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On a Personal Note...

By Charles E. Gaudet II

Earlier this month, I 
competed in the Crossfit 
Lumberjack competition, and 
was very happy to place 5th 
out of the regional athletes 
(that’s a photo of me starting 
my 20rep set of 275lb 
deadlifts, just one exercise of 
the many exercises we needed 
to complete).

Among the many advantages 
of Crossfit, one of the 
mysteries behind the sport 
is that it never gets easier. 
It’s always hard. The only 
thing that improves is the 
amount of weight you can 
lift or the amount of work 
you can complete during a 
set time. Yet, Crossfit enjoys one of 
the strongest “cult” followings of any 
business in the world.

There are five primary reasons for this:

#1 – People want to feel like they 
are a part of something special, and 
Crossfit provides that atmosphere 
with competitions, goals, and a strong 
community.

#2 – There’s a common enemy (Crossfit 
versus Weightlifting).

#3 – We have a unique language 
(WOD, AMRAP, Baseline, PR, etc.).

#4 – People have to go through a great 
deal of pain (i.e. hard work) to reach a 
level of success.

#5 – We share common stories related 
to the work at hand.

As Seth Godin says in his book, 
“Tribes,” Crossfit is a tribe.

But then again, so are Apple, Harley, 
TED, Disney, and many others. 

Continued on page 2

Quotes
“You can close more business 
in two months by becoming 
interested in other people than 
you can in two years by trying 
to get people interested in you.”
-Dale Carnegie, self-
improvement writer and 
lecturer 

“Dig the well before you are 
thirsty.” - Chinese Proverb

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
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When (or if ) you set up a tribe for your own 
organization, your members will begin to have 
a vested interest in your success. They will move 
mountains to help you succeed, so long as the 
leadership continues to demonstrate that they 
value the best interests of the tribe.

Also in the news, the man with the most business/
economic experience failed to win over the hearts 
of America in this election. Boo. The market 
reacted quickly – the stock market plummeted 
and several businesses reported an immediate 
slowdown in sales. 

Now, just a few days after the election (and to 
satisfy my continual thirst for information), I 
attended Dan Kennedy’s Info-Summit to see if 
there were any nuggets of wisdom that I could 
accumulate (fortunately, I found a few). More 
interesting than the speakers though, was the 
change in the dynamics of the audience. 

Shockingly, some of the most notable speakers 
made sales presentations and didn’t appear to 
sell nearly as many products from the stage as I 
remember them selling in the past. In fact, from 
my vantage point, the sales tables looked like a 
ghost town during the critical moments, where 
there would have ordinarily been a stampede of 
people looking to invest in new money-making 
ideas for their business.

I mean, I went to one sales seminar a few months 
ago where people were literally trampling each 
other to run to the back of the room to make a 
purchase, and if you were last to the party, you 
might have waited 20 or so minutes before they 
could process your order. This week, things were 
different.

While I thought this was particularly odd, I 
had dinner with a well-known and respected 
copywriter known as “Doberman Dan” (one of the 
legendary Gary Halbert’s protégés), and he also 
noticed a similar concern.

What does this mean for you? Should you be 

worried?

I’m not. Here’s why:

First, realize and understand that people will 
continue to buy regardless of the economy – and 
if sales slow down, it’s not because people stopped 
buying… 

It boils down to value perception.

When people feel like the economy isn’t going 
well, that “times are tough,” or the outlook is 
bleak, they are just more careful with the money 
they’re going to spend.

And where they might have been comfortable 
investing in a $1,997 product a few months ago – 
now they might not want to spend as much.

But as we know, what people want to spend and 
how they actually spend their money are two 
different animals.

You see, people don’t always do what they say… 

For example, while I was at the hotel, I had a few 
minutes to kill before dinner so I walked into 
the Johnston and Murphy clothing store. Now, I 
already had a suit case filled to the top (literally, I 
had to sit on the damn thing just to find a way to 
close it!).

I had no business walking into a clothing store 
to buy any clothes whatsoever (in fact, I haven’t 
purchased clothing for myself in over two years, 
because it appears anything I buy has ceased to 
impress the only one that matters… my wife).

So I walked in, struck up a casual conversation 
with the store manager and employee, and told 
them I was “just looking around.”

While doing so, I picked up a boot that I thought 
was attractive and the salesperson said: 
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“Do you know Johnston and Murphy has created a 
shoe for every President of the United States?”

Suddenly, the value perception of this clothing 
was much higher than I originally thought.

With shameless disregard to any sort of ego-
control, I thought to myself, if every President of 
the United States has owned or owns a pair of 
these shoes, well damn, I should have a pair of 
these shoes too!

When I looked at the price tag and it was “only” 
$200 – it became a no brainer.

They also told me if Heather didn’t like any of the 
clothing I picked out, and if she didn’t find my 
new clothing to be some of the most attractive in 
my wardrobe, that they would happily take back 
any of the clothing I purchased with free return 
shipping.

I couldn’t lose.

And before I knew it, I was walking out of the 
store with a bag under each arm. Shoes, socks, and 
shirts… and I would have kept buying if I weren’t 
late for lunch.

So much for not intending to buy something.

(Oh, and because I legitimately did have no room 
for this clothing in my luggage, I had to prioritize 
- and anything that didn’t make the cut got left 
behind at the hotel.)

That’s the power of establishing a good value 
perception.

You see, your sales and marketing messages must:

•  Deliberately provoke and disrupt what your 
customer already thinks about your product/
service with insights that make your product/

service significantly more valuable and 
necessary for them.

•  Understand what the gaps in your prospect’s 
current assumptions are, highlight the risks 
of not taking action, and illustrate how that 
would negatively affect their desired outcome. 
What they want could be at risk if they don’t 
make a purchase.

•  Use social proof, statistics, testimonials, case 
studies, etc. that show the magnitude and 
eminence of your product/service.

•  Take all the risk away from your prospect by 
offering a guarantee so good it would make it 
harder for them to walk away than to invest 
in your product/service.

When you create the right story – establishing a 
value perception so high that it makes the price 
seem low – people will find a way to buy your 
product.

It’s all part of thinking strategically, and because 
most of your competition is not looking in 
the right place (as evidenced by cutting their 
marketing expenses, competing on price, and 
doing more/less of what worked in the “good ole 
days”), winning over their customers becomes a lot 
easier. 

Where Entrepreneurs Come to Grow Their Business™

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



 4

The 5 Most Powerful Words in 
Profitable Advertising

By Charles E. Gaudet II
“The prosperity of every country in the world is directly 

in relation to the amount of advertising.”
Col. Robert R. McCormick’

Years ago, when I owned a multi-million dollar real 
estate development company, I was in between projects 
and I decided it would be a smart idea to invest in a 
small 2” x 3.5” advertisement in the local newspaper. 

And while the idea could be argued as clever by 
some… the actual application was like “dropping a 
rose petal down the Grand Canyon and waiting for 
the echo.” (Don Marquis, poet) 

Like many of my competitors, I designed the ad with 
my company name big and bright. I crafted a clever 
slogan, listed the type of work offered, and finished it 
off with my phone number.

It was more or less a glorified version of a business 
card, and it was beautiful.

I was so proud of this advertisement, I even sent a 
copy of it to my mother! 

Now, because I knew my competitors were advertising 
in a similar fashion, in the same newspaper, I even 
ponied up and invested in premium placement. Yup, 
I was going to be the big fish in the small pond and 
nobody was going to touch me.

In fact, my ad was not too much different than the 
example below:

My advertising representative told me that the 
first advertisement was scheduled to come out on 
a Sunday, and on Saturday night I envisioned the 
phone ringing off the hook. In fact, I was trying to 
figure out how I was going to be able to handle all 
the new inquires.

Naturally, I purchased the newspaper to see my 
handiwork in print. When Sunday night rolled 
around, however, and the phone didn’t ring as a 
result of my advertisement, I told myself it was 
because people were waiting until Monday. 

Monday rolled around and I didn’t receive a single 
phone call from a new prospect.

Damn, could it have been my phone? I called my 
office line to see if the number was working or the 
voice mail was broken. Nope, everything checked 
out fine.

Then, I instantly panicked and went back to the 
advertisement, looking to make sure I got the 
phone number correct.

I was perplexed. Everything was correct. What 
was the problem?

Day 1, 2, 3, 4… each day I ran the advertisement, 
I did not receive a single phone call from a new 
customer. Not one.

A week went by and I pulled my advertisement, all 
the while cursing: 

“Newspaper advertising doesn’t work!”

Ah… how young and naïve I was back 
then.

Little did I know, a fortune was still 
hiding inside of those pretty little black 
and white pages.

Even today, I continue to hear people 
tell me newspaper, cost-per-click, Yellow 
Pages, Val-Pack, radio, television, direct 
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mail… heck, you name it… doesn’t work.

It wasn’t until I had some good tutelage, read 
a few wonderful books (like Claude Hopkins’ 
“Scientific Advertising” and John Caples “Tested 
Advertising Methods”), and started to apply the 
principles that I learned that I finally discovered: 
it’s entirely possible to make millions with 
EVERY one of those medias!

Just last year, in fact, I had an entrepreneur 
apply to become a private client of mine. Lo-
and-behold, his business was generating over 
$3,000,000 per year from national Yellow Page 
advertisements! Yup, even the dinosaur of print 
media can still be profitable when it’s done right!

The rule of thumb for writing an effective 
advertisement comes directly from Vic Schwab’s 
book, “How to Write a Good Advertisement”:

“The copywriter’s aim in life should be to try 
to make it harder for people to pass up his 

advertisement than to read it.”

The biggest problem with my advertisement and 
the example, Thomas Cots Floors, was that there 
was nothing compelling, unique, or intriguing 
about them. 

Plain and simple, my ad was boring and very easy 
for someone to pass up. 

Come to think of it, before I published the 
advertisement, I should have asked myself the 
question: 

“Why would someone choose to pick up the phone 
and call MY company over my competitors?”

The answer was NOT found in my 
advertisement, and if someone actually did 
respond to the advertisement, they would 
have been preconditioned to think I was more 
of a commodity (due to being completely 
undifferentiated), and simply price shopping for 
the cheapest quote.

But c’est la vie. I learned my lesson (and what a 
great lesson it was)!

You see, when it comes to advertising, there are 
only 5 words you need to know:

Advertising is Salesmanship in Print

That’s right, advertising is nothing more than 
salesmanship in print. 

I doubt Thomas Cots would sell his wood floors 
to his clients by saying: “I do hardwood, softwood, 
sanded and refinished floors…” Rather, I hope he 
would tell his prospects why he’s different from 
his competitors, and why working with him would 
be the smartest decision they could make when 
choosing a flooring contractor. Thomas did do one 
thing right in his advertisement, though, saying 
he’s been “Serving the Seacoast for 30 Years” will 
provide some comfort and security to prospects, 
letting them know that he’s well established and 
not a fly-by-night operation.

So, in looking to write a better advertisement, the 
answers to the following 5 questions would help 
create a better sales pitch:

1.  What makes you different from your 
competitors? Remember, your customers 
want to make sure they are making the 
smartest decision… and for heaven’s sake, 
keep the focus on the massive value you’re 
adding. Don’t commoditize yourself by 
focusing on price.

2. What guarantee do you (or could you) offer? 
The stronger your guarantee, the higher your 
conversions, and the more confidence people 
will have in choosing you over a competitor.

3.  What’s the biggest benefit - the largest 
result - someone hopes to get with your 
product/service? According to Clyde Belle, 
in his book “How to Write Advertising,” 
the most common benefits that attract the 
attention of people are the promises for 
better comfort, looks, sexual attraction, 
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savings, health, prestige, energy, 
pleasure, pride of possession, time 
saved, and personal earnings.

4. What keeps them up at night?  
What frustrations, worries, or 
concerns do they have? This 
may or may not have to do with 
your product – it could have to 
do with hiring someone. For 
example, when you’re installing 
hardwood floors in a residence, 
the concerns would be disruption 
to their schedule, dust and mess, 
loud noise, timeliness, whether 
the person is trustworthy or not, 
keeping on budget, and quality 
workmanship. How can you 
alleviate these concerns?

5.  What could you give your 
prospects right now, that they 
want right now, that won’t cost 
them anything? This is a great 
way to establish trust and create a 
relationship with your client. Joe 
Polish offered a “free room offer” 
with a “Free Carpet Audit” that 
reinforced the value of what he does while 
educating prospects on the importance of 
what he does. 

Does this mean your advertisement will have a lot 
of text in it? Absolutely.

One of the greatest ad men in history, the late 
David Ogilvy, said: 

“I do not regard advertising as entertainment or an 
art form, but as a medium of information. When I 
write an advertisement, I don’t want you to tell me 
that you f ind it ‘creative.’ I want you to f ind it so 

interesting that you buy the product.”

Just take a look at the following example (also 
found in the Yellow Pages): 

It’s not your typical “creative” advertisement. It’s 
clear, however, that Francis is looking for people 
who have had their veterans’ benefits denied. If 
this was me, his advertisement could capture my 
attention. 

Even though the advertisement is better than 
most advertisements in the Yellow Pages (in fact, 
it’s the best one I saw in the 10 minutes I spent 
flipping the pages), the following improvements 
would help:

1.  Adding a more compelling sub-headline. 
Francis’s choice of, “If so, hire an experienced 
disability firm…” doesn’t do it for me – I 
would probably emphasize a point he made 
at the end of the advertisement, where 
he says: “If you don’t get benefits, I don’t 
get paid.”  That statement is much more 
powerful.

Where Entrepreneurs Come to Grow Their Business™
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2.  Francis did a good job by saying, “the VA 
denies most first-time applications,” but 
he needs to tell me why “now” is the time 
to appeal the claim. There’s got to be a 
compelling reason here.

3.  He mentions “evaluation” and “consultation,” 
but are they the same? Why should I call 
you?  What’s the benefit I can expect to 
receive from such a “consultation?” Educating 
the prospect and adding a value to his 
consultation would likely increase response.

4.  Consider replacing the photo with an actual 
client photo, using that space to include a 
testimonial. Social proof is a very powerful 
(and often underutilized) tool, PLUS people 
love to read photo captions.

5.  Because advertisements in the Yellow Pages 
last for 1 year, it’s hard to put a deadline on 
the free consultation. Instead of a deadline, 
I would make mention of why they need to 
call today. Maybe it has to do with a statute 
of limitations? Perhaps how much not having 
the disability payment is costing the veteran 
by not calling today?

Lastly, regardless of the media in which you 
choose to place your advertisement, be sure you 
build in a tracking mechanism (unique phone 
number, URL, coupon code, etc.) that you’ll 
be able to reference in order to determine the 
effectiveness of your advertisement.

And don’t forget, the three biggest words that 
have helped more millionaire marketers continue 
to make money are: test, test, and test.

Would you like your print advertisement to be 
critiqued by Charlie? Be one of the f irst 25 people to 

send your advertisement to Mike@PredictableProf its.
com with the subject line: “November Advertisement 

Offer” by December 10th and you will receive a 
FREE advertisement critique (easily valued at 

hundreds of dollars)!

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!

Justin Rolston asks this question: “Hi Charlie, thank 
you for taking my question. I have a business that sells 
pool tables and related billiards accessories (furniture, 
lighting, racks, balls, and cues). I know you said that 
there’s an opportunity in my customer list, but once a 
customer has bought everything they can from me, I’ve 
got nothing else to sell them. I’m anxious to get your 
opinion on this. Can you help me? Thanks so much!”

Hi Justin,

I love this question because it reminds me of my 
days running the real estate development company 
I founded many years ago. Similarly, when a 
homebuilder is contracted to build a home for a 
homeowner, it’s not uncommon for them to believe 
their only product is the home they’re building.

But we did something different.

In fact, this is where I encourage you to ask yourself 
to employ The Growth Factor™ on page 11 by 
asking: 

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

http://members.predictableprofits.com
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“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?”

When we asked that question, we found that our 
clients were also in the market for home furniture, 
security systems, home theaters, flat screen 
televisions, patio furniture, driveway seal coating, and 
the list goes on… and yes, had I thought about it at 
the time, many folks (especially those people who 
finished their basement or space above the garage) 
were in the market for a pool table. Heck, I could 
have even made arrangements with local restaurants, 
dry cleaners, carpet cleaners, etc. to be a part of a 
new homeowner “Welcome to the Neighborhood” 
manual.

The more you think out of the box, the more 
opportunity exists. 

To employ The Growth Factor™, I simply reached 
out to vendors in each category and asked them if 
they would be willing to do a joint venture with me.

I would provide them with a client. They, in turn, 
would provide my client with a special discount and 
provide me with a small share of the revenue they 
generated. This amounted to thousands of dollars in 
additional profit for my company, as well as happier 
clients. 

My company was one of the only companies doing 
anything like this, and had one of the highest profit 
margins in the industry.

Our strategy was joint ventures.

The best joint ventures provide a win/win/win for 
everyone…

-  A win for the referring company
-  A win for the customer 
-  A win for you.

Before I tell you how to monetize your customer 
base, let me remind you that joint ventures go 
both ways. Consider reaching out to homebuilders, 
remodelers, home bar equipment retailers, and others 

who are already working with your target customer. 
Offer them the opportunity to do a joint venture 
with you. These joint ventures are highly profitable, 
and generally lend themselves to quick sales because 
the referring company presold the prospective client 
on your services.

Now, as far as how to find joint venture partners, the 
answer is found in the following questions:

1.  What other products/services do people also 
purchase after they buy a pool table from you?

2.  What other products/services do your 
customers need after they buy a pool table from 
you?

3.  What problem does your pool table solve 
for the customers? Is it entertainment? Are you 
helping create “man town” for the guys? Is it for 
the kids?

In other words, how can you give them more of what 
they already want?

Then pick up the phone and speak to the decision 
maker of the possible joint venture partner. Let them 
know you are currently working with people who are 
in the market for their products/services, and you’d 
like to create a win/win/win situation for both of 
you.

This is a strategy we’ll continue to talk about in 
future issues of the Insiders’ Club. It’s amazingly 
powerful, shockingly profitable, and your customers 
will love the fact that you made the extra effort to 
provide them with a greater benefit for working with 
you.

Hope this helps.

In your corner,

Charles E. Gaudet II
Founder of PredictableProfits.com
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2 Ways to Quickly Qualify Prospects 
With Your Copy

By Predictable Profits Insiders’ Club 
Member, Tom Trush

Ever see an ad while searching the Internet, and then 
notice it follows you to other sites like a lost puppy?

For several years, I’ve watched an ad run online with 
virtually the same copy. The only adjustments have 
been an occasional headline or image change.

Now, for an ad junkie like me, I love when this 
happens. The reason is simple:  

When you see an ad run relatively unchanged for a 
long period of time (especially in heavily circulated 
publications), you can often assume it’s generating 
consistent leads. After all, a smart business owner or 
entrepreneur won’t continue paying for an ad that 
doesn’t work.

The ad I keep seeing is from Fisher Investments. 
Here’s one version:

The most recent headline changes were related to 
the election. For example, headline variations read, 
“What Would Happen to the Stock Market if 
Barack Obama is Re-Elected?” or “What Would 
Happen to the Stock Market if Mitt Romney is 
Elected?” These adjustments are great examples of 
tying your ad into current events.

However, for the sake of today’s tip, I want you to 
notice the first sentence in the body copy. Fisher 
Investments uses one of my favorite fill-in-the-
blank formulas for capturing control of readers’ 
eyeballs and luring them deeper into the copy. The 
strategy also instantly pre-qualifies prospects. 

Here’s the formula:

If (insert your prospect’s problem(s) or desired 
result(s)), then (insert your bold promise).

In the case of the Fisher Investments ad, instead 
of a problem or result as a “qualifying” item, an 
achievement is used. 

The above formula is effective because our brains 
are biologically programmed to follow the logic of 
“if/then” statements. As a result, your prospects are 
more willing to accept your written words as truth, 
even before you present evidence.

So, if I wrote an if/then statement to introduce this 
article, I might say...

If you need an easy way to dodge your prospects’ inner 
critic and write a marketing message that’s practically 
impossible to resist, then the few minutes you spend 
reading this article will be the most valuable time 
investment you make all day.

Pretty easy stuff, right?

Well, here’s another copy secret that, in addition to 
qualifying your prospects, can help you overcome 
the mind’s natural defense mechanism. 

First, understand that the mind doesn’t welcome 
change. Instant rejection is much more common 
than acceptance. This decision process occurs fast, 
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and often without conscious control.

The moment your marketing message contains 
an idea your prospects’ minds can’t accept, any 
thought of making a purchase is rejected and your 
opportunity is lost forever. When your copy can 
switch off the brain’s critical component, though, 
you give your marketing message a fighting chance 
of getting evaluated.

One way to temporarily disable your 
prospects’ inner critic is by calling attention 
to specific problems. After all, problems are 
“messages” your mind can relate to because 
you actively think about them.

Let me give you an example.

A few years ago when promoting a new 
special report, Marketing Materials Made 
Easy: 8 Secrets for Attracting Attention, 
Creating Customers, and Building Your 
Business, I targeted certain prospects with the 
following phrase:

For business owners and professionals fed 
up by the lack of leads generated by their 
company’s marketing materials — and can’t 
figure out what’s wrong…

Notice how I don’t just target “business 
owners” or “professionals.” What good would it do 
me to pursue such a general group?

Instead, I want business owners and professionals 
who are concerned about their marketing 
materials… frustrated because their promotional 
efforts are failing… and confused about what can be 
done to generate leads. Once I have the attention of 
these targeted prospects, I can then pile on reasons 
for needing my special report.

You can use this same approach in any industry. 
Let’s say you’re a criminal defense lawyer in 
Chicago. You might use: 

For Chicago residents accused of a violent crime who 
feel overwhelmed with decisions, confused about 
legal options, and scared about their future — and 
can’t figure out where to turn for honest advice…

Now check out the ad below. Notice how Fisher 
Investments also uses a similar approach in the 
headline – and the ad is just a variation of the one 
shown earlier.

Don’t wait to try these two tips in your next 
marketing piece. I’d love to hear how they work for 
you.

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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The Growth Factor™
By Charles E Gaudet II

I’ve written, created, shared, and deployed a number 
of marketing strategies and campaigns which have 
generated millions of dollars, but there’s nothing 
I’ve created that’s had as much of an impact as The 
Growth Factor™.

The Growth Factor™ has single-handedly been 
the most important component of my business, my 
clients’ businesses, and now, I hope you’ll harness the 
power in your own business.

You see, most people view entrepreneurship ass-
backwards.

They see the purpose of entrepreneurship as making as 
much money as humanely possible, and they approach 
their business with that ideal at the forefront.

And when you wake up every morning asking 
yourself: “what can I do today to make as much money 
from my business as possible,” you make decisions in 
the so-called best interests of your company… not 
the best interests of your customers.

But this is what your competitors are missing…

Your customers have more power today than ever 
before.

•  Thanks to the Internet, review sites, and social 
media – they’re more educated than ever before.

•  With direct and indirect competition for your 
products/services – they have more options than 
before.

•  And with more companies focused on profits – 
they trust you less and less.

They’re smarter, have more choices, and they don’t 
trust you.

Sounds like a tough competitive environment, right?

Well, it’s no wonder that so many businesses are 
having a rough time in this economy; however, we’re 
seeing a common thread among a certain group of 
companies that are actually thriving.

They do things differently.

Instead of focusing on “how much money I can make?” 
– the focus is on – “how much value can I create?”

Think about it for a second…

We just celebrated Branson’s 6th birthday and he 
received a pile of toys so high, I’d have to hire a 
Sherpa to make it to the top!

Funny enough, most of the toys he received rivaled 
the toys I had when I was a kid. The only difference 
was that his toys were made of plastic - some broke 
within the first hour of taking them out of the box, 
and they felt cheap.

This was irritating, and yet, I know the reason why 
these companies created products like this was 100% 
focused on earning a higher profit.

And it appears there are many other parents who are 
disgusted at the quality of mass-marketed toys on 
the market… 

This is an opportunity for strategic entrepreneurs 
such as Melissa and Doug. This is a company that 
stands against inferior manufacturing and poor 
service – and openly makes a point to deliver a 
better, more thoughtful product. Their customer 
service promise is:

“No rules to follow, no policies to guide us; instead, we like 
to do whatever it takes to make you happy! Our goal is to 
make sure that every experience you have with Melissa & 

Doug is a GREAT experience, it’s as simple as that!”

It’s the same way Amazon.com became one of the 
world’s largest retailers with revenues exceeding 48 
billion dollars!

Amazon, dealing with mostly non-proprietary retail 
products, wanted to find a way to deliver more value 
to their customers. They discovered their customers 
wanted a better buying experience, so Amazon.com 
provided product reviews, actual customer reviews, 
and a simple buying process.

Where Entrepreneurs Come to Grow Their Business™
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What they deployed is what I call The Growth 
Factor™.

The Growth Factor™ answers 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?”
**********

Those entrepreneurs who really want to dominate 
their market will commit that sentence to memory.

This is a question we encourage entrepreneurs to ask 
themselves as soon as they get in out of bed in the 
morning, on the drive to the office, inside of team 
meetings, during product development, and in the 
process of creating their marketing efforts.

The answer to The Growth Question™ is what 
makes entrepreneurial millionaires.

Think about rebel billionaire (and my professional 
role model), Richard Branson.

Every single one of Richard’s companies was 
founded on the basis of what he could do to make 
working with any of the “Virgin” companies a better 
experience, with a number of better benefits. In fact, 
one of Virgin’s fundamental business philosophies is:

“At our core, we believe business must be a force for good 
and use its influence and resources to help find solutions 

to some of the world’s major issues.”

This does not mean we’re running a charity. Quite 
the opposite, in fact. As strategic entrepreneurs who 
deploy The Growth Factor™, we believe value drives 
profits (not the other way around).

In other words, we get paid in proportion to the 
amount of value we give back to our communities.
It’s how my friend Toby went from operating 
a traditional local printing company to coming 
up with an idea to provide his business clients 
with a greater benefit of cost-savings, speed, and 
convenience, founding one of the largest cloud-
printing companies in the world.

The Growth Factor™ is a strategy… it’s a mindset… 
it’s a philosophy – it’s all of those things.

If You Want to Succeed, You 
Need Bigger Problems

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.

Years ago, I sat across the dinner table with peak 
performance coach Tony Robbins in Las Vegas 
sharing my “big problems.”

I started spilling the beans about the challenges of 
homeowners, stress, a lawsuit with a subcontractor, 
and anything else I could think of.

In the typical blunt Tony-fashion, he said to me: 
“You’ve got to be kidding me, you think those are big 
problems?”

I looked at him completely puzzled, as if he didn’t 
understand a single word I told him.

He said, “You mean because you’ve got a little 
lawsuit and a tiny little homeowner causing you 
stress, you’re going to let this bother you? Get over 
it.”

Huh? Now I was convinced he either had no clue 
what I was talking about, or his assistant mistakenly 
put the wrong herbs in his infamous green drink.

But then Tony proceeded to enlighten me with 
insight which as forever changed my life.

He said:

Where Entrepreneurs Come to Grow Their Business™
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“Big people have big problems. Small 
people have small problems. If you want to 
play a bigger game, get bigger problems.”

As we talked, his message became clearer, making a 
lot more sense to me.

You see, Mother Theresa had a really big problem – 
she wanted to end poverty in the world.

Gandhi had a big problem of bringing peace to the 
world.

Donald Trump has a big problem of changing the 
landscape of New York City and other cities he’s 
expanded in.

Bill Gates had a big problem of trying to get a PC 
on the desk of every employee, of every business 
around the world.

Richard Branson has a big problem of bringing space 
travel to the everyday public.

As I came to think of it, in relation to the “big game” 
I wanted to play in, my problems were miniscule.

I doubt any one of the people who I just mentioned 
would say my problems were “big.” In fact, my 
problems probably wouldn’t even cause a blip on 
their radar.

I knew what I had to do – I needed bigger problems!

So I sought to create bigger problems for myself, 
just as Branson, Trump, Gandhi, and others did for 
themselves.

I learned that I didn’t need to run away from 
my problems, but rather, I needed to create big 
problems.

So I started asking myself: 

“What is the biggest result I want to achieve for myself 
and my company?”

I began to feverishly write these answers down while 
reminding myself the bigger the problem, the bigger 
the game and the bigger the result.
Problems that weren’t just big, but inspiring…

…A problem that I would dedicate a portion of my 
life attempting to solve (and very well, might solve).

I wrote problems as they applied to my health, 
wealth, business, and anything else related to an 
important goal of mine. As I came up with answers, 
I’d ask: “could I still be excited if this problem got 
any bigger?”

With my health, I just want to be a competitive 
Crossfit athlete (top 10% in my “box”), but I’m not 
looking to be #1. Strong, healthy, vibrant, and with 
six pack abs. Trust me, it’s a challenge.

Now with my business, I want to become a 
preeminent business leader, changing the face of 
how entrepreneurs do business around the world. 
Creating hope, illuminating possibility, inspiring 
change, and helping entrepreneurs ethically build 
massive amounts of wealth through value. 

What’s your big problem? Will you email me at 
Charles@PredictableProfits.com? I’d really love it if 
you would share (who knows, I might be able to help 
you get closer to solving it too)!

Where Entrepreneurs Come to Grow Their Business™
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INSIDERS ARE PROUD TO SUPPORT:

Coming in the Next Issue…

•	 Customers	are	smarter	than	ever,	
and they want to know why they should 
buy from you over any alternatives or 
competitors… so if you’re looking for an 
edge in today’s New Economy, you’ve got 
to read this one-of-a-kind article! (This 
topic alone has launched countless no-
name companies to hundreds of millions 
in sales!)

•	 Do you know the real reason WHY 
customers are buying from you? Here’s 
a hint: There’s a better than 80% chance 
they’re not the reasons that you think… 
Charlie will share an eye-opening lesson 
for you that you’ll never forget!

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

           Member-Only Announcements

VERY IMPORTANT NOTE from Charlie

Yesterday, my son Branson walked into my office 
and said: “Daddy, do you love your business?” 
He asked me this question because he loves his 
business so much, he wanted to know if it was 
okay. 

(Side note: my son has many businesses – the 
two main ones are lemonade stands and a book 
creation business – he just turned 6… and, by 
the way, my 3-year old daughter, Sage, just asked 
me for her first set of business cards because she 
wants to start a business too! I’m speechless.)

Yes, I do love my business and I have to assume 
that because my kids see my excitement for what I 
do, that they want “in” as well.

In fact, I’m writing this section while sitting in a 
hotel room in Nashville, TN. While I am tempted 
to stop by the sports bar and enjoy a nice cocktail 
while mingling with my friends – I feel compelled 
to reach out and share my stories with you.

And not only do I love my business - I love 
knowing that I’m helping some of you get closer 
to the dreams you had when you decided to 
become an entrepreneur.

Sure, I’ll swing by the sports bar a little later on, 
but I just wanted to reach out and share some 
thoughts with you. 

You see, it’s passion, inspiration, and motivation 
that fuel the flame to success.

Passion is what keeps Warren Buffet behind the 
steering wheel of Berkshire Hathaway at the 
ripe old age of 82. Passion kept Steve Jobs at the 
helm of Apple during his most difficult health 
challenges. Passion is what made Richard Branson 
a billionaire when everyone else thought he was 
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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
•  VIP Discount on Future Products and Services
•  Restricted Access Website 
• Exclusive Members’ Only Blog
•  PLUS MORE!

crazy to pick a fight with the cash-rich British 
Airways (when he was still a penny-pinching 
entrepreneur). 

It’s a passion for entrepreneurship. A passion for 
conquering a challenge. A passion for success.

Passion drives small businesses into enormous 
success.

And I stumbled across a way to throw gasoline on 
that passion…

In fact, in early December, as an Insider, you will 
get free access to a tool I developed that no one 
else has seen, except for a friend of mine just last 
week. This guy played 18 years in the NBA and 
was looking for a little direction. After my call 
with Danny, I hung up the phone, took notes, 
and decided it was too good not to share with my 
Insiders.

This could change your life forever and I can’t wait 
to share it with you.

THIS CALL IS SCHEDULED FOR 
THURSDAY, DECEMBER 13, 2012 from 
1:30pm – 2:30pm EST

•  November gave you many “reasons why” for 
creating a number of different holiday 
marketing campaigns, whether it’s on 
November 11 (Veteran’s Day), Thanksgiving, 
or… yes, even Clean Your Refrigerator Day on 
November 15th. If you missed out on these 
opportunities, keep an eye out on December’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.
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