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On a Personal Note...

By Charles E. Gaudet II
For the moms reading this: Happy 
Mother’s Day!

While Heather does stay involved with 
Predictable Profits – for the most part – 
her full-time “job” is working for three 
of the most demanding bosses on the 
planet… Branson, Sage, and Sabrina.

Yet she wouldn’t trade it for anything 
else…

As a husband, son, and dad, every time 
a holiday like this rolls around – I feel 
compelled to show my gratitude to both 
my mom and my wife for the wonderful 
lives and opportunities they’ve provided 
for me and my children.

For many people, this means flowers… 
for others it could be chocolates… or any 
number of gift ideas.

By the time you’re reading this, Mother’s 
Day would have just passed us – that’s 
okay. The lessons apply to every holiday.

The big thing is: people are looking for ideas 
and willing to spend money!

And it’s our job to make the shopping 
experience easier by fulfilling those needs.

Planning ahead to next year, what else 
could you do?

Perhaps you could offer a special offer for:
•	 Mom-preneurs
•	 Military Moms

Continued on page 2

Quotes
“A successful man is one who 
can lay a firm foundation with 
the bricks that others throw at 
him.” --Sidney Greenberg

“Do not wait to strike till the 
iron is hot; but make it hot by 
striking.” 
-- William B. Sprague

“Accomplishments will 
prove to be a journey, not a 
destination.” --Dwight D. 
Eisenhower

 
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

May 2013

•	 School Teacher Moms
•	 Moms-To-Be
•	 Moms of Twins
•	 Single Moms
•	 Thrill Seeking Moms

You could even take it a step further 
and think a little more out of the box, 
offering specials for Mr. Moms, or even 
pet owners (who call themselves “Moms” 
to their furry companions)… there are 
endless opportunities available for those 
who take advantage of them.

The press will be looking for mom-related 
stories – how about creating a press 
release about any topic related to Moms: 

•	“Why Moms Make the Best Investors”
•	“How to Save Your Mom from Buying 

the Wrong Car”
•	“Real Estate Agent Offers Free Seminar 

to Moms on Finding The Right 

Happy Mother’s Day

Where Entrepreneurs Come to Grow Their Business™
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Neighborhood for a Growing Family”

Get the idea?

You’ve got Father’s Day coming next month – perhaps 
you can take some of these ideas and run with them.

Moving on…

On Sunday, Branson, Sage, and a couple of their friends 
held their first Lemonade stand of the season! 

(For the full story, 
please be sure you check 
out the blog – http://
www.PredictableProfits.
com/blog)
One of the things I love 
most about my little 
entrepreneurs is the fact 
they are growing up with 
the affirmation (which 
they created themselves) 
– “I am rich!”

Oddly, I feel as if 
so many of today’s 
generation lives in the 
“poverty mentality” - 
where they don’t believe 
they are rich, and never 
believe they will become 
rich… a travesty.

Just hearing my kids repeat: “I am rich!” is a wonderful 
thing.

Of course, this is just the beginning of teaching them 
the value of a dollar, social responsibility, how to make 
money grow, etc., but they’re getting there ;)

Why LOVE Has Everything to 
Do With Customer Loyalty

By Charles E. Gaudet II

On April 15, the nation was struck by a terrible 
tragedy with the bombing at the Boston Marathon 
– but amidst the smoke surrounding the horror, it 
was fascinating to see individuals, communities, and 
companies stepping up to offer their support.

One such company (and if you know them, you 
probably were not surprised) was JetBlue.

Kelly Niemasyk of Atlantic Builders forwarded this 
email from JetBlue to be shared with our Insider 
Community:

While there were other airlines that followed, 
JetBlue seems to lead the pack with their constant 
attention to their customers’ needs and wants.

As we’ve said before:

Where Entrepreneurs Come to Grow Their Business™
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Customer Loyalty Starts With 
Loyalty to Your Customers

And every time I see a gesture like 
this from JetBlue, while they don’t 
have some of my preferred amenities 
(i.e. First Class), it makes me feel 
so good to support such a great 
company, I’m happy to fly JetBlue as 
a preferred carrier… as are millions of 
other customers.

JetBlue makes their customers feel 
special, valued, and appreciated.

The more you make that your focus – 
the more loyalty you’ll earn.

Here’s another example of making 
customers feel special - sent to me 
by entrepreneur Linda Mitchell, of 
Bermuda Travel, for our Insiders.

Linda ordered an item from Amazon 
that was fulfilled and shipped 
from The Raw Food World. When 
she opened her package, she was 
surprised to see this letter (see right):

Such a wonderful, personal touch.

Linda remarked at how special this 
letter made her feel, and particularly 
loved the section where Matt wrote: 

“…we are not interested in ‘just’ a one-
time sale to you. We would love instead to serve you as a 
life-long customer, providing you with the best customer 

support.”

Once again, I was reminded of this lesson during 
an interview I had with a magazine reporter 
this morning – when he asked me a question on 
competition, my reply was:

“The worst thing you can do is make it a goal to have 
‘satisfied customers’ by offering a ‘satisfactory’ product and 
a ‘satisfactory’ experience. 

Say you go to a restaurant and order a burger. You 
might leave saying to yourself, ‘sure, that burger was 

satisfactory,’ and chances are you’ll go back, but you 
would have had a totally different experience if the 
experience made you a truly happy customer.

Now, if you went to the restaurant and had an 
extraordinary burger with outstanding customer service, 
you, like most people, would feel a compelling urge 
to tell your friends, family, and colleagues to try this 
new burger –  customers like this will not only (and 
predictably) come back, they will also become very loyal 
to the business.”

As Walt Disney said:

“Do what you do so well that they will want 
to see it again and bring their families.”

Where Entrepreneurs Come to Grow Their Business™
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SPECIAL REPORT: How to 
Get Hungry Prospects to Eat 
Out of Your Hands

By Charles E. Gaudet II

Expert copywriter Bob Bly argues that one of 
the easiest ways on earth to make your marketing 
generate more leads, orders, and sales is through a 
value-added, written “white paper.”

It’s so, so true.

And I’ll show you the secrets for creating a money-
attracting white paper in a few moments.

Inside of the Predictable Profits Triad™ - we refer 
to the “white papers” as an integral part of the 
Promotion component - particularly as we go into 
the 3 Phases of a Customer Relationship – The 
Dating Phase, The Engagement Phase, and The 
Marriage Phase.

White papers are a strategy for The Dating Phase.

Picture this:

You’re at a bar hoping to meet a nice woman. There 
are hundreds of women walking in and out of the 
bar. Each one of these ladies would be a good match 
for the right person, but not every girl would be a 
good match for you.

As you look around the bar, you begin to identify a 
few women you’d like to approach, and eventually, 
you select one based upon whether or not you feel 
there would be chemistry.

This is exactly what a white paper does.

In this case, you do your best to look as attractive as 
possible in the hopes of attracting the most likely 
prospect… and based on your initial presentation, 
she’ll make the decision to stick around and have a 
nice conversation with you… or you get the palm up 
and lose her to the next guy.

Whether you’re in B2B or B2C, your ideal customers 
have no shortage of options. Your white paper 
educates your prospect, and helps them determine 
whether or not they believe you would be a good 
match.

White papers act as an “ethical bribe” - you give 
them information they want in exchange for 
their contact information. You can then follow 
up with additional, value-added information and, 

progressively, ask 
for the sale as your 
relationship deepens 
with the prospect.

Back to the dating 
analogy for a second…

You wouldn’t just walk 
up to a girl at a bar 
and say, “Hey baby, 
will you be my steady 
girlfriend?” (without at 
least establishing some 
sort of trust baseline). 
But for some reason, 
most marketers 

wrongfully assume they can walk up to a prospect 
and try to hard sell them on their product.

Instead, make her an “ethical bribe” such as: “Hi, can 
I buy you a drink?”

…which then leads into getting her phone number, 
and then, possibly, a deeper relationship.

Where Entrepreneurs Come to Grow Their Business™
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I would argue your “pick up line” represents the 
headline in your offer… and with good “body copy” 
(aka compelling reasons for her to like you)… you’ll 
be more likely to get her phone number.

Why is getting contact information so important?

You can talk to all the women at the bar, but if you 
don’t leave with a phone number, you’ve lost an 
opportunity to make a lasting connection.

What most people don’t realize is that few people 
are ready to buy immediately, the very first time they 
read an advertisement or visit your website – if you 
don’t offer some type of “ethical bribe” for them to 
read/watch/listen to when they are ready, you risk 
never hearing from them again.

In fact, I read a statistic the other day that said 
something like 2/3 of the people that visit your 
website will buy the product or service you are 
offering within 6 months… but most of them will 
buy it from a competitor.

Why? Because they are doing their research.

They want to make sure they are making the best 
decision. They want to feel like they are making a 
smart decision, and they want to feel good about 
the company they ultimately choose to do business 
with…

As you’ll see in a moment, your white paper not only 
educates them, but also positions you as the expert, 
the trusted authority, and at times, an industry 
celebrity.

In Bly’s seminars, he uses another metaphor. He uses 
a fisherman as a marketer, the fish as the prospect, 
and the bait as the free content offer. 

Mother’s overused dating advice was: “There are 
plenty of fish in the sea.”

It’s just a matter of casting your reel, using the right 
bait, and catching the right prospect. 

Your offer must be so attractive and compelling to the 
prospect, they can’t help but bite once they see what you’re 
offering!

The key to making this work is to NOT use the 
white paper as a primary pitching tool – but rather 
to use this “bait” to educate and solve a problem for 
your prospect.

Again:

A white paper is not a platform for you to 
hard sell your product/service – it’s a tool 

to educate and inform!

Now, just so we’re clear – I’m using the term “white 
paper” to speak generally about what we’re creating 
here; however, when marketing your “white paper,” I 
would use a less academic and mundane term, such 
as:

•	 Special Report

“When consumers hear about a product today, their 
first reaction is ‘Let me search online for it.’

And so they go on a journey of discovery: about a 
product, a service, an issue, an opportunity.

Today, you are not behind your competition. You 
are not behind the technology. You are behind your 
consumer.”

-Rishad Tobaccowala, CIO 
VivaKi

Where Entrepreneurs Come to Grow Their Business™
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•	 Webinar

•	 Video, CD, DVD

•	 Recorded Presentation

•	 Podcast

•	 eBook

•	 Executive Briefing

•	 Manual

•	 Consumer Awareness Guide

•	 Tip Sheet

•	 Booklet

As you can tell, the format by which you create an 
ethical bribe can vary from text, to audio, to visual – 
but the premise is the same.

Even Google spends endless amounts of money 
writing white papers for their various niche markets!!

Yet funny enough, when I suggest a white paper 
(mostly to my B2B clients) – it’s not uncommon for 
one of them to say: 

“I can see how this would work for the B2C market, but 
B2B clients are different, and this won’t work for me, 
will it?”

That’s sort of like people who still try to tell me 
that direct mail doesn’t work… yet my friend Craig 
Simpson, of Simpson Direct, has mailed over 
200,000,000 sales pieces between himself and his 
clients… making millions of dollars on direct mail 
alone!!!   

And if you think Yellow Pages are also dead, I met a 
guy last year who makes over $6 million a year doing 
nothing else but advertising in that so called “dead” 
media.  

I digress.

Aside from my personal experience proving the 
validity of white papers, Bly also shares stats from 
Kate Maddox and Marketing Sherpa that proved 
among B2B consumers:

•	 89% of respondents said white papers had an 
impact on their vendor preference

•	 69% of prospects who like your white paper 
will pass it on to their colleagues

•	 57% said white papers influenced their 
buying decisions

•	 71% prefer white papers to other marketing 
content

So, let’s move on.

Depending on the traffic to your website, and how 
enticing the information is that you’re offering –
white papers can attract tens of thousands of new 
leads per year (that would otherwise be lost if it 
wasn’t for a white paper).

As you create your white paper, you need to come up 
with a really catchy title that drives curiosity.

Some titles taken from White Paper World that I 
think are promising include:

•	 Free Guide on Understanding and Selecting the 
Right Payroll Services Vendor

•	 4 Tips for Recruiting Oil & Gas Professionals

•	 Six Pitfalls of Workforce Planning

•	 The 10 Worst Practices for Technical Support 
and How to Overcome Them

•	 101 Web Design Tips, Tricks, & Techniques

•	 Top 10 Success Factors for Productive Audio 
Conferencing

•	 The Top 3 Ways a Postage Meter Can Save Your 
Business Money

•	 The Hidden Costs of Aerial Lift Equipment 

HOT TIP: Go to http://
whitepaperworld.tradepub.com 
for example white papers in 
almost any industry

Where Entrepreneurs Come to Grow Their Business™
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Ownership

•	 Upgrading Your DCS: Why You May Need to 
Do It Sooner Than You Think

White papers offer information to prospects, and 
there are plenty of ways to do this, such as:

•	 Provide a time-saving tip, strategy, or idea

•	 Give them a powerful tool

•	 Illuminate a new way to approach a problem

•	 Make something complicated easier to 
understand

•	 Help them avoid mistakes

•	 Give them ideas on being more successful at 
business, life, or job

•	 Solve a pressing problem for them

They are comprised of “How to” guides, case studies, 
implementation tips, ideas, or thought provoking 
(often controversial) information.

I’ve seen white papers as short as one page… to as 
long as 144 pages.

Length doesn’t matter as much as value.

How do you know if it’s valuable enough?

Even tough white papers are given away at no cost 
to the prospect - my litmus test is whether or not I 
could hypothetically get someone to spend at least 
$30 dollars for my report, and feel as though they 
got their money’s worth.

In fact, I always put a “valued at $____” price in the 
marketing copy and on the white paper itself.

I may say something like: “Download Your Free 54 
page Buyer’s Guide (Valued at $79)…”

And in the upper right hand corner, put the price 
$79 to remind people of its value.

I have been giving away a free CD on my website, 
and several people told me it has given them more 
”ah-ha” moments than many marketing books, 

programs, and courses they’ve paid for…  that’s when 
you know you’ve done well!

In fact, many of you became Insiders’ Club Members 
because of that CD! 

The goal was that you’d listen to the CD and say to 
yourselves: “Wow! If Charlie’s giving away this much 
information for free, I can only imagine how much more 
I’d get once I actually start paying him!”

You want your prospects to feel the same way about 
you!

Now, for printed white papers (they are most 
common), the general format is:

1.	 Cover

2.	 Table of Contents

3.	 Brief Statement of Credibility (such as 
testimonials, client list, “as seen on,” etc.)

4.	 Executive Summary

5.	 Explanation of the Problem the Prospect is 
Feeling (this is where you demonstrate that 

White Paper Checklist

þ	 Could you sell your “white paper” for 
at least $30, and feel confident your 
prospect received good value for their 
purchase?

þ	 Is what you’re offering unique and not 
commonly available or talked about?

þ	 Is your “white paper” relevant to the 
product/service you want them to 
eventually purchase?

þ	 Do people actually want the 
information you’re offering?

Where Entrepreneurs Come to Grow Their Business™
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you understand them)

6.	 Agitation of the Problem (what happens if/
when it’s not dealt with)

7.	 Solution (the meat of the copy)

8.	 Conclusions

9.	 Call to Action

10.	About the Author

Adding images (with captions – people always read 
captions!), graphs, tables, and other visual effects can 
also add appeal.

Here’s another key - the best white papers are 
written as if you are talking to only one person!

It’s NOT set in an academic tone, but rather in 
conversional tone.

Short sentences.

Getting your prospect to read from one sentence… 
to the next… to the next… all the way to the end.

And you promote your white papers the same way 
you would advertise any product or service – direct 
mail, press releases, online/offline advertising… and 
of course, as an opt-in for your website (we’ll cover 
this in more detail in other issues).

Once someone requests the white paper – 
don’t leave it up to them to follow up with 
you (though many will) – plan to follow up 
with them not as a salesperson, but as a trusted 
advisor wanting to understand more about 
their problem and how you can help solve it.   

**Remember, you’ll get the best results if you don’t 
try to close the candidate up front – take the time to 
truly learn about their problem so you know whether 
or not you will be a good fit for them.**

How to Send Direct Mail at 1/3 of 
the Cost of Everyone Else

By Predictable Profits Insiders’ Club 
Member, Tom Trush

Smart marketers see direct mail as a valuable tool for 
reaching target audiences, especially as competition 
dwindles inside mailboxes.

But many in the business community see it as an 
archaic dinosaur that will soon disappear from the 
marketing landscape. In addition to claiming direct 
mail’s demise, they avoid the marketing tool because 
of “high” initial costs.  

If you’re part of this group and target local prospects, 
give me just the next three minutes...

I’m about to explain how to get your marketing 
message into residential and business mailboxes for 
16 cents per piece (or about 1/3 the cost of a stamp) 
– without buying permits or mailing lists. 

In fact, you don’t even have to label your materials. 
And best of all, you’re not limited to postcards 
because your marketing piece can be as large as 12” 
x 15”.

The program is called Every Door Direct Mail. 
Offered by the U.S. Postal Service, it allows you 
to saturate entire ZIP codes with your marketing 
message. You simply pick the neighborhood you 
want to target, and a mail carrier distributes your 
printed piece to every address while delivering the 
day’s mail.

Keep in mind, this program is not ideal for 
everyone. If your product or service caters to a 
specific demographic, you’re better off trying a 
targeted direct-mail campaign.

Where Entrepreneurs Come to Grow Their Business™
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Every Door Direct Mail works best for businesses 
that target prospects by geographic area (instead of 
qualifying characteristics), such as...  

•	 Restaurants

•	 Retail stores

•	 Chiropractors

•	 Gyms

•	 Auto repair shops

•	 Landscapers

•	 Doctors/health clinics

•	 Local attractions

•	 Salons/spas

•	 Florists

•	 Real estate agents

•	 Dry cleaners

•	 Home-improvement companies

•	 Dentists

I’m currently testing Every Door Direct Mail with a 
chiropractor client. 

For the last several months, we ran a newspaper 
advertorial that consistently generated leads. So we 
did a little reformatting to the existing piece and 
created an oversized mailer. 

And because there’s a “back” side to a mailer that 
isn’t available with a newspaper ad, we had extra 
room to include more educational copy. Now we’re 
curious to see if the same response carries over to a 
different medium.

I wouldn’t be surprised if the mailer helps boost 
response to the advertorial. After all, we’re now 
hitting prospects with the same message using 
multiple mediums.

I made a few mistakes that delayed our campaign. 

So, to save you time, here are a few tips:

•	 Identify the neighborhoods you want to 
target using the EDDM online tool here: 
https://www.usps.com/business/every-door-
direct-mail.htm.  
 
Use the “Mailing Options” pull-down menu 
and select “Residential Only” if you only 
want to send to homes.

•	 According to the USPS, the most popular 
sizes are postcards (6.5” x 9”), oversized 
postcards (8.5” x 11”), and tri-fold menus 
(4.25” x 14”).

•	 You must include the EDDM Retail Indicia 
in the upper right hand corner of each 
marketing piece.
 
Here’s a link to it: https://www.usps.com/
business/images/eddm-retail-indicia.jpg.  
 
You must also include address box like this 
(although it doesn’t need to be displayed in 
the “traditional” address area): 

Local
Postal Customer

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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•	 The minimum thickness allowed for your 
marketing piece is .007” (about three sheets 
of paper) and minimum height is 3.5”. 
Maximum weight is 3.3 oz.

•	 Once your printing is complete, take 
bundles of 50 or 100 pieces to the post 
office that serves the ZIP code(s) you 
selected (the online tool will tell the 
locations).  
 
You must include a facing slip on each 
bundle (download here: https://www.usps.
com/business/pdf/eddm-retail-facing-slip.
pdf ). 

•	 You can send up to 5,000 pieces per post 
office, per day. The minimum is 200 pieces.

Remember, Every Door Direct Mail is not ideal for 
every business. But it’s at least worth checking out if 
you’ve never considered direct mail, thought it was 
too expensive, and target prospects by geographic 
area. 

When used correctly, it can provide a great 
opportunity to expand your marketing efforts.

Tom Trush is a Phoenix-based direct-response 
copywriter who helps business owners craft lead-
capturing marketing materials. His newest book, 
The “ You” Effect: How to Transform Ego-Based 
Marketing Into Captivating Messages That Create 
Customers, is now available on Amazon.com and 
from other major book retailers. Tom is also the 
author of The Reluctant Writer’s Guide to Creating 
Powerful Marketing Materials: 61 Easy Ideas to 
Attract Attention and Get More Customers. More 
information about Tom can be found on his website 
at http://www.writewaysolutions.com.

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: “Hey Charlie, what’s your opinion on 
buying an email list? Is it a good idea?” – Faye M., VT

ANSWER:

Hi Faye! Good 
question.

In fact, this is 
a question I 
hear quite a lot, 
and for a lot of 
entrepreneurs 
just getting 
started, an email 
list is a great way 
to jumpstart the 
lead process…

While I 
understand why it seems like a good idea to buy one 
- I caution you against using such a strategy (note, 
there is a substantial difference between buying an email 
list and sending from your own servers versus renting 
an email list… to answer your question, I’ll specifically 
reference “buying” such a list).

Sending emails to prospects who didn’t opt-in to you 
specifically can result in a whole range of problems… 
You can even damage your company’s reputation or 
be marked a “spammer” (which you definitely don’t 
want to happen).

Let me explain a little…

When people receive an email from a random 
company (and you will seem like a random company 
if they’ve never heard of you, done business with you, 
or opted-in to your email list), they won’t have any 
reason to open it…

Where Entrepreneurs Come to Grow Their Business™
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Or worse, they’ll mark it as spam, which could result 
in having your accounts shut down, being blacklisted 
by certain email servers, or, if nothing else, being 
seen as a nuisance!

Beyond the potential risks (that greatly outweigh the 
possible benefits, in my opinion), you want to reach 
out to people that want to do business with you, not 
leads that came from who-knows-where…

To boost email leads, you’re better off getting 
involved with a joint venture opportunity or an 
affiliate program. 

The better offering you have in exchange for an opt-
in, the more organic email leads you’ll receive as well.

If you’re going to buy a list, you’re much better off 
going for direct mail! 

With targeted direct mail – you’ll get your message 
in the hands of new prospects without wandering 
into “spammy” territory.

If you really have your heart set on email, you could 
rent a list and have the company send emails on 
your behalf. Now, in the spirit of full disclosure, 
while I know people who have claimed they’ve been 
successful with email renting, I’ve yet to see a decent 
ROI myself (so proceed with caution, start small, 
chose your list wisely, and test, test, test).

The long and short of it is this: the most valuable 
email list is the one that’s built internally through 
your own efforts - as well as endorsed referrals (aka 
affiliate/joint venture partners). It may take more 
time, but you’ll have much better results.

Hope this helps!

In your corner,

Charles E. Gaudet II 
Founder of PredictableProfits.com

Do You Really Know Your Value?

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.

“I ask for what I want; they pay it. It’s that simple.” 
- Harrison Ford

Have you ever felt like you should have been paid 
more for work that you completed, but didn’t get it?  
Did you feel like you were somehow cheated?

Years ago, I owned a proprietary stock trading 
company and, on occasion, I would teach people 
my trading strategies for a fee. However, I made 
exceptions when it came to my close friends – 
because I had such a difficult time asking them for 
money – so I charged them nothing.

…and, truthfully, I still have a difficult time charging 
my friends. It wasn’t until I met Dr. John DeMartini, 
however, that I realized by not charging them – I was 
doing both them and myself a grave disservice.

On one side, because I wasn’t charging for my time, I 
progressively resented doing a service for my friends. 
In one such instance, I had a gentleman who called 
me every 2 weeks to spend an hour on the phone 
with me for “free” coaching. I loathed taking his calls 
because I knew how much value he was getting from 
me… whereas I was getting nothing back in return.

There was an unequal exchange.

Now, aside from the damage this did to our 
friendship, because I was offering him this valuable 
information at no cost – he also didn’t value the 
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information in 
the same way he 
would have if 
he paid me my 
going rate (at the 
time) of $500. 

If he was paying 
me $500 an hour, 
you better believe 
he would have 
taken my advice 
very seriously - 
and applied it.

Sadly, that was not the case.

All my advice went in one year… out the other… and 
nobody benefited from these conversations because 
there was no fair exchange.

If you want to live a powerful life and get paid 
handsome sums of money, you need to commit to 
living a life of fair exchange.

Dr. John DeMartini says:

“Every time you try to get something for nothing or 
 give something for nothing, you truly            

stagnate your self-worth…”

As a result of this principle, before I have a friend 
doing business with me – we make an agreement 
on what his going rate is and, should he not feel 
comfortable with accepting payment, he is not 
allowed to do the work.

True self-worth comes in the form of living in 
equilibrium – you give in proportion to what you get 
in return.

This doesn’t have to be restricted to physical items – 
it can also be perception.

Take lottery winners for example: they might win 
$100,000,000, but unless they feel as though they 
deserved it - they will continue to spend, give away, 
and waste their money until they find themselves in 
equilibrium with what they feel they deserve.

Let’s take it a step further.

DeMartini says: 

“Until you value yourself, don’t expect others to.  
The world around you reflects the world within you.”

I told you I was getting paid $500 dollars an hour. 

(By the way, I came up with that rate because when 
one of my prospective clients said “How much do you 
charge? Would you accept $500/hour?” I said, “yes”)

On one hand, friends and competitors told me $500 
was an absurd amount of money, and they were 
shocked I was charging so much.

On the other hand, I felt like I was still undervaluing 
my services, and when DeMartini asked me why I 
felt this way, I said: “Because I know without a shadow 
of a doubt that if someone spends one hour with me, they 
will get at least one million-dollar idea.”

So he asked me what rate I would feel comfortable 
charging?

At that very instant, my rate went up to $1,000/hour 
for coaching… because that’s what felt good. It felt 
in equilibrium (soon, I will be charging more…).

So, if you’re a finish carpenter (for example) and 
you accept work at $15.00 an hour (when the going 
rate is at least $50), you’re saying your true value 
is $15.00 an hour. On the contrary, if you said: “I 
understand you’re looking for a $15.00 an hour 
person. My rate is $50.00 and hour and I know 
you’ll be happy you invested that extra money. I 
guarantee I will be on time. I will leave a clean job 
site. I’ll finish the job on budget, and if you’re not 
the least bit ecstatic with my end result, I won’t leave 
until you’re smiling from ear-to-ear.” - there’s a good 
chance you’d get the job and be happier doing it.

So how do you determine your value?

As for me, I took a piece of paper and I started 
writing:

•	 “I am worth $50/hour” (if I felt like I was 
worth more, I’d take a jump up)

•	 “I am worth $100/hour”
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•	 “I am worth $200/hour”

•	 “I am worth $500/hour”

•	 “I am worth $1,000/hour” (even though this 
felt good, I wanted to see how high I could 
go)

•	 “I am worth $5,000/hour” (now, this felt a 
little out of equilibrium, so I scaled it back 
down – incrementally, until I got to a point 
where I said, “okay, this feels good.”)

Once I determined, “Okay, Charlie – you’re worth 
$1,000 an hour,” the first thing I did was write an 
affirmation statement supporting why I am worth 
$1,000 an hour.

It went something like this:

“I know, without a shadow of a doubt, if an 
entrepreneur spends at least 1 hour with me, they will 
get at least one million dollar idea from me. I am worth 
every penny of $1,000 an hour, and my clients would 
still be happy even if I charged them double.”

After repeating your affirmation - over and over 
again - you will build your confidence, and it 
becomes easy to look someone in the eye and say: 
“My going rate is $1,000 an hour. Non-negotiable.”

In fact, two weeks after I set my new fee, a woman 
recognized me in line at Chicago’s O’Hare Airport 
while I was waiting to get a dinner table. She said: 
“What time does your flight leave? I need some help, 
can I get an hour of consulting?”

My response: “I’m just about to sit down to have 
dinner. If you don’t mind me eating during our 
conversation, my going rate is $1,000/hour.”

And her response was: “Okay, make it a table for two!”

My clients happily pay me thousands of dollars per 
year because I’m confident in the value I bring to the 
table, and using the Predictable Profits Methodology 
on Positioning – I position myself as someone who 
commands a premium fee.

It all comes down to fair exchange… knowing what 
you want… making a decision… and getting it.

INSIDERS ARE PROUD 
TO SUPPORT:

Coming in the Next Issue…

•	 Charlie generated over 
$74,000 in sales in only 
5 days using a content 
marketing strategy that 
not only offered value to 
the prospects, but had them 
begging for product! It’s 
a very simple strategy to 
operate, and one he’s eager to 
share with his Insiders!

•	 Wouldn’t you like to have 
your marketing systems on 
complete autopilot? Charlie’s 
flying out this month to 
meet with one of the best 
automation teams in the 
world – next month, he’ll 
share their tips for making it 
happen (and profit)!

· Plus more surprises you won’t 
want to miss!
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           Member-Only Announcements
·	

•	 We’ve expanded the marketing calendar 
inside of the Members’ Area with even more 
(sometimes crazy!) occasions. In addition to 
the obvious “Father’s Day” – there’s “Flag Day,” 
“Duct Tape Days,” “Men’s Health Week,” and 
even “Entrepreneurs DIY Marketing Month!” 
 
June 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!  
 
Good reasons beget good profits. 

Check out June’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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