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

After a grueling 5 weeks, the 
Crossfit Open Games are behind us, 
and our Facebook/Twitter friends 
are temporarily spared from the 
photos of us deadlifting, showing 
our blistering hands, or celebratory 
fist pumps as we celebrated a new 
PR (personal record).

In 2010, being so impressed with 
the Crossfit model, I toyed with 
the idea of writing a book called 
“Crossfitting Your Business.” While 
the book never made it to fruition (I 
decided to work on The Predictable 
Profits Playbook instead), I came across 
my notes and found enormous value in 
them. They are uploaded in the members’ 
area and available for download at: 
http://members.predictableprofits.com/
crossfitting-your-business/

Now that the weather is finally looking 
on the up and up, local business owners 
are getting a new spring to their step 
as hibernating customers are flooding 
the stores! Ever wonder why so many of 
them allow themselves to lay dormant in 
the winter months? …Instead of taking 
a more strategic approach by answering 
the question: 

“What needs to happen to deliver a greater 
advantage and benefit to my customers in 

the winter months?”

Continued on page 2

Quotes
“Too often, feeling intimidated 
becomes our excuse not to be 
awesome.” – Scott Stratten

“Many a small thing has been 
made large by the right kind of 
advertising.” – Mark Twain

“When you give everyone a 
voice and give people power, 
the system usually ends up in 
a really good place.” – Mark 
Zuckerberg

It could come in the form of advertising 
promotions, easier ordering (i.e. our 
local toy shop owner showed up at our 
door to hand deliver a same-day order of 
toys), or product benefits.

Something to think about…

Also in March, I had an insightful call 
with Insiders’ Club Member, Paul Smith. 
Paul is the owner of “Smarter Yellow 
Pages,” and what struck me as particularly 
ingenious was Paul’s guarantee.

It reads: 

Our Guarantee: We guarantee total 
satisfaction. You, the customer, decide 
what satisfaction is. You decide how long 
you are entitled to be satisfied. If you 
pay for a service for a year, and are not 
satisfied, you’ll receive a full refund. Or a 
second year free… Or a third… You are 
in charge of our guarantee…

It’s bold. It’s unique. It’s absolutely one 

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!”
    

April 2014
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What a 110 Year Old Company 
Can Teach Us About Dominating 
Our Market

By Charles E. Gaudet II

of the best guarantees I’ve seen to date!

Sure, it’s probable that a few people may abuse 
the guarantee, but the amount of business he’ll 
earn because of the guarantee is also very likely to 
outweigh the downside. Think about it, why wouldn’t 
you give it a shot?

So, a big high five to Paul, and a “thank you” for 
allowing me to share this with our kick-ass group of 
Insiders.

And finally, I received a marketing email from the 
guys at PlusThis (a division of Sixth Division). 
For those of you who sell at tradeshows or events, 
I thought this was a brilliant marketing strategy. 
Reward your customers with a free T-Shirt (who 
doesn’t like free garb?!), expand awareness of your 
brand by having your company’s name and message 
throughout the event, and by having your happy 
customers wearing your brand, you’ve created 
ambassadors to do the selling for you.

A brilliant strategy!

Enjoy what we have in store for you this month 
– as always, it’s an honor to support you with a 
competitive advantage and stand in your corner!

A couple months ago, 
I shared the stage with 
Jerry Wilke, former Vice 
President of Sales and 
Marketing for Harley 
Davidson. He joined 
Harley in 1984, right 
about the time Harley 
was – literally – 24 hours 
from bankruptcy. A few 
strategic decisions later, regaining focus on what was 
important, and they saved the company.

Without question, Jerry’s a smart guy and helped 
lead one of the most recognizable, 
respected, and valuable brands on the 
planet.

He sprinkled plenty of golden information 
nuggets during his presentation - but 
before I get into his special sauce, there 
was one core issue you need to know 
about. For the benefit of the audience, I 
really wish I had said something, but out 
of respect for Jerry and the promoter, I sat 
back and watched in amazement as a big 
percentage of the audience (who didn’t 
know any better) nodded their heads in 
agreement while taking notes.

Here’s my issue: Jerry pulled up slides 
displaying some of his favorite Harley 
Davidson advertisements.

Sounds pretty harmless, right?

But Jerry was giving examples of 
advertisements that “worked.”

Years ago, I met a man named Marshall Thurber. 
He’s the only known person to have been a protégé 
of both Buckminster Fuller and Dr. W. Edwards 
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Deming. Marshall and I became close friends, and 
he agreed to mentor me.

If there’s one thing you don’t say to a guy who has 
worked with Dr. W. Edwards Deming, it’s telling 
him something “worked” without the data to back it 
up.

Marshall would say: 

“There are reasons and there are results, the 
only thing that matters are the results.”

So, when I’d show Marshall any one of my 
“brainchildren” and how “great” they were, he 
predictably came back with: “Why did this work? 
Give me results, not reasons.”

Before long, I became blissfully brainwashed with 
results-based thinking.

Anyone can come up with reasons, right? And 
reasons can be disputed all day long… but it’s hard 
to dispute facts.

Take a look at the example ad below (note, I couldn’t 
find the actual ad Jerry showed, but you’ll get the idea):

 From a creative perspective, yes – it is genius.

But now let’s get real for a second: it is impossible to 
know whether or not this particular advertisement 
works or doesn’t work.  

This isn’t Jerry’s fault, it’s the Kool-Aid brand and 
institutional advertisers who feed big corporate 
giants with deep pockets. They believe “creativity 
wins all” but have no way to prove it.

Imagine if advertising agencies actually had to be held 
accountable to the ads they put out!?!?

Brand advertising is measured as a whole (all medias 
combined), and over a longer period of time, using 
broad variables. If sales go up, advertising executives 
give credit to the ads… if sales go down, they’re 
quick to point the finger at the economy or other 
outside factor.

They base their entire success on reasons – but now 
imagine if you were more results-based. Think about 
it: you could pinpoint exactly which advertisement, 
in which media, is working so you can spend more 
money on things that are working and less money on 
things that aren’t.

Results-based 
thinking is a 
huge competitive 
advantage for a 
business.

As a small business 
owner, we can’t afford 
to spend a dollar on 
any marketing effort 
that’s not tracked, 
tested, and optimized 
for conversions – 
this is why we turn 
to direct response 
marketing. 

Take this example 
from Michael 
Lindell:
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Notice a few things it accomplishes: 

•	 trackable (because of the promo 
code) 

•	 measurable
•	 elicits an immediate response
•	 targets a very specific audience
•	 makes a clear and compelling 

offer

It ain’t good business for a small 
business to engage in any other form 
of advertising but direct response… 

Now that I got that off my chest, 
let’s move forward and dive into the 
genius found in Jerry’s presentation.

How does a company exist for 
110 years?

It’s more than a great product… 

It’s more than a talented leadership 
team…

Harley Davidson has existed as a 
dominant player because: 

They stay relevant and are 
constantly reinventing themselves.

Relevant to the conversations, 
challenges, thoughts, interests, needs, 
desires, etc. of their ideal market!

Relevance is CRITICAL! It’s about 
anticipating your customers’ wants 
and meeting them.

How do you stay relevant with your 
target market?

You can do this by always asking 
yourself The Growth Factor question:

“What can I do today to provide my 
customers or clients with a greater 
advantage or benefit, to get them 
closer to the ultimate result they 

desire?”
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(It’s remarkable how the application of The Growth 
Factor question plays into the long-term success of 
this company)

This leads us to a point Jerry made, stating that 
there’s a difference between doing it right and 
doing the right thing.

For example, building a solid, safe plane is doing it 
right.

But understanding the safety concerns of the pilots 
and passengers, and innovating a safety device like 
the ballistic parachute is doing the right thing.

Doing the right thing builds great companies.

Jerry said that one of the core concepts and beliefs of 
Harley is this focus on doing the right thing.

As I mentioned earlier, one of Harley’s competitive 
advantages is constantly reinventing themselves.

Where does Harley come up with their most 
innovative ideas?

They get all the best ideas from outside of the 
industry!

Think about it for a second…

•	 McDonald’s drive through was conceived from 
the banking industry

•	 Roll on deodorant was an idea that came from 
ball point pens

•	 Lawnmowers were inspired by a technology used 
in textile mills to trim fabrics

Brilliant…

Harley doesn’t try to meet the competition 
head on. Instead, they strive to compete by being 
different.  When their competitors compete on low 
cost, Harley wants to sell for premium prices… 
When the other motorcycle companies want to be 
the fastest, Harley competes on power.

The competition goes left, Harley goes right.

This keeps them unique and interesting (a 

strategy and system called “The Differentiator 
Gap™” …which will be released in May 2014).

Jerry mentioned that every sale represents the 
beginning of the customer relationship (not the 
end).  Many companies today think the job of the 
marketing department is to get new customers 
in the door – yet once a sale is made, they sadly 
ignore them and fail to follow up. The majority 
of companies taking this approach leave lots of 
opportunity for Strategic Entrepreneurs like you to 
swoop in and win over their customers’ hearts.

Strategic Entrepreneurs and thinkers (like Jerry) see 
every sale as the beginning of an opportunity.

The attitude at Harley is not that it’s the 
shareholders’ company – but that the customers 
theoretically own the company. They see their 
customers as sitting on the same side of the table as 
the executives – and they build the company around 
what their customers want.
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They also realized part of the “Harley experience” 
was in the ride. So, Harley created H.O.G. – the 
Harley Owners Group – where anyone and everyone 
who owns a Harley can hang out and ride together.

Experience and relationships are everything.

Rather than hard selling a new customer, Jerry said 
that they try to meet customers on their terms – 
letting the customer determine when they’re ready to 
buy and what’s going to help them make a decision. 
Part of this experience is giving them a hands-on 
demo ride where they can experience the bikes 
themselves.

When I got my motorcycle license, I took the riders’ 
course at Harley Davidson. The experience was so 
amazing, even though I wasn’t planning on buying a 
bike right away. I wanted “in,” and before I knew it, I 
was the proud owner of a Heritage Softail Classic.  

But you see, I wasn’t really buying the “bike” – I was 
buying into the experience of owning a Harley.

I purchased the Harley helmet, gloves, leather 
jacket, belt, boots, replica for my desk, and proudly 
displayed the Harley sticker on my vehicle. The only 
thing I didn’t have was the tattoo! But think about 
it for a second, whether you have a tattoo or you 
spend thousands on Harley apparel – are you going to 
repurchase a Harley or recommend them to your friends?

Of course you will!

That’s another part of the brilliance of Harley 
Davidson. They built a brand… an experience… a 
tribe so fanatic that their customers are willing to 
permanently ink their logo onto their bodies!!

When this happens, you best believe Harley 
customers want the company to be successful…

So, think about it for a second: what has to happen 
in order to make your company so memorable, so 
impactful, so transformational that your customers 
will join the “fight” to help your company lead the 
market?

Find the answer to this question, and you could be 
my next case study ;-)

3 Ways Existing Businesses Can 
Massively Increase Their Leads 
Without Spending an Extra Dollar 
on Marketing

By Charles E. Gaudet II
The first and easiest step to growing your business is 
looking at what assets and opportunities exist within 
your current operation. With a few easy tweaks, you 
can produce a windfall of profit.

Believe it or not, even the best run companies in the 
world have a constant flow of missed opportunity!

Yes, I’m not immune 
either… my company 
is also riddled 
with untapped 
opportunities.

Most of the time, 
these underdeveloped 
profit centers are 
a result of the 
entrepreneur not 
seeing them (or 
knowing how to tap 
into them) – and other 
times, it’s just that there’s only so much time in the 
day, and we’re always building new systems and 
strategies (there should never be a point where you 
toss your hands up in the air to exclaim, “that’s it, 
we’ve done all we can do and we can finally rest easy.”).

Look at it this way… we’re covering 3 ways to 
massively increase your leads without spending an 
extra dollar on marketing. Let’s say you average a 
5% improvement across each of the four different 
tactics…

5% improvement x 3 tactics = 15% growth!

And that’s using a very conservative rate of 
improvement… At an average of 10% improvement, 
that’s 30% growth… and so forth.

If you’re doing $500,000 a year, a 10% improvement 
equals a $150,000 increase in profit!

Pretty exciting, right!?
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So, let’s get into the first method…

Strategy #1: Optimization

This is far and away the most important strategy you 
must use in your business (so we’re going to spend a 
little more time with this one).

The late Dr. W. Edwards Deming warned: 

“An unstudied solution to a problem may yield 
immediate results in the right direction, yet in time 

bring disaster.”

Case in point: 
entrepreneurs spend 
money on advertising 
without knowing if 
it’s working, where it’s 
working, and for how 
long it’s working.  

They don’t know if 
they’re wasting money 
or opportunity by not 

investing enough!

Hey, I’ve been there. 
When I looked back and saw the hundreds of 
thousands of dollars (possibly millions) I missed out 
on by not optimizing my own businesses, I instantly 
felt queasy.

Jay Abraham makes the argument by saying: 

“Why allow yourself less than the fullest reward, 
productivity, result, response, profitability, from every 
effort you take, every hour you expend, every person you 
come in contact with, every customer or prospect you 
communicate with, every piece of capital you deploy, 
every piece of human capital you deploy?”

The goal is always to make the highest return with the 
least amount of effort. Why settle for anything less?

If you have 5 different sources driving your top 
leads, you can instantly increase your lead flow by 
focusing most of your attention and income on 
these five sources - and reducing (or eliminating) 
the sources that are not producing a handsome 
return on investment.

Insiders’ Club Member Tom Trush recently told 
me a story about a client who willfully purchased a 
full-page, full-color advertisement in a newspaper 
because his client thought this would yield the 
best results. Shortly after working with Tom, he 
discovered that (in this case) a quarter-page, black-
and-white ad actually out-performed the larger, 
more expensive ad.  

So fellas, I guess there’s hope for us after all - bigger 
isn’t always better.

But no one would have known this without testing.

For one of my clients, we created a pay-per-click 
advertising campaign…

If we based our profitability on the first month’s 
campaign, we’d be sitting on roughly a 20% return 
on investment.

All in all, that’s not bad!

But because we took the time to eliminate the 
keywords that weren’t working, invested more 
money in the keywords that performed well, and 
only used the top performing advertisements – we 
increased the original return on investment by over 
300% - approximately $252,000 a year.

If you can’t measure it… you can’t optimize it… 
and you can’t improve it.

Now look, I’m the poster child for ADHD. If there’s 
one thing that drives me absolutely bonkers, it’s 
obsessing over numbers and tracking… I find it 
cumbersome, and at times, even boring. But I do it.  
Why? Because I love money a lot more.

…and I suspect you do too.

It doesn’t take rocket science or a PhD to figure this 
out either. We simply fire up our trusty spreadsheet 
(typically Excel, or if we’re working in a group, 
the spreadsheet offering on Google Drive), and 
depending on volume, track it daily (weekly at a 
minimum).

We don’t assume one advertisement, mailing, lead 
source, or offer will produce the greatest amount of 
profits.  

The Place Where Entrepreneurs Come to Grow Their Business™
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Quite the opposite in fact…

In the last three years, I think I’ve had less than a 
handful of situations where my first marketing piece 
produced the best results… every other time, they 
were trumped by optimizing and testing (check out 
http://www.WhichTestWon.com and you’ll see 
examples of how one minor change can translate 
into a major improvement).

We’re looking for what telemarketing scripts, ads, 
campaigns, offers, specials, prices, medias, lists, 
events, etc. work best.

And just because a strategy isn’t profitable the first 
time, don’t automatically dismiss it by saying things 
like “direct mail doesn’t work” (as is so commonly 
mistaken). Ask yourself: “What other way can I try to 
make this work?” Test in small batches and increase 
once you’re seeing indications of a profitable ROI.

This is how companies grow!

And by all means, if it’s working, DO NOT stop 
using a tactic until the data says it’s broken!!! 

(A former client of mine stopped using a multi-
million dollar campaign I created for him because 
he got bored of it. The last time he ran it, it generated 
over $1,000,000 for him – but he changed it, and 
in his words, the result was a “joke” - and now he 
wishes he never changed it…)  

Part of the optimization strategy is to:

1. Make a list of all your lead generating efforts 
over the last 3 years (active and inactive) and 
how they performed

2. Determine what makes each of these items 
successful

3. Deploy or redeploy the successful campaigns

If you want more money, you need to make 
optimization a regular practice.

If I had to choose between an average entrepreneur 
with superior optimization skills and a superior 
marketer who doesn’t optimize – my money would 
be on the superior optimizer, hands-down.

By tracking, measuring, verifying, and testing your 
marketing, you can drop the pieces that aren’t 
working well and optimize those that are. A dollar 
spent on a highly effective marketing effort can 
generate a return that’s 10, 20, 30, or even 100 times 
the original investment.

Strategy #2: Leverage Your Unique Advantage 
Point (UAP) 

Inside of the Predictable Profits Members’ area, I 
created an article and worksheet for creating your 
own Unique Advantage Point (http://members.
predictableprofits.com/the-unique-advantage-
point/).

It’s the exact same worksheet I use for both my clients 
and myself!

**PLEASE DO NOT FORGET TO 
DOWNLOAD THIS WORKSHEET, IT’S 

VERY IMPORTANT**

Your consumers want to know what makes you 
different… let your Unique Advantage Point 
magnetically attract your ideal client!

Countless companies like Dominos, FedEx, Zappos, 
L.L. Bean, Nordstrom, and others created massive 
growth by incorporating their UAP into all of their 
marketing.

Your UAP is the nucleus of your company’s value, 
and the core focus of your marketing efforts… and 
your entire business! 

Simply integrating my client’s unique advantage 
into his average landing page contributed to an 
increase of 5,000 leads! 

Why?

Because the world loves an original… not another 
“me too” copycat.

If you’re not using your UAP in your advertising (or 
haven’t taken the time to create one for yourself ), stop 
everything and do it now. It’s not just important – it’s 
imperative to your long-term success.

Strategy #3: Create Better Bait
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When I was a kid, my brother and I fished off the 
end of my parents’ dock. With unrefined fishing 
skills, we determined the best “bait” was to put a 
small piece of hot dog on a hook. By luck, we caught 
a number of small perch.

But all we ever 
caught was 
small perch…

It wasn’t until 
we changed 
our bait that 
we attracted 
the larger 
fish. You see, 
not every fish 
prefers a hot 
dog.

Along the 
lines of 
optimization, 
when you add 

an “irresistible” incentive to take action – response 
rates increase.

Examples of “better bait” include:

1.	 Free Products/Services: This includes free 
trials, free demonstrations, free evaluations, free 
audits, free consultations, and free seminars. 
You could also test an “almost free” offer – for 
example, a $1.00 trial, or if a customer is used to 
paying $2,000 for something, you can put it in 
their hands for, say… $197.

Tempur-Pedic not only offers a free sample 
on their website (including a material sample, 
DVD, and product guide)… they also give you 
90 days to sleep on the mattress to try it out. If 
you don’t believe you’ve received the best, they’ll 
take the mattress 
back and reimburse 
your purchase price.  

Heck, that offer is 
so attractive, I’m not 
even in the market 
for a new mattress 

and I want to give ‘em a shot!

2.	 Free Information: Do you have a DVD, special 
report, audio, or webinar you could give people 
for free that will positively impact their lives? 

We gave a way a free Options trading strategy 
for a client of mine, and got roughly 10,000 
leads within 48 hours on this one piece of 
content. We simply created a landing page, and 
once they entered their name and email, they 
got access to the strategy.

When the information is perceived as being 
very valuable, you’ll get more leads!

3.	 Free Bonuses: This is not the stuff that you 
toss in with another purchase because it wasn’t 
selling… oh no mon frère… anytime you sell an 
item with free bonuses, you want your customers 
to see the bonuses as being so valuable, they’ll 
buy the product just to access the bonuses!

Think Sports Illustrated…

Yes, that example is for sales (not necessarily for 
leads)… so let me give you another example. A 
dealership in my area offered anyone who came 
to test drive a car during a certain timeframe a 
free key… and if they were lucky, that key would 
be the “winning key” to a brand new car.

A fellow marketer offered to send me a 25 dollar 
gift card to “buy me a coffee” if I’d sit down with 
him to talk about ways he could get involved 
with my business…

A little creativity goes a long way here…
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The Danger of Declaring You’re 
Different

By Insiders’ Club Member, Tom Trush

Have you ever spent several minutes scanning a 
supermarket shelf in search of a specific item?

Maybe you couldn’t find Fruity Pebbles in the cereal 
aisle… or saffron among the spices… or, as was 
recently the case with me, cornstarch among a slew 
of baking supplies.

When this happens, you feel blind – and to a certain 
extent, you are.

A.K. Pradeep describes this condition in his book, 
The Buying Brain: Secrets for Selling to the Subconscious 
Mind, as “repetition blindness.” The occurrence 
happens when the brain sees too many of the same 
objects. And since it can’t determine variations, 
everything gets blended together.

For example, let’s go back to the cereal aisle at your 
local grocery store. The boxes have similar colors, 
shapes, phrases, and graphics, right?

Well, it’s this lack of differences that makes finding 
a specific brand a slow process.

Here’s Pradeep’s explanation on how your brain 

works in this situation:

“We’re biologically programmed to seek differences. 
To seek out things that enable us to make sense out of 
the environment we find ourselves in and to navigate 
our world safely and productively. When the brain is 
presented with a series of repetitive images – even if 
there are some differences among them – repetition 
blindness sets in. The brain no longer ‘sees’ each 
individual image as it would if that image stood 
alone, or with only a small number of similar/identical 
images.”

Of course, the grocery store isn’t the only place 
where repetition blindness occurs. It happens in all 
types of comparison situations.

And obviously, marketing is no exception.

As a consumer, you know this. Every day, you 
subconsciously tune out most marketing messages, 
while giving your attention to a select few.

The messages you reward with interest have 
distinctive differences or target a desire you’re 
actively thinking about, correct?

Too many business owners and entrepreneurs ignore 
this fact when creating their marketing. As we 
discussed last month, they look to competitors for 
ideas, and then try to match whatever they see.

When you take this approach, you create more 
repetitive images in your prospects’ minds. You 
disregard the brain’s biologically programmed 
preference for differences! 

So, how is the best way to differentiate yourself and 
your company?

Well, let me give you an idea to consider...

Harvard Business School professor Youngme Moon 
poses the following thought on the back cover of 
her book, Different: Escaping the Competitive Herd:

What if working like crazy to beat the competition 
did exactly the opposite – made you mediocre and 
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more like the competition?

The question is worthy of attention, especially 
in today’s business world where “we’re different” 
claims are as common as coffee at Starbucks. After 
all, difference isn’t a characteristic you can just talk 
about… you must prove it.

But how can you? How do you get prospects to 
differentiate your offerings from your competitor’s?

Well, if you’re in an industry where your service (or 
product) isn’t part of a regular shopping experience 
and prospects have many options, you have a tough 
task.

Here’s a quick example that explains why…

Until about age 13, I collected baseball cards. My 
dad lived behind a shopping mall, so my twin 
brother and I would spend our allowances on Topps 
wax packs at the nearby drug store.

Every year, we created checklists so we could match 
our new cards with what we needed to create a 
complete set. The cards were then organized in 
albums and boxes.

We would also read Beckett Baseball Card Monthly 
like a minister studies the Bible. That way, we always 
knew what our cards were worth (which was helpful 
when trading with friends).

In many cases, we could rattle off a card’s value by 
just giving it a quick glance.

But while we understood what differences made 
baseball cards valuable, our parents had no clue and 
wondered why we kept wasting our money. They saw 
each card as the same: a rectangular piece of stiff 
paper with a picture on the front and statistics on 
the back.

Prospects have similar reactions when shopping for 
a new service or product. As Moon describes in her 
book, “Where a connoisseur sees the differences, a 
novice sees the similarities.”

When you’re familiar with an industry, you can 
deconstruct your decisions. You make choices based 
on factors that you know are important.

But when you’re unfamiliar with an industry, 
you don’t have this luxury. You don’t know the 
differentiating factors, and as a result, most offerings 
look the same.

This is one reason why creating educational content 
for your prospects is so critical to an effective 
marketing strategy. Remember, most prospects 
prefer information – not instant sales pitches.

When you only push services and showcase your 
company, you become just another fish in a sea of 
sameness.

Tom Trush is a Phoenix, Ariz.-based direct-response 
copywriter who helps business owners craft lead-
capturing marketing materials. He is the author 
of The “ You” Effect: How to Transform Ego-
Based Marketing Into Captivating Messages 
That Create Customers and The Reluctant 
Writer’s Guide to Creating Powerful Marketing 
Materials: 61 Easy Ideas to Attract Attention and Get 
More Customers. More information about Tom can be 
found on his website at http://www.writewaysolutions.
com. 

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

More Tips & Resources!

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

Insiders’ Club Members are encouraged to click on the 
“Ask Charlie!” button inside of their Members’ Area to hit 
him with your biggest challenges, frustrations, or business 

building questions… and, who knows, your question 
might be answered right here in the very next newsletter!

QUESTION: “What is one video marketing trend 
small businesses should consider taking advantage of?” 
- YEC

Before I answer this 
question, let’s talk 
about why video 
marketing is an 
important strategy to 
consider:

•	 Videos increase 
people’s 
understanding of 
your product or 
service by 74%

•	 50% of users watch business related videos on 
YouTube once a week

•	 75% of users visit a marketer’s website after 
viewing a video

•	 75% of executives watch work-related videos 
on business websites at least once a week

•	 64% of website visitors are more likely to buy a 
product on an online retail site after watching 
a video

(Source: http://www.digitalsherpa.com/blog/25-
amazing-video-marketing-statistics/)

The most impactful videos contain demonstrations, 
illustrations, or reviews about your product, 
presented in a way that will educate, entertain, and 
add value for your viewer.

But what’s the most important trend?

In one word: engagement.

When using video, we use tools like Wistia or 

YouTube analytics to look for the following data:

•	 Average view duration – this is important to 
know if people are watching our entire video, and 
roughly when they’re dropping off.

•	 Likes/Dislikes – do they like our content?

•	 Shares – the biggest vote of approval a viewer 
can have is a share. If they’re sharing your 
content, it means you’re moving in the right 
direction.

•	 Comments – this is my favorite because it 
allows me to directly engage and dialogue 
with my viewers, allowing me further insight 
into what they like or don’t like. If you allow 
comments under your video (i.e. on YouTube 
or your blog), make sure you ask for them. 
Simply asking for comments will increase your 
engagement.

•	 Clicks – Are people clicking on the links or 
taking the action we’d hope they take? Maybe 
an “add to cart” link, a visit to the website, or 
submitting their email?  

Like it or hate it, we’re in a data-driven world – 
and it’s data that will create one of your biggest 
competitive advantages. Without data, you’re only 
guessing at what’s working and what’s not… but it 
does take work… which isn’t a bad thing…

Why?

Because it means most of your competitors won’t do 
it, once again putting the advantage in your corner.

Hope this helps!

In your corner,

Charles E. Gaudet II
Founder of PredictableProfits.com

The Place Where Entrepreneurs Come to Grow Their Business™

© Copyright 2014 Managed Marketing LLC   |  The Predictable Profits™ Insiders’ Club  |   www.PredictableProfits.com



13

On Moving Mountains…

By Charles E. Gaudet II

Charlie and his wife, Heather, have invested over 
$500,000 studying peak performance, and investing 
in personal development for creating a more fulfilled 
life of health, wealth, love, and happiness. He’s learned 
from some of the most notable people on earth, and each 
month, he will pick one lesson to share with you as a 
valued Insider.

Earlier this month, I attended a seminar conducted 
by “Coach Pete” with Transformational Mind 
Dynamics.

The basic premise of the course is that everyone is 
programmed by a set of past experiences that guide 
present and future experiences.

Perhaps you’ve heard of the “lizard brain.” If you 
think of it literally, the lizard reacts to circumstances 
in front of him in order to keep him alive. He sees a 
predator, he runs. He’s hears a loud noise, he freezes.  
As humans, we do much of the same.

Our “lizard brain” keeps a record of all negative 
experiences. It’s designed to keep us alive by helping 
us avoid them. For example, if you never faced any 
rejection in the past, you’d never hesitate to make 
a cold call. However, because sales people face an 
ocean of rejection, making a cold call is tough when 
your “lizard brain” wants you not to make the call to 
save you from rejection. 

Now, research shows the vast majority of your fears 
can be pinpointed to a specific point (or points) in 
your life where a similar moment went bad.
Afraid of public speaking?

Maybe you had a traumatic experience in the third 
grade, where you stood in the front of the class, 
forgot what you were going to say, and the kids 
started teasing you calling you “dumb.” …Or maybe 

the last time you were the “center of attention,” you 
received poor feedback - resulting in a negative 
experience.
Countless people at the seminar traced their fears 
back to a situation related to abusive, unloving, and/
or unsupportive parents.

Naturally, people wanted to point the figure and lay 
blame – but that’s not the point. Blame strips you of 
your power and makes you weak. Rather than laying 
blame, you have the option of empowering yourself.

This starts with reinventing yourself by creating 
something new.

You need a declarative statement making a 
commitment to do something. Once you make 
the commitment, you force yourself to step up to 
the plate and make it happen. It must be said with 
conviction and passion.

For example: 

•	 I choose to be a public speaker

•	 I am an author

•	 I will write a blog

•	 I choose to accept more clients

•	 I am open to radio interviews

Power starts with your vocabulary and your intent.

As Tony Robbins says, if you’re stuck trying 
to do anything, you’ll never do it. Either you 
choose to do it or you don’t. Trying is a soft 
way of saying that you’re not doing it.

For example, help me complete this phrase.

_________________________ create predictable 
profits in my business.

The Place Where Entrepreneurs Come to Grow Their Business™
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Feel the difference in choosing from 
this list of weak words:

•	 I will try to…
•	 I should…
•	 I could…
•	 I would…
•	 I can’t… 

Compared to:
•	 I will...
•	 I choose to…
•	 I am open to…
•	 I am going to…

In fact, here’s an easy reference list 
of strong vs. weak words:

Some people let life happen to them… while other let life happen for them.

You owe it to yourself, your family, your friends, and the world around you to live the life you deserve.

Strong WordS Weak WordS

Will Try

Create But

Choose Maybe

Call Forth Sorry

Am Should/Shouldn’t

Allow Could/Couldn’t

Assert Would/Would’ve

Request If

Accept Just

Am Open To Can’t

The Place Where Entrepreneurs Come to Grow Their Business™
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This MonTh’s AcTion sTeps for DoMinATing Your MArkeT

BUSINESS ACCELERATORS

1 2 3 4

5 6 7 8

Crossfitting 
Your Business

Login to the 
Members’ Area 

and download the 
mindmap for tips 
and strategies for 

elite business owners 
and entrepreneurs 
http://members.

predictableprofits.
com/crossfitting-

your-business/  
(PAGE 1) 

relevanCe
How do you stay 

relevant to your target 
customers? Relevant 
to the conversations, 
challenges, thoughts, 

interests, needs, 
desires, etc. of your 

ideal market? 
 (PAGE4)

Zigging & 
Zagging

Harley gets their best 
ideas from outside 

their industry. When 
their competitors zig, 
they zag. How many 
ways can you carve 

your own advantage? 
(PAGE 5)

Building a 
triBe

What has to happen 
in order to make 
your company 
so memorable, 
so impactful, so 

transformational that 
your customers will 

join the “fight” to help 
your company lead 

the market? 
(PAGE 6) 

optimiZe
Measure, optimize, 
and improve every 

ounce of your 
marketing efforts. 
You deserve to get 

the most out of every 
calorie of energy to 

expend. 
 (PAGE 7) 

redeploY 
suCCessful 
Campaigns

Make a list of all your 
lead generating efforts 

over the last 3 years 
(active and inactive) 

and how they 
performed. Determine 

what makes each of 
these items successful. 

Deploy or redeploy 
the successful 

campaigns
(PAGE 8) 

Create Your 
uap

Download your 
worksheet and 

complete the exercise 
at http://members.
predictableprofits.
com/the-unique-
advantage-point/

(PAGE 8) 

use Better 
Bait

When you add 
an “irresistible” 

incentive to take 
action, response rates 

increase. What are 
some ways you can 

add better bait? 
(PAGE 9) 
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INSIDERS ARE PROUD 
TO SUPPORT:

Coming in the Next Issue…

•	 Now, it’s one thing to increase your leads 
(and Charlie will continue giving you 
strategies on this topic next month), but it’s 
a totally different animal to convert them. 
Next issue, we’ll discuss specific strategies 
and tactics for converting these leads into 
paying customers!

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

Members-Only Announcements

•	 The Predictable Profits Playbook is now 
available on Amazon.com and other major 
booksellers – I highly, highly recommend 
you get your copy today!

•	 NOTE: It’s time for another quarterly 
conference call! However, because Charlie’s 
schedule has been sooo crazy, he decided to 
give you access to “The Differentiator Gap” 
presentation and tool as soon as the product 
is complete (estimated by the end of May). 
Stay tuned for details… this will be for sale 
on the Predictable Profits website - however, 
for members in good standing, you’ll get it 
for absolutely no cost whatsoever! 

•	 May is giving you many “reason why” 
holidays for creating a number of different 
marketing campaigns – there’s always a 
reason to reach out to your customers! 

The Place Where Entrepreneurs Come to Grow Their Business™
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May

May 1st - Batman Day

May 3rd - International Space Day

May 4th - Star Wars Day

May 5th - Cinco de Mayo

May 8th - World Red Cross Day

May 11th - Mother’s Day

May 14th - National Night Shift Workers Day

May 16th - National Bike to Work Day

May 17th - World Telecommunications Day

May 21st -National Endangered Species Day

May 25th - Nerd Pride Day

May 28th - National Senior Health and Fitness Day

May 30th - Mint Julep Day

May Weekly Observances

4th - 10th - Be Kind to Animals Week

5th - 11th - Spring Astronomy Week

11 - 17th - National Women’s Health Week

12th - 17th - National Tourism Week

18th - 24th - American Craft Beer Week

19th - 25th - International Coaching Week

May Monthly Observances

American Wetlands Month

Better Hearing and Speech Month

Clean Air Month

Drum Month

Heal The Children Month

International Business Image Improvement Month

Motorcycle Safety Month

National Inventors Month

The Place Where Entrepreneurs Come to Grow Their Business™
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Ways to Maximize Your Predictable 
Profits Experience
 
Million-Dollar Roundtable: Invitation Only.
Must demonstrate proficiency in the Predictable 
Profits Methodology and have an annual income 
of $1,000,000 or more. 

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

  Platinum Business Coaching:  **NOW   
ACCEPTING NEW MEMBERS **   Spend 
one hour with Charlie, and if you can’t 
honestly say you somehow didn’t get at least 
one MILLION DOLLAR idea – you won’t 
pay a dime! Receive an individualized, custom 
session dedicated toward understanding and 
creating actionable strategies to grow your 
business and dominate your marketplace. 
Application Only – please visit http://
predictableprofits.com/platinum-business-
coaching/ for details.

Insiders’ Club V.I.P. Member Benefits:

-	 Monthly Insiders’ Club Newsletter
-	 Quarterly Group Presentation
-	 Restricted Access Website
-	 Exclusive Members’ Only Blog
- PLUS MORE!

National Military Appreciation Month

National Pet Month

Teen CEO Month

Good reasons beget good profits. Check May’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.
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