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Dear Insider, 

I just stepped off the boat.

Coming from a big family, 
there’s 18 of us wakeboarding, 
flyboarding, wake surfing... 
You name it! The perfect week!

During one of our sunset 
cruises, we drove by Mitt 
Romney’s house on Lake 
Winnipesaukee, and that was 
enough to open the door on 
why he lost (and how those 
exact same principles apply 
to every business today).

It’s all about MESSAGING.

Like Mitt, many of us inadvertently display messaging that is 
already working to disadvantage us... Making it harder for us 
to compete (and making it easier for our competition to win 
more business).

This is especially true if you’re experiencing lower than 
expected:

• Engagement with your messages
• Sales conversions
• Repeat business

This isn’t just about your pitch, your ad copy, or your style 
of communication. No, today we’re digging into a story that, 
well, can be found everywhere from political campaigns to 
your favorite movies...

A story as old as literature itself, and as common as an 
argument on Twitter...

A story that establishes brand preference and makes YOU the 
favorite choice in your market.
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It’s the type of thing that helped brand story expert Donald 
Miller take a company from $250,000 to $6 million in a year, 
simply by dialing in the right message.

We’re talking about The Hero’s Journey, and it’s the story arc 
that makes Karate Kid a classic - and the very same message 
that helped rally so many people behind Donald Trump’s “Make 
America Great Again” campaign... 

Now, we’re not going to get political here, but it’s a good 
place to start with a real world, familiar example...

In the 2016 presidential election the two campaigns with the 
most visibility had some distinct differences in tone. First, 
let’s look at Hillary:

The “I’m with her” slogan put all of the attention and focus 
on her [Hillary Clinton].

On the other side, Trump:
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The focus on “Make America Great Again” is about the country 
and the people in it... It  attempts to make you the hero, and 
implies that “you” have the power to make America great again.

Again, I’m not trying to get political here. This isn’t about 
ideals or who you voted for - just the kind of stories that 
truly capture attention. 

We can make the same comparisons from the 2012 election:

Look at Mitt Romney’s campaign:

The slogan “A real recovery begins today, vote for Mitt” 
touches on the needs of the country, but still presents Romney 
himself as the “hero.” (We’ll get back to that).

Now, compare that with Barack Obama’s 2012 campaign:

Obama’s statement, like “Make America Great Again,” is less 
about him - and a message more focused on you.
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We see this in the corporate world all the time.

On one hand, you have Samsung:

And on the other hand, you have Apple:

Can you guess which company enjoys the most loyal and fanatical 
customer base?

This idea of telling the The Hero’s Journey is simple: everyone 
wants to be the hero of their own story. 

The campaigns and businesses that win are the ones that 
identify the voter/client as the hero...

They focus on the people, and ensure them that they were a 
part of the solution. 

Most companies make the same critical mistake - they make 
themselves out to be the hero by trying to demonstrate why 
they are so great, so much faster, so much better, etc... But 
that’s not what establishes brand preference or loyalty. 
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People want to feel engaged and empowered. They want to buy 
things and work with people that give them a sense of identity. 
It’s the reason Apple is such a powerful brand - people see 
owning and using their products as a part of their identity. 

It’s the same reason Hillary and Mitt’s campaigns didn’t 
strike chords with people... it’s about them, not YOU.  

Let’s go back to the Karate Kid...

People love this movie because it tells a story that we all 
want to identify with. 

The short version: Daniel is being bullied by the blonde guy 
and the other people in Cobra Kai... He meets Mr. Miyagi, 
who fights off the bullies and shows Daniel that he too can 
learn to fight back. Miyagi trains Daniel, and he goes on to 
overcome his obstacles, push through setbacks, and win the 
tournament at the end of the movie...

This is the classic Hero’s Journey, and it’s the very same 
message that you can use to show prospects the true value of 
working with you. 

Let’s break it down. 

1. The Character

On your website, your emails, or anything else you’re presenting 
to prospects, this is your chance to identify them the main 
character of their own story...
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This means relating with your prospect (notice Mr. Miyagi 
comes across as a regular guy) while also being crystal clear 
about what is the most important thing your prospect wants.

Your prospects want to see a reflection of themselves in your 
message. They want to see your videos or read your content and 
think, “That’s me! This business understands me!”

Tom Trush calls this the “You Effect” - messaging that speaks 
directly to your prospect, and makes it all about THEM. 

For example, what do you think is most important to Harley 
Davidson riders... The quality and sound of the bike? Or is 
it something else?

What is the transformation your client will receive by working 
with you?

2. The Problem

Like the bullies in Karate Kid, your prospects have something 
holding them back. For example, if you’re a business coach 
(like me), it’s often that they’re not growing fast enough, 
the business is too dependent on them to grow, or they have 
too many peaks and valleys in their sales. 
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Just like you have to know your “character,” you have to know 
the problem they’re facing.

Here’s the thing, though... 

The problem isn’t always what it appears to be on the surface. 
The problem might look like a lack of conversions, but 
underneath, it’s the lack of follow up, gaps in systems...

And even further beneath that, it could be a sense of stubbornness 
that resists using technology, fear about committing to change, 
or any number of internal, emotional causes. 

It could be the fear of looking bad or not being good enough...

Identify all of these things. 

It’s the depth, the underlying motivation, that creates the 
connection to your brand. 

Here’s an example from Fisher Investments:

Back to the Karate Kid example (which is really the perfect 
metaphor for this stuff), Daniel is being bullied, sure... 
But the underlying problem is his lack of confidence... That 
he’s the new guy in town... That he can’t defend the girl he 
likes... 

He doesn’t feel at home, and he doesn’t feel confident in 
himself. The solution may be Karate in the long run, but those 
aren’t the only problems that Miyagi addresses... 
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And speaking of Mr. Miyagi...

3. The Guide

In this phase of The Hero’s Journey, the character meets the 
guide - the person that helps them identify and solve their 
problems. 

Your role in all of this is to be your client’s Mr. Miyagi. 
Once you’ve identified the problem, the hero is looking to 
you to provide them with a plan to solve it. 

The plan is important. Miyagi started with “wax on, wax off” 
to build skill and help Daniel understand fundamentals. The 
train together, and eventually, the hero is prepared to face 
up to his problems with new and valuable information. 

BUT... Before you can become the guide, you have to establish 
authority and expertise. 

Think of Miyagi catching the fly (not to mention fighting off 
the bullies)...

He doesn’t tell Daniel about his skill, he shows it and let’s 
Daniel come to that conclusion himself. He doesn’t dress 
flashy or make huge claims... He’s just himself, full of 
wisdom and abilities.
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Your prospect must come to the conclusion themselves that YOU 
are the expert - without you having to tell them.

For you, this comes in the form of books, blogs, public 
speaking, client testimonials, endorsements, case studies... 
Proof of the results you’re prepared to deliver.  

It’s important to strike a balance here, however - and you’ll 
have to find the right balance that works for you and your 
audience...

You don’t want to show off or overwhelm your prospect with 
claims of greatness, but you do want them to trust that you’re 
the best person to help them solve their problems. 

To help, think about authority like salt... 

The right amount can bring out all the best flavors, but too 
much can ruin the meal... 

The balance is somewhere between authority and “relatability” 
- the hero can identify with the guide because there’s this 
sense of “I’ve been where you are.”

Steve Jobs came off as a regular (relatable) guy with the big 
idea to “Think Different.”

Because he was relatable, and people saw themselves as capable 
of following his footsteps, ultimately thinking different 
through using Apple Products... The brand took off! 

Back to the political examples, this was part of the problem 
with Mitt Romney... No one could relate to him. With Trump, 
people identify with him as “not a politician.” Even though he’s 
a billionaire, he’s more relatable than lifelong politicians.  

The guide shows the character they have the strength to 
succeed.... That the plan works.  

Look at Tony Robbins...
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He has an amazing ability to lead people on transformative 
journeys - and his clients trust him because he has been 
through a transformation himself. 

He establishes himself as a guide by sharing his own stories 
and struggles. It doesn’t make him the hero - the client still 
is - but his experiences and growth show what’s possible if 
you follow in his footsteps.

He came from an abusive, troubled family... He went from broke 
to millionaire... He lost weight... He built an empire by 
showing people that they have the power to change, just like 
he did. 

This is another layer of relatability. If you’re desperate to 
transform, Tony has been in your shoes - and that makes him 
that much more trustworthy. 

Once you can show your prospects that you’re a guide to be 
trusted, it’s time for the next step...

4. The Plan

You’re not just solving their problem for them - you’re 
empowering them to solve it for themselves...

And that takes a plan. 
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From “wax on, wax off” to crane kicks on the post, Miyagi put 
a plan in motion that transformed Daniel from a scared kid 
into a champion...

The plan has to be clear - like three basic steps (or however 
many steps the desired result needs). Take CarMax for example...

It’s crystal clear what steps you need to take to sell your 
car to CarMax.

The more clear you make it, the higher your conversions (a 
confused buyer does not buy!)

Here’s another example used by LegalZoom:

You know what you’re getting.

The plan can also come in the form of a guarantee. Look at 
the plan Michael Mogill made for his Game-Changers Conference 
coming up in November:
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In the Karate Kid, Miyagi set Daniel up for success, but it 
was up to Daniel to show up for training, put in the work, 
and reach his potential. 

When your client signs on the dotted line, they are agreeing 
to follow the plan you’ve set out for them. To be a hero, they 
have to acknowledge that you’re there to help and guide, but 
they have to follow the steps.

5. Action

The next phase of The Hero’s Journey is all about action...

The prospect knows they can be a hero, they’ve found a trusted 
guide in you and your business, and they’ve agreed to the plan 
you’ve laid out... 

Now it’s their time to act, and you’ve got to tell them what 
to do.

Mr. Miyagi said (in not so many words): “if you want the bully 
to leave you alone, you have to compete.”

At Predictable Profits, it’s as simple as this: if you want 
to create a fast-growing company, you need to show up to your 
coaching calls and put in the work. 

6. Success & Failure

Even though the hero will have their own ideas about what 
success and failure look like...

Remember that you’re the guide! 
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You get to help define the success or failure of your plan, 
and help the hero celebrate the wins...

For example, you can see how Drift highlights the success here 
with their case studies (and as you read, you get an idea of 
the failure):

Or how Donald Miller calls out the failure immediately on his 
StoryBrand website:

Even with the mighty Apple, who has so successfully equated 
a sense of identity with their products... “Failure” might 
be as simple as using a PC. They turned the Apple user into a 
hero, and anything falls short of the journey they’re leading 
prospects through.

It’s all about storytelling here folks. When you set your 
clients and prospects up as the main focus of your messaging, 
the ones who have a transformation ahead of them, they feel 
heroic - and behave that way too. 
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A quick recap:

1. Meet the Character

You identify your ideal customer with specific language that 
focuses on their needs to make them the hero.

2. Discover the Problem

Know the ultimate results they are looking for... But even 
deeper, the emotional and psychological reasons they haven’t 
been able to take action so far... The reasons they need your 
help.

3. Meet the Guide

Introduce yourself as the expert that can show them the way 
toward success... Without boasting or making yourself out to 
be the hero. Here, you are humble and wise... The sensei they 
can count on. They know you are the expert because of your 
testimonials, case studies, webinar content, and so forth.

4. Make a Plan

The plan is, really, whatever you’re selling (and how to use 
it). If it’s business coaching, it’s the 3-step plan... Be 
clear and communicative... A confused prospect won’t take 
action.

5. Time for Action

In The Hero’s Journey, this is where the client knows what’s 
expected of them. Take action. At Predictable Profits, you 
show up for the calls, do the work, and multiply your results.

6. Success & Failure

This is the last stage, where you the hero either achieves 
their goals or discovers the cost of not taking action... In 
terms of messaging, it’s your job to make it clear what each 
looks like, and what to do in the event of either scenario. 
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Treating each interaction with prospects - from your website 
to your in-person conversations - as part of The Hero’s 
Journey will help you position yourself to win. In fact, at 
this moment YOU are the hero... I’m Miyagi... And this is your 
plan...

The action is still up to you. 

In your corner,

 

Charles E Gaudet II 
CEO of Predictable Profits
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