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Known as “The Entrepreneur’s Marketing 
Champion,” Charles E. Gaudet II offers
more than just business and marketing advice 
– he helps entrepreneurs push beyond what is 
considered “ordinary” to build great companies. 

He is the CEO of Predictable Profits, a leading 
marketing, coaching, and consulting company 
specializing in helping small businesses grow 
and lead their markets. He’s a writer, speaker, 
marketing consultant, business coach, and 
publisher of the popular Predictable Profits 
Insiders’ Club newsletter.

His advice has appeared in worldwide media 
such as Business, Inc. and Business Insider. On 
occasion, Charlie’s kids even follow his advice.

Charlie has been an entrepreneur since he 
sold artwork to his neighbors as a 4 year old. 

This entrepreneurial journey gained traction 
year after year. His business ventures ranged 
from establishing a bathroom tollbooth at his 
parents’ home (which they shockingly agreed to 
play along with), to creating an angel-financed 
pet health insurance company (nominated “One 
of the Nation’s Best Seed-Stage Companies” by 
accounting giant Ernst & Young), to building his 
first multimillion-dollar company by age 24 – 
and many others.

Charlie is a three-time wrestling state champion, 
an avid Crossfit athlete and competitor, and 
a wakeboarder. He has a ravenous appetite 
for quality entrepreneurial and personal 
achievement information, and has invested 
more than $500,000 during the last several 
years into traveling the world and studying 
thought-leaders, billionaires, multi-millionaires, 
entrepreneurs, celebrities, and leaders of all 
types.

A Young Entrepreneur’s Council member and 
Babson College alumnus, he lives in Portsmouth, 
New Hampshire with his wife, three children, 
and their 120-pound lap dog.

No one has ever called Charlie “ordinary.”

“The purpose of business is to provide 
the greatest advantage and benefit to 
the customer, client, or patient, to get 
them closer to the ultimate result they 

are after.” - Charles E. Gaudet I

 

abouT The auThor

	  

http://predictableprofitsinsidersclub.com/
http://predictableprofitsinsidersclub.com/
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Praise for charles GaudeT

“I’ve watched Charlie generate 
over $700,000 for a small 
business! That’s a lifetime of 
earnings for some people. He 
pulls his magic and generates 
that in a week. Now that’s 
Predictable Profits!”

- Tom Trush, Author of The “You” Effect

“I’ve worked with some 
extraordinary people in this 
world, and Charles Gaudet is 
no exception. He sits among 
an exclusive list of positive 
deviants who are changing 
the world and opening up new 
possibilities for innovation, 
growth, and contribution.”

- Marshall Thurber, World-Renowned 
Business Strategist, Visionary, and Author

“…has been one of the wisest 
investments of time and money 
I’ve ever spent on my business. 
Not only did the campaign 
produce a 100% increase in 
sales, but the coaching, support, 
education, and hand-in-hand 

mentoring provided was far above what was 
required or even expected.”

- Anisa Aven, CEO of CreataVision Enterprises 
and Turnkey Coaching Solutions

“Without question, the 
one impression, the one 
talent, the one person – 
he who encompasses all 
the above attributes, who 
makes the greatest impact, 
and who brings, almost 
beyond measure, the largest 
positive results to the balance sheet – is Charlie 
Gaudet. I have seen his work, I have witnessed 
his abilities, I have felt his impact, and I am a 
pleased recipient of his results. No company, 
no atmosphere, no employee, no enthusiasm 
level, no profit margin will ever remain the same 
after a touch from Mr. Gaudet’s handiwork.”

- Edward C. Turner, COO of Trading Concepts, 
Inc.

“Charlie’s motto is “together we’re better” and 
it’s absolutely true. However, after a while 
you realize that the common element to the 

positive attitudes and 
great results is Charlie 
himself.”

- Doc Severson, Founder 
of OptionsMD
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Growing up, my dad often came home after a 
long day at work and declared, “Kid, if you ever 
want to make it big in life, you have to own your 
own business.” So it was no surprise when the 
entrepreneurial bug bit me at such a young age 
– 4 to be exact.

Sure, I wanted to make my dad proud. But more 
so, I saw enough examples of what “making it 
big” looked like – and come hell or high water, I 
wouldn’t let anything stop me.

So my first venture involved selling my hand 
drawn “artwork” door to door. 

Most unsuspecting neighbors couldn’t resist 
my kid cuteness. After a few blinks of my 
big blue eyes, they surrendered fists full of 
coins in exchange for “artwork” (which likely 
transitioned to the kitchen garbage the moment 
I left their stoop).

But then came my wake up call...

Mrs. Hersey.

“What have you there, Charlie?” 

“It’s my artwork and it’s for sale!” I proclaimed.

“And how much does this artwork cost?” she 
replied.

“Fifty cents!” I stated confidently, assuming she 
would happily hand over the sum.

“Charlie, let me ask you a question,” she said 
sternly. “Is this really the best you can do? To me, 
it doesn’t seem like you really put a lot of care 
into that work. Just look at it, doesn’t it look like 
scribbles to you? You’re not selling me your best 
artwork, and because of that, I don’t believe it’s 
worth any more than two pennies.”

The doPe slaP felT around The neiGhborhood

OUCH!

While it seemed harsh (as are many of life’s best 
lessons), she was right – and that was the last 
time I tried selling my scribbles.

You see, the artwork wasn’t my best effort. 
My only concern was the 50 cents inside Mrs. 
Hersey’s purse. I believed that money was mine. 

As embarrassing and painful as it is to admit 
today, I didn’t care about providing value to 
my customer – I was only concerned about the 
money. 

It reminds me of a scene in a movie I watched 
called Promised Land. In the film, Matt Damon’s 
character is hired by Global Crosspower 
Solutions (a natural gas fracking company) to 
do whatever it took to persuade landowners 
to sign over their mineral rights. He didn’t care 
that the fracking process ruined their farms, 
destroyed their crops, killed the animals, or 
poisoned the water. He was only focused on the 
dollars and cents buried miles below the land’s 
surface.

While this is an extreme example, countless 
companies operate in a similar manner.

In an informal survey I conducted among 
entrepreneurs, 95% said more money and free 
time were their main reasons for becoming an 
entrepreneur.

Money was the primary focus. 

These days, as I continue studying successful 
entrepreneurs, I can’t help but wonder... do 
we have the reasons for entrepreneurship 
backwards?
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How many businesses today give their 
customers scribbles instead of artwork?

In college, we were taught that the primary 
purpose of business is to maximize shareholder 
value.

Like a bad case of pink eye in a kindergarten 
classroom, this idea spread in the 1970s and 
clouded the entrepreneurial way of thinking.

Instead of delivering the greatest products and 
experiences, companies cheapened products, 
outsourced labor to the lowest bidder, and 
were satisfied with merely meeting customer 
expectations.

Consider what David H. Langstaff, President & 
CEO of TASC, Inc., said:

“The purpose of the firm: I believe that the lack of 
attention to this topic is one of the fundamental 
reasons why business finds itself near the bottom 
of the ‘trust’ scale in society today.”1

Jack Welch, credited with supporting the 
concept of maximizing shareholder value in 
1981, recanted his belief 28 years later, calling 
the focus on shareholder gains and profits “the 
dumbest idea in the world.”2

Most businesses just chase the almighty buck.  
And, while no one expects you to run a charity 
–Money is a business goal – not the purpose.

Look, you get paid in proportion to the value 
you create for others – that’s why I’m not shy 
about my fees. Just one client alone has paid 
me upward of $720,000 for consulting, and I 
routinely require $1,000/hour for my coaching. 
But if I didn’t deliver transformational results, 
this would mean nothing.

The purpose of business is to create a greater 

advantage or benefit that helps someone 
achieve a better result (i.e., to advance the 
common good).

Think about this for a second...

A Nike shoe is a Nike shoe, no matter where 
you buy it. Over the years, the footwear 
industry has become extremely commoditized 
(where companies compete only on price) 
and saturated. So how do you explain Zappos 
stepping into the industry and skyrocketing to 
over $1 billion in sales while charging premium 
pricing?

What’s their secret?

How does Starbucks charge $2.50 for a cup of 
joe – or roughly 80% more than an average cup 
of brewed coffee?

How does FedEx overcome near-impossible 
odds, teetering on the brink of failure (so much 
so that some pilot used his personal credit card 
to gas up planes and employees voluntarily 
didn’t cash their paychecks), to become one of 
the world’s greatest success stories?

What’s the secret to Apple creating such loyal 
customers that they recruit and convince other 
prospects to become “Apple fans”?

These outcomes didn’t happen by accident.

The idea is not new… it’s just not widely talked 
about. Today, however, I’m clearing up the 
concept and helping you incorporate it into 
your business. 

1 http://www.tasc.com/media-center/white-papers/Rethinking-Shareholder-Value-and-the-Purpose-of-the-Corporation/
2 http://en.wikipedia.org/wiki/Shareholder_value

http://www.tasc.com/media-center/white-papers/Rethinking-Shareholder-Value-and-the-Purpose-of-the-Corporation/
http://en.wikipedia.org/wiki/Shareholder_value
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When a customer believes you only care about 
their wallet, they have as much faith in you as 
you have for a tenpenny whore turning tricks 
on a corner.

It’s the ugly truth – but there’s hardly a difference. 
If you only care about your customers’ money, 
then you merely deliver a service and move on 
without caring about whether you provided a 
greater advantage.

Many big brand CEOs deny my claim is true, but 
the results speak for themselves.

Edelman is one of the world’s largest public 
relations firms. Each year they survey people’s 
trust in institutions, industries, and leaders 
for the Edelman Trust Barometer. In 2013, the 
survey covered more than 31,000 respondents 
in 26 different markets across the globe. 

The results were revealing, to say the least.

“We are in an era of skepticism.”
– Richard Edelman

Only 18% of respondents trust business 
leaders to tell the truth, regardless of how 
complex or unpopular the truth is.4

This decade’s #1 comPeTiTive advanTaGe

As a business leader, don’t you find this statistic 
disgusting?

And that’s where the rubber meets the road: 
the second biggest gap (behind not treating 
employees well) is customers feeling like 
companies place profits ahead of customers!

So what impact does this create?

Well, it means your customers view your 
message, marketing, and company with initial 
skepticism and distrust (a considerable hurdle 
to overcome, especially when you consider 
people buy from those they know, like, and 
trust).

The 2013 Edelman trust barometer found three 
major factors in establishing trust: 

•	Listening to customers’ needs and feedback

•	Placing customers ahead of profits

•	Offering high quality products or services

You can read the complete list here.

The trust crisis will continue to create problems 
for businesses that fail to serve customers’ 
needs and provide them with the greatest 
benefit. 

“When consumers hear about a product today, their first 
reaction is ‘Let me search online for it.’

And so they go on a journey of discovery: about a product, a 
service, an issue, an opportunity.

Today you are not behind your competition. You are not behind 
the technology. You are behind your consumer.” 3

–  RISHAD TOBACCOWALA

CHIEF STRATEGY & INNOVATION OFFICER

VIVAKI

3 http://www.google.com/think/collections/zero-moment-truth.html
4 2013 Edelman Trust Barometer Executive Summary http://www.scribd.com/doc/121501475/Executive-Summary-2013-Edelman-Trust-Barometer

http://www.edelman.com/insights/intellectual-property/trust-2013/
http://www.edelman.com/insights/intellectual-property/trust-2013/building-trust/
http://www.google.com/think/collections/zero-moment-truth.html
http://www.scribd.com/doc/121501475/Executive-Summary-2013-Edelman-Trust-Barometer
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Traditionally, if a salesperson could “sell ice to 
an Eskimo,” it was a compliment or badge of 
honor. What they neglected to consider was the 
Eskimo who didn’t need any ice to begin with!

Hard sales tactics and selling to unqualified 
prospects has never been a great long-term 
business strategy. A good salesperson might 
trick someone once, but after you burn that 
trust, getting more water from the well is very 
difficult.

In the past, these tactics had a long shelf life. 

If you burned out a customer, you simply 
moved to the next. They might tell friends 
and family about their rotten experience, but 
the disapproval would end there. You could 
do more cold calls and get new people to buy 
products they didn’t really need.

“Out with the old, in with the new” was a 
common business strategy. Today, that strategy 
kills your business.

“This is the first time in history that word of 
mouth has become a digitally archived medium.”

- Brett Hurt
Founder and CEO

Bazaarvoice6

In the modern, interconnected world, short-

Why The old Way of doinG business no lonGer Works

“As technology generates more transparency, consumers 
will hold businesses to higher standards, with no room for 

flimflammery or deceit. Being proactively trustworthy requires 
you to watch out for your customer’s interest even when your 

customer isn’t paying attention.” 

– DON PEPPERS5

minded thinking no longer works. 

“67% of American Millennials believe it’s their 
responsibility to share feedback with companies 

after a good or bad experience.” 7

Thanks to the Internet and social media, you 
can no longer run away from bad customers. 
In this new era, your best growth strategy is 
delivering desired outcomes.

Commerce changed. Your time to step up is 
now. 

5   http://www.fastcompany.com/1809038/only-lasting-competitive-advantage-extreme-trust
6  http://www.google.com/think/collections/zero-moment-truth.html
7  http://www.edelman.com/insights/intellectual-property/8095-exchange/

http://www.fastcompany.com/1809038/only-lasting-competitive-advantage-extreme-trusthttp://
http://www.google.com/think/collections/zero-moment-truth.html
http://www.edelman.com/insights/intellectual-property/8095-exchange/
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I’ve written, created, shared, and deployed a 
number of marketing strategies and campaigns 
that generated millions of dollars for myself and 
others, but nothing I’ve developed has as much 
of an impact as The Growth Factor. 

As strategic entrepreneurs, when we look at the 
trust issues surrounding the global marketplace, 
we have one option:

When there are lemons – we make lemonade!

This crisis is an opportunity – hence, the 
creation of The Growth Factor – that serves as 
the most important component of my business, 
my clients’ businesses, and now your business. 

The Growth Factor answers the question:

“What can I do today to provide my 
clients with a greater advantage or 

benefit, to get them closer to the 
ultimate result they desire?”

As a parent, I see big-box toy companies 
produce cheap plastic toys that break often, 
have poor instructions, and come with missing 
parts. Then when you call (and get beyond 
automation hell), you often speak with someone 
who barely understands you… and you don’t 
understanding them. 

A frustrating experience to say the least…

For strategic entrepreneurs Melissa and Doug, 
these situations provided an opportunity and 
an answer to The Growth Factor question. Today 
they stand against inferior manufacturing and 
poor service – and openly make a point to 
deliver a better, more thoughtful product. 

inTroducinG The GroWTh facTor™: 
how businesses Thrive in the modern marketplace

Check out their customer service promise: 

“No rules to follow, no policies to guide us; 
instead, we like to do whatever it takes to make 
you happy! 

Our goal is to make sure that every experience 
you have with Melissa & Doug is a GREAT 
experience, it’s as simple as that!”

Netflix answered the question by moving 
beyond their snail mail DVD program, realizing 
their customers wanted instant movie access. 
So they created an instant movie app for smart 
televisions and computers.

You can see Netflix’s answer to The Growth 
Factor question in an investor statement 
regarding their long-term view:

“We string to win more of our members’ 
‘moments of truth.’ Those decision points are, 
say, at 7:15pm when a member wants to relax, 
enjoy a shared experience with friends and 
family, or is just bored. They could play a video 
game, surf the web, read a magazine, channel 
surf their MVPR/DVR system, buy a pay-per-
view movie, put on a DVD, turn on Hulu, or they 
could launch Netflix. We want our members to 
choose Netflix in those moments of truth.

We win those moments of truth when our 
members expect Netflix to be more pleasurable 
than their other options, based upon their prior 
experiences.” 8

Amazon.com answered The Growth Factor 
question and became one of the world’s largest 
retailers, with revenues exceeding $48 billion! 

Since Amazon.com sells mostly non-proprietary 
retail products, they needed a way to deliver 

8 http://ir.netflix.com/long-term-view.cfm

http://ir.netflix.com/long-term-view.cfm
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more value to customers. After discovering 
customers wanted a better buying experience, 
Amazon.com provided product reviews, 
customer reviews, Amazon Prime, and a simple 
buying process. And of course, now the retail 
giant is playing around with drones and live 
camera chat support. 

Here’s one of Amazon’s core focuses:

At Amazon, if we do our job right, our 
greatest contribution to the good of society 
will come from our core business activities: 
lowering prices, expanding selection, 
driving convenience, driving frustration-
free packaging, creating Kindle, innovating 
in web services, and other initiatives we’ll 
work hard on in the future. 

We also contribute to the communities 
where our employees and customers live. 
Our contributions can be seen in many 
ways – through our donations to dozens of 
nonprofits across the United States, through 
the disaster relief campaigns that we host 
on our homepage, through our employees’ 
volunteer efforts, through the grants that 
we make to the writing community, and 
through the Amazon Web Services credits 
that we provide to educators.9

A little different than say… Exxon Mobil’s 
guiding principle:

Exxon Mobil Corporation is committed 
to being the world’s premier petroleum 
and petrochemical company. To that end, 
we must continuously achieve superior 
financial and operating results while 
simultaneously adhering to high ethical 
standards.

If Exxon had viable competitors, they might be 
forced to rethink their focus.

Google, one of the world’s most successful 
companies, dominates its industry using The 
Growth Factor philosophy:

Focus on the user and all else will follow.

Since the beginning, we’ve focused on 
providing the best user experience 
possible. Whether we’re designing a new 
Internet browser or a new tweak to the 
look of the homepage, we take great care 
to ensure that they will ultimately serve 
you, rather than our own internal goal or 
bottom line. 

And…

Great just isn’t good enough.

We see being great at something as a 
starting point, not an endpoint…

Even if you don’t know exactly what 
you’re looking for, finding an answer on 
the web is our problem, not yours. We 
try to anticipate needs not yet articulated 
by our global audience, and meet them 
with products and services that set new 
standards. When we launched Gmail, it had 
more storage space than any email service 
available. In retrospect, offering that seems 
obvious – but that’s because now we have 
new standards for email storage. Those are 
the kinds of changes we seek to make, and 
we’re always looking for new places where 
we can make a difference.10

Virgin Airlines discovered that customers 
didn’t want to eat according to the airline’s 
schedule, so they created an ordering system 
on seatbacks to provide a better experience.

And speaking of airlines, JetBlue understood a 
challenge for parents with autistic children, and 
started the “Blue Horizons for Autism” program. 

9   http://www.amazon.com/b/ref=gw_m_b_ourcomm?ie=UTF8&node=13786411
10 http://www.google.com/about/company/philosophy/

http://www.amazon.com/b/ref=gw_m_b_ourcomm?ie=UTF8&node=13786411
http://www.google.com/about/company/philosophy/
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The airline hosts an airport rehearsal so families 
with autistic children can go through the entire 
flying process before traveling. JetBlue even 
trained employees on how to assist families 
with autistic children.

 “Participating in Blue Horizons has been one 
of the most rewarding experiences in my life. 
It’s great to be able to help these families grow 
more comfortable with a new experience, 
and it helps us learn exactly how we can 
better serve all our customers. I’d encourage 
everyone to take the time and learn. You never 
know when you might need to lend a helping 
hand, especially one that will make all the 
difference!”

- Robbie Rosenbaum, GM, JFK Airport 
Operations, JetBlue11

Fred Smith built Federal Express into a global 
giant because he understood his business’s 
purpose is getting customers their packages. 
Smith instilled in his employees the belief of 
doing whatever it takes to give customers the 
result they need. 

Michael Basch points to an example in his book, 
Customer Culture: How FedEx and Other Great 
Companies Put the Customer First Every Day:

“A lady in Customer Service received a call 
from another lady who had shipped her 
wedding dress via Federal Express. She was 
crying, and her wedding was the next day. The 
customer service rep did what they usually did 
those days for tracking, she called the hub, then 
called all 20 of the stations to see if they had 
the dress. She located it, and rented a Cessna 
and pilot to fly it directly to her.

…

The bride called from the Caribbean to thank 
the customer rep and said she wanted to talk to 
management and thank them. She said it was 

the talk of the wedding, this small company 
which rented an entire plane for her wedding 
dress.”

As it turns out, the wedding had several high-
profile CEOs in attendance. FedEx’s customer 
service earned lots of extra business and helped 
put the company on the map.

When you earn your customers’ trust and put 
their needs ahead of profits, you get a hero’s 
welcome. After all, your customers want to do 
business with companies they trust, serve them 
at the highest level, and provide the greatest 
benefit possible.

Meet this demand and you get rewarded 
with loyalty, referrals, and repeat business – 
positioning you as your market’s dominating 
player.

Remember the Edelman Trust Barometer 
results? 

Customers want businesses that put service 
as a priority over profits. Sure, in the short-
term, Federal Express lost money delivering 
that wedding dress. But how much return 
did the established trust and word-of-mouth 
advertising create? In today’s interconnected 
world, the ROI on giving customers the result 
they want is many times higher.

“For most companies, acting in a customer’s 
interest is nearly always going to be 
economically beneficial for the firm in the long 
run, even if it costs the firm money in the short-
term.”

- Extreme Trust by Don Peppers & Martha 
Rogers

Nordstrom is another company that really 
understands this principle. 

If you know Nordstrom, then you’re familiar with 

11  http://blog.jetblue.com/index.php/2013/09/26/blue-horizons-for-autism-families-practice-the-travel-experience-at-jfk-airport/

http://blog.jetblue.com/index.php/2013/09/26/blue-horizons-for-autism-families-practice-the-travel-experience-at-jfk-airport/
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their lifetime return policy. If you’re unhappy 
with anything you purchase from Nordstrom, 
you can take it back at any time for a full refund. 
The story below gives you an idea of how rock 
solid that guarantee is:

“A guy walked into the former Fairbanks, 
Alaska Nordstrom department store with two 
snow tires. He walked up to the counter, put 
the tires down, and asked for his money back. 
The clerk, who’d been working there for two 
weeks, saw the price on the side of the tires, 
reached into the cash register, and handed the 
man $145.

The customer wanted to return the tires. It did 
not matter that Nordstrom did not sell tires and 
never sold tires. They sell upscale clothing. The 
clerk accepted the return because that is what 
the customer wanted.”12  

Sounds crazy, right? But as I write this, 
Nordstrom’s stock price just reached a new 
historical high (during a time many economists 
still believe is a recession)! The tire return didn’t 
matter. What mattered was the customer’s 
reinforced feeling of being the most important 
part of the business.

“Nordstrom does an excellent job of convincing 
customers that it would be a waste of time to 

shop anywhere else…”
-Dan Caplinger, The Motley Fool13

To further this example, a friend recently shared 
the following story:  

“My friend went to Nordstrom to purchase a 
particular brand of perfume, and the customer 
service rep informed the person that Nordstrom 
didn’t carry it. Knowing the customer had more 
shopping to do at Nordstrom, the rep said she 
knew where she could find the perfume and 
asked the customer if she would like her to 
go into the mall to purchase it. The customer 

agreed, and the rep purchased the perfume 
and only charged the customer the exact price 
the rep paid for it. Furthermore, the rep gift-
wrapped it for the customer for no charge. This 
story meant so much to the customer – she felt 
the need to share it.”

That last point is critical. The shopper was so 
impressed with her Nordstrom experience that 
even I heard about it – and the shopper isn’t 
even my friend! Combine that word-of-mouth 
advertising with the Internet and you can get 
some pretty impressive results. 

Disney is another company that understands 
over-delivering value to customers. 

Here’s my story:

Years ago, my wife and I used to spend a lot 
of time (and money) at Disney World (even 
before we had kids). When we got married, 
we decided to honeymoon there, and one year 
later, celebrate our anniversary. To surprise my 
wife, I decided to book an evening at Disney’s 
premier Victoria and Albert’s restaurant. 
After setting up plans with the concierge, she 
volunteered to arrange transportation for me 
to return to my hotel. Appreciative of the extra 
effort, I took the concierge up on her offer. 

When our anniversary day arrived, Heather 
and I walked out of our hotel and toward a taxi 
parked out front. But as we approached the 
car, someone called our name and directed us 
toward a stretch limo. 

With mixed emotions (excited about the limo, 
but uncertain I wanted the bill), I said to the 
driver, “Excuse me, I don’t believe I asked for 
a limo.” The driver replied, “I know – Disney 
values your business so much they just sent me 
to take you to your anniversary dinner in style, 
to personally wish you a happy anniversary, 
and to say thank you.” 

12   http://www.evancarmichael.com/Sales/3081/The-Customer-Is-Always-Right-Even-When-They-Are-Positively-Wrong.html 
13  http://www.fool.com/investing/general/2013/02/27/what-makes-nordstrom-one-of-americas-best-companie.aspx

http://www.evancarmichael.com/Sales/3081/The-Customer-Is-Always-Right-Even-When-They-Are-Positively-Wrong.html
http://www.fool.com/investing/general/2013/02/27/what-makes-nordstrom-one-of-americas-best-companie.aspx
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When we arrived at the restaurant, the chef 
sat us at a special ”chef’s table.” We had an 
extraordinary meal and topped it off with a 
special anniversary dessert created for Heather 
and I by the chef. Then, when the bill came, the 
wait staff stated the biggest surprise of all: 

“Happy Anniversary! We’d like you to know, 
Disney picked up your tab.”

Since then, I’m willing to bet I told this story 
to at least three dozen people, and I bet that 
number will reach hundreds before long. 

Notice how leading companies don’t focus 
on delivering a “satisfactory” experience 
by creating “satisfied” customers – these 
companies Wow! customers by exceeding 
expectations.

This out of the ordinary customer service 
builds loyalty, word-of-mouth reputation, and 
repeat business. 

Whether you’re in B2B, B2C, or any industry you 
can imagine, clients, customers, and patients 
want to feel special, valued, and acknowledged. 
Meet this criteria and you’re on your way to 
dominating your market.

Tony Hsieh described the importance of 
ingraining a Growth Factor culture in his book 
Delivering Happiness:

“Although change can and will come from 
all directions, it’s important that most of the 
changes in the company are driven from the 
bottom up — from the people who are on the 
front lines, closer to the customers and/or 
issues.

Never accept or be too comfortable with the 
status quo, because the companies that get 
into trouble are historically the ones that aren’t 
able to adapt to change and respond quickly 
enough.”

If you want to be the best, then spend time 
around the best. The fact is, success leaves 
clues. Many struggle to find success because 
they don’t pay attention to what works for other 
people. 

My wife and I spent over $500,000 (and 
continue to invest) learning from some of the 
world’s most inspiring leaders. As part of this 
educational journey, I joined Tony Robbins 
Platinum Partnership Program. I traveled with 
Tony, discovering strategies that lead to peak 
performance from a personal development 
perspective, and learning advanced techniques 
from politicians, celebrities, and business gurus 
hired by Tony.

Tony stated that one of his biggest turning points 
came when he started modeling successful 
people’s behavior.

As he notes: 

“If you want to be successful find someone who 
has achieved the results that you want and 
copy what they do and you’ll achieve the same 
results.” 

The entrepreneurs and businesses mentioned 
in this report left clues that you can easily apply 
to your business.

But what good would this report be if, as a 
marketing coach and consultant, I didn’t offer 
you an opportunity to experience an even 
greater advantage?

Studying, testing, tweaking, analyzing, 
optimizing, researching, and uncovering what 
works is not only my passion – it’s a fierce 
commitment to obtaining the latest cutting 
edge information on what works today.

Much of this information is available for free on 
my blog (http://www.PredictableProfits.com) 
and by following me on Twitter (http://www.
Twitter.com/CharlesGaudet). And for action-

http://www.PredictableProfits.com
http://www.Twitter.com/CharlesGaudet
http://www.Twitter.com/CharlesGaudet
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taker business owners who want the most 
advanced growth information, I encourage you 
to join me in The Predictable Profits Insiders’ 
Club Membership.

iT’s Time To Take acTion

Information is only useful if you take action 
on it. Don’t let The Growth Factor be another 
“interesting” strategy that you store away and 
quickly forget.

Can you afford not to put The Growth Factor 
principles into action? To compete in today’s 
environment, you no longer have a choice. 
The modern marketplace is too crowded 
for businesses that don’t offer something 
exceptional. 

The fact is, businesses no longer just have to 
compete with local rivals or even competitors 
in the same country. The Internet opened 
competition from businesses from all over the 
globe. 

The only way to stand out in 2014 is by providing 
your customers with the ultimate result they 
desire.

Yes, you took in a lot here – but to be honest, we 
only scratched the surface of what’s available 
to you. 

If you are ready to take the next step, I can help. 

Join me at The Predictable Profits Insiders’ Club 
and uncover your competitive advantage while 
discovering marketing strategies and how you 
can become your industry’s dominant force. 

The Growth Factor.™ MMXIV. Predictable Profits. All Rights Reserved. We invite you to email this book to your friends and colleagues, post it on 
your website, or otherwise distribute electronic versions. It must be left in its original form, with no added or subtracted text or images. It may not 
be sold or otherwise used for commercial gain. Predictable Profits reserves all rights to this book in print, video, and other formats.

Right now the Insiders’ Club is open for a 30-day 
free trial using this link. So you risk nothing to 
try the service.

Now the decision is yours – you can continue 
admiring others’ success or become your own 
success story…

You read this far, so my bet is that you’re ready 
to carve your path to success. And however I 
might add value to you – even if it’s just that 
little spark that ignites your torch to the top – 
I’m honored you allowed me the time to share 
my message.

Thank you, and best wishes for continued 
growth and success! 

In Your Corner,

 Charles E Gaudet II

P.S. If you found value in this report, please 
share the love. Feel free to forward this report to 
others, tweet about it, or share it on Facebook.

Better yet, when you direct your connections 
to this page, they’ll get the guide and weekly 
marketing tips and strategies… for free!

http://predictableprofitsinsidersclub.com/
http://predictableprofitsinsidersclub.com/
http://predictableprofitsinsidersclub.com/
http://predictableprofitsinsidersclub.com/
http://predictableprofitsinsidersclub.com/
http://predictableprofits.com/growthfactor

