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On a Personal Note...
By Charles E. Gaudet II

It’s a girl! That’s right, I’m 
having another princess!

Needless to say, Heather and I 
completely elated! In fact, I’m 
not sure who’s more excited at 
the moment, Branson, Sage, 
Heather, or me…

(It’s possible the only one not as 
enthused about the news is Monet, our 
Bernese Mountain Dog, who will shortly 
come to the realization that the drool, 
“horsey-back rides,” hair-pulling, and 
aggressive patting will only be getting 
worse… and yet, her tail never stops 
wagging!)

While many ultrasound technicians have 
shamefully commoditized themselves by 
following hospital procedure, locating 
themselves in sterile, disinfectant 
smelling offices and met by harried 
experts in blue scrubs – Heather and I 
had a totally different experience.

In fact, we didn’t go to have “ultrasound.” 
We went to a “3D/4D imaging center 
and pregnancy spa” which included the 
newest ultrasound technology, hour 
long appointments with complimentary 
customized aromatherapy, custom wood 
and leather “spa beds,” and it was unlike 
anything we’ve ever experienced. Yes, 
they took insurance, and yes, you got the 
same services – it was just better!

So, given that our insurance company 
gives us a choice of ultrasound 
technicians – visiting Jessica at the 
“Diagnostic Ultrasound Suite” in Dover, 
NH was a no brainer! Jessica discovered 
pregnant women would prefer to be in 
the comfort of a “spa-setting” for getting 
their mandated ultrasounds, rather than 
in a cold, impersonal hospital… creating 
another great example of how some 
entrepreneurs break the mold to further 
differentiate themselves.

And while we’re on the topic of hospitals, 
my other princess, Sage, fell off the bed 
and gave us a scare. We thought she 
broke her wrist. While one would think 
we would drive to the closest hospital, 
Heather and I drove an extra 10-minutes 
out of our way to attend York Hospital.

We know some of the doctors at York, 
had personal experiences there, and 
firmly believe the level of care and 
attention at York Hospital is superior. 
In fact, I’ve referred patients to York 

Continued on page 2

Quotes
“The secret of business, 
especially these days, is to focus 
relentlessly on your unfair 
advantage - the thing you do 
that others don’t.” 
-John Rollwagen, executive

“Ninety-nine percent of 
failures come from people 
who have the habit of making 
excuses.” – George Washington 
Carver, botanist

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!
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Hospital by saying, “Even if I fell in the parking lot 
of Portsmouth Hospital and broke my arm, I’d still 
have someone drive me all the way to York Hospital 
to get treated.”

In addition to the extra service… I took the photo 
on the right just to show you what the Emergency 
Room waiting room looks like. There’s a tree house 
for the kids behind the fish tank, a Zen-like water 
fountain, images of trees and flowers, free muffins, 
free tea/coffee, and spa-like music playing in the 
background. In fact, when you walk through the 
entrance of the hospital, you’re greeted by what 
appears to be the “hotel concierge.” If I didn’t know 
better, I’d swear I was visiting a luxury vacation spot.

And it gets better. When you go into the ER, the 
experience continues. Clouds painted on the ceiling, 
water fountains, and the feeling as if you’re going 
into a spa instead of an ER. It’s truly an amazing 
experience.

Oh, and you know how notoriously bad hospital 
food is, right? Well, my friends at York Hospital 
have created such a decadent menu that… no joke… 
it’s not uncommon for people to take their date to 
the York Hospital cafeteria!! Seriously!! I remember 
going one time, and a woman walked into the 
hospital just to “get away” and read her book.

This is just another example of how differentiating 
yourself and de-commoditizing yourself can grow 
your business. I mean, think about it, I’m so fiercely 
loyal to York Hospital, I have (and would) drive the 
extra 10-15 minutes no matter how much pain I was 
in… that’s the type of fierce loyalty you want your 
customers to have with you.

--------------------------------------------------

And how can I not talk about the debates? 
Particularly, the first Romney/Obama debate on the 
economy. If you haven’t had the chance, please be 
sure to read my blog post on “What Barack Obama 
Can Teach Us About Managing Customer Expectations” 
(posted last week). As it turns out, Obama 
disappointed viewers while Romney vastly exceeded 
expectations for a clear victory.

But one of the most important things Romney 
spoke about (and this is a good lesson for all 
entrepreneurs), is the importance of giving people 
responsibility. Entrepreneurs (much like the 
federal government) like to believe they can do 
everything better themselves and try to tackle far, 
far more than they should. Rather than delegating 
responsibilities to team members (aka the states), we 
try to do everything ourselves. As a result, this breeds 
inefficiencies, stifles innovation, and slows progress.

As the entrepreneur, our job as “captain of the ship” 
is to steer our company toward our vision… to 
plan our paths forward, to motivate and inspire our 
crew, and to come up with newer ways to provide 
our customers with a greater benefit, advantage, 
and value (in the same way the government should 
focus on growing our economy and protecting our 
citizens).

Where Entrepreneurs Come to Grow Their Business™
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Focus on what’s most important for growth and 
delegate everything else.

When I was operating my real estate development 
company, I insisted on meeting our town officials 
and engineers, making sure every job site was clean 
and orderly, ensuring the subcontractors showed 
up on time, dealt with customer requests (and 
complaints), negotiated contracts and, at times, got 
bogged down swinging a hammer trying to meet 
our deadlines. This all took time away from my other 
revenue generating tasks, such as forming joint 
venture relationships, looking for ways to expand 
our company with new projects, creating better 
marketing, and establishing a clear plan for total 
market domination.

I try to stop myself from calculating how much more 
money I would have made if I focused 80% of my 
time on revenue generating activities instead of the 
(embarrassingly) 20% of time I actually did… The 
amount would be mind-boggling. 

That’s why you see leaders like Donald Trump, 
Richard Branson, Martha Stewart, Tony Robbins, 
the late Steve Jobs, and other super-achievers 
surround themselves with an entourage dedicated to 
protecting their time by working on the tasks that 
the lead entrepreneur should not be spending his 
time with…

As an entrepreneur, some of those important 
tasks would be coming up with growth-oriented 
marketing campaigns, focusing on different ways you 
can provide a greater advantage to your customers, 
and leading to your team to a common vision.

---------------------------------------------------

Back to Romney…

Several folks asked me for an opinion on Romney’s 
infamous 47% quote. 

Now, just in case you’ve been hiding in a hole, his 
comment was:

“There are 47 percent of the people who will vote 
for the president no matter what. There are 47 
percent who are with him, who are dependent upon 
government, who believe that they are victims, 
who believe that government has a responsibility to 
care for them, who believe that they are entitled to 
healthcare, to food, to housing, to you name it.”

“Forty-seven percent of Americans pay no income 
tax,” Romney said, and that his role “is not to worry 
about those people. I’ll never convince them they 
should take personal responsibility and care for their 
lives.”

The biggest problem with that video is that it 
was leaked to the public who ultimately took it 
completely out of context. If Romney and I sat 
down for a day of marketing consulting, I would 
have given him the same advice. Look at who your 
target market is right now – the people who are most 
likely to vote for you. Now start breaking them down 
into categories, needs, wants, and desires. Find out 
their problems, what keeps them up at night, what 
they’re hoping for in a presidential leader, and craft a 
message directly to these people. Don’t try to please 
everyone, and definitely don’t waste your money 
trying to convince die-hard Obama fans to vote for 
you.

In the way Romney broke down his target market, 
he may have been correct. The problem was in the 
way the video portrayed a false intention (as in, 
Romney didn’t care about these people).

But there are those of us who understand what he 
was trying to say and, again, those who will never 
understand no matter how you try to explain it.

 (By the way, Mr. Romney, if you’re reading this, my 
going rate for a day of marketing consulting is $10,000/
day…) 

Where Entrepreneurs Come to Grow Their Business™
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Direct Mail: Using “The Rule of 
Three Technique™”

By Charles E. Gaudet II

From as early as I can remember, people have been 
saying: “Everything happens in threes.”

If there’s a death, engagement, pregnancy, or you 
name it – there’s a tendency to believe the event will 
happen to three people you know.

According to Wikipedia, the rule of three is a 
writing principle that suggests that things that come 
in threes are inherently funnier, more satisfying, or 
more effective than other numbers of things. 

And studies have shown:

People are more likely to consume information if it is 
written in groups of threes.

Hence, we also see the Three Stooges, Three Blind 
Mice, Three Bears, Three Musketeers, Three Amigos, 
and so forth…

Businesses, such as McDonalds, also noticed a profit 
increase when you give consumers three choices.

The choice between a small and a large is hard for 
a consumer to make; however, by adding a third 
choice, the medium option, suddenly it makes the 
buying decision much easier.

Many other businesses have received boosts in 
profit by adding a “good,” “better,” and “best” option 
instead of one choice.

But today, the point of my conversation is to talk 
about our Rule of Three Technique™ as it relates to 
your direct mail marketing.

Most entrepreneurs (and I’ve been guilty of this too) 
will often send out one postcard or one mailing, and 

regardless of the results, do not continue with any 
follow-up. 

If this sounds like you, you’re leaving lots of money 
on the table.

Generally speaking, the more times someone sees 
a relevant direct mail piece, the more important 
it becomes to them, and the more likely they will 
respond.

For the most effective marketing campaign, we 
follow The Rule of Three Technique™. 

The Rule of Three Technique™ for Direct Mail: 

One Initial Mailing and Two 
Follow-Up Sequences

Have you ever subscribed to a magazine? Did you 
realize, as it comes time to renew, that they send you 
a renewal notice, then a second notice, and then a 
final notice?

And often I receive three emails AND three pieces 

Where Entrepreneurs Come to Grow Their Business™
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of direct mail (not one or the other – it’s BOTH).
Magazine subscriptions realized they needed to mail 
at least three times to get the highest response.

So how does this work?

The first piece of mailing would be your initial offer. 
The “offer” represents the call-to-action (such as a 
trial or offer to purchase) that you want people to 
take. 

The second follow-up sequence refers back to the 
original mailing.

And the third sequence reminds the reader of both 
the first and second mailing, with the third sequence 
making the reader aware that this is your third 
attempt to reach out to them, and it will be your final 
mailing reminding them about the offer. It’s a good 
idea to remind the reader what they will miss out on 
by choosing to ignore your message.

The statistics are all over the board in terms of 
response rate, but if you were to hold a gun to my 
head and force me to give you the results of this type 
of sequence – out of a total of 100% of the money 
generated from your mailing, your results may not be 
too different from this:

First Mailing: 35%

Second Mailing: 20%

Third Mailing: 45%

As you can see, by ignoring the third follow-up 
sequence, you could be leaving a lot of money on the 
table.

The Rule of Three Technique™ for Direct Mail 
applies whether or not you’re doing lead generation, 
deploying The Customer Re-Engagement 
Strategy™, or just trying to get more sales. When 
you have a goal and you’re looking for results, never 
forget that everything happens in threes.

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!

John C. from Texas writes:

“Charlie, I feel a little stuck. Over the years I’ve 
accumulated a couple hundred customers. Most of them 
are old customers and they haven’t purchased anything 
in a while, but I’ve heard you mention a few times that 
there are ways you can monetize these people. What do 
you think I should do? Any ideas?” 

Hi John,

Excellent question.

The first thought I would concern myself with is:

#1 - What is your customer attrition? “Attrition” is 
the rate at which customers stop doing business with 
you. To figure this number out, we use the following 
formula:

(Number of People Who Have Stopped Doing Business 
with You)/Total Number of Customers) x 100

You can calculate your attrition rate as a total, by the 
year, quarter, month, or week.

This will give you a percentage so, if you the total 
number is 20% - that means that 20% of your 
customers have stopped doing business with you 
over the period you’ve delineated.

Rates of attrition vary according to industry, the type 
of business, and product offering. For example, if you 
only have a one-time purchase, than your attrition 

Where Entrepreneurs Come to Grow Their Business™
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rate will be close to 100%, but if you have a business 
with ongoing, repeat purchases, such as a grocery 
store, your attrition rate may be as low as 5%.

But even businesses with one-time purchases can 
reduce their attrition (more on that next month).
This is important is because, in order to know where 
you’re going, you have to know where you began. 

As management consultant, Peter Druker says: 

“What gets measured gets managed.”

And if you don’t have a benchmark to go by, you will 
have no clue about your performance, improvements, 
and how well different messages and techniques 
are doing – which allows you to get a better idea of 
what’s working and what’s not working. 

The second question I have is:

#2 – Why do you believe your customers stopped 
doing business with you?

In most cases, your customers don’t stop doing 
business with you because they are dissatisfied – it’s 
usually because they had some sort of disruption in 
their life (such as moving, job change, or personal 
issue) or they simply forgot.

Regardless of their reason, simply reaching back 
out to these clients with an attractive, time-limited 
offer will get a portion of these people back into the 
buying cycle.

In fact, I go into this in a lot more detail inside my 
new Customer Re-Engagement Strategy™ program 
(http://www.CustomerReEngagement.com), but the 
general premise comes down to communication.

Most entrepreneurs walk around with blinders on. 
They focus so much on trying to get new leads in 
the door, that they completely ignore their existing 
customer base – causing them to lose interest, forget 
about you, or become vulnerable for a competitor to 
woo them off their feet.

Strategic entrepreneurs take a completely different 
angle. While they do put marketing systems in place 
to attract new customers – they also understand it’s 
far more profitable to get an existing customer to 
spend more money with them.  

And existing customers are the best source for an 
almost instant boost to your cash flow!

Personally, we’ve had client results as high as a 
100% increase in profits in less than 30 days, just 
by reaching out to our client’s existing customer 
base and deploying The Customer Re-Engagement 
Strategy™. In fact, it wouldn’t be uncommon to see 
a 30% or higher boost to profits using this technique 
to re-engage your customers/clients!

Your past, unengaged customers are one of the best 
and most lucrative markets to tap into! 

In a nutshell, the way the strategy works is to 
incorporate The Rule of Three Technique™ (see 
article on page 4) and build in the following 
psychological triggers into a letter, email, or phone 
call:

Where Entrepreneurs Come to Grow Their Business™
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•  Recognize, appreciate, and thank your customer 
for their past patronage.

•  Remind them of why they chose to do business 
with you in the first place (perhaps this is your 
unique selling proposition or the largest result 
they hoped to achieve with you).

•  Express genuine concern for their absence.

•  Offer a time-limited offer exclusively for 
preferred customers as a token of appreciation 
for their past business with you. This offer must 
be for something related to their past purchases 
and of high desire.

And a final, big, big key to the success of this 
strategy is to make sure you understand that the 
purpose of this communication is to express your 
sincere concern for having not heard from your 
customer/client in some time, thanking them for 
their past business, and giving them a very special 
offer as a preferred customer.

Hope this helps.

In your corner,

Charles E. Gaudet II
Founder of PredictableProfits.com

Just about everyone who lacks a desired skill wants 
the secret shortcut to success – and copywriting is no 
different. 

People want the “magic” words that trigger action... 
proven formulas for persuasion... or how to write a 
single e-mail that sets off a surge in sales.

Well, the reality is: learning to write effective copy 
takes time and lots of writing. You see, copywriting 
is similar to a skill such as ice skating. You just can’t 
learn how to glide across the ice by reading a book, 
watching videos, or listening to instructions. You have 
to actually tie on some skates and step out on the ice.

Sure, you can pick up a copywriting trick or two by 
reading or even going through a training. But there’s 
no replacement for putting pen to paper or clicking 
the keys on your keyboard.

That being said...

I’ll let you in on the simple skill that’s been the 
foundation for my most effective copy. The good 
news is you already own this talent. But it’s likely you 
haven’t grasped how to apply it to your copywriting.

In fact, I overlooked it for a long time, too.

The skill I’m talking about is best described in 
the following ad headline written by legendary 
copywriter Eugene Schwartz: 

I Write With My Ears

That’s right, the simple skill is listening.

Check out these first four paragraphs from 
Schwartz’s ad. They’ll likely change how you write 
your next marketing piece. 

Copywriting is the simplest of all possible jobs. It 
consists solely of turning items into ads, of making 
the physical verbal, of constructing an emotional 

How You Can Create Effective Copy 
Without Writing a Single Word 

By Predictable Profits Insiders’ Club 
Member, Tom Trush
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holograph of the product so convincing that people 
will part with their good money to share it.

To produce copy, therefore, is not really to write it into 
being, but to listen it into being. In other words, to be 
a semi-passive conduit between the producer of the 
item and its needer. Between the man who makes it 
do what it does, and the other man — somewhere out 
there — who needs what it does.

The first step, therefore — the essential step — in turning 
an item into an ad, is turning yourself into a listener. 

You listen two ways: first with your ears, and then with 
your eyes. You hear everything you can about the product, 
and then you read everything you can about the product.

Now, let’s be honest... 

Listening is tough. Talking is much easier, as is 
writing what you think prospects should know about 
your product or service. 

Right?

But that’s also why most copy doesn’t convert.

I feel fortunate that I’m naturally introverted. 
Especially in unfamiliar situations, I’d rather sit 
silently and let others grab the spotlight. 

Once I figured out I could use this characteristic 
to my advantage, I started recording all my client 
conversations. Radio Shack engineering enabled 
me to wire an old-school tape recorder to my desk 
phone – and I began gathering copy gold.

I recorded and listened to calls so often that the 
ribbons on my three tapes warped and the sounds 
became unintelligible. Fortunately, I’ve since been 
saved by a VoicePath™ device that links to recording 
software on my computer.

The following questions are among my favorites to 
ask when preparing copy: 

•  What is the competition for your service? 
Who are the major competitors? What are their 
failings? Is there a gap in the marketplace? If 

so, how does your service fill that gap? What do 
you offer that’s exclusive?

•  What are your prospects’ biggest concerns, 
emotions, and needs? What information or help 
does he/she need to deal with them?

•  What is the story that led to the creation of 
 your product/service?

•  What are the most common questions your 
prospects have that prevent them from buying 
your product/service?

•  What proof do you have that your product 
works?

•  What problems were you trying to solve when 
you created your product/service?

These questions result in responses that go beyond 
the basic features you see promoted on most 
marketing materials. They also tie into the reasons 
your prospects respond to marketing. 

I encourage you to ask yourself these questions 
before you write your next marketing piece. But 
instead of writing responses, record yourself talking 
so the process feels more natural. 

Dragon Dictation is a great tool for this task. The 
voice recognition application allows you to speak and 
instantly see your words as text. If you have an iPad 
or iPhone, the service is free.

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 

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™

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



9

The Market-of-One Naming 
Strategy™

By Charles E. Gaudet II

“There is nothing new except what has been forgotten.”
Marie Antoinette

It’s long been said that nothing “new” has 
been created since the dawn of interpersonal 
communication - the only difference is the unique 
value you bring to your product and service through 
your own experiences and explanation.

Let’s face it, most of the principles I teach (and use) 
in marketing have been around and used effectively 
for hundreds of years, yet in an effort to capitalize 
on the unique value I bring to a concept, I use The 
Market-of-One Naming Strategy™ to further 
differentiate my advanced marketing principles.

Please take notice. This is a core concept we’ve used 
to drive millions of dollars to our clients, and in 
particular, those clients struggling to differentiate 
themselves from the competition.

The Market-of-One Strategy™ is a way of 
taking an ordinary process, principle, service, or 
philosophy and instantly differentiating yourself – 
making it more valuable, unique, and important.

And to give credit where credit is due, while this is a 
strategy I’ve deployed for quite some time, it’s since 
been further refined through the mentorship I’ve 
enjoyed with Dan Sullivan in the Strategic Coach® 
program. 

 As an Insider, I’m going to lay it all out for you so 
that you, too, can use it to your advantage and profit.

So let’s begin by understanding the problem we all 
face: 

Whether you’re an accountant, lawyer, exterminator, 
metal fabricator, photographer, manufacturer, retailer, 
wedding planner, writer, coach, funeral director, or 
are in the business of teaching parrots how to talk, 
you have competition that does certain things very 
similar to you.

For an example, let’s say you have a company that 
sells telecom services to businesses.

And let’s assume the way you approach this sort 
of business is finding a perspective client who is 
interested in the possibility of doing business with 
you and engaging in the following steps:

1.  Complete an inquiry questionnaire to 
determine what the client’s needs are

2.  Determine what telecom solutions they are 
currently using

3.  Find out whether or not those solutions are a 
good fit for them

4.  Proposing the best solution for your client

5.  Present the prospective client with a quote

This is a tough business because people are quick 
to commoditize the industry and make decisions 
based on price. In their customers’ minds, whether 
you’re dealing with AT&T, Verizon, Sprint, or 
Quest, for the most part – they are all dependable 
carriers. While there are a few exceptions, price is the 
commonly the biggest decisive factor.

We need to separate out each step as a unique 
process. This will make each step different, unique, 
interesting, and (this is key) have a higher perceived 
value.

To do this (and I’ll give credit to Dan Sullivan for 
this helpful hint), we use the following formula.

Where Entrepreneurs Come to Grow Their Business™
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•  Launch
•  Machine
•  Manager
•  Matrix
•  Maximizer
•  Method
•  Model
•  Navigator
•  Network
•  Planner
•  Platform
•  Process
•  Profile
•  Program
•  Report
•  Review
•  Roadmap
•  Rollout
•  Snapshot
•  Solution
•  Spectrum
•  Strategy
•  System
•  Technique
•  Template

Using the telecom example above, start by taking 
each step of the buying process and package each 
step as its own process.

Step 1:  The Digital Needs Experience™

Step 2:  The Digital Usage Expander™

Step 3:  The Efficiency Revelation Method™

Step 4:  The Maximum Productivity Solution™

Step 5:  The Optimized Telecom Blueprint™

The (Keyword) (Active Word)™

1.  We begin with the word “The.” Using “The” 
makes it sound more important and singular 
(as in, it’s the only one).

2.  After the word “The,” you would use a keyword 
(or keywords) that best describe the benefit or 
process in that particular step.

3.  Follow it with an “active word.”

4.  Finally, add the little ™ at the end of the word. 
The use of the trademark (TM) symbol puts 
the competition on notice that the business 
owner considers the mark a trademark, and 
should one of your competitors violate your 
intellectual property, this will provide you with 
some legal grounds for protection. Now, even 
though you don’t need to file any paperwork 
to use the TM symbol, and the TM offers 
less protection than a formalized registered 
trademark, it’s better than no protection at all 
(but hey, enough of my legal talk – if you’re 
worried about protecting your name – ask your 
lawyer for more info).

Examples of active words are: 

•  Advantage
•  Analysis
•  Approach
•  Blueprint
•  Builder
•  Coach
•  Discovery
•  Edge
•  Effect
•  Expander
•  Experience
•  Formula
•  Gameplan
•  Generator

Where Entrepreneurs Come to Grow Their Business™
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Now, with a little more time, chances are I would 
come up with better names – but I’m trying to make 
a point.

Instead of asking a client, “Let’s meet to complete 
a questionnaire to determine your current needs,” 
– we’ve rephrased that to, “Let’s meet to discuss The 

Digital Needs Experience™, it’s the first step in our 
process for determining how you can create the most 
effective, efficient, and productive telecom solution for 
your business.”

Furthermore, Steps 1-5 would be wrapped inside 
of one major package – perhaps called “The 
ACME Telecom Advantage™”

We use The Market-of-One Strategy™ to 
explain buying processes (as we mentioned 
above), strategies (hence the name of this 
strategy), philosophies, product development 
phases, service delivery steps, information 
product modules, and anything else that’s 
important to differentiate from our competitors.

Break down your buying process, look at what 
other processes your customer/product/service 
goes through, and begin to brainstorm your own 
Market-of-One Strategy for your business.

Those of you who take action will very quickly 
thank me.
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The Winners’  Formula

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.

“To be successful, you have to be out there, 
you have to hit the ground running...”

- Richard Branson (billionaire)

While I absolutely love helping entrepreneurs 
grow their business, this ferocious passion of mine 
comes with a curse. The downfall has to do with 
the fact that, sometimes, I just can’t help but offer 
unsolicited advice when I see a company blatantly 
under-utilizing and under-optimizing profitable 
opportunities.

And the other day, I sent a local entrepreneur an 
email (which he promptly followed up with a phone 
call) where I explained to him that his business 
was being slaughtered by the competition. What 
compelled me to contact him was the fact that his 
overall business was better than his competitor’s, 
except for some of the people his customers came in 
contact with.

He recently lost his best employees, and the 
current employees were unknowingly driving away 

customers due to their lack of relevant experience 
and knowledge of the subject matter. The business’s 
customers were openly disgruntled and concerned 
with the changes. In fact, one particular woman said, 
“I’m so upset because I want to keep coming here, 
but until they straighten out their employees, I think 
I’m going to drive an extra 10 minutes and pay the 
additional $25 for the same service.”

Like many entrepreneurs who don’t keep open 
communication with their clients, he knew nothing 
of the employee problem. But I’m not sure what was 
worse… not knowing about the problem or feeling 
defeated by the competition and pretending that it 
didn’t matter… 

I don’t understand anyone who will accept 
mediocrity, and I actually had to convince him and 
sell him on improving his own business. 

(This is also one of the many reasons why I have 
people interested in becoming a private client fill 
out my 16-page Profit Profile® - because making 
money does take work and the Profit Profile® 
instantly qualifies those entrepreneurs willing to do 
“whatever it takes” from those entrepreneurs not 
fully committed.)

You see, no matter how formidable your competition 
might feel or how daunting the economic outlook 
may appear, there are three types of people.

The first (and most common) group of people looks 
at a challenge and immediately plays the victim. 
They feel they are helpless, that there’s “nothing they 
can do,” or they point the finger at everyone else but 
themselves. They’re paralyzed by inactivity, and they 
simply wait things out to see if things are going to 
change.

Where Entrepreneurs Come to Grow Their Business™
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The second group of people is completely content 
with living an average, mediocre lifestyle… (also 
known as lazy or uninspired).

And the third group of people is motivated by 
challenges. They see a challenge as an opportunity 
to make their company stronger, better, and more 
competitive. They get excited to explore new areas 
for growth and seek the keys for unlocking even 
more potential. Nothing’s going to stop them from 
achieving their goal, and they’re fiercely committed 
to success.

Just by the act of becoming an Insider – you’ve 
already identified yourself as an achiever.

Take rebel billionaire, Richard Branson, for example.

When Richard Branson started Virgin Airlines 
he was faced with a “David & Goliath” style battle 
against political B.S. and their cash-rich competitor, 
British Airways.

Most “rational” and “normal” people would have 
told Richard he was insane to accept such a feat, but 
Richard was confident in the demand for an airline 
like Virgin, saw the opportunity in the marketplace, 
and decided he wasn’t going to roll-over to become 
anyone’s puppy. He was going to succeed.

You see, the winner’s formula is a combination of 
persistence, determination, and a focus on what’s 
possible.

Sure, there are risks involved with any enterprise 
(there are risks involved with just being employed!), 
but too much focus on the risks without a balanced 
outlook on what’s possible will ruin your possibility 
for success.

Take my good friend, Manny.

During a networking trip in Tahiti, Manny and I 
had a mind-blowing and impactful conversation on 
what it takes to “make it big.”

He told me he was an immigrant from Cuba who 
came from a very poor family under constant 
struggle. 

They fought as hard as they could to get to America 
for a better life. America was the land of promise 
and, as far as he knew, “It was easy to become a 
millionaire in America.”

Once he got to this country, he got a job bagging 
groceries. And during one of the first few days on 
the job, he helped a young woman load her groceries 
into a nice Mercedes. Manny thought if this woman 
had a Mercedes, she must be a millionaire – so he 
asked her: “Excuse me, what do you do for a living?”

She said: “I own a day care center.”

And that’s all Manny needed. Within 1 year of that 
woman telling him she owned a day care center, 
Manny made his first million dollars in the day care 
business. Better yet, several decades later, Manny said 
he’s never made less than a million dollars a year, and 
never less than the year prior.

Amazing – I asked him what his secret was…

His answer: 

“I never lost focus on what was possible.”

Where Entrepreneurs Come to Grow Their Business™
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INSIDERS ARE PROUD TO SUPPORT: Coming in the Next Issue…

•	 Charlie’s	going	to	introduce	the	#1	
most powerful and influential tool in 
his business, one that’s helped earned his 
clients upwards of millions of dollars, it’s 
called The Growth Factor™… and it’s 
just as exciting as the name!

•	 Charlie’s	generated	thousands	of	dollars	
using advertising both online and offline 
– starting next month, he’s going to 
dive into some of his time-tested proven 
methods for making your advertisements 
work harder and generate more money 
for your business!

•	 And	how	you	can	make	more	money	out	
each customer… getting them to come 
back to buy from you again and again… 
even if they’ve already purchased 
everything you have to offer them!

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

• Existing Insiders know how much Charlie 
likes press releases as one source of 
establishing credibility. Well last month, 
press release expert, Paul Hartunian, pointed 
out that Nick Davies, author of Flat Earth 
News, found that more than half the news 
stories in one edition of the Wall Street 
Journal “were solely based on press releases.” 
So if a newspaper as successful as the Wall 
Street Journal relies so heavily on press 
releases, don’t you think more newspapers 
also do the same?

• October gave you many “reason why” 
holidays for creating a number of different 
marketing campaigns, whether it’s on Oct. 
26 (National Boss Day), Halloween, or… 
yes, even National Mother-in-Law Day 
on October 28th. If you missed out on 
these opportunities, keep an eye out on 
November’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.

• We had a GREAT, GREAT bonus Q&A 
call with Charlie last month! It’s posted in 
the Members’ Area under “Insider Assets” 
-> “Member Calls.” Don’t forget, if you have 
any more questions for Charlie, click the 

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!

“Ask Charlie” button in your members’ area 
– this is a great way to get answers directly 
from Charlie himself for making more 
money in your business! Take advantage of 
this opportunity while it’s available to you! that 
pull in 

   BIG numbers… I’ll 
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