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

First of all, 
I realize 
this month’s 
Insiders’ Club 
newsletter was 
a little late 
coming off 
the press… 
and, for that, I 
apologize.

To make it 
up to you, I’ve 
decided to hold an additional conference 
call to discuss strategies and topics for 
developing your edge in business.   We’ll 
schedule it sometime in September 
(details to follow).  I’m hopeful (and 
confident) that you will find this call a 
great use of your time.

On another note, some of you might 
remember me talking about my son’s first 
lemonade stand.

Well… this piqued his entrepreneurial 
juices and on one of our scorching 
hot days here on the New Hampshire 
seacoast, my 5 year old son (Branson) 
decided it was time to give his lemonade 
stand a second go around.

His first attempt could have been 
considered a failure.  There were few 
people out-and-about where he set 
up his stand and, out of the possible 

prospects, most claimed to have left their 
wallets at home.  No money, no sale.

But there’s a lesson in what Branson 
experienced that’s not too different than 
what a lot of us have come across at some 
point or another in our lives.

We come up with a great idea, have a 
great product, go after the market with 
a great pitch and… just when we expect 
customers to rush our door… nothing 
happens.

And, when things don’t sell the way we 
had hoped, we often prematurely call it a 
failure.

But was it a failure in the product or failure 
to present the right message to the right 
market?

Fortunately, Branson’s too young to be 
dissuaded by potential failure so, in taking 
after his namesake, (Richard Branson, 
Founder of Virgin Airlines), he decided 
to give it another go in a new market.

Intuitively, he decided to set up the 
lemonade stand at the end of a busy 
road, on a hot day and right alongside 
a popular exercising path.  He had his 
sights on thirsty, hot people who were 
either on their way to town (so they had 
their wallets with them) or driving by. 

The result?  He literally sold out of 
lemonade within the first 20 minutes!!!!! 

 Mommy was forced to sprint up the 
Continued on page 2

Quotes
“If everyone is thinking alike, 
then somebody isn’t thinking.”
-- George S. Patton 

“As soon as you can say what 
you think and not what some 
other person has thought for 
you, you are on the way to 
being a remarkable man.”
-- James M. Barrie 

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!
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street, pick up some extra lemonade and, lo-and-
behold, he sold out of the next batch in less than an 
hour!

It was unbelievable!

Not only was he selling out his lemonade, over 
90% of people happily paid him upwards of 3 times 
his asking price! (That’s what a cute smile, a polite 
attitude and the amazing innocence of a child can 
inspire!)

Long ago, legendary copyrighter Gary Halbert once 
asked an audience, if they were to start a restaurant 
and could have any competitive advantage at all… 
anything… what would it be?

Many people said “location” and a few others 
offered additional compelling advantages, but Gary 
Halbert’s advantage was by far the most potent.

A starving crowd.

You see, you can have the best product, be in a great 
location, but if you don’t have the demand for what 
you’re offering, it’ll be a constant uphill battle.

Chances are Branson’s second lemonade stand wouldn’t 
have done that well if the temperature wasn’t as hot 
or if he wasn’t in a neighborhood chock full of people 
interested in supporting a child’s entrepreneurial 
ventures… but he found the starving crowd.

People wanted what he had to offer …

Have you found your starving crowd?

Where Has Personal 
Responsibility Gone?

By Charles Gaudet

Shortly after June’s Insiders’ Club newsletter went to 
the printers, Mayor Bloomberg submitted a proposal 
to ban sugary drinks larger than 16 ounces.  What’s 
the point?

Does he think people don’t know that drinking a 
16-ounce cup of carbonated sugar isn’t good for 
them?  C’mon.  Wake up Bloomberg…

Does he really think this measure will cause people 
to take better care of themselves?  NO! In fact, 
they’ll probably just order two sodas instead! 

What would have been more transformational is if 
Mayor Bloomberg exerted the same effort to educate 
the public on the benefits of eating healthy and the 
potential ramifications of their choices… instead 
of just irritating the public by treating them like 
irresponsible children (who are still going to do what 
they want to do anyway).
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It seems as if people need to point the finger at 
someone (anyone) just to take the attention away 
from them.  

Are you overweight?  No, it’s not the lack of exercise 
or the regular consumption of fast food – it’s those 
darn 16-ounce sodas!  Damn them all!

And it appears the government is perpetuating the 
finger-pointing dilemma (rather than encouraging 
people to take personal responsibility).

Take Barack Obama’s campaign to “save the middle 
class.”  

While the proactive approach would be to provide 
tools, education and resources to anyone that’s 
not content with their financial position… the 
overwhelming tone of the current argument is “tax 
the rich!”

Look, I’m not claiming to be Bill Gates – but like 
many entrepreneurs, I’ve been more broke then 
99% of the middle class will ever be, and rather 
than becoming a victim and expecting someone to 
“save me,” I made something happen to change our 
situation.

If Oprah could go from a poverty-stricken 
childhood, raised by a single mom in an inner city 
neighborhood - raped at age nine, physically abused 
and pregnant by age 14 – towards becoming one of 
the most powerful women in the entire world… it’s 
entirely possible for anyone with enough motivation 
to change their situation.

Like an Olympic athlete, there are many times in an 
entrepreneur’s life when everything gets hard. 

While the thought of giving up enters the mind… 
giving up is never an option, because no matter how 
tired, beaten down or exhausted we become… we’ve 
got our eye on the goal and nothing’s going to stop 
us.

Heck, we’re entrepreneurs!  We thrive on challenges 
and take action to overcome them!  It’s in our DNA!

I heard a quote the other day:

 “Entrepreneurs do the things most people will not do 
so that they can do the things most people cannot do.”

The core difference between entrepreneurs and 
everyone else is that we take a stand to make a 
difference in our lives and in the customers we 
touch...

We don’t need someone to “save us.” In fact, if you 
get in the way of our dreams, we’ll plow you over.  
Nothing stops the committed entrepreneur.  

We’re driven. We’re committed.

And it’s because of entrepreneurs that the economy 
will be stronger. The innovation we bring to the table 
will provide others with more convenience, health, 
wealth, security, comfort, happiness, excitement, 
speed and so forth.

While you might not prance around in blue tights 
and red underpants, you are a hero and the world is a 
better place because of entrepreneurs like you.

Sure Mr. Obama can attempt to place more tax 
burden on entrepreneurs (and anyone making over 
$200,000 a year… ridiculous... ) and, yes, it may be 
frustrating, but no way is it going to going to stop 
you.

As entrepreneurs, we live for challenges. If there’s 
one thing you can count on an entrepreneur to say 
it’s: 

“Bring it on!”

While we might have economic challenges, 
government burdens and general societal pressures 
to conform to normalcy – nothing can stop the 
committed entrepreneur. 

So, go ahead, bring it on.  We can handle it.

Where Entrepreneurs Come to Grow Their Business™
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When Being ‘Old’ Hurts

By Charles E. Gaudet II

Did you ever stop to think why people will start a 
conversation with “Hey, what’s new?”

It’s because they’re fundamentally not interested 
in anything that’s old information and, more 
importantly, your customer puts little value on 
anything they believe is old or out-dated.

And with today’s rapid flow of information and 
crowds thirsty for the “newest” and “hottest” product, 
“new” has become one of the most popular terms 
around.

In fact, there were 43% more patents applied for in 
2010 then there were just 10 years earlier.

This reminds us of Peter Druker’s quote: 

“Marketing and innovation produce results; 
all the rest are costs.”

Therefore, as entrepreneurs our focus is on both 
marketing and innovation.

So, what can you do to make your product or service 
seem “new?”

Well, as an example, we have a client who created a 
product a couple decades ago.  

While his product worked just as good then as it 
does today, people began to perceive it as ‘out-dated’ 
and, therefore, this negatively impacted sales.

What did we do?

We suggested he update the packaging, give it a 
new name and remarket the product as “new and 
improved!”

The result was a new stimulation in interest and 
sales.

And if you study some of the world’s fastest growing 
companies, you’ll also see new products, services and 
experiences being created yearly, monthly, daily and, 
believe it or not, in some cases even hourly.  (Source: 
Trendwatching.com).

If you have a service, how can you make that new?

Client newsletters or occasional direct mail letters 
are great tools to let your prospects and clients know 
that you’re on top of the latest trends and techniques.

Did you buy a new piece of equipment?  Perhaps 
new software?  Do you have a new website?  This is 
all “stuff ” that you’re doing to provide your clients 
with a greater advantage or benefit – don’t keep it to 
yourself, let ’em know!

Where Entrepreneurs Come to Grow Their Business™
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Snail Mail Musings

By Charles E Gaudet II

I love email and the power to quickly and inexpensively 
communicate with a large group of people – but let’s 
be honest... Open rates suck and response rates pale in 
comparison to what they were a few years ago.

As life gets busier and emails continue to come in at 
rapid speed, people are giving less and less time to 
your message.

In fact, according to the Direct Marketing 
Associations (DMA) 2012 Response Rate report, 
email only had a 0.12% response rate.

Fortunately there’s a solution: direct mail.

Google’s doing it, as are Yahoo and Bing.

You’d think if the folks who control nearly all the 
internet traffic are using direct mail, the rest of us 
should pay attention. Yes?

DMA revealed direct mail’s response rate was 
an average of 3.4% - in other words, people 
responded to direct mail MUCH more than email.

Interesting.
 

Get this:  the U.S. spent over $4.5 billion dollars on 
direct mail advertising in 2010 (source: Winterberry 
Group), which was higher than in 2009 and expected 
to increase as businesses are getting less response 
from their email marketing.

And those who receive a direct mail piece (such as 
a catalog) tend to spend 28% more and buy 28% 
more items than those who do not receive a catalog! 
(source: Comscore / USPS). 

B-to-B companies using direct mail could see a 5.4% 
increase in sales over the next 3 years.  Retail could 
benefit with growth of 7.2%, and lead generation 
could rise as much as 5.2%. (source: delivermagazine.
com)

I can tell you from my experience that direct mail 
works.  More so, while I’ve had great fortune with 
email and with direct mail separately, the best 
response came when I used both.

I would email my list, then (for those who didn’t 
respond), I would send a direct mail letter… then 
follow up with another email… then another direct 
mail piece… then another email… then a final direct 
mail piece.

All in all, three emails and three direct mail pieces.

Each time someone responded to an email (and 
made a purchase), I would remove them from the 
direct mail piece and save on the printing and 
postage – but I wouldn’t be surprised if the results of 
using this combination increased our response rate 
by at least 50% or more.

And … that’s one of the most important ingredients 
behind my “secret sauce.” 

Where Entrepreneurs Come to Grow Their Business™
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I shall be telling this with a sigh
Somewhere ages and ages hence:

Two roads diverge in a wood, and I
Took the one less travelled by,

And that has made all the difference.’
— Robert Frost

Let’s face it.  In our world, most entrepreneurs are 
operating at just a fraction of where they could be 
operating… leaving mounds of opportunity available 
for the rest of us to capitalize on.  And one of these 
opportunities lies within the power of the press.

Do you have an opinion (relevant to your business 
or expertise) about a current event?  Have you been 
recognized or recently awarded with a distinction?  
Have you released a new product or created a new 
report? Do you have a unique strategy or approach?  
Can you solve a problem or have a solution to help 
someone get closer to their desired result?  Are 
you holding an event?  Do you work inside your 
community?  Are you doing something special to 
recognize your customers?  

Those are just a few topics that provide content for 
a press release, which may have your story reprinted 
online, offline, in radio or television all across the 
world. This gives you thousands (possibly millions) of 
dollars worth of free advertising, as well as position 
your company as an expert quicker and better than 
any traditional advertisement possibly could...

Regardless of the type of business you own, press 
releases are one of the best ways to establish 
credibility, build trust, drive traffic, increase search 
engine rankings and, yes, even acquire new leads.  
Press releases can inspire people to visit your retail 
location, visit your website, attend a presentation 
you’re holding or take part in a product launch.

Press releases are one of the core elements comprised 
of the Positioning component of the Predictable 
Profits Triad™ for positioning you as the “go-to” 
company or person in your industry.

How to Get Thousands of Dollars of ‘Free’ Advertising and Almost Instant Celebrity 
Status with the Power of a Press Release!
By Charles E Gaudet II

It’s not uncommon for someone to call my office 
or send me an email that says, “Charlie, I see you 
everywhere!” – and as I dig deep into the source of the 
referrals, it most often has to do with a mention in the 
press, a write in up someone else’s blog or a comment 
found in an article (inspired by a press release).

In fact, my dad was on the phone with a guy on the 
other side of the country who said to him: “Did you 
say your name was Charlie Gaudet as in THE Charlie 
Gaudet?”  Taken back and a little puzzled, he said: 
“Umm, yeah? What do you mean?”  The guy on the 
phone said: “I’ve been following you for over a year 
now! I can’t believe I have you on the phone!”  At that 
point my dad realized they were talking about me… 
not Charlie, Sr.… and later realized this man first 
learned about me in an article written in the press.

The press can make you a celebrity and recognized 
expert.

And while YOU are the person writing the press 
release, when it’s printed in the media, it’s most often 
viewed as a third party endorsement.

Seth Godin pointed out in his book Tribes:
1.  People rarely believe what you tell them
2.  People seldom believe what you show them
3.  People frequently believe what others tell them
4.  People always believe what they tell themselves

Where Entrepreneurs Come to Grow Their Business™
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A press release is more believable because it’s distributed 
by third party media and is written as if it comes from a 
third party.

Oh, it’s sweet.

But before you write up your next press release, you 
should be aware that the vast majority of all press 
releases (and those claimed as well written by many 
of those so-called “media gurus”) are constructed 
poorly and not optimized for your maximum 
effectiveness.

One such expert on the topic is Paul Hartunian (the 
guy who literally sold the Brookline Bridge).  Paul 
and I have had many phone conversations and email 
dialogues talking about ways in which we can make 
press releases more powerful and more effective (and 
we’ll continue to cover those topics over the next 
several months in this newsletter).

What I’m doing so far is working very, very well but 
I’m always testing new ways to get more attention with 
the press (and, in truth, this is one element I would be 
spending more time on if my schedule allowed… press 
releases are one of my favorite strategies and completely 
underutilized by most people!). 

Of course, as an Insider, I’ll continue let you “in” on 
what’s working for me.

This month, we’ll talk about online press releases 
and, in a future issue, we’ll dive deeper into offline 
releases (they’re two different animals altogether).

For an online press release, while there are many free 
press release distribution services (such as http://
www.prlog.com), that old saying “you get what you 
pay for” applies here as well.  PRLog is very valuable 
and will drive you traffic; however, it won’t hold a 
candle to some of the paid services like http://www.
PRWeb.com (my preferred vendor).  

[TIP:  If you do use a service like PRWeb.com and 
plan on submitting many press releases, call them 
on the phone and discuss your frequency – they will 
most likely give you a substantial discount off of the 
rack rate.]

A great press release starts with a headline that’s 
intriguing, interesting, captivating and arouses 
curiosity.  An entire course has and could be written 
on writing effective headlines (in fact, starting in 
August, we’ll be including copywriting tips with 
every new Insiders issue).

In writing the headline, it’s not about you or your 
business – it’s about positioning you as an expert. 

 In other words, what’s more interesting: 

“Managed Marketing, LLC Leads New Marketing 
Technology”

or
“Attention Marketers: Is Direct Mail Dead? As More 

Businesses Turn to E-Mail, Marketing Expert, Charles 
Gaudet, Says The Opportunity for Direct Mail is 

Growing.”

(and then I direct the entire press release from my 
perspective).  This press release was submitted in 
July 2012 and I still receive traffic from this release 
almost every day.

----------------------
VERY IMPORTANT:  Press releases are a form 
of news media; therefore, they are information-
based not sales-based.  The biggest mistake most 
people make when creating a press release is to try 
to sell their company or product – this is almost 
guaranteed to squash any hope or possibility that 
the news networks will share your release with their 
readership. 

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

The other thing about writing an online press 
release is that the headline (and body copy) must be 
optimized to get good search engine rankings and 
must be compelling enough to make someone click 
and want to read it.  

Use keywords in your headline, sub-headline 
and throughout the body of your press release 
while linking back to your site.  For example, if I 
want to be ranked for the term “New Hampshire 
Photographer” and “Baby Photos” I may create the 
headline: 

Where Entrepreneurs Come to Grow Their Business™
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“New Hampshire Photographer Offers Parents Three 
Unusual Tips for Better Baby Photos”  

with a sub-headline:  

“Joe McPhoto, a New Hampshire Photographer, Says 
Parents Can Take Advantage of the Summer Months 

to Take Better Baby Photos Using Natural Effects Most 
Photographers Completely Ignore.”

Once you’ve completed the headline and the sub-
headline, the first paragraph begins with a few 
sentences that explain what the release is about, why 
they need to pay attention and how it’s relevant to 
today’s news (for example, it could be tied to a recent 
news event, holiday or an announcement you’ve 
made).

The next section is where you establish yourself as an 
expert by offering the media a quote they may want 
to use in rewriting the article or just as fodder to one 
of their own articles.

----------------------
VERY IMPORTANT:  It’s VERY common for a 
newspaper or online website to read a press release 
and use your quote (plus a link to your website) 
when referencing a topic you wrote about.  Your 
quote is the second most important part of a press 
release (the headline is the most important).
----------------------

Following the quote should be some good meaty 
content, which further supports your credibility, 
authority and expertise.  In general, I’ve found using 
bullet points (such as the example on the next page) 
or a numbered list tends to get a better response.

Once you’ve delivered some “meat” and established 
yourself as a credible source, hopefully you have 
the reader wanting to learn more about you and 
your offerings, so you complete the content with 
a quick sentence or two on where they can get 
more information.  If you offer a free report or 
consultation, be sure to mention it along with your 
website, phone number or other preferred means of 
communication.

Finally, wrap up with a few brief sentences about you 
and your company.  Mention any important awards, 
recognitions or affiliations and, by all means, toss 
something in there that makes you unique! 

We’ll cover how to come up with different press 
release topics in a future Insiders’ Club issue; but, 
with a little creativity, you can tie in almost any 
current news story, holiday, award, announcement, 
trend, etc. into a press release.

In fact, I was challenged by an Insiders’ Club 
Member to come up with a press release about Rick 
Santorum’s sweater vest. This press release was so 
intriguing, a reporter picked it up and blasted it 
out to a nationwide network of reporters to ask her 
colleagues to follow-up with a comment to my press 
release – it got TONS of attention!

And earlier this month, I wrote another press release 
titled: “The Penn State Scandal and What Every 
Entrepreneur Can Learn from It:  With the Scandal 
Threatening to Damn Penn State’s Future, the CEO of 
PredictableProfits.com, Charles Gaudet, Says This Could 
Be a Lesson in Transparency for Every Entrepreneur.”

The Penn State press release was seen over 27,900 
times in less than 5 days! And those were only the 
headline impressions tracked with PRWEB, never 
mind all the other media outlets!!

Remember, reporters are your friends.  They simply 
have a job to do (to create valuable stories) and 
they’re constantly looking for stories and resources 
to help them make it happen.  If you help a reporter, 
they’ll gladly cite you as their source and will often 
direct people to a phone number or website.

Okay, we’re out of time.  Next month, we’ll cover a few 
more tips for finding ideas on what to write (and a very 
powerful strategy that I use to get myself in front of the 
media… even when I’m not sending out a press release!)

TAKE ACTION!
The first 20 people to write a press release and submit it to 
Support@PredictableProfits.com (subject: “Press Release”) 
will get a FREE press release critique from Charlie! 
Hurry while they’re still available!

Where Entrepreneurs Come to Grow Their Business™
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The No-Fail Way to Attract an 
Audience That Builds Your Business

by Predictable Profits Insiders’ Club Member, 
Tom Trush

Remember when you had to pay for some type of 
media to deliver messages to your prospects? 

Fortunately, search options offered by the Internet 
and its widespread use make information “go-
betweens” unnecessary. Now, with just a few keyword 
clicks, your message can reach millions in minutes 
(in some cases at no cost). 

All you have to do is create content.

As a business owner and entrepreneur, you hold 
incredible marketing power when you consistently 
create content. Sadly, most people in your position 
overlook this opportunity. 

You don’t have to be the biggest in your industry or 
have the deepest pockets to craft compelling content 
that creates clients. All you have to do is believe 
you have something to say – and then make your 
message available.

These days, instead of marketing to pitch prospects, 
every business should serve as information outlets. 
Whether you use print, audio, video or pictures to 
spread your message is up to you. (I recommend 
using all four.) 

Last month after the Supreme Court upheld 
President Obama’s healthcare law, a client e-mailed 
me asking for recommendations on how to target 
prospects affected by the decision. As an Australian 

immigration attorney, he wanted to get in front of 
people interested in moving from the United States 
(he had already received one inquiry as a result of the 
decision). 

Here was my first recommendation:

“I think the easiest step to take right now is to create 
content around this topic and get it up on your website 
ASAP. That way you can start generating some traffic 
from searches.” 

Of course, once you create content, you must get 
people in front of it. Since timing was critical 
because emotions were so high, I suggested Twitter...

“If you go to Twitter and search for the combined terms 
“Obama,” “moving” and “Australia” (or “Obamacare” 
and “Australia”), you’ll see people who specifically state 
they want to move to Australia as a result of this ruling. 
You can begin communicating with these people and 
direct them to your content.”

When I performed the above Twitter search, I was 
amazed at how many people were talking about 
the topic. Sure, not all “tweets” with those terms 
came from valid prospects. Some people just posted 
thoughts to express their frustration. But I’m sure 
plenty were serious about a potential move. (NOTE: 
Don’t overlook Facebook Ads as a way to target 
prospects based on what’s posted in status updates.)

Keep in mind, anyone using the Internet is a 
content consumer. They constantly search for new 
information. When you don’t have content to 
consume, you offer no reason for prospects to engage 
with you.

Think about it…

When prospects search online, there are only two 
possible outcomes – either they find you or they see 

Where Entrepreneurs Come to Grow Their Business™
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your competitor(s). The more relevant content you 
publish, the greater chance you have of attracting 
online users. 

You see, search engines provide results based on a 
search term’s relevancy. Web “bots,” “crawlers” or 
“spiders” continuously analyze and store online 
content that then gets retrieved during searches. 
Attention from these bots increases as content gets 
added to websites. 

When you consistently add content to your website, 
you get greater attention from the bots (and increase 
your chances of showing up in searches), than your 
competitors who post less frequently.

Of course, many other factors contribute to where 
you show up in search results. But the fact is you 
can’t go wrong with consistently posting content.

And here’s another fact…

When you provide content that tackles your 
prospects’ toughest problems, you position yourself 
as a trusted authority in your industry. Publish this 
content in multiple formats and your status soars. 
This repurposing makes even a single article valuable. 

For instance, you can submit the article to an 
industry publication, distribute it online, reformat it 
for a press release, offer it as a guest post on a blog, 
send it to your e-mail/snail mail lists, use it as a 
video script, post it on your website/blog, expand it 
for a special report, add it to an autoresponder, use it 
as a flyer, or leave it behind when you meet prospects. 

One of my favorite examples of an exceptional 
content creator is Dr. Mehmet Oz. Thanks to the 
information he shares, the cardiothoracic surgeon 
moves products at a staggering pace. Watch The 
Dr. Oz Show and you’ll see him offer advice about 
pressing health issues, including problems many 
people won’t discuss with their own doctors.

He also publishes books, writes for magazines and 
newspapers, and hosts radio shows.

On his website, you’ll find how-to articles, 

videos and quizzes on topics such as deadly drug 
interactions, fighting fatigue, fixing infections, 
overcoming the flu and battling weight issues. Dr. 
Oz is truly the go-to source for health information 
because his content has created trust with millions of 
people.

Imagine you had an ailment requiring an operation. 
Would you feel comfortable if Dr. Oz was the 
surgeon holding the scalpel?

I bet you would.

Remember, content drives the Internet. Your 
prospects are more educated about the product or 
service you offer than ever before. They look for 
information that solves a problem – not immediate 
sales pitches. 

The businesses that succeed online deliver valuable 
content with seemingly no sales agenda and then 
mix in periodic promotional messages.

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

Send your questions on Twitter 
@CharlesGaudet or fax it to 
Charlie at 617-977-0997... 
You never know, he might just 
answer your question in the 
next newsletter!

Got questions for Charlie? 
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If You’re Not Growing, You’re Dying

by Charles E. Gaudet II

Like many Entrepreneurs, I’ve made money and 
lost it.  Millions came and millions went… though 
fortunately, even with the bumps in the road, I 
maintained a ferocious passion to persist forward 
and break through any limiting boundary that might 
have stopped me from getting back on my horse and 
making more money.

But you see, just knowing what happened (i.e. 
losing money) – without knowing why it happened 
continued to make me wonder...

The question I kept asking myself was: “Why did I 
lose money, what happened to cause it, how can I prevent 
it from happening again and what can I learn from 
this?”

It’s something I’ve pondered for years but couldn’t 
quite put my finger on.  And, unfortunately, I see 
it happening over and over again with friends, 
colleagues and other entrepreneurs. But why?

I think I got it…

As I write this letter to you, it’s 1:34 am on Tuesday 
morning and I couldn’t wait until morning to share 
this with you.

Truthfully, the answers are so blatantly obvious, I 
don’t know why I didn’t see it in the first place.

Like many entrepreneurs experience, during the 
“good times” – we allow ourselves to get comfortable, 
mistakes are forgiven and we bathe in the ease of 
making money with little relative effort.  (“Good 
times” specifically referring to any time, economically 
related or not, when making money is easy.)

We don’t have to step outside of our comfort zone or 
step too far out of the box because we’ve made it.  

Momentum is in our favor.

But as world famous peak performance coach, Tony 
Robbins, reminded me:

“If you’re not growing, 
you’re dying.”

This is a natural law of the universe, the moment 
any living thing ceases to grow, it begins to die.

The same thing happens with your business.

And I realized that each time I lost money, the common 
denominator was that I got ‘fat and happy’ and stopped 
growing my business. 

**And each time my business made more money, it 
was because I pushed myself outside of my comfort 
zone to do something uncomfortable.**

Like reaching out to new prospects…

Like coming up with a new product…

Like creating a new mailing…

Like developing a new video…

Like deploying a new marketing strategy…

Where Entrepreneurs Come to Grow Their Business™
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Like forging a new relationship…

Like public speaking…

Like sending out press releases and inviting the 
media to contact me for an interview…

And the list continues.

And it’s convenient for people to say “I just don’t 
know what to do!” 

Most entrepreneurs know what they could or should 
be doing to grow their business right now… but 
they don’t take action because they’re afraid to stick 
their neck out and look bad, they have a fear of 
failing or they’re unwilling to let themselves feel 
“uncomfortable.”  

The reality is that if I was to meet you and put a 
gun to your head and demand you tell me what you 
should be doing to grow your business but you aren’t 
– you’d quickly create a list of strategies.

Am I right?

So let’s pretend for a moment, let’s say right now, 
somebody is pointing a gun to the back of your head 
and will pull the trigger if you don’t say 5 things, 
right now, that you could be doing to grow your 
business.

What are the 5 things you would say?

Name 5 things that you know you could do 
immediately to grow your business that would make 
you uncomfortable.

This is no joke.  I’m deadly serious.  Make that list.  
In fact, write that list below.

1.  ______________________________________

2.  ______________________________________

3.  ______________________________________

4.  ______________________________________

5.  ______________________________________

(BTW – We may revisit this down the road and 
I’ll prove to you that the 5% of people who took 
the time to do this exercise will have a significant 
advantage over the 95% of people who didn’t.)

Now that 
you have 
the list, grab 
an 8.5” x 
11” sheet of 
paper, fold it 
in half (the 
long way) 
and, on the left, begin to list all the things you would 
need to do to make that happen.

For example, if you said “public speaking” was one of 
your line items, you might add:
 •  Select a date
 •  Choose a topic
 •  Book a venue
 •  Create a registration page on www.EventBrite.com
 •  Send a press release
 •  Put event on a community calendar
 •  Advertise with Chamber of Commerce, LinkedIn  
    and the local newspaper
  • Create a direct mail piece
and the list goes on…

On the right side of the paper, write the numbers 
1-10 and begin to rank your list with what needs 
to be completed first all the way to the 10th item 
(you can add more later … but stop at 10 just not to 
overwhelm you).

Then take a deep breath, close your eyes and start 
with step number one.

You’ll find it gets easier as each step is accomplished.

Email your list to 
Support@PredictableProfits.com (subject: 
“growth list”)– it’s possible that I will write 
an article in a future Insiders’ newsletter (or 
call) helping you figure out a way to deploy 
that strategy for better, faster results.

By the way, if you’re doing something for the VERY first 
time, give yourself permission to not be perfect.  One of my 
friends and mentors, Keith Cunningham, says: “Anything 
worth doing, it worth doing poorly at first.”  Given Keith’s 
extraordinary success as a serial entrepreneur and business 
owner, I’d say he knows what he’s talking about….

Where Entrepreneurs Come to Grow Their Business™
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INSIDERS ARE PROUD TO SUPPORT: Coming in the Next Issue…

•  Discover a very powerful strategy to get in  
    front of the media… with no press releases,  
   no phone calls and no outrageous stunts!

•  Learn how Charlie’s able to come up with a 
   different press release topic every week… 
   and how you can do it too!

•  Want to create more compelling copy that 
    literally pulls more money into your 
    pockets?  Starting in August, Charlie and 
    his special guest will be sharing those tips 
    too!

•  Plus a few more surprises you won’t    
    want to miss!
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Member-Only Announcements

•  The Insiders’ Club Exclusive Members’ Area 
    on the website is coming along, and should be 
    up by the end of August. This is really exciting 
    for our members, as I will be able to share 
   customizable do-it-yourself templates, special 
   reports/recordings and other information you 
   can immediately apply inside of your business!

   Once it’s running, I’ll send you a username,   
   password, and link to login.

•  I ran late sending the July newsletter to the 
   printer.  In order to make it up to you, I will be  
  conducting a special Insiders’ Only teleseminar 
  in September.  Details will be emailed to you 
  shortly.

• Whether you want to write copy yourself or 
   hire a qualified copywriter, you must be able to 
   tell the difference between good copy and 
   average copy...  Personally, I’ve been paid over 
   6-figures for some of the copy I’ve created and, 
   starting in August, I (and a special guest), will 
   be sharing copy writing tips to help you become 
   an even more powerful marketer!

Co

 that pull in 
   BIG numbers… I’ll cover that too.

Ways to Maximize Your Predictable 
Profits Experience

Million Dollar Roundtable: Invitation Only. 
Must demonstrate proficiency in the Predictable 
Profits Methodology and have an annual income of 
$1,000,000 or more. 

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

•  Monthly Insiders’ Club Newsletter
•  Quarterly Group Mastermind Call
•  Recorded Call on CD
•  VIP Discount on Future Products and Services
•  Restricted Access Website (coming soon!)
•  PLUS MORE!
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