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There are a million and a half strategies I can share with you to 
increase your traffic, get more leads, and boost your profits right 
now... However, as I sit to write this month’s newsletter, I realize 
that there’s ONE thing more important than any strategy I could give 
you.

There’s ONE thing that can provide you with a competitive advantage 
that’s so strong — when you do it right — even your most formidable 
competitors can’t touch you, no matter how big their marketing budget 
is... 

And if you don’t incorporate this into your business, you’ll easily be 
passed up by a competitor who does.

In today’s “new” economy, it only takes 30 seconds on social media to 
see its importance...

We’re talking about trust.

A few years ago, a reporter called my office to ask me what I felt was 
the biggest competitive advantage of the year. I told her it was to 
establish a trusted relationship with your customers.

It’s even more essential today.

In 2017, the Edelman Trust Barometer just recorded the 
largest-ever DROP in global trust across the board. Consumers 
don’t trust business, government, media, and NGOs.1   

The implications of this are enormous.

By default, your prospects don’t trust you, they don’t trust your 
advertisements, and they don’t trust you’re going to stand by their 
side when something goes wrong.

^ It’s a tough truth to swallow, but it’s real.

Consumers don’t believe CEOs will do what’s right for the consumer — 
instead, they put profits ahead of consumer interest.

You need to earn your customers’ trust.

But most marketers and business owners don’t think it’s important, so 
rather than take the time to provide value, establish a relationship, 
and build upon it...

Short-sighted markers hit people over the head with a glut of hyped-
up advertisements and over-the-top marketing messages, trying to dupe 
unsuspecting customers to buy from them. 

1 http://www.edelman.com/trust2017/
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One guy had the nerve to tell me: “I don’t care if my customers use 
the product. I hope they don’t. As long as they open up their wallets 
and spend money with me!”

In fact, I just fired a client (someone who paid me tens of thousands 
of dollars EVERY MONTH for my advice). He accepted the bad advice 
of another “marketing guru,” took the bite out of Eve’s apple, and 
knowingly made empty promises to make a few sales. 

It makes me sick to see someone destroy their company like that...

It’s this type of cancerous, short-term thinking that will inevitably 
become the death of his company.

Good riddance.

And it happens all the time. This story has a very predictable ending, 
where he’ll come back to me on his knees, bleeding profits and beg me 
to accept him back - but I’ll refuse.

Integrity is one of those things — you either have it or you don’t. 
I don’t have the time or interest to waste on people who inherently 
don’t have the best interest of their customers as a top priority.

You see, trust is the foundation of every successful company in 
today’s new economy...

Let’s face it: we live in a very interconnected world where consumers 
talk. They write reviews, share experiences, and discuss on social 
media. Today, you can no longer hide behind the wall of an uninformed 
customer (in most cases, they know more about you, your product/
service, and your company than your own employees).

An article in Forbes states: 
“Approximately 543,000 new 
businesses get started EACH 
MONTH.”2 

With more and more competition 
coming into the market everyday 
— and consumers getting wiser — 
you can’t hide behind the veil 
of consumer ignorance for long.

Image: Google’s Zero Moment of Truth. 
https://www.thinkwithgoogle.com/
collections/micromoments.html

2 https://www.forbes.com/sites/jasonnazar/2013/09/09/16-surprising-statistics-
about-small-businesses/
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Ultimately, your customer trusts you to:

• Be honest

• Provide them with a better advantage than your competitors

• Give them value

• Support them

• Guide them into buying the right product/service for them

• Do what you say, when you say it

Fail to do any of the above, and they’ll leave you for someone they 
CAN trust.

Understand this... 

Half of your buyers feel victimized and believe the system has failed 
them (NO! This isn’t a political statement).

From the consumer standpoint, they have no faith in leadership (business 
or government), they feel they’re being treated unfairly, and they 
have a pessimistic view of the future.

To top it off, much of society hates big, profit-hungry companies. 

...And to add fuel to the fire, we just came off an election where 
it was all about the “haves” versus the “have-nots.” The Republicans 
are calling Hillary the least-trustworthy candidate to have ever run 
for office, and the Democrats want you to believe Trump has a hidden 
agenda that will bring us Armageddon.

“Fake News.”

“Alternative Facts.”

Our society is riddled with reason to doubt. I get it. 

It’s a crazy world out there... 

Yet, let’s not forget that with adversity, comes opportunity.

For many of us, when you play by the rules of the NEW economy - you 
have an AWESOME opportunity to stand out, be different, and WIN!  

(We’ll talk more about this shortly.)

So, what spurred this conversation with you today?

United Airlines.
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Seems like everywhere I turn, someone’s bitching about the company.

Again, I get it...

Personally, I never liked United Airlines (I’m more of a JetBlue fan 
myself).

But again, most people are missing the point.

What you have is a big, multi-
billion dollar airline kicking 
off a single, paying passenger, 
who was brutally forced off 
the plane — presumably to 
accommodate their own staff... 

Making it worse, the event was 
being videoed and broadcasted 
live across social media. 

You couldn’t create a more perfect story to feed into the existing 
consumer doubts and distrust.

It doesn’t matter that United was within their legal rights to remove 
the passenger (look it up, it’s called “the Contract of Carriage” — it 
applies to ALL airlines)...

...It doesn’t matter that federal DOT regulations determine when a 
“must fly” situation occurs, and if the airline doesn’t have enough 
volunteers, they must bump people to accommodate a crew member who needs 
to get to another destination to avoid the disruption of thousands of 
other passengers...

...It doesn’t matter that the United crew never touched the passenger 
(it was federal aviation security)...

...Or that the general public doesn’t know the facts. 

After reviewing that all that stuff is true, you might even argue the 
situation wasn’t United’s fault... But it doesn’t matter.

“The growing storm of distrust is powerful and unpredictable. 
Trust in institutions has evaporated to such an extent that 

falsehood can be misconstrued as fact, strength has 
intelligence, and self-interest as a social impact.” 

- Richard Edelman

What does matter?

It’s United’s responsibility to be an advocate for the consumer.   
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As I understand, United offered as much as $800 for people to voluntarily 
bump themselves to another flight. Unfortunately, even at that amount, 
there (surprisingly) weren’t enough takers. 

So, what do you do as an advocate to the consumer?  

Do you call security and forcibly remove a passenger from the plane?

What would you do?

...

Answer: you raise the bid.  

Raise it high enough, eventually someone will take it. 

It’s short money in order to keep a customer and avoid the backlash 
from word-of-mouth in today’s new, ever-connected world.

You see, big, dumb CEOs are confused - they think the goal of a 
public company is to increase shareholder value (they still teach this 
principle in business school).

THEY think the goal of marketing is simply to GET customers.

They’re wrong.

The goal of any company is to provide a greater benefit and advantage 
to their consumers in order to help them achieve the best result 
possible.

And the goal of marketing is actually to GET and KEEP customers.

Look, there are times when you MUST subordinate your own profit 
interests for the best interest of the customer.

^ Read that again.

Every week, my awesome team — Guy, Zach, and Kris — take sales 
calls. They interview potential candidates for The Predictable Profits 
Academy... And every week, we turn down applicants if they’re not a 
good fit. 

We know we’re not for everyone (especially if they’re afraid of putting 
in the work and just want a quick fix).  

Which is why sometimes your best deals are the ones you don’t make.  

When you put the right product/service in the wrong hands — you 
potentially have yourself a customer support nightmare.

As I’ve said many times, we live in a different world today.  



8   ©2017 Predictable Profits. All Rights Reserved.

INSIDERS ONLYFrom the Desk of Charles E. Gaudet II

“It’s not necessary to change. Survival is not mandatory.” 
— Dr. W. Edwards Deming

With more competition and more informed buyers than ever before in the 
history of the world, the customer has all the power.

You MUST put your customer’s interests ahead of profits.

If you fail to realize this, you’re in trouble. Just ask Oscar Munoz 
(CEO of United) how much his idiocy will cost him. Billions? Will 
United survive?

Without trust, no Phoenix is powerful enough to raise you from the 
ashes.

That’s why it’s critically important you abide by these rules:

1. Say what you’re going to do, then do what you say

2. Frequent, honest, and authentic communication is key

3. Trust is built one interaction at a time (it’s not built overnight)

4. Sell in the best interest of the customer (not in the best interest 
if your profits)

5. Tell the truth (even if that means, at times, admitting when your 
product/service isn’t right for the customer)

6. We’re all human - when you make a mistake, own up to it and make 
it right (don’t make up stories)

7. Become the “trusted advisor” for your customers (that includes 
offering tips, information, and advice to help them make an 
informed decision)

8. Go out of your way to show your customers you care about them 

9. Protect and improve what’s important to your customers (this might 
be the environment, their local community, or even helping them 
protect their own wellbeing)

10. Listen to your customers (when you get feedback, take it seriously 
- don’t brush it off)

Remember, trust is a commitment and a journey. It takes time to build 
it, but can be lost in an instant.

When you go out of your way to become the trusted leader in your 
industry, you’ll have a competitive advantage and stronghold in your 
market.

When you build a relationship with your customer that’s based on 
trust, you’ll earn their loyalty. They’ll become lifelong customers 
and refer their friends.
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“Free markets can succeed for all if business works 
with the people, not just sells to them.” 

- Richard Edelman

Sincerely,

     

 
Charles E Gaudet II 
Predictable Profits

P.S. There are always strategic entrepreneurs who know how to turn any 
situation into an opportunity.

And a few companies took advantage of the “United Crisis” and “newsjacked” 
the event to turn it into an viral opportunity for themselves.

For example, Rener Gracie of GracieAcademy.
com filmed a video giving lessons on how to 
defend yourself against United Airlines:

It’s appeared on Fox Sports, Mashable, MMA 
websites, and all around social media, 
easily surpassing over 10 million views.

Southwest Airlines benefited from a loyal 
fan that created this comical meme, which 
also went viral:

Reminding us that a little creativity, when attached 
to a popular (and viral story), can go a long way (I 
recommend you read the book “Newsjacking” by David 
Meerman Scott).

P.P.S. I almost forgot to tell you Trump’s secret.

I urge you to pay close attention to what I’m about 
to tell you because it is one of the most important 
secrets behind Trump’s billion-dollar empire...

...And as it turns out, one of the key (untold) secrets behind many of 
the world’s top entrepreneurs.

I discovered it several years ago during breakfast with a very successful 
entrepreneur. My breakfast buddy consistently makes between $30,000 
and $100,000 a day — 365 days a year.   
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He owns 8 homes, travels the world, and rubs shoulders with some of 
the most successful people on the planet.

My point is that this guy knows his stuff.

While we were mowing down our chow, he told me a story about this one 
day when he was in the elevator at Trump Towers (where he owns one of 
his homes).

Donald Trump steps into the elevator with his entourage, seemingly 
unaware my friend was in the elevator. For context, this is before 
Trump became President. This was when Trump’s primary business was 
real estate development.

This is where it gets interesting...

Trump told his entourage he wanted to develop a piece of land along 
the river in New York City.

Now, when most people think about doing something like this, they 
start listing out all the steps that need to get done. Things like 
permitting, test pits, design, talking to the planning boards, etc.

Right?

However, Trump did something different.

Instead of instructing his team to lay out all the steps required to 
develop the land, Trump told his entourage to start by identifying 
every reason he wouldn’t be able to successfully develop the land.

They had to come up with every reason that would stop Trump from 
developing the land and making a premium return on his investment.  

Then, after they identified all the obstacles, they had to identify a 
solution to overcome each objection.

You see, most of the time, it’s actually not a matter of knowing the 
steps that will drive you FORWARD to achieving your goals - it’s 
actually a matter of removing what will STOP you from achieving them.

When you remove anything getting in your way, the path to success is 
much, much easier.

And it’s actually part of the formula we’ve developed, which has 
allowed us to turn any BROKEN marketing funnel into a winning marketing 
funnel.

I can’t wait to show it to you... We’ll cover that in the next issue.
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