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On a Personal Note...

By Charles E. Gaudet II
This month, I entered another 
Crossfit competition… and 
well… let’s just say… it was 
tough (real tough!). Carrying a 
135lb ball of concrete, flipping 
350lb tires, handstand walks, 
pull-ups, sled pushes, rope 
climbs, Olympic lifting, and so 
much more.

My team had a respectable 
finish, but nowhere near first 
place.  

As it turns out, the first place team was 
comprised of national fitness contenders. 
They work out multiple times per day 
(even have a Crossfit gym set up at 
their homes), their diets are designed 
for optimal performance, and they 
have refined their skills for maximum 
efficiency.

Fitness is not a side activity – it’s their 
life – versus me: while I have a relatively 
clean diet and workout 5 times a week, 
Crossfit is a means for me to stay in 
shape and mentally sharp.

BIG DIFFERENCE.

Now (contrary to the trash talk I’m 
infamous for at the gym), I’m okay 
not being a national fitness champion 
because it’s not my focus – I do, however, 
expect to make big (BIG!) waves in the 
business world.

Continued on page 2

Quotes

“When the grass looks greener on 
the other side of the fence, it may 
be that they take better care of it 
there.” - Cecil Selig

“To be a success in business, be 
daring, be first, be different.” 
- Henry Marchant

“The world belongs to the 
energetic.” 
- Ralph Waldo Emerson
 

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!”

With Gratitude,
Charlie

July 2013

But it’s funny how my Crossfit example 
parallels the lives of many people.

For most Marginal Entrepreneurs, they 
think they can somehow find the easy 
way to profits – with hardly any work 
or out-of-the-box thinking. The idea 
of the “lazy way to riches” or “4-hour 
work week” is as attractive to them as a 
flame is to a moth. I guess you could say 
they’re looking for an easy button.

Where Entrepreneurs Come to Grow Their Business™
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Strategic Entrepreneurs (much like the national 
Crossfit competitors) have a different approach.

Strategic Entrepreneurs are fiercely focused on 
their goals, and will do whatever it takes to get the 
job done. Nothing will stop them. They thirst for 
challenges, not as a deterrent, but as a way to make 
them stronger. As one entrepreneur once told me: “I 
make the impossible become possible.”

And you see this difference in today’s economy.

Many Marginal Entrepreneurs are scared shitless of 
another market crash. Their big growth strategy boils 
down to “hope” – and they believe they need to cut 
corners, reduce expenses, and not invest in 
themselves.

Strategic Entrepreneurs find an opportunity 
hidden inside of every situation – and see 
their competitor’s weakness as another 
opportunity to dominate the market.

Strategic Entrepreneurs understand that there 
is more competition than ever – and they 
understand it costs multiples (6 – 10 times) 
more money to acquire a new customer 
than it does to keep an existing customer, so 
they seek to create a loyal customer base by 
making it their mission to provide a greater 
advantage and greater benefit to help their 
customers get a more optimal result, all 
while providing them with not good… but 
remarkable service.

Marginal Entrepreneurs value customer 
service very little. They don’t see the big 
picture. They’re so focused on bottom-line 
profits, they’re willing to aggravate, piss-off, 
and frustrate customers just to save a buck.

Like utility companies who keep you on 
hold for 15 minutes, only to finally get 
someone who transfers you to someone 
else… who, again, transfers you to someone 
else… to answer a support question.

Or like the toy company I once dealt with 
who neglected to pack my son’s toy with 
all the parts – so I called the company 

(fortunately, I got someone right away), but they 
neglected to take down all my details and sent the 
wrong parts. Argggggg…

Bad customer service is a huge pet peeve of mine 
– after all, if I’m willing to give you my money, I 
expect to feel valued and appreciated (and I’m not 
alone).

In today’s world, you can’t afford to offer anything 
but exceptional customer service. Customers have 
the power, and whether or not you want to believe it, 
the world’s gotten smaller - and people talk. 
 
Here’s what I mean:
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Now, if you’re a Strategic Entrepreneur, this can also 
work in your favor. People who have had not just 
a satisfactory experience – but an extraordinary 
experience – feel compelled to share it with their 
friends. 

Strategic Entrepreneurs also understand that the 
power of customer service begins with the employees 
on the front line.

On June 20, my father celebrated his 60th birthday. 
Every year, he asks for a special cake – one that’s 

made with raspberry jam instead of your 
traditional frosting. I made this request at our 
local bakery, Popovers, and made sure they 
clearly understood the order.

His party was at 5:30pm, and I picked the 
cake up at 5:00pm – but there was one 
MAJOR problem. The baker misunderstood 
the order and used raspberry frosting instead 
of raspberry jam.

Instantly, my blood pressure rose and I 
immediately got angry – but before I exploded, 
the manager came out, apologized, and 
convinced me that he would get this cake 
made to my liking with no worries whatsoever.

As it turns out, he upgraded the size of the 
cake, personally took it to the restaurant where 
we were having the party, and provided me 
with a gift card equal to the value of the cake 
(to make sure I’d come back).

Now, because the manager went out of his way 
and didn’t just provide me with a satisfactory 
experience – but a remarkable experience – I 
am now 10x more loyal to that bakery than I 
have ever been (AND just like my friends on 

Facebook, I’ve shared this story with 
dozens of people who will now become 
patrons of Popovers).

You see, while you can have the best 
marketing and the best product, if 
you’re not valuing your customers and 
truly making them feel appreciated, 
none of that matters.

Let’s remember, the only reason we’re 
in business is to provide people with a 
greater advantage and greater benefit 
to get them closer to their ultimate 
result – to the degree you do this, you 
will succeed.

Where Entrepreneurs Come to Grow Their Business™
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How to Unleash the Awesome Power 
of a Newsletter

By Charles E. Gaudet II

A few years ago, I recall hearing marketing expert 
Bill Glazer talk about the importance of writing a 
newsletter – in his view:

It’s the most powerful media you could  
possibly use to grow your business!

Of course, I hear this claim from many marketing 
experts touting social media, internet, etc. – so 
generally, I take this sort of thing with a grain of 
salt… but after a little investigation (and testing 
it myself ), it’s now become one of the essential 
ingredients baked inside of the Predictable Profits 
methodology.

In fact, it’s 
one of the rare 
strategies that 
contributes 
to all 3 
components 
of the triad: 
Positioning 
(establishing 
authority, 
credibility, and 
leadership), Product (fills a need), and Promotion 
(relationship building, top-of-mind awareness, and 
so much more).

In fact, just less than an hour ago, I was on a 
conference call with a senior consultant from a B2B 
sales company – and he said one of the best methods 
of “warming up leads” was a regular newsletter.

…another person, Walter (who I interviewed for 
my book – to be released later this year), also told me 
his newsletter was one of the driving forces behind 
repeat purchases and referrals for his electronic 
circuit board repair business.

...and as I think of it, I’ve made thousands of 
purchases due to newsletters (like Jon Barron’s health 

newsletter), because I read them and was reminded 
of the benefit of using their product.

Whether your business is designed as B2B or B2C:

Newsletters keep your                         
business in top-of-mind!

They also allow you to convey “what’s new” with your 
business, and tactfully introduce your offerings in a 
way that is perceived as a value-added publication 
(not advertising). And unlike a magazine, newsletters 
are distributed for the sole purpose of building and 
maintaining relationships.

You cannot undervalue the importance of a 
relationship – people buy from people they know, like, 
and trust!

Also, unlike a magazine, your newsletter distribution 
is being received by members (not subscribers) – 
these are people you are bringing into the “inside” of 
your business for tips, techniques, and strategies. The 
nature of “subscribers” is cold and non-committal, 
whereas “members” represent a group of people 
who belong to a like-minded community sharing a 
similar desired outcome.
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The newsletter can be a paid-for newsletter, a 
customer-only newsletter (sending only to people 
who have done business with you in the past), or a 
free newsletter for anyone who has expressed interest 
in your company by means of requesting your 
newsletter.

There are substantial benefits to all three…

However you choose to structure your newsletter, 
you must keep it laser focused on understanding 
your customer/prospect’s outcome, and steer 
the newsletter forward to help your customer/
prospect reach this outcome. For example, a client 
of mine operates a high-level consultancy fixing 
dysfunctional teams – he could write articles on 
improving team communication, dealing with 
difficult managers/employees, motivating teams… 
even how it relates to better parenting…

Newsletters also offer a tremendous opportunity to 
highlight case studies and success stories – people 
love to learn of others experiencing similar challenges as 
themselves, and discovering how they’ve resolved them.

And you might be surprised to hear this, but if your 
newsletter offers some real, life-improving value, 
your newsletter will be passed around and shared 
both internally (inside the same company) and 
externally (to referrals).

Now before we go too far, one of our Insiders’ Club 
Members, Matt B., recently wrote to ask me why I 
send out print newsletters instead of e-newsletters, 
arguing that e-newsletters are more “modern” and 
“with the times” – as opposed to traditional paper & 
ink.

Let’s put it this way: as I look over my shoulder, 
sitting in my pile of things to read – I have three 
paper-and-ink newsletters from INTERNET 
MARKETING EXPERTS! In fact, of all the online 
experts I follow, I think there are only two of them 
(one US-based, one UK-based) who use digital 
newsletter delivery – everybody else uses paper and 
ink.

Don’t you think if digital delivery was the #1 medium 
for delivery, the Internet guys would be the first people to 
use it?!

But why don’t they?

There are three reasons I can think of off-hand:

#1 – Print newsletters have a much higher 
perceived value than digital newsletters. 
If you wonder whether or not this is true – 
what do you value more, e-cards or paper 
cards for your birthday?

#2 – Email open rates suck (hey, there’s no 
pretty way to put it – they are horrible and 
pale in comparison to paper & ink)

#3 – Readership is significantly higher 
with paper (with digital delivery, people 
open it and then set it aside to read later… 
which gets pushed down and forgotten 
about in their inbox)

But if you notice from my own marketing efforts 
(which I openly admit, could be a lot better – but as 
they say “the cobblers kids have no shoes”), you not 
only receive my paper & ink newsletter – I combine 
media to send you regular emails too.

(If you’re saying to yourself: “Hey, I haven’t gotten an 
email from Charlie?” – you’re proving my point about 
open rates and deliverability…)

90% of all the newsletters I receive are simply created 
using Microsoft Word or Publisher – nothing fancy 
– few take the time to have all the fancy graphics 
we use with our Insiders’ Club. No, I don’t think 
the graphics are necessary, but the small amount of 
money I invest every month with my designer adds 
exponentially greater perceived value. Again, high-
end graphics are not necessary… just a little added 
value.

The more effort you put into your newsletter, the 
more it starts to feel like a publication.

Regardless of how much or how little design work 
you feel is necessary – the one element I’ve found 
to be important is a nice masthead at the top of the 
front page of the newsletter.

This helps to brand your newsletter – give it a unique 
name as well as its own image.

Where Entrepreneurs Come to Grow Their Business™
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For example, if your company is “ACME Telecom” – 
I might call it: “ACME’s Sound Bytes.”

…or if your name is Jill Weeks and you’re a natural 
health consultant, you could call your newsletter: “Jill 
Weeks’ Natural Health Newsletter” or “Jill Weeks’ 
Health Boosters.”

I’ve seen newsletters as large as 20+ pages, and as 
another one of our Insiders’ Club Members has sent 
me, as small as 1 double sided piece of paper called a 
“tip sheet.”

Size doesn’t matter as much as the amount of value 
you pack into those pages (the one page tip sheet I 
receive from Insiders’ Club Member Tom Trush is 
worth more to me than many 20-page newsletters I 
receive).

You want to design your newsletter with 
the intention that it will be something 
your reader will want to keep and refer 

back to later.
Most of our Insiders’ Club Members store their 
newsletters next to their reference materials – I also 

have binders full of newsletters that I keep and refer 
to on a regular basis.

Now let’s talk a little about the content…

When Bill Glazer talked about writing a newsletter, 
he said you want three types of content:

1. Relevant (directly related to your products/
services)

2. Semi-Relevant

3. Non-Relevant (nothing to do with your 
products/services whatsoever)

You don’t want any more than 40% of your 
newsletter to be relevant – the remainder should be 
semi-relevant and non-relevant.

Relevant information provides value, but semi-
relevant and non-relevant information build 
relationships and make it more interesting.

Notice in the Insiders’ Club Newsletter, I always 
start things off by letting you in on the inside of 
what’s going on in my life. Big events, occasions, 
thoughts, etc. This is the type of information you 
would expect when writing a letter to a friend.

Again, it’s about relationships – and letting people 
feel like they know you, like you, and trust you.

In fact, a few months ago during a travel excursion, 
I had dinner with an Insiders’ Club Member whom 
I’ve never personally met before… however, he said 
to me, “Charlie, I read every one of your newsletters and 
I feel like I know you already.”

Another Insiders’ Club Member hired me for an 
hour of coaching. When we jumped on the phone, 
he spoke to me like a friend that went way, way 
back – it was a great conversation, but yet, this was 
the first time I had any direct connection with him 
(during the call, we discussed why he felt like he knew 
me… he agreed it was because of the newsletter, and the 
one or two sentence introductions in my emails).

Here’s an example from last month’s newsletter of 
how I combine non-relevant and semi-relevant:

Where Entrepreneurs Come to Grow Their Business™

© Copyright 2013 Managed Marketing LLC   |  The Predictable Profits™ Insiders’ Club  |   www.PredictableProfits.com



7

The combination makes it more interesting to 
the reader. Let’s be honest, no one cares about 
my Crossfitting – but they do care about how my 
Crossfitting story will somehow benefit them. This is 
why our Insiders enjoy reading these stories, because 
they see the tie-in with their lives.

Another example of semi-relevant content (again 
from last month’s newsletter) is when my rock star 
assistant, Mike, wrote about “Ascension Ladders and 
Brand Loyalty – Letting Your Top Tier Products Market 
Themselves.” Rather than a cut and dry, academic, 
instructional, and totally relevant explanation of the 
importance of ascension ladders and how they add to 
the increase in profitability – Mike told a fascinating 

story of his experience as a drummer, and 
an example of the ascension ladders he’s 
personally experienced.

And hey, if you haven’t picked up on this 
already – write like you’re writing to a 
friend. You ain’t got to use proper grammar 
here – rather, write like you’re talking to a 
friend.

(Shameless subliminal message: “think 
relationships!”)

I know a B2B company who has a little 
fun in his newsletter, and offers members 
the opportunity to try to guess the answers 
inside of a crossword puzzle he creates 
(using relevant buzz terms). He asks 
members to complete the crossword, fax it 
back to him, and in return, he’ll send the 
first 50 respondents who get it right a $5.00 
gift card to Starbucks. This entrepreneur 
said the employees who receive the 
crossword puzzle will often photocopy it 
and have a group try to figure it out and fax 
it back.  

Just another way to engage readers and have 
them talk about you!

(Another shameless subliminal message: 
“relationships sell!”)

Insert a quotes section, Q&A, “stats you 
should know,” testimonials, picture of 
the month (maybe funny, possibly of an 

employee, or even a customer using your product), 
joke of the month, etc.

Use photos, graphs, cartoons, and images liberally.

Feel free to offer competitions (like referral 
competitions or best use of product/service).

One thing we started this month (another idea that 
I got from Bill Glazer to encourage consumption) 
is the “what you missed last month” section. For 
Insiders who – for one reason or another – did not 
completely read last month’s newsletter (I don’t know 
why anyone would do so such a silly thing), this 

Where Entrepreneurs Come to Grow Their Business™
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reminds them to go back and read it.

You can send all the newsletters in the world, but if 
your members aren’t reading them, they do you no 
good whatsoever. You want them to read it.

The other thing worth putting in your newsletter is 
a reminder of the products and services you offer – 
nothing obtrusive – just a quick: “Other ways you 
can work with us” section. This serves to remind 
them of your other offerings.

…and speaking of offerings, I know I’m loading 
you up on ideas here, but I really want to give you 
everything I can…

The tactful, advanced, and strategic way to make 
a sales offer to your Members is not to include 
it directly in your newsletter! We have to be very 
careful not to create mixed messages and pre-frame 
the reader to think your newsletter is a giant sales 
pitch – again, the newsletter is to offer value and 
build a relationship (yes, I said “relationship” again – 
as they say “repetition is the mother of learning”).

So how do you make an offer to your list?

Create an insert. Generally, it’s a different color 
paper, and it’s inserted as a loose-leaf somewhere in 
the middle of your newsletter. It’s unobtrusive, well 
received, and powerful.

And hey, this might sound obvious, but you’ll be 
surprised at how many times I see this – be sure to 
include your website and how people can contact 
you somewhere in your newsletter! You never know 
when someone will either share your site or want to 
contact you (and you want to have this information 
as easily accessible as possible).

So there you have it, newsletters: arguably one 
of the most powerful (if not the most powerful) 
relationship nurturing, top-of-mind awareness, and 
trust building tools you can create for your business. 
As with anything, it’ll take a few months to get the 
hang of things, but when the phones start ringing 
and the orders start piling in – you’ll fall in love with 
this shockingly simple, yet effective, strategy.

There’s no better time than now to get started.

What a Simple Oil Change Can 
Teach Us About Creating a Raving 
Customer Base

By Heather L. Gaudet

Image Source: Jiffylube.com

After I returned from my third trip to Jiffy Lube, 
raving about their service yet again, Charlie 
implored me to write an article for him about my 
experience. 

I promptly replied, “Sure, whenever you can take the 
baby.”  

But within my flippant response resided a 
fundamental truth about why I was so enamored 
with an oil change company. As a mother of three 
small children, I make as many runs a day as the 
Greyhound Bus Company, ferrying my kids between 
school and activities, grocery shopping, cooking, 
cleaning, picking up toys, changing diapers, doing 
laundry, picking up toys, doing dishes, mediating 
sibling arguments, and oh yes, picking up toys. 

This bevy of unending activity leaves me with little 
free time, and I’ll be honest, I abhor the occasional, 
incidental tasks that pop up on my radar like oil 
changes. 

…just one more moment where I’m servicing my 
life, rather than living it. 

But the beauty of Jiffy Lube, the reason I have 
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become not only a happy, but also a raving 
customer, is that they excel at making your customer 
experience fast, easy, affordable, and successful. 

And in a day and age where we cram more and 
more into every day, while expecting more in return, 
companies like Jiffy Lube that deliver reliability and 
respect will likely stand the test of time. 

So let’s lay out the experience... 

•	 You drive up and there’s always an attendant 
waiting who points you to your service bay. 

•	 You’re greeted with a smile, a welcome, and 
an introduction including the attendant’s 
name. Nice touch. 

•	 Then you’re ushered into a clean, though 
somewhat sterile, waiting room. 

My Jiffy Lube is located directly next to a Starbucks 
(now that’s what I call convenience!), but if you’re 
not so lucky, there is free hot coffee waiting (coffee in 
clean canisters that actually looks drinkable). There’s 
also a very clean bathroom, with a changing table 
(if you’ve ever had an 8 week old with a “blowout” 
up their back, then you know how important this 
is!), and a television to zone out to for the brief time 
spent there. 

During a normal visit, an attendant would call 
for you (by first name) within a few moments of 
arrival, and you would join him in the garage at their 
computer station to run through your car’s needs, 
options, and pricing. 

The guys (not being sexist here, my Jiffy Lube 
only has guys) are always professional and 
respectful, give their honest opinions rather than 
attempting to upsell, and never laugh at my 
somewhat girly and flakey questions (in front of 
me).

At my last visit, the 20-some-odd year old 
male attendant found me nursing my infant in 
the waiting room when he needed to go over 
everything. Without blinking an eye (or letting 
them wander), he proceeded to review everything 
by memory right there in the waiting room, so 

that I didn’t have to get up. 

Truthfully, I was already sold on Jiffy Lube before 
then, but at that moment, I was beyond impressed - 
and grateful that the company would acknowledge my 
situation respectfully and act so professionally, making 
my experience even more effortless and comfortable. 

Shortly, my car was ready (the service is wonderfully 
quick), and I was paid up and hurrying out the front 
door where my car was waiting, completely serviced, 
running, and being watched by an attendant. 

On this particular day, it happened to be pouring 
out... so my attendant waited in the rain, getting 
soaked. But what really impressed me was his 
incredible foresight. As soon as he saw me, he 
abandoned his post by my driver’s side door and 
whipped open the back door, spotting the baby 
carrier seat in my hands and knowing that she would 
be deposited before me. 

It’s all about the details. 

Jiffy Jube has paid attention to every aspect of their 
customer experience, finding ways to make sure 
that their customers know that they are respected, 
appreciated, and valued. 

They could be the most expensive oil 
change (they’re not), and I would still 
go back because they truly value me as 
a customer, and in turn, I truly value 

them as a company.

Where Entrepreneurs Come to Grow Their Business™
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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: “Dear Charlie, have you ever used 
Groupon before? I was thinking about running an offer, 
but wanted to run it by you first.”  - Kyle S., Salt Lake 
City, Utah

ANSWER:

Hi Kyle,

Very good question, 
and one of the 
more popular 
questions I get (I 
recommend you 
read: http://www.
predictableprofits.
com/are-daily-
deal-sites-good-
for-small-business/ 
- this post will provide you with a good overview).

But instead of leaving you with that response – let’s 
approach this more strategically, with an official 
Predictable Profits Insiders’ look at the opportunity.

On one hand, you can create a Groupon, offer your 
product for a steep discount, and give Groupon 50% 
of every product you sell. While it sounds like a 
lot of money (and it is), it’s called a loss leader. This 
type of approach will work if these customers make 
additional purchases while at your store, and/or are 
expected to make repeat purchases.

Or you could still offer the steep, incentivized 
discount, market to only your ideal prospects, and 
keep more of the money to yourself.

And you can do this with direct mail.

With Groupon, you have to accept any and all 
customers – with most of them being price-sensitive 
deal seekers who are buying your deal based on 
price – not necessarily because they want to continue 
doing business with you. And they will often drive 
a huge influx of customers to your business (many 
of them unqualified), taxing your customer service, 
resources, and availability.

With direct mail, you can contact a list broker (if 
you’ve never used one, http://www.InfoUSA.com 
is a good start) and describe your ideal customer by 
income, gender, geography, interests, etc., and target 
an offer only to prospects you know have a higher 
probability of being a profitable and valued customer.  

This strategy 
allows you 
to focus your 
marketing to 
only qualified 
customers.

Sure, 
purchasing 
a list and 
doing the 
mailing will 
result in an 
upfront cost; 
however, with 
a narrowly 
focused 
list and a 
compelling offer, the return on investment is likely to 
be fathoms above any daily deal approach. 

Hope this helps!

In your corner,

Charles E. Gaudet II 
Founder of PredictableProfits.com

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

More Tips & Resources!

http://members.predictableprofits.com
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The Millionaire Mindset

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.

 
“Faith is much better than belief. 

Belief is when someone else does the 
thinking.”

- R. Buckminster Fuller

Successful people have a very clear, directed purpose 
in their lives. They know where they want to go and 
how they are going to do it.

There’s no ambiguity or wishy-washy ideas – they are 
laser-focused – they speak with conviction.

…and with this focus comes confidence and an 
overwhelming sense of assurance that one day, their 
vision will become a reality.

Just the other day, I met a young executive who was 
making about $250,000 a year as a sales person for 
a technology company. He said to me: “I know I’m 
good at what I’m going, but I know I should be 
running my own business.”

At least a dozen entrepreneurs contact me every 
month saying: “I know I should be doing a lot better 
than I’m going right now.”

In the words of Tony Robbins: 

“Stop ‘shoulding’ all over yourself!”
One of the not-so-subtle distinctions with ultra-

successful people is when something is important to 
them – it becomes a must.

If this were a game show, and I told you to choose 
the entrepreneur who would ultimately become more 
successful, would you choose:

Entrepreneur #1: I know I should be doing a lot 
better than I’m doing right now

Or

Entrepreneur #2: I must do a lot better than I’m 
doing right now.

The entrepreneur using definitive terms like “must” 
speaks more from a position of authority.

How many times have you heard yourself say things 
like: 

•	 “Yeah, I know I should be writing a 
newsletter...”

•	 “I know I should be charging more for my 
services…”

Where Entrepreneurs Come to Grow Their Business™
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•	 “I know I should be asking for referrals…”

•	 “I know I should write a book…”

•	 “I know I should have a stronger 
guarantee…”

•	 “I know I should create multiple streams of 
income…”

The list goes on.

You will be successful to the degree 
your MUSTs are greater than your 

SHOULDs!
The same holds true with the word “try.”

Tony Robbins once asked me if I was going to make 
a certain change in my life – a change I desperately 
wanted to create the life I knew was possible for me.

My response was: “Yes, I’ll try!”

Wrong answer.

Tony said, “Okay, Charlie – do my a favor, stand up 
and try to pick up the chair behind you.”

So I picked it up, and he responded: “No! Charlie, 
you just picked it up. I said to try to pick it up!”

After a few attempts, I finally realized there was a 
very big difference between trying to pick up the 
chair and actually doing it.

Tony asked again if I would make the change in my 
life, my response: “I will do it.”

Paying attention to your language not only makes 
a big difference in the way people perceive you, but 
it also creates neurological connections building 
confidence and opening your mind for opportunities 
to help you along your journey of accomplishing 
what you said you would.

How many “shoulds” in your life can you transform to 
“musts” right now? 

INSIDERS ARE PROUD 
TO SUPPORT:

Where Entrepreneurs Come to Grow Their Business™
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Coming in the Next Issue…

•	 Having the right price can make you or break 
you. Next month, find out the one number you 
want to absolutely avoid having in your price, 
a little technique for making the exact same 
price look cheaper… and pricing strategies for 
substantially increasing your sales! [Note from 
Charlie: “Well… looks like we didn’t get to this 
topic this month – I got a little carried away 
with the Newsletter strategy… but with 
good reason. Newsletters are one of the most 
powerful marketing strategies for keeping 
top-of-mind awareness for your customers 
and prospects. I wanted to give you a complete 
overview so you could begin creating your 
Newsletter right away! Fear not, we’ll cover 
pricing in August!”]

•	 How the biggest, most embarrassing failures in 
your life can make you MILLIONS… if you 
play your cards right!

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

Members-Only Announcements

August 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! 

August

August 1st - Girlfriend’s Day

August 4th - Coast Guard Day

August 12th - International Youth Day

August 15th - National Relaxation Day

August 21st - Poet’s Day

August 24th - National Waffle Day

August 31st - Franchise Appreciation Day

August’s Weekly Observances

1st - 7th - Simplify Your Life Week

5th - 11th - National Bargain Hunting Week

10th - 16th - Elvis Week

15th - 21st - National Aviation Week

25th - 31st - Be Kind to Humankind Week

August’s Monthly Observances

American Artists Appreciation Month

Golf Month

Children’s Eye Health and Safety Month

National Panini Month

National Water Quality Month 
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Ways to Maximize Your Predictable 
Profits Experience
 
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.

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

Platinum Business Coaching: $1,000/hour. Receive 
an individualized, custom session dedicated toward 
understanding and creating actionable strategies to 
grow your business and dominate your marketplace. 

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

- Monthly Insiders’ Club Newsletter

- Quarterly Group Mastermind Call

- VIP Discount on Future Products and 
Services

- Restricted Access Website

- Exclusive Members’ Only Blog

- PLUS MORE!

Good reasons beget good profits. Check 
out August’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. 

Mark Your Calendar! On August 6, 2013 
from 1:30pm – 2:30pm EASTERN – be 
ready for a very special Insiders-Only 
virtual meeting discussing vital (and almost 
always ignored) strategies for maximizing 
your copy!! We’re discussing a copywriting 
strategy no one has ever taught me before, 
and as of August 6, you’ll be one of the few 
to have this edge! Details coming soon… 
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