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On a Personal Note...

By Charles E. Gaudet II

At the time of 
this writing, 
my youngest 
daughter has 
yet to make her 
entrance into 
this world, but it 
could be any day 
day now!

Heather is full-
term, so every 
passing moment 
is growing 
with eager 
anticipation!

Unless 
something changes, we’ve decided to 
name her Sabrina (the middle name is 
still up for grabs, of course - if it was up 
to the kids, I have a feeling it would 
either be “SpongeBob” or “TinkerBell” – 
needless to say, mom and dad will take 
the reigns on this one).

Either way, one of the first things I did 
when I agreed on a name was purchase 
their domain name - their full name, 
such as “CharlesGaudet.com” (in the 
case of myself ).

Most of my friends and peers think this 
is a riot. However, when they stop and 
think about it for a minute, they agree it 
makes perfect sense.

Charlie, Branson, and Ken (Charlie’s father-in-
law) ready for “Husband Day Care” – a clever 

marketing message that’s remembered!

Continued on page 2

Quotes
“Logic will get you from A to 
B. Imagination will take you 
everywhere.” – Albert Einstein

“If we all did the things we are 
capable of doing, we would 
literally astound ourselves.” 
– Thomas Edison

“The successful man is the one 
who finds out what is the matter 
with his business before his 
competitors do.” – Roy Smith

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

March 2013

In fact, I’d argue if you don’t own your 
own name, you might want to stop 
everything you’re doing and buy a 
domain name with your name (first and 
last), and buy your kids’ names as a gift.

It doesn’t matter whether or not your 
kids become employees, entrepreneurs, 
authors, or celebrities – it’s natural for 
someone who wants to learn more about 
you to do an online search of your name.

…and if you own the URL, it would 
likely come up first.

Furthermore, as an entrepreneur, author, 
and industry expert – you can expect 
people are searching for your name all 
the time.

Where Entrepreneurs Come to Grow Their Business™
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An acquaintance of mine told me that he wished he 
purchased his domain name, because when someone 
does a search for him, they get someone else who has 
a long rap sheet of criminal activity and less-than-
honest business practices – and the person who owns 
this domain name is not willing to give it up for a 
reasonable sum of money.

Another friend of mine said the person who owns 
her domain name is a porn star.

I know several entrepreneurs, authors, and celebrities 
that were forced to buy hyphenated domain names 
like www.Charles-Gaudet.com because the name 
without the hyphen was taken – or they purchased 
their name with a middle initial.

Either way, in today’s ever-connected world, people 
want to know who you are before they take a risk on 
you… 

Be proactive, own your name. Trust me, you are 
valuable – own it.

-----------

On another note, just to do something different, 
Heather and I took the kids to a “remote control car” 
racetrack over the weekend.

Now, we own two remote control cars that do about 
20 mph (a special delivery from Santa Claus), and we 
thought those were fast… let’s just say we were the 
slowest cars on the track by far! Some of these cars 
did over 60 mph!

Get this…

The cars themselves were about $250 apiece (plus 
accessories).

The racecar track was $10 per person.

And because of the multiple crashes, we burned 
another $67 in repairs….

Let alone all the other “cool” stuff my son now wants 
for his birthday, etc.

Now, here’s the lesson:

Most companies would focus on selling just the 
racecar, and possibly try to upsell customers on parts.

This hobby company not only sold the racecar, they 
sold an experience that they knew would become 
a significant profit center for them in spare parts, 
upgrades, competition entry fees, etc.

Brilliant!

It’s gotta get you thinking how you could offer 
people more of an 
“experience” than 
a single purchase.  
Could it be a 
membership? 
Competition? 
Mastermind? 
Network? Club? 

What else could 
you offer? A little 
imagination and 
creativity could 
go a long way 
here…

Where Entrepreneurs Come to Grow Their Business™

© Copyright 2012 Managed Marketing LLC   |  The Predictable Profits™ Insiders’ Club  |   www.PredictableProfits.com



3

For Strategic Entrepreneurs, 
Flexibility is the Name of the Game

By Charles E. Gaudet II

Two years ago, I spent some time with Dr. John 
DeMartini, a specialist in maximizing human 
potential and awareness (perhaps the most 
transformational mentor I’ve had).

He told a story about being in the elevator with 
Donald Trump and his entourage of professionals.

Sure, Donald Trump is an egomaniac – like him or 
hate him, he didn’t become a multi-billionaire from 
being stupid. There are a few things he does right.

While talking with his entourage, he asked them to 
start listing off all the potential problems, hurdles, 
and roadblocks that might prevent him from getting 
where he wanted to go.

As his people started listing concerns, he told them 
to prepare a solution right away so that there was no 
delay in his progress.  

In other words, Donald Trump didn’t want all of his 
eggs in one basket.

Instead of one strategy (the way most people do it), 
Trump had multiple strategies in place.

You see, winners make flexibility the name of the 
game – they don’t let any one variable become a 
vulnerability for them.

Why do I bring this up today?

Everyday, I hear of entrepreneurs who “don’t know 
what to do” because what was working for them 
suddenly stopped working:

•	No more Saturday mail delivery

•	The gun industry is going through changes 
with the threat of legislation

•	The online industry is changing with the threat 
of online taxation

•	Email response rates have been plummeting 
over the years

•	Companies all over are facing commoditization

And never mind the government sequester and the 
so-called fallout (don’t get me started on this one)!

I haven’t even scratched the surface.

If you’re frightened, don’t be.

While these particular threats are “new,” there 
has never been a time where the rules remained 
unchanged and static.

It’s hard to believe that it’s already been 10 years 
since the CAN-SPAM act was put in place, forever 
changing the way online marketing efforts are 
carried out. 

It’s also been 10 years since the implementation of 
the National Do Not Call Registry…

Seriously? 10 years?

I’m getting old.

And if you knew any marketers back then who used 
email and cold calling, then you know how scary that 
legislation was to them – they thought it would be 
the end of the world!

Yet here we are. 

Email marketing still works, and sales calls are NOT 

Where Entrepreneurs Come to Grow Their Business™
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dead – 10 years after regulation, and the marketers 
who were thinking strategically have adapted… just 
like they always do….

It wasn’t all that long ago that we saw cigarette 
companies with doctors swearing the health benefits 
of smoking, pills promising miraculous weight loss, 
and any number of ridiculous, unfounded claims 
meant only to sell products…

And as times changed, regulations formed, customers 
became more discerning, and this type of advertising 
was forced to change – those entrepreneurs who didn’t 
keep up got left in the dust…

The point is this: without flexibility, any and all 
marketing efforts are doomed. 

Not that they are doomed today, but they could be in 
the future… 

Times change, and strategic entrepreneurs need to 
be prepared for that. 

Technology changes at an alarming rate, and that 
means that, as marketers and business owners, 
you have to be on your toes to meet prospective 
customers in the places they want to communicate 
with you…  
 
Optimizing a website for a mobile device was an 
unheard of need a few years ago, and now it’s an 
absolute necessity – things change all the time, we 
just have to be ready to change with them!   

(Tip: We’ve found DudaMobile.com to be the easiest, 
most effective way to optimize a website)

When Google changed their algorithms recently 
with Google Panda and Google Penguin (and 
any other animal they’ll come up with), many 
entrepreneurs solely dependent on Internet traffic 
found themselves nearly out of business overnight!

But lamenting the changing times is a waste of 
energy when you could be ensuring a strategic, 
diversified stream of traffic.

Create diversity in your marketing - direct mail, 
print advertising, email, SEO, online advertising, 
joint ventures, co-marketing, radio, television, 

referrals, content marketing, and the list goes on…

And maintain a key focus on The Growth Factor™, 
answering the question: 

What can I do today to provide my clients with a  
greater advantage or benefit, to get them closer 

 to the ultimate result they are after?

A change in regulations or in popular consumption 
is not a death sentence for marketers – it’s just time 
to realize that the rules of the game have changed.

And it’s also important to understand that we’re all 
on the same playing field, and we all have to play by 
the same rules.

So the advantage comes to those who adapt with the 
inherent flexibility to roll with the punches. 

This includes learning how not to compete on 
price when big-box stores like Wal-Mart or Home 
Depot move into town.

The real world is dynamic, not static, so to remain 
competitive in the real world, marketing efforts have 
to be equally dynamic – no method is going to last 
forever or be perfect for every situation. 

Relying a one core strategy may work for now, but 
it’s hardly a long-term solution. 

That’s one of the many advantages of being an 
Insider.

We’re always looking at what’s working, what’s not 
working, and opportunities you can take advantage 
of and start implementing today.

And the good news is that 95% of all business 
owners live in a static world. You, on the other hand, 
are only reading this because you want robustness 
in your business. You want to create new, innovative, 
and more competitive solutions.

You’re not average. Far from it.

You are building the business of tomorrow.

Be flexible. Be dynamic. Meet the changing world 
with confidence and creativity, and you’ll be a step 
ahead of the competition at every turn.

Where Entrepreneurs Come to Grow Their Business™
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Are These Wasted Words Damaging 
Your Marketing Message?

By Predictable Profits Insiders’ Club 
Member, Tom Trush

“EXCEEDING EXPECTATIONS”

The new banner splashed across a self-storage 
facility’s sign caused me to groan in disgust. 

I first saw the phrase from the road. Then I pulled 
into the gas station next door to get a closer look. 
Unfortunately, the wasted words continued on the 
other side of the sign...

“We’re almost full. Come see why.”

Are you kidding me? Does the owner of the storage 
facility really believe these types of phrases attract 
customers? Are they even truthful? 

You don’t need me to remind you that every inch of 
a marketing piece (or in this case, a sign) is precious 
real estate. This is why I can’t understand the reason 
behind using meaningless words, large logos, and 
insignificant pictures instead of copy that drives 
action and delivers value.

Here are a few more of my favorite wasted words:

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

Little searching is needed, especially online, to find 
these phrases within marketing messages. In fact, 
search any service-related industry in Google, and I 
bet you find one of these words within 30 seconds.

What’s crazy is that few people would ever think to 
use wasted words in a conversation. For example, let’s 
say we just met and I ask what you do. Would you 
respond by saying:

I’m a leading innovative solutions provider who delivers 
a complete range of cost-effective products and services 
designed to meet the ever-increasing needs of my clients.

Of course not! 

Now, other wasted words aren’t as obvious as the 
above examples. They do, however, deliver just as 
much damage to your marketing message.

One quick way to find them is simply through logic. 
You see, many people and companies over-promote 
characteristics they should have or actions they’re 
supposed to do.

For instance, in a recent blog post, I talked 
about a chiropractor’s website that promised “to 
improve quality of life by facilitating healing in a 
compassionate, caring, and friendly environment.”

Where Entrepreneurs Come to Grow Their Business™
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Can you imagine the alternative?

I also mentioned a worker’s compensation attorney 
who markets himself as being “experienced,” 
“dedicated to fighting for your rights,” and 
“committed to getting you the compensation you 
deserve.”

As a prospect, you already expect these traits, right? 
So why waste space promoting them?

It’s easy for business owners and entrepreneurs to 
fall back on words others use to describe the benefits 
of becoming a client/customer. This is also why you 
must stay away from using them in your marketing 
message.

Every day, your prospects subconsciously tune 
out most marketing messages - while only giving 
attention to a select few. The messages rewarded 
with interest have distinctive differences, or target 
a desire you prospects are actively thinking about.

For proof, think about your daily activities. If you 
noticed every marketing message competing for 
your attention, you’d go insane (and that’s not an 
exaggeration). Fortunately, your mind filters out the 
unnecessary interruptions.

When you copy competitors’ ideas when marketing, 
you create repetitive images in your prospects’ minds. 
You disregard the brain’s biologically programmed 
preference for differences, and as a result, your 
message drowns in a sea of sameness.  

Now, let’s go back to that storage facility banner again...

Search Google for a phrase such as “how to pick 
a storage unit” and you’ll see roughly 18 million 
results. Topics range from selecting the right size 
unit and identifying the appropriate security, to 
evaluating vehicle access and benefits of climate-
controlled facilities.

Judging by the search results, prospects feel confused 
when searching for storage units. So it only makes 
sense to use your marketing to clear up all the 
misunderstanding. 

Imagine you were looking for storage unit and saw 
the following a banner:

Don’t fall for the tricks that cause you to overpay for a 
storage unit and put your property at risk. Come inside 
or visit www.smithselfstorage.com today for your FREE 
storage awareness guide! 

Would this get your attention?

I bet it would. 

Furthermore, this offer helps establish the facility 
(and the people who work there) as a trusted 
resource – instead of just another place pitching 
storage space. 

Keep in mind that consumers crave information 
they can believe. They’ve been exposed to so much 
aggressive hype, promises, and pitches from so-called 
experts that they’re naturally skeptical of self-serving 
promotion.

The bottom line: Your words won’t persuade if they 
don’t deliver value.

Tom Trush is a professional copywriter, and 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 

Don’t Forget to Log Into Your Exclusive 
Members’ Area for  More Tips & Resources!

http://members.predictableprofits.com

Where Entrepreneurs Come to Grow Their Business™
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A Sneaky Little Cheat to Writing 
Million Dollar Sales Letters They 
Don’t Want You to Know… Because 
Everyone Is Doing It!

By Charles E. Gaudet II

The late Gary Halbert, arguably one of the best 
copywriters in the world, once said: 

“You can solve any program with a sales letter.”

And while I heard this quote several years ago, I was 
faced with a dire problem. My lowest grades in school 
were in English.

During my freshman year at Babson College, I begged 
and pleaded with my creative writing professor just to 
get a “C” in her class…

(It makes my laugh to think what her reaction would 
be if she knew the many millions my writing now 
generates every single year! HA!!)

Writing was a weakness – and the biggest complaint 
the grammar police shared with me was, “Charlie, you 
write like you speak!”

My writing also drove my wife – who wrote her 
honors thesis on poetry – completely bananas because 
I violated almost every writing rule in the book!

While to academia, I was a borderline reject – in the 
copywriting world, writing how you speak is the key to 
generating profits through words.

Short sentences.

Conversational (friendly) tone.

And give ‘em what they want (without all the hype).

It takes a little bit of practice, but once you get the 
hang of it – it starts to come easy.

But stick with me for a second and I’ll show you a 
trick up my sleeve that might surprise you.

You might think I’m insane.

You’ll probably think it’s cheating.

But Gary Halbert used this trick (and every other 

copywriter I know does the same thing).

It’s called a Swipe File.

A Swipe File is a collection of advertisements, sales 
letters, emails, etc., that other people wrote for a 
product/service that’s pulling in sales.

I literally go through the mail, newspaper, and 
magazines, setting aside interesting marketing 
material and sticking them in my drawer for future 
reference – I even have a folder in my email named 
“Copy Ideas” where I stick creative emails.

I even use a software program called “Evernote” to 
clip any interesting advertisements or sales pages on 
the Internet for future reference.

Then, when I have to write copy for myself or my 
clients, I’ll start flipping through my Swipe File for 
a tone and format that matches what I’m going for – 
and I’ll use it as a template.

I said “template” – not plagiarizing or copying – just 
getting ideas.

And I found I often get the most creative ideas by 
using a template from a different industry than the 
one I’m writing for…

Let me give you an example.

Here’s a section of swipe copy for a company called 
“LaSource,” written by a British direct-response 
copywriter, Drayton Bird.

Where Entrepreneurs Come to Grow Their Business™
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Now let’s say I’ve been hired to create copy for… I 
dunno… say an auto body shop (something completely 
different than a holiday destination)… and this copy 
really struck me as something I wanted to use.

This is how I would approach it.

Dear Joe,

No doubt you, like me, get bombarded with offers 
to fix those dings and repaint your old Buick…

 Give your car a brand-new look… show room 
quality… will take 5 years off your vehicle… put 
instant equity in your pocket – and so on…

The difference between promises and reality could 
have you doubting whether or not it’s worth it. And 
this was the same problem I had when I started 
writing to you.

You see, I still own my 1964 Volkswagen bug. It’s 
a classic car, and as long as it still runs well, I see 
no reason to get rid of it. However, if you knew 
nothing about VW’s and saw my car, you’d swear I 
bought it new this year.

What’s more, I still have customers coming 
back to me after 3 years, telling me they still get 
compliments on their “new” car. That’s because 
of our proprietary Paint Luster™ Process that’s 

guaranteed to keep your car 
looking new for 5 years - 
which is why over 80% of 
our new business has been 
recommended by friends.

Mind you – this took me 15 
minutes to write this letter. 
Had I allotted myself more 
time, I might have changed 
things up a bit – but I 
wanted to give you a taste 
for what was possible with a 
Swipe File.

Look, to give a gentle stroke 
to my ego, as demonstrated 

by my results, I like to think my obsession towards 
mastering my art has paid off… but you don’t have to 
be a master to get good results.

For example, one of my good friends, Jerry, created 
a sales letter to sell a solution for a feminine product 
that he was selling as an affiliate.

This was the first sales letter he had ever created – it 
was loaded with obvious grammatical issues, typos, 
and marketing faux pas – but he did one thing right.

He did away with the hype and really honed in on the 
prospects’ fears, worries, needs, wants, and desires.

After reading the copy, prospects felt like Jerry 
understood them, and lo-and-behold, he received 
orders everyday and earned an estimated 150% 
return on every marketing dollar he invested – an 
extraordinary accomplishment even for the best of 
us…

All because he knew his prospects well enough to 
speak authentically to their needs.

And that’s the secret to unlocking all the riches you 
can handle.

To get you started on a Swipe File, check out the 
Swipe File resources I’ve included inside of your 
members’ area.

Where Entrepreneurs Come to Grow Their Business™
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A $46,000 Marketing Lesson That 
Slapped Me in the Face (That Can 
Benefit YOU!)

By Charles E. Gaudet II

The other day, Branson came home and asked me a 
question: “Dad, which one is heavier, milk or water?”

He was testing me, and fortunately I knew the 
answer (milk).

But the reason why he asked me this question is 
because his school is teaching the kids the value of 
questioning and testing assumptions when you’re 
not 100% sure of the answer.

Somehow, as we got older – most of us determined 
that we knew all the answers and stopped testing.

Heck, I’ll be the first one to admit that just when 
I think I know all the answers, I get a humbling 
reminder that we’ll never know it all…

…such as in my most recent client marketing 
campaign. I’ll tell you more in a second.

There’s a reason why the three most important 
words in every good marketers vocabulary are test, 
test, test.

If you pushed me for a fourth word, it would also 
be test!

The funny thing is that most 7-figure 
copywriters can’t guarantee what headline, 
offer, call-to-action, image, etc., is going to do 
better than another.

And at least half of the time, it’s the headline 
you’re certain won’t work that actually does 
better than the one you would have put your 
money on!

So in my recent marketing campaign, we 
created a squeeze page for the client to capture 
email addresses in exchange for receiving a 
special presentation.

Prior to creating the squeeze page, I went 
through my Swipe File (see page 7, “A Sneaky 
Little Cheat to Writing Million Dollar Sales 
Letters They Don’t Want You to Know… 
Because Everyone Is Doing It!”) and created 
over 20 headlines, of which I chose one that 
was my favorite.

I was so certain on this headline, I almost 
didn’t go through the effort of installing 
the testing software on the website (for this 
campaign, we used VisualWebsiteOptimizer.
com).

But there’s a reason why you’re still listening 
to me – I not only talk-the-talk, I also walk-
the-walk.

If you follow Charlie on Twitter  
(@CharlesGaudet), you’ve 
undoubtedly heard him talking 
about marketing tests – along 
with surprising discoveries he’s 
uncovered from Anne Holland’s 
“Which Test Won?” If you haven’t 
been to the website, it’s FREE! Just go to http://www.
WhichTestWon.com and play the game against other 
marketers to vote which version you think won… and 
then see real-life test results.

HOW GOOD IS YOUR GUT?

Where Entrepreneurs Come to Grow Their Business™
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So against my total confidence, I installed the 
testing software and began running A/B split tests 
against my headline (keep in mind, this process 
is made very, very, very simple with the software 
program I recommended).

The first split test I ran, no significant difference – 
my headline still won.

The second split test I ran, same thing – now I was 
certain I was right.

The third split test I ran, big difference – instead of 
converting at 51%, it was converting at 60.3%!

My 3rd choice headline was out-pulling my 1st 
choice by a HUGE margin!

And since then, it had over 10,000 people visit the 
new squeeze page - translating into an extra 930 
leads we would not have otherwise captured!!  

With approximately 2% of our leads becoming 
customers, that translates into an extra $46,000 in 
profit we never would have seen if I didn’t test… 
and that doesn’t include the future sales we will 
receive from both the new customers and the leads!

So the moral of the story is this: no matter 
how confident you are in your results, test your 
assumptions.

Here’s an example of the improvement VWO’s 
clients made using VisualWebsiteOptimizer.com – 
you don’t need to know any coding or HTML. It’s 
easy.

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: “Charlie, is it a good idea 
to spend my time networking at places like 
my local Chamber of Commerce or Rotary 
Club? It takes so much time, and I was just 
wondering if it was worth my time. Thank 
you!” – Bill C., Rhode Island

ANSWER:

That’s a great question, Bill! 

If you have been networking at your Chamber and 
Rotary Club and you’re asking me whether or not 
it’s “worth your time” – I don’t mean to sound like 
the master of the obvious, but I think you probably 
already know your answer.

But let’s assume for a second that you’re new to the 
Chamber, and are asking me whether or not I think 
it’s worth it.

In my opinion, when it comes to building your 
network and promoting your business, there isn’t 
a whole lot of ground to be gained by attending 
Chamber of Commerce or Rotary Club events – 

particularly when you consider most of 
people are also there to promote their own 
businesses, not shop for new companies to 
support. 

But please don’t construe my response as 
saying that there’s nothing to value in these 
organizations! 

It all depends on what you’re seeking to 
accomplish.

In fact, your local Chamber of Commerce 
is a great avenue for getting involved in 
your local business community, getting to 

know other business owners on a personal level, and 
finding ways you can help your local economy. 

If you’re limited for time, however, these networking 

Where Entrepreneurs Come to Grow Their Business™
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events are not often the “best” place to generate sales for 
your business. 

If you’re looking to build your network and establish 
yourself as an authority, your time would be much 
better spent drawing people to you… instead of 
spending countless hours going to other people.

And there’s a lot less leverage in one-to-one 
networking opportunities – where you could spend 
two hours of your precious time developing a 
marketing campaign that could reach as many as 
thousands of people.

Make sense?

Look for public speaking opportunities in your 
industry (and with the Chamber or Rotary), work 
with the media, write a book, create articles and blog 
posts that establish your expertise in your field - this 
will draw the attention of people interested in your 
product or service, and help establish you and your 
company as a go-to source of relevant information. 

Networking with other business owners and 
connecting with prospective customers are two very 
different things, and you should budget your time 
accordingly – again, it all depends what you want to 
get done with your time… and whether or not you 
have some to spare.

To maximize your leverage, I recommend focusing 
on getting your name (or your company’s name) 
into appropriate media channels, and working to 
independently bolster your presence as an authority 
in your industry. 

If you also find time to participate in your local 
business groups, that’s great… 

But it shouldn’t be the primary focus of efforts to 
attract and connect with prospective customers. 

Hope this helps!

In your corner,

Charles E. Gaudet II 
Founder of PredictableProfits.com

What Harry Truman Can 
Teach You About Power

By Charles E. Gaudet II

Charlie and his wife, Heather, have invested nearly 
$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.

When Harry Truman was President of the United 
States, he placed a signed on his desk that read: “The 
Buck Stops Here!”

The saying is derived from the popular phrase “pass 
the buck” – or pass the responsibility onto someone 
else.

But not Truman, he believed the responsibility ended 
with him.

Sure, he might not have been responsible for what 
happened before he got into office, but he was now 
responsible for guiding the country according to 

Harry Truman,
Source: Wikipedia

Where Entrepreneurs Come to Grow Their Business™

© Copyright 2012 Managed Marketing LLC   |  The Predictable Profits™ Insiders’ Club  |   www.PredictableProfits.com



 12

the vision and promise by which he got elected into 
office.

And whether or not he was being heckled by 
the opposing political party, Truman owned the 
responsibility to make a win/win solution. 

Of course, wouldn’t that be nice if the situation was 
the same with the current POTUS… but I digress.

Marshall Thurber, who was one of Tony Robbins’ 
mentors, told me: “Charlie, never forget, the fish stinks 
from the head down.” Thurber was referring to a 
business case we were discussing, where the CEO 
blamed the employees for the bad performance 
instead of the CEO taking control and trying to do 
something about motivating his underperforming 
worker bees.  

Thurber’s point was that a more effective CEO could 
manage the situation with the employees.

And speaking of Tony Robbins, when he and I first 
spoke in 2005, he asked me how my life was going. 
I told him about the frivolous lawsuits that I was 
involved in, the small-town government politics 
that were costing me hundreds of thousands of 
dollars, and a handful of the subcontractors that were 
causing me stress.

Tony fired back by saying: don’t give away your power!

He then said: “Did you believe that when you started 
your business, there was a slim chance that someone could 
try to take you to court? Did you think that there was 
a chance that when you were building those roads, that 
the politicians in your town could hold you up? And 
were you aware that there was a possibility that your 
subcontractors could have caused you stress?”

Of course my response was in the affirmative.

Tony followed up with: “Then stop trying to play the 
victim by blaming others and own it. Own that you 
made a decision to be in charge and own your power. 
Don’t give away your power! Own ‘what is’ and deal 
with it responsibly.”

In other words, 
sure – many of 
the situations 
I was involved 
in were bogus, 
but instead 
of pointing 
the figure at 
them, I had 
to stand tall 

and navigate my business around any of the hurdles, 
roadblocks, and obstacles in an intelligent, strategic 
way that was best for my business, my clients, my 
community, and myself.

Today, when you look around, how many people 
do you know who are blaming the sequester, 
economy, falling US dollar, outsourced labor, etc., 
on their hardships? How many are pointing a finger 
instead of saying to themselves: “Okay, this is what’s 
happening – now let’s do something about it.”

Look around. There are hundreds of small business 
owners playing victim and blaming their situation 
on factors that were both in and out of their control. 
They stripped themselves of their power to do 
anything about the situation, and are now swimming 
the shark filled oceans, floundering and bleeding 
profits.

And you know what happens with a shark smells 
blood…

So the next time you run into a challenge, rather 
than point the figure and hold your hands up 
with a “it’s not my fault” attitude – look at it as an 
opportunity to grab the helm and steer your business 
to a land rich with opportunities and possibility.
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Coming in the Next Issue…

· Discover a tool for creating 
interest, generating leads, 
building relationships, and 
driving sales that works for 
both B-to-B and B-to-C 
businesses. In fact, if you’re 
not doing this, you’re missing 
out on an ENORMOUS 
opportunity inside of your 
business!

· Most entrepreneurs 
disproportionately invest 
money trying to acquire new 
customers when the real 
money is in getting your 
existing customers to spend 
more money with you… and 
more often! Charlie will talk 
about recent trends AND 
what you can do about it!

· With economic, 
socioeconomic, and 
technological changes moving 
at a rapid pace, it’s clear 
the consumer landscape has 
taken a radical shift already 
in 2013 – so next month, 
Charlie will review the 6 
biggest changes in 2013, 
so you’ve got a heads up on 
how to take advantage of 
these opportunities moving 
forward!

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

INSIDERS ARE PROUD 
TO SUPPORT:
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           Member-Only Announcements
· 

· April is giving you many “reason why” 
holidays for creating a number of different 
marketing campaigns, whether it’s April 
Fool’s Day, Word Health Day (Aril 7th), 
National Pet Day (April 11th), or heck, 
even Tax Day (April 15th) – there’s always a 
reason to reach out to your customers!  

· Good reasons beget good profits. If you 
missed out on these opportunities, keep an 
eye out for April’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. 
 

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 to 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!
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