even if 
it’s 50 years from now… if you’re not 100% satisfied 
with your purchase.

Talk about bold.

But UAPs have to be bold. They have to be different. 
They have to stop people in their busy lives and 
make them take notice.

That’s the exact same response we want your 
customers to have when they look at your UAP.

Take Zappos… Here’s a company that sells one of 
the most commoditized items in the world: shoes.  

Let’s face it, a Nike is a Nike no matter where you 
buy it from… If Tony Hsieh came to me in the 
year 2000 to tell me he was going to start an online 
shoe company and sell shoes that are often more 
expensive than local retailers – I would have told him 
he was crazy.

However, Tony understood what a good UAP can 
do for a company – and he believed that he could 
build a successful company offering his customers 
something that the other companies were lacking: an 
incredible customer experience.

And by incredible, I’m talking about a “Wow!” 

http://www.PredictableProfits.com
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experience. You’ve got friendly and helpful 
salespeople on the phone… you have free 2-day 
shipping… you have a full year to return your 
shoes… and if you decided to return them, they’ll 
even pay for your shipping.  

The result, they changed not only much of the way 
all Internet companies did business, but they also 
revolutionized the shoe industry - blazing their path 
to becoming a billion-dollar company.

When I started my coaching and consulting 
company, I originally started off doing what everyone 
told me to do – be the best coach you can be. 
However, it wasn’t enough to offer an “advantage” 
because everyone claimed to deliver results. Initially, 
it was easy to get lost in the deep blue sea of other 
business coaches. 

Then I asked myself, what advantage could I offer 
that was unique, bold, and different? Something my 
competitors aren’t saying?

Then it came to me… Because I know the impact 
my advice has on companies who properly apply the 
techniques, strategies, and ideas I share, I decided to 
do something most of my competitors would never 
dare do: I guaranteed my work.

My competitors thought I was crazy (even many 
well-known gurus advised me against it), but my 
clients ate it up! Now, instead of feeling like I’m 
always trying to sell myself, customers are driven to 
come to me - and my business has grown several 
hundred percent since I made that decision, and 
continues to grow year-after-year. 

My UAP is built on the trust and relationships I 
have with my clients, and they value that immensely. 
In fact, it’s not unusual for a client to tell me that 
they love me like a friend or a family member 
because they know I’m sitting on the same side of 
the table with them – and because we both have skin 
in the game, delivering results to my clients is my 
top priority.

Here are a few other examples and types of UAPs 
worth considering:

• Personality (Gary Vaynerchuk from 

WineLibraryTV.com made conventional wine 
buying fun)

• Convenience (Amazon.com offers easy ordering 
with 1-click mobile shopping and free 2-day 
shipping for Prime members)

• Selection (La Casa has the widest selection of 
whiskies from around the world)

• Guarantee (Zappos with their free shipping, 
free returns, and 365 day return policy)

• Warranty (Power Control Services, a B2B 
electronic repair company, warranties their 
repairs for life)

• Type of Materials (Dave Asprey of Bulletproof 
Coffee claims to have one of the only coffees 
that are free of mycotoxins)

• Time (The Earl of Sandwich claims to have 
come up with the original sandwich back in 
1762) 

• Giving Back (For each pair of shoes you 
purchase, Tom’s Shoes gives a pair of shoes for a 
child in need)

• Technology (RingCentral breaks down 
communication barriers to integrate text, mobile, 
landline, and other telecom services to help 
virtual teams succeed and grow)

• Experience ( Jordan’s Furniture makes furniture 
shopping fun with a Mardi Gras party, 
trampoline school, and IMAX movie theatre in 
their store)

• Market (NerdFitness is a health and fitness site 
catering specifically to nerds)

• Features (Infusionsoft offers a 1-stop shop 
marketing automation tool for small businesses)

• Unique Attributes (The Ritz Carlton is the only 
hotel to ever receive the prestigious Malcom 
Baldrige National Quality Award by the United 
States Department of Commerce… and they 

http://www.PredictableProfits.com
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won it twice)

• Price (Nino’s Pizza in NYC sells a $1,000 pizza, 
the most expensive pizza in NYC)

• Size (Denny’s Beer Barrel Pub in Pennsylvania 
is the home of the “World’s Largest Hamburger 
Challenge” and famous for its giant hamburgers) 

So, let’s talk about how to create a unique advantage 
for your business.

Step 1: Identify Your Ideal Client.

It’s hard to develop a “unique advantage” for your 
client if you don’t know who your client is.  

Let’s face it, not every fish will take a worm… Every 
client has different preferences and advantages that 
they value over others.

Perhaps you’ve heard Pareto’s Rule before. If not, it 
says: 80% of your profits come from 20% of your 
customers or clients.   

So, the first step is to identify who the top 20% of 
your clients are (that produce 80% of your profits) 
and determine what preferences they have in 
common.

Find out:

• What are the reasons your top clients chose to 
do business with you?  

• What’s the problem you’re solving for them?
• What is the biggest benefit you’re providing for 

them?  
• What’s the one feature, benefit, or service they 

love most about your business?  
• How do they describe you to others?

 
You can do this is in survey form (like an email 
blast) – and if you do, the results will be satisfactory 
(not great). If you want the best response, however, 
pick up the phone. For some reason, a lot of business 
owners are scared to call their customers – let alone 
their best customers - but it’s the best way to do this 
type of research.

When you call your customers, thank them for 
their loyalty and tell them how much you value 
them. You’ll be surprised at what this does for your 
relationship with your customers - you’ll make them 
feel special, valued, and appreciated.

Do not (I repeat do not) skip this exercise, thinking 
you already know the answer. You are not your 
customer.  

When I did this with my clients, I was totally 
surprised to get the responses I did. In fact, using the 
guarantee was one big advantage people loved, but 
it wasn’t the only unique advantage. When I spoke 
with my best customers (and I’m talking about the 
ones who have paid me upwards of 6 figures and 
more), they said they chose me not just because of 
my guarantee, and not just because they felt I was 
the most qualified – but (and this was surprising to 
me) because they felt I made them a better version of 
themselves… 

They felt I created a situation that offered them more 
confidence, more happiness, more peace of mind, and 
as one client told me, “Charlie, you have the ability 
to ‘bring back that spring in my step’ that I lost when 
my business got stuck.” 

I never, ever would have guessed that… However, 
when people hear my story about traveling the 
world - having invested over half-a-million dollars in 
personal and professional development – it becomes 
one unique advantage that separates me from many 
others.

Again, you want as many UAPs as possible.

I can tell you, when I have my coaching clients do 
the same exercise for their businesses – in nearly 
every case, the response they thought they were 
going to receive and the response they actually got 
were two different things. Pick up the phone and 
talk to your best clients.

Step 2: Understand What You’re Selling

You may have heard the saying that people don’t 
walk into a hardware store to buy a drill - they want 

http://www.PredictableProfits.com
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holes. We’re not talking about that… we’re not talking about the logical reasons people buy. We’re talking about 
the emotional reasons people buy.

People make buying decisions for two main reasons: inspiration and desperation. Put another way, to gain 
pleasure or avoid pain.

Now, because people are 10 times more likely to take action to avoid pain, your UAP is stronger when you 
identify the most significant areas of pain, trouble, or worry your ideal target market has right now, as they 
specifically relates to your product/service.

I have a B2B client who deals with Fortune 100 companies that don’t mind investing in a service that’s going 
to improve their bottom line. However, the division heads at these companies noted that one area of pain is 
investing in services (like my client’s) and not knowing the direct impact it made on the team’s ability to more 
effectively and efficiently reach their goals. As a result, I advised my client to develop a UAP that monitors and 
tracks performance using a number of proprietary tools that none of his competitors had access to.

This seems like common sense (and many UAPs are), but sometimes it takes a fresh perspective to illuminate 
the areas of opportunity that you might overlook.

Brainstorm Areas of Pain

Top 5 Areas of Most Pain

Look beyond WHAT you sell, and go one level 
deeper to find out what you’re REALLY selling. 
How are you fulfilling lives in ways that go beyond 
just drilling holes?

http://www.PredictableProfits.com
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Step 3: Identify The Benefits

Ask yourself: “What are the major benefits and/or results my prospect wants to attain with my product/service? How 
will their business/life be better off having used my product/service? How will this solve their pains, frustrations, and 
worries?”

What are the major benefits and/or results your prospect wants to attain with your product/service, and how 
will their business/life be better off having used your product/service?

Biggest Benefits of  
Product/Service

Top 5 Biggest Results #1 Biggest Result

I use a virtual assistant company in the United States. I didn’t hire them 
because of the logical reason of saving me time; I hired them because of 
the pain I experienced dealing with other VAs (namely, other companies 
didn’t take the time to understand my needs/preferences, I worried 
about putting them in contact with my prospects and clients, and other 
companies required more time and explanation from me to delegate a task). 
The company I hired made the VA process easy, pleasurable, made me look 
good, and saved me time.

I didn’t join the 100 Club (a private dinner organization) because they 
offered the best meals in town. I joined to address the pain of lack of 
extraordinary service and an impressive (and quiet) place to take clients. 
Therefore, their UAP addressed exclusivity and white glove service. 
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With one of the printers we use, I hired them not because they offered the highest quality printing, but because 
they addressed the challenge I had with finding a printer willing to handle large jobs AND fulfillment. Now my 
life is less stressful - so I can focus on the things that matter most to my business.

STEP 4: Identify Competitors’ Unique Advantage Points

What do you believe your top 5 competitors’ unique advantage points are? Are they related to customer service, 
price, guarantee, selection, quality, convenience, turn-around time, a unique skill or talent, design, performance, 
or anything else?

Competitor Name

1. 

2. 

3. 

4. 

5. 

     
Unique Selling Proposition

STEP 5: Must-Haves 

What do you believe should be the top 5 features that any product or service like yours must have? For example, 
you could say that a financial advisor must be “fee-based” instead of commission, or vice versa.

Must-Haves     

1. 

2. 

3. 

4. 

5. 

Reason Why This Is Important

STEP 6: Find The Real Reasons

Survey your customers and ask them for the real reason why they chose to do business with you over and 
beyond anybody else in the marketplace. What do they feel makes you different than your competitors?

5 Reasons Our Customers Chose To Do Business With Us Instead of Our Competitors

1. 

2. 

3. 

4. 

5. 

http://www.PredictableProfits.com
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STEP 7: Write Down Your Advantage

Now take everything you’ve identified through this exercise and write a compelling sentence (no more than 50 
words long) that answers the question: “Why should I buy from you, right now, instead of one of your competitors?” 
The answer must be unique to your company and offer a significant advantage to your prospect.

For example: 

Another example comes from CoffeeCup. In addition to a 
fun-loving team with affordable software, their UAP is:

“When you buy our software, you get support for life. With 
one of the most complimented support staffs on the web, we 
give you all the help you need with our support center, over the 
phone, and our user forums.”

Here’s another one from a friend who is a landscape 
contractor in the Midwest. His UAP for his prospect (a real estate developer is):

“Beautiful landscaping completed on-time, on-budget, and with your 100% satisfaction or you don’t pay a single 
penny for our labor!”

Notice that these are a lot different than a slogan. “Just Do It!” by Nike is clever, but it doesn’t offer a unique 
advantage.

So, what’s your Unique Advantage Point? Write it down below…

You’re on the right track when you can complete this sentence:

I am the only [TYPE OF BUSINESS] in this space who [UAP].

Use this Unique Advantage Point™ throughout your marketing. Make it clear and obvious on your website. 
Educate your sales people and staff about your UAP.  

Done well, the UAP will become one of your strongest assets. It’s like adding extra octane to your fuel tank, 
propelling you faster to rapid growth by taking the guesswork away from your prospects when they want to 
know “why should I do business with you?”

It truly is the key to unlocking massive potential in your business. 

The second I saw his hand fly up, I knew he was upset…

http://www.PredictableProfits.com
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Last week, I was invited to present a workshop to 
a group of estate planning attorneys – many who 
admitted they almost never marketed their firms.

Multiple times during my talk, I paused and 
encouraged attendees to ask questions. 

One topic of concern for the group was the 
frequency for contacting prospects and clients. 
Of course, I stressed the importance of keeping 
consistent contact, and most importantly, delivering 
value each time. 

I even suggested the attorneys maintain contact 
using email at least (gasp!) once a week. In addition, 
I shared a simple strategy for carrying out this task. 

That’s when a lawyer sitting in the back of the room 
started squirming in his seat. He was obviously 
frustrated and eager to share his thoughts.

So when I called on him, he explained that there’s no 
way he could contact anyone more than maybe once 
a month.

His fear?

“They would get upset with me!” he said. 

Now, I must admit - I hear this concern almost every 
time I present a workshop. And I believe the worry 
comes from one widespread problem…

Most business owners and entrepreneurs view 
marketing as only a promotional vehicle. As a result, 
they only contact prospects and clients for reasons 
that benefit their bottom line.
When you make this mistake and only pitch your 
products or services, it’s natural for people to start 

ignoring your marketing messages. After all, what 
you’re saying isn’t focused on them or the outcome 
they desire.

Remember, your marketing must build 
relationships before it can drive profits. 

So let me give you a couple ideas to consider…

Stories are one way to demonstrate value for 
anything you sell. In addition, they add 
entertainment and a memorable component to your 
marketing.

For example, Forbes recently ran an article about a 
collector who paid $300 for an old hockey jersey. He 
later learned it was worn by Mark Messier during 
the New York Rangers’ 1993-94 championship 
season. 

He shared the story and sold the jersey at auction for 
$8,365.

The story created an additional $8,065 in value! 

In 2009, a couple of guys in New York ran an 
unusual experiment. Rob Walker and Joshua Glenn 
bought cheap trinkets at a thrift shop and hired 
writers to create stories about each item. 

They then posted the objects on eBay and shared the 
stories in the description sections. The results were 
astounding...

A 99-cent snow globe brought in $59. A 25-cent egg 
whisk collected $30. Even a 59-cent flip-flop frame 
sold for $21.80.

In all, 100 items that cost $128.74 sold for 
$3,612.51. 

Crazy, right?

The fact is, stories drive emotional value. People pay 
attention to stories. 

So, if you’re not telling stories in your marketing, 
you’re overlooking opportunities to add significance 

Simple Marketing Methods For 
Bringing In Your Best Buyers

By Insiders’ Club Member, Tom Trush

http://www.PredictableProfits.com
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to what you sell.

Another thought…

I’m a firm believer in giving away two types content 
as a way to attract your best prospects…

1. Content that targets a specific audience (your 
ideal buyers)

2. Content that 
proves your 
expertise

In both cases, you 
deliver educational 
material that puts your 
prospects closer to 
their desired outcome.

Of course, your free 
content should then 
lead prospects to 
a specific action or the step(s) you want them to 
take next. This is critical because it can lead to paid 
products or services.

You see, once you establish credibility and prove 
your desire to help, people are more likely to pay for 
access to you, tailored advice, or insider knowledge.

To get prospects to this point, my favorite strategy 
(which I’ve mentioned here before) is what I describe 
as “the question that creates instant authority.”

You simply focus your marketing message on specific 
outcomes you provide, instead of what you do (i.e. 
your occupation or product/service). 

The fact is, authority is granted to those who prove 
their capabilities, so create content around the 
outcome you want to be known for.

For instance, don’t be just another real estate agent. 
Create content that proves you’re the real estate 
agent who quickly sells seven-figure waterfront 
homes in a specific community.

A couple days ago, I came across a website for an 

auction company. It was immediately clear they 
didn’t just peddle the typical knick-knacks, toys, and 
antiques you find at many auction houses.

They were also a go-to source for selling luxury 
homes. 

Here’s how I came to that conclusion:

My guess is that the company makes much larger 
commissions on luxury homes than the usual auction 
items you might find in an attic or garage. As such, 
the free guide makes complete sense. 

After all, why not market the products or services 
that bring in the biggest bucks?

Listen, you’re not limited to one outcome when you 
market this way, so pick problems that attract your 
most beneficial clients.

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 www.escapetheexpected.com. More of his 
educational articles, videos, and expert interviews are 
available on his website at www.writewaysolutions.
com.

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

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

QUESTION: ”Hi Charlie, I’m growing my sales team 
from 1 to 5 people. They are located all around the US. 
Can you recommend any strategies 
for managing my team?”

ANSWER:

This is a great question!

The best way to do this is to 
follow the “3 Ms” – motivation, 
management, and marks.

 Motivation:  Weekly group meetings (lasting no 
more than an hour) are a great way for the team to 
discuss what’s working, what’s not working, and make 
time for skill development. Weekly meetings must be 
held as a non-optional, standard appointment with 

your team during non-peak sales times, and can be 
attended over the phone (Google Hangouts are a 
great tool to have virtual face-to-face meetings). These 
weekly meetings help maintain motivation.

 Management:  In order to keep rock star talent, 
it’s critical to maintain regular communication with 
your team on an individual basis as well. Schedule 15 
minutes a day to talk with your sales people – learn 
about their deals, challenges, and where applicable, 
offer spot coaching. Failing to speak with your 
team (individually) every day is a leading cause for 
employee turnover and poor performance.

 Marks:   Establishing “marks” will let your team know 
how successful they are at meeting your expectations.  

In my company, we establish 3 marks: dollar volume 
of sales, number of conversations, and number of 
telephone dials.   

We monitor the salesperson’s marks starting with 
sales (clearly the most important number). Now, 
because you can’t always control how much money a 
salesperson will close in a given day/week/month, you 
must also measure against marks that can be more 
controlled. If the salesperson didn’t hit their mark in 
sales, we then review the amount of conversations the 
salesperson had to determine if: a) they had enough 
conversations but didn’t convert enough sales, what 
impacted the salesperson’s conversion rate and what 
can you do to help; and/or b) they didn’t have enough 
sales conversations (and again, you can’t always control 
how many people will pick up their phones). Then we 
must determine if they hit their mark with dials (they 
can control how many dials they’ve made). 

Now, as long as they hit the number of dials – we then 
strive to determine more ways to assist the salesperson 
in optimizing their results through technology, time-
of-day, day-of-week, etc.

Hope that helps!

In your corner,

Charles E. Gaudet II 
Founder of PredictableProfits.com

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

http://members.predictableprofits.com

Ask Charlie!

http://www.PredictableProfits.com
http://members.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

GET UNSTUCK
Most “stuck” 

businesses have 
the same problem 
in common - the 
lack of a Unique 
Advantage Point. 
You have to know 
what makes you 
better than the 
competition.
(PAGE 1) 

FIT IN OR 
STAND OUT?
A good UAP is all 

about differentiating 
you from your 

competitors. Are you 
following the herd or 
positioning yourself as 
the obvious choice in 

your industry?
(PAGE 2)

THE 
NORDSTROM 

UAP
Nordstrom 

customers will go 
out of their way 

(literally) to shop 
with their favorite 

retailer instead of the 
competition. One 
good look at their 
unique advantages 

and it’s easy to 
understand why.

(PAGE 2)

EVERYTHING 
CHANGED
Around 2010, 

everything changed 
for businesses 

across the world. If 
you aren’t keeping 
up with the “new 
shopper,” you’re 
missing out on 

many opportunities.
(PAGE 3) 

ARE YOU A 
COMMODITY?

Commodities are 
undifferentiated 
products that are 

sold on price alone. 
Price increases with 

uniqueness and 
desirability…
(PAGE 5) 

USP VS. UAP
Your Unique Selling 
Proposition makes 

your company 
different than 

your competitors. 
Your Unique 

Advantage Point is 
the advantage that 
makes your offer 
more compelling 
to customers and 
clients. Make sure 

you know the 
difference.
(PAGE 6) 

KNOW YOUR 
PRODUCT

You have to 
understand the 

emotional reasons 
your customers buy 

from you. What 
problem are you 

solving?
(PAGE 8) 

TELL A STORY
People connect 

with stories about 
products, experts, 
causes, etc. When 
you tell stories in 

your marketing, you 
create emotional 

bonds and foster real 
connection.
(PAGE 13) 

5

10

UNIQUE 
MESSAGING
What does your 

message say about 
your company? 
Is it bland and 

predictable, or does 
it showcase what 

separates you from 
the rest of your 
industry? Your 
message should 
make you the 

obvious choice.
(PAGE 4) 

TALK TO 
YOUR TEAM
Even if it’s a brief 
check-in, staying 

in personal contact 
with your sales team 
can be the difference 

between massive 
numbers and money 

left on the table. 
Make sure you’re all 
on the same page!

(PAGE 15)

http://www.PredictableProfits.com
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Members-Only Announcements

• October 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:

October

October 2nd - National Diversity Day

October 5th - Techie’s Day

October 8th - National Pierogy Day

October 12th - National Kick Butt Day

October 15th - Get to Know Your Customers Day

October 19th - National Clean Your Virtual 
Desktop Day

October 21st - Support Your Local Chamber of 
Commerce

October 23rd - TV Talk Show Host Day

http://www.PredictableProfits.com
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October 27th - Cranky Co-workers Day

October 31st - Halloween

October Weekly Observances

1st - 7th - National Walk Your Dog Week

4th - 10th - National Work From Home Week

11th - 17th - Mediation Week

18th - 24th - National Business Women’s Week

19th - 25th - Freedom of Speech Week

25th - 31st - National Save For Retirement Week

October Monthly Observances

Breast Cancer Awareness Month

Class Reunion Month

Employee Ownership Month

International Strategic Planning Month

National Down Syndrome Month

Raptor Month

Workplace Politics Awareness Month

What Will Be Your Legacy Month

Good reasons beget good profits. Check October’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. 

Centurion-Level Pay-For-Performance Consulting 
Application Only. Must have annual revenues in excess 
of $1,000,000. This is where Charlie will create, 
design, and work with you to deploy these marketing 
strategies directly into your business for a small 
retainer and a percentage of the profit he’s able to 
achieve for you.

Platinum Business Coaching:  Application Only. 
Receive an individualized, custom session dedicated 
toward understanding and creating actionable 
strategies to grow your business and dominate your 
marketplace.  

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

http://www.PredictableProfits.com
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