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A Personal Note from Charlie
By Charles Gaudet

It’s June and we’re finally staring 
summer in the face! Local businesses 
here in Portsmouth are already starting 
to reap the benefits of bustling streets 
and tourist traffic as every person tries to 
soak in the beauty of this small seacoast 
community.  

Isn’t it funny how life plays this 
natural balancing act? While these 
local businesses are thriving now that 
summer has arrived, many industries 
(plowing, heating oil, ski slopes, seminar 
businesses, warm vacation travel, etc.) 
tend to do poorly in the summer 
months. I believe the Chinese called 
this the ‘Yin and Yang’ effect, right? The 
idea that with every positive, there is an 
equal and opposite negative.  There’s a lot 
of truth to this, which I’ll talk about on 
page 11.

My kids are getting excited to be out 
of school so they can spend some time 
swimming off our dock, watching the 
boats drive by and (hopefully) sneak in 
a little time to do some camping. As 
I write this, Branson is sitting in my 
office working diligently at his desk. 
He’s decided our $2.00 weekly allowance 
for feeding the dog isn’t enough, so he 
picked up another cleaning task in the 
house for an extra $2.00 a week (total 
of $4.00). Last night, he asked me 
how he could make even more money, 
and before I offered any suggestions, 

he said, “Daddy, I know, I’m going to 
be a marketing guy just like you.” I’m 
not sure he knows what it means to be 
a “marketing guy,” nor did I have the 
heart to tell him he needs to learn how 
to read and write first, but whatever he’s 
doing in the corner of the room, at this 
point in time, I’ve never been so proud. 
In fact, don’t be surprised if I change the 
name from “Charles Gaudet’s Predictable 
Profits” to “Charlie and Branson Gaudet’s 
Predictable Profits!” 

…brings a tear to my eye just thinking 
about the possibilities.

On Saturday, June 26, I spent the day 
watching the NorthEast Regional 
Crossfit Games, where the athletes 
compete to determine who’s going to be 
the “fittest athlete in the NorthEast,” and 
qualify for their opportunity to compete 
in the national games. Eventually, one 
man and one woman will win the title 
“Fittest Person on Earth.”  

I can only imagine how amazing it must 
feel not to be winded when chasing your 
2 ½ year old down the street (okay, maybe 
I’m not that bad… but I would like to be 
able to perform a W.O.D. [workout of 
the day] without fighting back the urge to 
vomit)! 

If there’s ever a company or a brand 
that has earned an enormous amount of 
loyalty and tribal support, it’s Crossfit. 
Millions of dollars have been made on the 
sale of merchandise, but much more on 
each “Crossfitter” recruiting others to join 

Continued on page 2

Quotes
“It is literally true that you can 
succeed best and quickest by 
helping others to succeed.”
-- Napoleon Hill, author

“If I had to select one quality, 
one personal characteristic 
that I regard as being most 
highly correlated with success, 
whatever the field, I would 
pick the trait of persistence.”
-- Richard DeVos, Amway 
Co-founder

“When one door closes 
another door opens; but we 
so often look so long and so 

regretfully upon the closed 
door, that we do not see 

the ones which open for us.”
Alexander Graham Bell 
(1847-1922); inventor
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their gym. As an esteemed cult member of Crossfit, 
I can say the workouts are grueling and the fraternal 
bond is strong. In fact, I seldom go anywhere in town 
where I’m not seeing a Crossfitter enjoying a cocktail 
with another Crossfitter, or making plans to push 
our minds and bodies even further (such as when 
I join ‘Team Marine’ in a paintball expedition in a 
couple weeks). It’s not unusual for our gym buddies 
to come together to make the gym a better place – 
there are always volunteers for simple tasks, wooden 

apparatuses 
donated, or folks 
extending their 
hand to help. 
In many ways, 
you could say 
Crossfit is “open-
source” (sort of 
like Wordpress), 
where the 
community 
comes together 
to make it 
stronger, better, 
and to help it 
succeed. 

I wonder how 
many of our 
Insiders have 
businesses 
where their 
customers feel 
this sort of 
“responsibility” 
and “desire” to 
want them to 

succeed? (Write in and let me know). In truth, it’s 
really not that hard – just provide such enormous 
value back to your clients that they couldn’t imagine 
their lives without you in it. BTW – it’s one of my 
goals that every one of you will have this type of 
raving fan base by applying the techniques we cover 
month after month as a Member… and I’d love to 
hear your stories!

On one side of the coin, I have entrepreneurs 
begging me to help them grow their business and get 

“unstuck.” On the other side, most entrepreneurs are 
stuck because they simply aren’t willing to do what it 
takes to be successful. Here’s what I’m talking about: 
the other day, after making a reservation for 11 
people for Sunday bruch, I walk into the restaurant, 
shake hands with the owner and begin to place my 
drink order. Now because I wasn’t in the mood for 
a beer, I asked the waitress for a hot tea.  Simple, 
right? Her response: “I’m sorry, we ran out of tea. 
Can I help you with something else?” Now look, 
I’m no stranger here, I know there’s at least 6 places 
you could buy tea within a quarter mile walk – you 
don’t have an excuse. Frustrated, but not willing to 
embarrass her (or myself ) by putting up a stink, 
I ordered water with lemon (thankfully, they had 
plenty of water… argg). Then, when it came down to 
my meal, I asked if they could add a side of avocado 
to my steak tips. 

Her response: “I think we might have run out. Let 
me check.” Dumb, dumb, dumb and I have no 
patience for stupidity like this. You have a service. I 
want it and I’m paying a premium – do whatever it 
takes to give it to me. If you can’t make it happen, 
find a way to leave me on a positive note instead 
of a negative one. Now, let’s say there was no tea to 
be found anywhere in town, should the proprietor 
have consulted my advice, I would have asked him 
to make this experience a positive one, such as 
instructing the waitress to say: “I’m sorry sir, we 
seem to have run out of tea, and because I don’t 
want to disappoint you, may I offer you a cocktail on 
the house?” Considering the amount of money the 
restaurant could stand to lose if I never go back… 
this would have been a bargain.

Unfortunately, this restaurant entrepreneur is not 
the only person to make this sort of mistake.  It 
happens all the time and in every industry. In fact, 
a very well known marketer made a similar mistake. 
This guy recently held a very popular product launch 
offering one of his flagship products, plus a slew 
of other bonuses and a ticket to his live seminar. 
Now, because of my insatiable appetite for quality 
information, I had previously purchased his product 
and a ticket to the seminar separately, but had yet 
to invest in any of the bonus items he was offering 
as part of the launch special (but I wanted them). I 
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called the company, spoke to the sales representative 
and said: “I’m not looking for a handout. I purchased 
this product at $997 and a seminar ticket for around 
$1,500 – if you do the math, you can see that I paid 
more money for each product than what you’re 
offering in your launch. However, because I’m a good 
customer and bought this early, I was wondering 
if you would just mail me the bonuses at no extra 
cost. Remember, I’m not asking for a refund for 
the difference, just the bonuses.” His response, “I’m 
sorry, this is only a launch special and because you 
didn’t buy during the launch, you’ll have to pay for 
the bonuses.” What!?!?! Is this really the way you 
treat preferred customers?!? What this guy didn’t 
understand, is that if I just returned my product, 
canceled my seminar ticket (which I was entitled to 
do at no penalty), I could then invest in the launch 
product, get all the bonuses and save myself about 
$500 bucks! Instead he frustrated me, plated a 
negative association to his company, and because I 
know how they treat their “preferred” customers, I’ve 
decided to wait until another launch before buying 
another product from them because, after all, they’ve 
already shown me that I lose for buying early. Idiots.

That’s the funny thing about business – a lot of 
people think there’s some sort of magic pill to 
boost profits and increase sales, but in reality, while 
there are some pretty powerful strategies – the 
most effective strategy starts with a little common 
sense. The Golden Rule (predating to the early 
contributions of Confucius 551-479 B.C.) says: 
“One should treat others as one would like others to 
treat oneself.” I’ll stand on Confusius’s shoulders and 
follow with “Treat your customers as you would like 
to be treated as a customer.”

Money Talks

By Charles Gaudet

One of the components of the Predictable Profits 
Triad™ is Promotion, and inside of that, we 
talk about the 3 phases of marketing: The Dating 
Phase™, The Engagement Phase™, and The 
Marriage Phase™. A few weeks ago, I saw a program 
on TV where the interviewer asked a couple 
celebrating their 75th wedding anniversary what 
their secret for a happy marriage was…

Their answer: 
communication.

(One of my 
mentors likes to 
say his secret to 
a happy marriage 
was an agreement 
he made with his 
wife, whereby 
he would make all the important decisions and she 
could make all the other decisions… the “good news” 
is that in the 20+ years they’ve been together, he 
hasn’t had to make any decisions. Ha, ha! Da-dump-
bump.)

Communication is also the secret to a successful 
and widely profitable customer relationship.

But, you see, one of the top sins made by most 
entrepreneurs is to ignore their customers. Rather 
than communicating regular news, promotions, 
updates, or information, they often perceive it to be 
an inconvenience or obtrusive to their customers, so 
they withhold it.

If you’re not communicating with your customers 
with enough frequency, they’ll not only forget about 
you – they become vulnerable to being won over by 
another competitor.

Business owners have a leakage problem. They spend 
so much time and focus bringing on new customers, 
they don’t realize how many of their existing 
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customers are leaving out the backdoor.
Here’s the deal: If you have any information that 
enhances, supports, or adds to the experience or 
result your customer is after – you will solidify your 
positioning as a value-added leader and you’ll benefit 
with additional purchases, referrals, and higher 
profits.

Remind them why they did business with you, and 
demonstrate how continuing to do business with you 
will be beneficial to them.

For example, if you are a massage therapist, before 
your client leaves their office, provide them with a 
quick booklet to take home containing tips on how 
to get the longest and best benefit from the massage 
they received. Inside the booklet, also provide them 
with a recommended schedule and why sticking to 
that scheduled will provide them with the greatest 
benefit. 

The next day, follow up with a phone call to see how 
they are feeling, provide them with an extra wellness 
tip, and ask them when they would like to reschedule 
an appointment (if they did rescheduled before they 
left your office, perhaps follow up and offer them a 
50% discount on a gift purchase for someone else). 
Continue to send them regular mailings with stories 
and testimonials of clients who lives have improved 

through the use of regular massage, and on occasion, 
consider promoting other wellness related products 
which may further improve their lives.

Send thank you letters to new customers, and 
occasionally just to let them know you’re thinking 
about them, and that you value the relationship.

Another idea is to provide customers with advanced 
notices, exclusive invitations, special product samples, 
or little gifts to let them know that customers are 
valued and special to you. People flock to where 
they feel most appreciated (don’t be afraid to let 
them know you appreciate them)!

With one of our private clients, we created a 
followed-up sequence within two weeks of when 
a customer made a purchase. This was designed to 
offer the new customer an opportunity to upgrade 
their purchase with a one-time offer, giving them 
“new customer only” preferential pricing. We 
illustrated how this upgrade would provide them 
with a better, quicker, and more profitable result. In 
turn, over 25% of the customers took him up on the 
offer, translating into tens of thousands of dollars in 
profits he would not have had without this strategy 
in place.

QUESTION: “Charlie, how often should I 
communicate with my customers?”

It all depends on your market, but at a minimum, I 
suggest you send them a thank you note immediately 
after the purchase reminding them of your 
commitment to helping them achieve the desired 
result, and how appreciated they are by you and your 
business. Following the thank you note, I would (at a 
minimum) follow up once per month with an article, 
tip, offer, promotion, or letter reinforcing the benefit 
of working with you and the advantage you provide 
for your clients.

I know businesses that communicate with their 
clients everyday by email and monthly by mail – 
that formula works for them. I know others who 
communicate with their clients once a week by 
email, monthly by mail, and it works for them as 
well. And, of course, folks that simply use mailing 
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once per week. Using a combination of email and 
direct mail tends to work the best.

TIP:  Several years ago, NFO WorldGroup did 
a study and found out 31% of email addresses 
get changed every year and more than half of 
the changers completely lost touch with websites 
because of it!!  With spam and overwhelm effecting 
open rates, do not depend exclusively on email – 
good old fashioned snail mail is coming back into 
fashion for good reason.

The most expensive (both in time and in dollars) 
part of the marketing process is in the acquisition of 
a new client (also known as The Dating Phase™). 
The Marriage Phase™ is the most profitable phase 
because you’ve already established a relationship with 
them and they’ve already decided they want to do 
business with you, moving forward by becoming a 
customer.  

Your existing customers are 2-10 times more 
likely to provide you with repeat business. By 
simply communicating with your prospects, you’ll 
instantly gain a competitive advantage over other 
entrepreneurs who simply acquire a new customer 
and abandon them.

By Tom Trush (Predictable Profits 
Insiders’ Club Member)

Strip These Words From Your 
Marketing Immediately

Could you please do me a favor?

Read the following excerpt and tell me what product 
or service this company provides (names and city 
altered to protect the ridiculous):

XYZ Company is a full service office solution 
company. With our headquarters located in 
Businessville, XYZ Company offers a complete range 
of products and services designed to meet the ever 
increasing needs of our clients.

Incorporated in 1992, XYZ Company has serviced 
the Office and Supply, Digital Equipment, & Output 
needs of small businesses and large corporations 
nationally. Our goal is to offer the most technically 
advanced, complete, and cost-effective solutions for 
your organization.

We are proud of our ability to provide a level of 
proactive customer service that has not been seen in 
years. Digital technology is the driving force behind 
XYZ Company’s Total Input/Output Management 
Solution, and with our office equipment partnerships 
with ABC Company and ABCD Company, The XYZ 
Company is able to offer a wide range of services.

The XYZ Company creates simple, elegant document 
management solutions that help organizations run 
smarter.

The XYZ Company is able to offer a wide range of 
services.

Why do business with the XYZ Company?

You will receive the benefits of an industry giant, 
driven by the flexibility of a small entrepreneurial 
company.

Huh… are you confused, too? Maybe we should 
track down someone who can translate corporate 
babble.  

Unfortunately, this nonsense is prevalent in 
marketing material from all industries. You 
can instantly spot it because there’s little focus 
on prospects, and the content is littered with 
meaningless phrases. 

Value added… leading provider… full service… 
innovative… commitment to clients… leverage... 
cost effective… next generation… wide range of 
solutions… flexibility… world class… premier… 
cutting edge… mission critical… groundbreaking… 
advanced… proactive approach…

I could go on, but I’m sure you get the idea.

Here’s an example I wrote for a client:
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Enjoy a Simple Home Loan Process – With Faster 
Approval and No Middleman

Ever see banks and mortgage brokers that claim they 
offer the lowest interest rates?

Of course, you see it all the time, right? Lenders use 
these rates to lure you in because they understand you 
have no way of knowing whether you’re getting the 
best deal or not. 

Sure, a mortgage broker might offer more loan options 
than a retail bank, which can only provide its own 
products, but the choices come with added time and 
paperwork because mortgage brokers have little 
control over the lending process.

Keep in mind: all lenders do not play by the same 
rules. Whether you’re buying a home or need to reduce 
your monthly payments, you likely have mortgage 
options available that you’re not aware of.

As a mortgage banking firm, Carlyle Financial is 
a lender. Since we fund your home loan using our 
money, we eliminate the extra fees, excess paperwork 
and long wait times associated with mortgage brokers 
and retail banks. We also control the entire lending 
process. As a result, you get …

 •  More loan options so you can better match   
    your mortgage to your situation,
•  One-on-one assistance so you always have access to  
    advice from experts involved with funding your  
    loan, and
•  A simpler paperwork process (only a single  
   application) so you get faster approval – even on   
   large mortgages.

Furthermore, where stricter guidelines in California 
lead most lending institutions to avoid mortgages 
over $625,000, we dedicate extensive resources to 
funding high-end loans. 

Let your competitors push these pointless phrases 
in front of their prospects. You have better ways to 
spend your marketing dollars, such as delivering 
helpful information your target audience craves. 

The key is to write your marketing materials with 
your prospects in mind – not your product, service or 
company.

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 
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By Charles Gaudet

How I Made $710,411 in 7 days

Have you ever noticed the lines out the doors at the 
Apple Store the day a new iPhone is released?  

Do you remember hearing about the crowds waiting 
in line to get their hands on the latest Harry Potter 
book or Hunger Games movie? 

What about the anticipation and scramble to get an 
invite to Google+ before it was officially opened to 
the public?

These events are not coincidence, but rather carefully 
orchestrated product launches designed to build 
anticipation and desire before the product is 
actually released to the market. Now on the surface, 
product launches might look complicated (due to 
all the moving parts), but it’s not unheard of for a 
completely new marketer to earn a windfall profit 
at their first attempt (no matter how many mistakes 
were made). 

The key is to plan ahead, take small steps with 
testing, and monitor the performance so you can 
make necessary adjustments along the way.
[I’m going to do my best to explain everything to you, but 
I understand that it’s complicated and you will probably 
have questions. Because you’re an Insider and I want to 
see you use this strategy to its fullest potential, I’m going 
to hold a special Insiders-Only Teleseminar on July 
17th from 1:00pm EST – 2:00pm EST where I will 
reveal a lot more detail. Please mark your calendars. 
Send your questions to Charlie@PredictableProfits.com 
and I will answer them on the call. If you cannot attend 
the call, it will be recorded and shared with you. I will 
send out the call-in number and details before the call.]  

When executed correctly, you could, theoretically,

make more money in 7 days than you could make 
in 6 months to a year!

How?

By creating a mad rush of excitement, buyers 
running to your store for their chance to purchase 
your product before you run out (or for the ego 
play of getting it before everyone else). We had 
thousands of dollars practically shoved in our faces 
before we officially started selling the product, and 
over $20,000 after we formally announced we were 
sold out.  (And the economists say we’re in a bad 
economy - bollocks!) 

Now, in order to make a product launch work, you 
must have or create one of the following:

 1.  A new product/service
 2.  An upgraded product/service
 3.  A special combination of products/
     services at preferential pricing

This product/service offer must be coupled with a 
reason to buy right now (limited time offer, limited 
quantity, get it before the public).

The first step to a successful product launch is to 
provide people with a taste of how much better 
their life would be with your product.

When I begin working with a client on a Predictable 
Profits Product Launch, the first thing we do is 
create a spectrum which answers:

 1.  What is the best end result your product/ 
      service can provide to your ideal customer?
 2.  Where is your ideal customer right now?
 3.  What is the one thing your product/  
      service could immediately do for them,   
       right now, to improve their situation?
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The difference between where they want to be and 
where they currently are is “the gap.”

Once this is defined, the next step is to determine 
what we can do to narrow the gap.

In other words, what can we do right now to close 
the gap by about 20% before the customer buys our 
product or service? 

This is called: results in advance.

We outline the specific pieces of content we’re going 
to deliver, reach out to our customers, prospect list, 
and joint venture/affiliate partners and create a lead 
generating device (such as a squeeze page where 
someone will enter their email address, or a reply 
card if using direct mail) letting us know these 
people are interested in our offer and, therefore, they 
identify themselves as individuals on whom we want 
to focus our marketing efforts.  

This lead generation device could be something as 
simple as:

Are You Ready to Sell Your Home?

The Average Home in NameYourTown, New 
Hampshire is on the market for 535 days and is 

price-reduced at least 3 times before it actually sells 
because your real estate broker is missing one very 
big step that only a few of us have figured out….

Now discover how to sell your home faster and for 
thousands of dollars more than your neighbors!

Submit Your Name and Email Address Below to 
find out how…

In our latest online product launch, we broke this 
down into 3 pieces, filling the gap between 5%-10% 
apiece.

The first piece was a video presentation educating 
our ideal customer on what life looks like when their 
gap is filled at 100%, the steps needed to fill that 
gap, and a quick tip they could immediately begin 
to apply to their daily lives and move them closer to 
their desired goal.   

The second piece is another video presentation and 
electronic document providing our ideal customer 
with another tip they can apply and use right away. 
We also included case studies and stories of how 
other people used this information to change their 
lives. 

Finally, the third piece is another video presentation 
highlighting a very particular strategy, with a step-
by-step blueprint of how to use it right away. We 
used additional success stories, and now, for the first 
time, told them the specifics about our product and 
when it was going to be released.

Because this was an online product launch, it was 
pretty easy to provide links for people to check out 
a video. If this were an offline product launch, you 
would perform demonstrations, provide illustrations, 
or offer special reports for people who have 
specifically said they would be interested in your 
product.
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We created a lead generating squeeze page that 
we used to send our prospect list to. We also asked 
our affiliate partners to contact their list and send 
an email, on their behalf, letting them know of our 
contact offer. As a result, we had over 17,000 people 
express interest in our product.

(By the way, you do not need a large list to make 
product launches work for you. I’ve seen lists as 
small as 1,000 bring in several thousand dollars and 
nearly double the size of their list just from a product 
launch).

For online product launches, we plan on running a 
product launch between 15-20 days, on average - 
about 8 days for the gap-filling content, and a 5-7 
day window for a customer to buy a product.
For offline product launches (because you would 
be using direct mail to disseminate the marketing 
materials), I would extend the timeline out to 30-60 
days, with 20-50 days on gap-filling content and 
maintaining the 5-7 day window for customers to 
buy the product.

At the conclusion of the third piece of gap-filler 
content, we let people know when the product will 
be available and make them aware that the product 
is only available for a limited window. Most people 
naturally drag their feet and procrastinate to make 
decisions; using scarcity forcing them to make a 
decision right away is an essential component in all 
direct-response marketing used in the Predictable 
Profits methodology. 

Prior to opening the doors, send out one to three 
more pieces highlighting case studies, testimonials, 
and benefits of your product, as well as a reminder 
of the day and time your product will be available 
(and a reminder of the scarcity). Let your prospects 
know where they need to be, what they need to do, 
and when they need to do it on the day your product 
becomes available.

Then, send out a reminder the day your product is 
for sale and when the product is officially available.
Throughout the next few days, while your product 
is selling, continue with case studies, benefits, and 
testimonials to your prospects, but remember:

It’s not about YOU, it’s about them!

Each piece of content must be created with the 
perspective of how it’s going to benefit them… how 
it’s going to provide them with a greater advantage… 
how their life will be easier, more convenient, more 
profitable, healthier, more confident, better-looking, 
stronger, etc.  

48 hours before you anticipate supplies running out 
(or you close the time-limited window), send your 
prospects a reminder. Send another reminder the day 
of.

So, that’s the “quick and dirty” of a product launch. 
Trust me, if it sounds complicated, you’re not 
alone.  Until I actually rolled up my sleeves and 
started taking one step at a time, I was completely 
overwhelmed. What kept driving me forward was 
the dream of getting a flood of customers.

During my first product launch, we did just over 
$120,000 and we made LOTS of mistakes. Our 
website went down due to too much traffic (yes, it 
actually DOES happen), a couple of emails that 
we scheduled never actually got sent by the content 
manager (DOH!), and the affiliate manager was new 
and didn’t know how to best support the team. Of 
course, I left out the part that would have made me 
look bad… like spelling errors, typos, and missing 
the mark with the headline… but why would I ever 
admit that “I” am not perfect? I wouldn’t want word 
to spread that rumor and disappoint my wife. (Ha!)

The good news is that every product launch we’ve 
created since the first has done better and were 
enormously more profitable… but that’s life, right? 
We’re always learning, trying, improving… learning, 
trying, and improving (and the cycle continues).  

At the end of the day, none of this would have 
happened if we didn’t decide to take the first step.
(Don’t forget about the conference call on July 17th. 
send your questions in early - it’s going to be a 
GREAT call!) 
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TIPS:

1.  Product launches are much more       
      effective when you capture names and (at 
      least) an email address for each person who 
      wants access to a gap-filler. Be sure to create  
      a lead generating mechanism and spend 
      most of your marketing efforts talking to 
      those people who register for the 
      information. For our product launches, we 
      create 3 lead generation mechanisms, one 
      for each gap-filler, and send the request to 
      our prospects.

2.  Collect the name and address before the gap- 
      filling content is provided to the prospect.

3.  Provide a way for your prospects to            
      communicate and share the results of their 
      gap filler with each other (i.e. blog, twitter, 
      facebook, meetups) and encourage 
      interaction (you may even want to hold 
      a contest for participation). Two software 
      resources for online launches are 
      http://www. OptimizePress.com  and 
      http://www.Kajabi.com.

4.  Sell your prospects by sharing testimonials, 
      success stories, case studies, and relevant 
      content rather than a barrage of sales 
      messages. Remember, they don’t care about 
      you; they want to know how THEY will 
      benefit.

5.  Once your product launch has proven to be 
      successful, use the SAME EXACT material 
      and relaunch your product 1-2 times every 
      year. Just make little tests and improvements 
      to see if you can improve conversion and 
      profitability.

INSIDERS’ ARE PROUD TO SUPPORT:

Where Entrepreneurs Come to Grow Their Business™
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Understanding the “Ying Yang” 
and its Effect on Prosperity

By Charles Gaudet

With the hundreds of thousands of dollars I’ve 
invested in personal/professional development 
and traveling the world learning from some of the 
smartest people on the planet, perhaps one of the 
most profound discoveries I found was the “Ying 
Yang” effect (and I give Dr. John DeMartini [http://
www.DrJohnDeMartini.com] credit for introducing 
me to this philosophy).

Sure, the Ying and Yang isn’t anything new, but most 
people do not truly understand what it means to 
them.

In a nutshell, it’s described by stating:

With every positive action there’s an equal and 
opposite negative reaction.

The positive and negative are always in balance, never 
exceeded, and happen at 
the exact same time – no 
exceptions.

Everything and 
anything is life is 
immediately impacted 
by this Ying and Yang 
effect, and I’ve yet to see 
anyone prove me wrong.

With death comes sadness and opportunity.

With war comes destruction and rebuilding.

With stress comes motivation.

Often the funniest comedians are the saddest on the 
inside.

Dr. John Demartini told me that Norman Vincent 
Peale (the father of positive psychology) once told 
him the reason why he came up with that philosophy 

was to counter the negative thoughts in his mind, 
which he continued to wrestle with.

Let’s say you win a $100,000,000 lottery. There’s a 
HUGE positive financial gain, right? Well, there’s 
also a HUGE negative ramification (security issues, 
social issues, family issues, privacy issues, money 
management issues, stress, and often the inability to 
maintain the lifestyle of the mega-millionaire).

Economists claim the economy is “bad,” but it’s 
important to realize that it’s only “bad” based on 
what the economists are looking at. There are many 
other countries who are doing well, and even in 
our own country, there are many industries and 
entrepreneurs who are taking advantage of the 
situation to make this “bad” economy some of 
the most profitable times in their business. With 
competitors struggling to stay alive, there’s less 
competition and fewer strategic entrepreneurs 
deploying intelligent marketing strategies. The ones 
who remain are cleaning house and positioning 
themselves for total market domination in short 
time.

When I look at some of the biggest challenges in 
my life – such as when I was under so much stress, I 
was experiencing chest pains, admitted myself in the 
ER, and couldn’t fall asleep in my bed – in hindsight, 
it was also the most rewarding experience. It forced 
me to think strategically, it caused me to look other 
places for solutions, and it inspired me to get off 
my ass and change the direction of my life.  If it 
wasn’t for that experience, I’d probably be a divorced, 
overweight, drunken workaholic still trading hours 
for dollars. 

Look back at your own biggest challenges. Can you 
see how they eventually resulted in some of your 
greatest breakthroughs? (Hint:  If you can’t see them 
yet, it’s because you’re not looking in the right places 
or the pain is still too great to allow yourself to admit 
it).

“Seeing both sides in synchronicity is wisdom,
seeing only one side is ignorance.”

- Dr. John DeMartini 

Where Entrepreneurs Come to Grow Their Business™
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Member-Only Announcements

•  The Insiders’ Club Exclusive Members’ Area    
   on the website is coming along, and should    
be up within the next month or two (hopefully 
sooner!). 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’m holding a special Insiders-Only Teleseminar 
on July 17th from 1:00pm EST – 2:00pm EST, 
where I will reveal a lot more detail on product 
launches and how you can apply them in your 
business. Please mark your calendars. Send your 
questions to Charlie@PredictableProfits.com and I 
will answer them on the call. If you cannot attend the 
call, it will be recorded and shared with you. I will 
send out the call-in number and details before the call.

Coming in the Next Issue…

•  How would you like to get thousands (possibly 
   millions) of press coverage for mere pennies 
   that could provide rocket fuel to your business 
   overnight?  I’ll show you how…

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

•  Speaking of media, wouldn’t it be nice to also 
   know how to create paid advertisements that 
   really work? Using advertisements that pull in 
   BIG numbers… I’ll cover that too.

•  Worldly advice inside of the “Transformation 
   Corner” that’s absolutely essential for generating    
   enormous wealth that all those “gurus” have no 
   clue about…

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

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!

Where Entrepreneurs Come to Grow Their Business™
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