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On a Personal Note...

By Charles E. Gaudet II
In just over a week, I’ll be competing 
in this year’s Crossfit Lumberjack 
competition. With nearly 150 
competitors this year, it looks like 
I’ll have my stiffest competition yet. 
And while I’m not going to pretend 
I’m seated #1 to win this thing – I’m 
definitely preparing for a strong finish.

But the funniest thing about 
competitions like this has to do with the 
difference between winning and losing. 
Sure, conditioning and strength play 
a bit part – but when you’re sweating, 
gasping for breath, in pain, and your 
hands are bleeding from all the pull-ups, 
it becomes more of a mind game.

In wrestling, we said the mind gives up 
before the body.

I believe the same is true throughout life.

We’ve got the government shutdown, 
furloughs, threat of an economic 
collapse, and a whole bunch of other 
crap that could keep us up at night. And 
for many people, they are living in a 
nightmare.

But I remember sitting in a room 
with Tony Robbins when he explain a 
situation where two soldiers experienced 
the same situation at two different 
times – they both witnessed their friends 
murdered during war.

One solider had the perspective that life 

Continued on page 2

Quotes
“Would you do business with 
you?” - Anonymous

“Being on par in terms of price 
and quality only gets you into the 
game. Service wins the game.”  
– Dr. Tony Alessandra

“Customers may forget what you 
said, but they’ll never forget how 
you made them feel.” - Anonymous

was fragile, too short, and sucked.

The other soldier believed life was a 
gift and he became grateful for every 
moment he was alive, seeking to make 
the most of every precious breath he was 
given.

Regardless of the current condition or 
the threat of a darker economic future – 
only you have the decision to make of it 
what you want.

Sure, I believe the official term of what’s 
happening in the U.S. Government is 
“cluster f--k.”

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

October 2013

Branson & Sage wish you all 
a happy October!

HAPP Y

Where Entrepreneurs Come to Grow Their Business™



 2

Egos are at play here – and it’s been a disaster.

But as we’ve seen time and time again, while most 
people see lemons – strategic entrepreneurs will make 
lemonade.

Starbucks is giving a free cup of coffee to any 
customer who buys someone else his or her favorite 
drink.

Boston Market is giving federal employees and 
military personal a free chicken with the purchase of 
a family meal.

AMC movie theaters are offering free popcorn to 
federal workers. See the article: “How to Profit from 
Other People’s News.”

And in the true spirit of generating predictable 
profits – they are getting thousands of dollars in free 
publicity, not to mention expanding their customer 
goodwill and loyalty.

Got to love people who think outside of the box.

This month also marks the time where my kids’ 
school starts to plan their holiday bake sale 
- and this month, I’ve got to give mad props 
to my wife, Heather, for stepping up with the 
strategic plan.

While everyone was sitting around the table 
debating what would sell the best, Heather stepped 
up and said: “Instead of guessing what people want, 
let’s just ask them what they will buy.” 

Last year, the school believed a gluten-free Apple 
pie would do outstanding! Yet sadly, while the 
decision makers preferred Gluten-Free, the actual 
buyers wanted their traditional apple pie – gluten 
and all.

Sort of serves as a nice, helpful reminder that we 
are not our customers.

 So Heather created a survey: “Which product 
would you buy at this year’s bake sale?”

Thus far, it’s proven to be an eye-opening 
experience, as the results are different than what 
they assumed. Interesting….

How to Profit from Other 
People’s News

By Charles E. Gaudet II

It pays to think strategically in all situations – in fact, 
the best marketers I know constantly ask themselves 
the question: 

“How can I profit from this?”

But to take things further, a subset of these 
entrepreneurs think so strategically, they can turn 
any situation into an opportunity for press, social 
sharing, sales, etc.

Consider when the lights in the Super Bowl stadium 
went out in the 2013 game.

Most of us sat back (had a chuckle) and took the 
opportunity to reach back for another beer and slice 
of pizza; however, when these lights when out – a 
smaller group of people heard ”cha-ching” ringing in 
their ears – and they saw it as an opportunity.

Oreo reacted quickly with a tweet:
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(Source: MarketingLand.com)

And Walgreens made light of the situation with 
their tweet:

(Source: MarketingLand.com)

And of course, who doesn’t get a kick out of Audi 
poking fun of their competitor, Mercedes-Benz (@
MBUSA) with their tweet:

(Source: MarketingLand.com)

Heck, even the government was quick to react (and, 
let me tell you, that IS a big deal!) with this tweet:

(Source: MarketingLand.com)

Now, if you are an electrician, you could have taken 
the opportunity to send something like: 

“This wouldn’t have happened if the #SuperBowl had 
ACME Electric install one of our generators :)”

…or even if you are… say, a landscaper, you 
could have made light by promoting something 
like: 

“If the #SuperBowl had an ACME Landscaping 
Lawn, they wouldn’t be trying to hide it right now”

Of course, you can be as creative as you want.

Perhaps if I was quick to the draw, I should have 
sent something like:

“We’re not electricians – but we can add power into 
your marketing! #SuperBowl”

As the old saying goes: when you have lemons, 
make lemonade, right?

These simple little “tweets” and social media 
posts often get shared and generate buzz. For 
a quick, 10-second tweet, over 9,400 Audi fans 
instantly shared this with their network. That 
type of marketing is worth thousands.

The strategy I’m talking about here actually has a 
name – it’s called “Newsjacking.”

Now 
Newsjacking 
serves many 
different 
purposes 
– for some 
(as in the 
examples 
I just gave 
you), it’s 
about 
generating 
buzz among 
their 
prospect and 
customer 
database. For others, it’s about using an 
opportunity to get in thousands – even millions 
– of dollars in free publicity.

One of the masters of Newsjacking is 
David Meerman Scott, author of the book: 
“Newsjacking: How to Inject Your Ideas into a 
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Breaking News Story and Generate Tons of Media 
Coverage.” You can find this book on Amazon.

One of the points David stresses in his book is that 
reporters immediately begin to scan online news and 
social media for reactions to news on topics that are 
happening right now.

And right now (and it will be different by the time 
you read this), the news is focused on Obamacare 
and the (infamous) Government Shutdown. 
Anybody who took the opportunity to offer a 
unique spin and captured the attention of the media 
received the benefit of this attention - and thousands 
of dollars worth of free press.

You see, reporters are not just looking for comments 
– they are looking to create a story by writing about 
the implications of such an event.

So your job is to create a blog post, tweet, press 
release, or media alert as fast as you can – this is 
where speed and agility get you a huge advantage.

In fact, to get the most attention, I recommend you 
follow these steps:

•	 First, send a tweet

•	 Second, send a Facebook post (if you create an 
image, send a 2nd tweet with image)

•	 Third, send a media alert or press release

•	 Fourth, write a blog post (tweet and share the 
post)

The reason I suggested the following order has to 
do with speed. Tweets can be written in seconds – 
Facebook posts take a little longer (and usually do 
better w/ an image), then media alerts/press releases 
(about 30 minutes), and finally a blog post (creation 
in about 1 hour).

Look for a creative angle and get your voice heard 
as fast as possible!

Now, to get your voice heard, you need to be seen – 
and that’s one of the major benefits of Twitter and 
hashtags.

In fact, David Meerman Scott says: “The vital link 
between newsjackers and journalists is the Twitter 
hashtag.”

So, if you have a comment about Obamacare – you 
would share your comment (perhaps a link to your 
media alert, press release, and/or blog post) using the 
hashtag #ObamaCare or #DefundObamaCare or 
#Shutdown…

There are a lot of questions people want to know 
about Obamacare, and perhaps you could offer an 
answer to questions like:

•	 Is this good for small business?

•	 How will this affect the economy?

•	 Is it sustainable?

•	 How is it different than what’s already being 
offered?

•	 What are my employer’s responsibilities?

Or put a unique spin on it:

•	 Why You May Need an Accountant for 
Obamacare

•	 Over 55? Talk to Your Attorney Before 
Signing Up for Obamacare

•	 What Every Single Mom Needs to Know 
Before Signing Up for Obamacare

And then there are the thousands upon thousands of 
government employees out of business – you could 
leverage this news by making an announcement such 
as:

“Local Business Owner Offers Jobs to Keep Government 
Workers Employed!”

Or because so many public tourist attractions are 
shut down, perhaps something like:

“10 Best Travel Destinations in Washington D.C. 
Guaranteed to be Open!”

…a great topic for a travel agent, or if you just 
happened to own one of these destinations.
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Heck, if you’re an international travel agent like 
Insiders’ Club Member Linda Mitchell (owner of 
Bermuda Travel) – you could create an article like:

“US Government Closed? No Problem. Bermuda Is Still 
Open!”

…and write about all the wonderful reasons why you 
would want to visit Bermuda.

We could go on and on and on. As you can see, a 
little creativity can go a long way.

On a side note, Jimmy Kimmel newsjacked the topic 
by taking his camera crew to the street to interview 
unsuspecting citizens about their opinion on which 
is better, “Obamacare vs. The Affordable Care Act,”

Because of his unique twist (proving people believe 
they are two different programs when, in fact, they 
are exactly the same thing – just different name) – 
this video instantly went viral with almost 3 million 
views in less than 3 days… and caused major buzz.

It’s an opportunity presenting itself to you on a 
silver-platter – just have fun with it.

How to Increase Your Prices By 25% 
- 100% Without Losing Sales

By Charles E. Gaudet II
85% of entrepreneurs tell me they believe they would 
be more competitive if they lowered their prices.

Sound familiar?

They believe if they lowered the price of their 
products, more of their consumers would gobble 
them up.

That’s exactly the mindset that helped Walmart turn 
into a retail behemoth – and almost what killed 
them.

In fact, according to the 2011 WSL/ Strategic Retail 
survey, 86% of Walmart shoppers no longer believed 
Walmart had the lowest prices.

…and for shoppers who only frequented Walmart 
because of their low prices – they dropped Walmart 
like a bad habit the moment they found someone 
else cheaper.

Walmart was then forced to reevaluate their low-
price strategy and find additional incentives to get 
shoppers back.

But now if you believe low prices rule, then it 
would be reasonable to expect that those businesses 
charging higher prices would suffer. Right?

Well, if you ever purchased an Apple product, you 
know they are definitely not the cheapest – but 
because many people believe Apple is more reliable, 
offers better quality, and provides a superior user 

“…consumer product companies and other manufacturers 
need to analyze their exposure and re-evaluate the way they 

do business with Walmart. The world’s largest retailer is 
certainly not going to disappear, however, it will no longer 

dominate the U.S. retail landscape the way it once did.”  
(Source: BusinessWire, Aug 03, 2011 – “Walmart’s Rein as Price 
King is Over According to New “How America Shops” Report)

In 2011, Candace Corlett, President of WSL/Strategic 
Retail wrote:

Where Entrepreneurs Come to Grow Their Business™
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experience, millions of consumers will camp out 
in front of stores, get in mind-blowing lines, and 
eagerly open their wallets to pay premium prices for 
their products.

Ken Mitchell of New England Home Remodeling 
readily acknowledges he’s not the cheapest 
contractor – and doesn’t even try to be – yet Ken 
often has an unheard of waiting list (over a year) for 
to build customers a home, remodel a kitchen, or add 
an addition.

Why would people pay premium prices and still be 
willing to wait?

Because Ken is reliable, has a reputation for 
exceptional quality, and provides the customer with 
the comfort and security of knowing their home is in 
good hands.

And trust me, there are plenty of Ken’s competitors 
who are cheaper and could start the job tomorrow – 
but they don’t hold a candle to Ken.

Zappos, another retail giant, sells the same shoes 
as cheaper alternatives (like mall shoe stores, outlet 
shops, etc.) – yet Zappos is a thriving, billion-dollar 
company who gets away with charging premium 
prices – because people will pay for an experience.

Or Ben McClure from Gardner’s Mattress and 
More, who focuses on customer experience…  

When I interviewed McClure, he said:

“While the average ticket in the industry is about $500, 
we’re averaging $2,000 and higher; up to $5,000 and 
$10,000-plus per ticket.”

McClure makes 4 -5 times more money for each sale 
than the industry average.

I’ve said this a million times: high prices are 
something to strive for – not run away from.

So, I’ll take a step off my soap box for a minute and 
get to the real heart of this article – and that is: how 
to raise prices without losing sales.

Here are a few strategies to get the juices flowing:

Payment Plans
Todd Niemaszyk of Atlantic Builders charges premium 

prices as a general contractor. In addition to exceptional 
service and quality, Todd told me he often wins the bid 
(even if he’s the highest) because he offers his clients a 
convenient way to pay for his services.

Rather than a client going through the hassle of 
getting a bank loan, Todd says he will finance a 
portion of the contract for terms favorable to the 
client.

So Todd makes money on the loan interest… is 
able to charge premium prices… and the clients are 
smiling ear-to-ear having just had a most wonderful 
experience.

It’s a competitive advantage for Todd, which has 
allowed him to grow his business every single year 
for the last decade.

Ever watch an infomercial? There’s a reason why they 
just don’t sell you on a $200 item and instead pitch it 
as “4 easy payments of $49.95.”

Consider a payment plan as a way to make paying 
for your services more attractive and easier for your 
customers.

Offer Coupons/Rebates After Raising 
Prices
The other day I was in Best Buy looking at tablets 
and I noticed they showed the price of the product 
and the price after rebates.

Brilliant.

It read something like:
Price: $499.00 

Rebate: -$50.00 
PRICE AFTER REBATE: $449

From a perception standpoint, I felt I was only 
paying $449 – even though when I went to the cash 
register, I had to pay $499. I had to mail the rebate 
in order to get the $50.

You see, if you raise your prices, you can offer a coupon 
or rebate for those price sensitive customers to lower 
both the investment and the perceived investment.

You’ll be surprised at how many sales you’ll see as a 
result of offering a rebate – and how few rebates are 
actually requested. 

Where Entrepreneurs Come to Grow Their Business™
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Explain Why
Poland Springs increased my prices on my monthly 
delivery of spring water – but rather than simply 
raising their prices, I received a pleasant notice from 
an executive of the company explaining the increase 
in gas prices resulted in their unfortunate need to 
raise their price.

This “reason why” was enough for me to agree to the 
increase without any resistance – I got it. It made sense.

I once had a contractor who raised his prices by 
25%, costing me tens of thousands of dollars or more 
over the course of a year – but he explained to me 
that he was reinvesting in higher quality products 
and offering 24-hour support to provide a better 
experience for my customers and less hassle for me. 
It seemed logical and I desired the benefit – so I 
agreed.

If you have to raise your prices, give your customers 
the benefit of the doubt and explain to them in a 
truthful and logical way why you need to raise the 
prices - either because of situations beyond your 
control (i.e. gas prices), or to provide them with a 
better service.

Better Guarantee
Similar to “Reasons Why” – when you offer a better 
guarantee, just like Zappos, people will pay more for 
accepting less risk.

People want peace of mind.

Not only do 
Nordstrom and LL 
Bean offer great 
products – there’s no 
time limit, no receipt 
required, and no 
paperwork to return 
any item you ever 
purchase there.

Zappos offers free 
return shipping for a 
full 365 days.

We raised one of my 
client products up 25% 

with one major difference – we told everyone they 
had a 100% Money Back Performance Guarantee, 
PLUS an extra $500 if the product didn’t perform as 
described – the result was an immediate increase in 
both sales and profits, putting him as one of the most 
expensive (and successful) competitors in the industry.

Create Packages
There’s a subset of people who will always buy the 
most expensive offering to satisfy ego, peace of mind, 
and/or wanting a better result.

While there are still others who simply want a very 
basic model, and are willing for forego the bells and 
whistles for a cheaper price.

So give people what they want – create multiple, 
different packages.

…A basic model and a premium model.

You see this in the car industry – you can buy your 
CLA-Class, C-Class, E-Class, CLS-Class, CL-
Class, or your SLS-Class Mercedes coupe, ranging 
anywhere from $29,900 for your most basic model, 
all the way to $201,500 for the premium option.

Bundle With Premiums
You can also raise your prices by bundling your 
existing product/service with a high profit and 
desired premium or bonus.

I took part in a Crossfit competition where they 
increased their admittance fee by almost double -  

however, you got a free meal and t-shirt.

I have a client who sells an information 
product for a premium price, and as a bonus, 
offers free software to people who purchase.

People will often buy products based on a 
desired premium – bundle it together and 
you’ve created a higher perceived value 
warranting additional price.

But of course, while these are great 
guidelines – the truth is in the data. And 
where there’s no such thing as a marketing 
magic wand, I can provide you with the best 
tools and information – it’s up to you to test, 
test, and test.
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Why So Many People Stopped 
Responding to Marketing

By Insiders’ Club Member, Tom Trush

People want to respond to marketing. 

Regardless of what you think about today’s economy, 
the desire to buy is still alive and well. 

It never lingered. In fact, the craving to spend will 
remain as long as products and services are available.

Demand is not the problem. What caused today’s 
drop in marketing response is attention – or more 
specifically, a lack of it. 

Prospects get assaulted by marketing messages 
all day long. The internet and instant access to 
information compounds the problem. 

Before information was so readily available, you didn’t 
need effective marketing to get responses. Competition 
wasn’t as severe and options weren’t so plentiful.

Also, prospect preferences have changed. Prior to 
the internet, people relied on salespeople when 
researching unfamiliar purchases. Now, comparative 
insight literally sits at your fingertips. 

Clicking on a keyboard has eliminated the need for 
personal interaction. 

But here’s the good news for you... 

Most business owners and entrepreneurs haven’t 
adjusted their marketing to accommodate changes 
in evolving buying habits. Many still push aggressive 
sales messages. 

As discussed in my book, The “You” Effect, force-
feeding facts about what you sell is a hopeless (and 
lazy) approach. Today, your role as a marketer is 
similar to a publisher. You must produce and deliver 
valuable content when and where your prospects 
need it. 

When you take this approach, you position yourself as 
the authority in your marketplace. This status separates 
you from your competitors, and in many cases, allows 
you to charge higher fees with less resistance. 

Pretty good deal, right? 

Of course, building this type of brand requires 
commitment. You can’t create your elevated status 
overnight. As stated in “You” Effect Marketing Law 
#8… 

Trust requires consistent communication. 

So whether you’re posting on Facebook, writing blog 
posts and articles, sending press releases to the media, 
recording videos, or doing some other marketing 
activity, I encourage you to set up a system. Without 
one, your marketing tasks won’t get priority. 

Also, don’t be afraid to start small. By focusing on 
one pattern – what’s known as a “keystone habit” – 
you can teach yourself how to reprogram routines in 
your life (including your marketing).

Sure, you may need to delegate tasks – and that’s 
okay. Just make sure you clearly define your helpers’ 
responsibilities. You don’t want anything to get 
missed by mistake. 

And finally, set yourself up for success by identifying 
specific, measurable goals. Maybe you give yourself two 
weeks to draft a special report for lead generation... 
maybe you shoot for four posts on your blog by month’s 
end... or maybe you want to get mentioned in an 
industry publication by the first of the year. 

Whatever your objectives, make them specific and 
set deadlines. You can evaluate your progress and 
make adjustments along the way.

How can you determine if you have valuable content?

I often remind business owners and entrepreneurs 
to give away some of their best information when 
marketing.

By delivering value first, you prove to prospects you 
genuinely want to help them. You also begin laying a 
foundation of trust and credibility.

But what determines your content’s value? How can 
you be certain what you share is viewed as quality 
information?

Well, the first step is to put yourself in your 
prospect’s position. If you were your prospect, would 
you be willing to pay for the information shared in 
your marketing materials?

Where Entrepreneurs Come to Grow Their Business™
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You should.

Next, take the focus off you. Make your marketing 
about your prospects. They want content that 
tells stories... reveals secrets... explains mistakes... 
confirms or goes against their assumptions... inspires 
action... and solves their pressing problems.

Now, go grab the last marketing piece you put 
in front of prospects and review the content. If 
it doesn’t meet the standards set by the above 
characteristics, you have work to do.

You want to make your marketing so valuable that 
prospects would cringe with anxiety if they had to 
throw it away.

Recently, I did some research online to find other 
criteria for quality content. I stumbled on a post 
from Google’s Webmaster blog that offered several 
conditions the search engine giant uses when 
determining content value on web pages.

What surprised me was how well the standards also 
applied to offline communication. I encourage you to 
use the following conditions when evaluating your 
next marketing piece:

•	 Would you trust the information presented 
in this article?

•	 Is this article written by an expert or 
enthusiast who knows the topic well, or is it 
more shallow in nature?

•	 Are the topics driven by genuine interests 
of readers of the site, or does the site 
generate content by attempting to guess 
what might rank well in search engines?

•	 Does the article provide original content 
or information, original reporting, original 
research, or original analysis?

•	 Does the page provide substantial value 
when compared to other pages in search 
results?

•	 Is the content mass-produced by, or 
outsourced to, a large number of creators, or 
spread across a large network of sites?

•	 Would you recognize this site as an 
authoritative source when mentioned by 
name?

•	 Does this article provide a complete or 
comprehensive description of the topic?

•	 Does this article contain insightful 

analysis or interesting information that is 
beyond obvious?

•	 Is this the sort of page you’d want 
to bookmark, share with a friend, or 
recommend?

•	 Does this article have an excessive amount 
of ads that distract from or interfere with 
the main content?

•	 Would you expect to see this article in a 
printed magazine, encyclopedia, or book?

•	 Are the articles short, unsubstantial, or 
otherwise lacking in helpful specifics?

•	 Are the pages produced with great care and 
attention to detail vs. less attention to detail?

•	 Would users complain when they see pages 
from this site?

You have the opportunity to create incredibly 
valuable content each time you communicate with 
prospects. Are you up to the task?

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.
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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!! I noticed you changed 
your website. Looks great! But I also liked your old 
website. Any chance you’ll be telling us why you made the 
change and what improvements you’re seeing?” – J.D., 
Texas

Ha ha! I was 
wondering who was 
going to be the first 
person to ask that 
question!

But I am very glad 
you asked – in fact, 
Insiders were going 
to get the scoop 
anyway :-)

First of all, I 
built the site 
on Wordpress (not a static HTML site). It’s the 
platform I most highly recommend. It’s easy for 
non-techies (like me) to regularly update, it’s very 
SEO friendly, and there are an unlimited amount of 
plugins which give you the flexibility of making your 
site do almost anything you want with the click of a 
button.

Plugins for SEO… for lead capture… for media 
advertising… you name it.

I love Wordpress.

But about the redesign…

I made the decision to showcase my content instead 
of my services (my old site split the attention 
between my services and content).

A bold move – but I wanted to test it.

Content became my priority.

Why?

Because when you understand the nature of the 
internet (simply, a media used for information), you 
see that people go online to search for solutions to 
their problems. They are looking for answers.

In most cases, they are not saying: “Let’s jump online 
to find a marketing consultant” – instead, the real 
motivation is: “Let’s jump online and find a marketing 
consultant who can help me with my specific problem.”

They are looking for an expert. As a marketing 
consultant, I need to position myself as a helpful, 
leading authority in a subject matter my ideal 
prospects are interested in – letting them know I 
understand their problem and my (general) approach 
to solving it.

This is how my customer makes their buying 
decision to determine if I’m the right fit. It’s sort 
of like online dating – your website is your dating 
profile, and before I decide to make a connection 
with you – I want to read more about your interests, 
preferences, quirks, etc. I want to know if you will be 
a good fit for me.

By reading my articles, they’ll come to the 
conclusion (without me having to tell them) of 
whether or not I’m an expert and qualified to do 
the job for them (integrating social proof – such as 
testimonials and “as seen on” helps too).

Think about it for a second. Why did you become an 
Insider?

The two most common responses I receive are: 

 1) Word of Mouth
 2) Because you read an article on my site, 
signed up for the newsletter, and wanted to 
see what else I could do for you

Information Sells
Amazon figured out this equation a long time ago.  
Click on a product - they give you a summary, product 
details, editorial reviews, video reviews (sometimes), 
about the author, and loads of customer reviews.

In Amazon’s case, they understand the question their 

Ask Charlie!

Where Entrepreneurs Come to Grow Their Business™
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prospect is asking is not: “I want to buy a widget” – 
it’s “I want to buy a widget and need to know which 
widget is best for me.”

The formula is simple.

#1 - What is Your Message?
#2 - Who is Your Market?
#3 - How can you find a match between #1 
and #2

I know my market looks for expert content to help 
them make a buying decision – Amazon knows their 
market looks for a product descriptions and reviews to 
make a buying decision. What is your market looking for?

The results?

Over the last 30 days – there has been an estimated 
500% more people checking out my services now 
than before! 500%!!!!

Does this mean my website is complete, that I can 
celebrate and pop the top of a magnum bottle of 
Crystal because I’ve figured out my holy grail? Far 
from it!! 

In fact, all this means is we have a new “control” to 
test against for even more engagement.

It’s a process of optimization.

Google, Yahoo, Facebook, Microsoft – the leaders 
of the online world – they’re still testing everyday, 
gathering more information on what’s working and 
what’s not.  

It’s what the Japanese call “Kaizen” – referring to the 
practice and focus on continuous improvement, or 
what Tony Robbins calls CANI – “Constant And 
Never-ending Improvement.”

And here are a few other website tricks that have 
had an exciting improvement.

Notice on the home page -  (http://www.
PredictableProfits.com) - under the first blog post is 
a banner titled “How Charlie Grew a Company By 
200% in One Year!”

This appears to be acting much like a worm on a 
hook, just dangling in front of my prospects – for the 
right fish, this is particularly intriguing and they’ll 
click on the link (which takes them to a sales page) 
to learn more. Cool. This helped to increase the 
inquiries to the Insiders’ Club multiple-fold. 

And when you click on a post, there’s a section (right 
above the comment area) asking people for their 
first name and email address. Offhand, it’s increased 
signups an average of 30% or so, as opposed to not 
having the box there at all – but I’ll bet as I improve 
the offer, I’ll increase that statistic even more. See 
image below:

“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, Chief Strategy & Innovation 
OfficerVivaKi

Where Entrepreneurs Come to Grow Their Business™
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The Most Obvious Secret to 
Getting Rich

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.

Inside your online Members’ Area, I shared an article 
from one of my fellow YEC (Young Entrepreneurs’ 
Council) Members in the post called “12 Secrets 
Behind EVERY Successful Entrepreneur.”

They are:

1. Be Willing to Fail... Boldly!
2. Set S.M.A.R.T. Goals (Smart, Measurable, 

Attainable, Realistic, Timely)
3. It’s Not About Luck - Hit the Ground 

Running
4. Track Your Progress
5. You’ll Never Have All the Answers So Don’t 

Wait to Act
6. Focus on the Bigger Picture
7. Believe in Yourself
8. Go the Extra Mile Everyday - Commit to 

Your Goal
9. Keep Your Eyes Open to Opportunity (it’s 

everywhere!)
10. Never Give Up
11. Communicate with Confidence
12. Success Doesn’t Have to Come with an Ego

And while all of the above are dead-on accurate – 
the follow up question to “how to become successful” 
is “how do I get started?”

I’d also argue the same answer is true for those of 
you who want to know: “How can I become more 
successful?”

Well, Twitter Founder Ev Williams said it best:

It comes down to testing – by the time you visit 
the site, it may be the same, and it may be different. 
We’re optimizing the site according to what works 
for us – it may work for you, it may not. 

But I want to let you inside to give you some ideas of 
what we’re doing so you can test them yourself. 

And there’s A LOT more coming!

The aim of the game: test, test, test.  

Hope this helps!

In your corner,

Charles E. Gaudet II
Founder of PredictableProfits.com

Where Entrepreneurs Come to Grow Their Business™
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The real trick is to find something that’s 
tried and true – and do it better.*

Simple, right?

Yet, instead of focusing on finding something 
that’s tried and true and making it better – most 
companies are focused on trying to invent something 
completely new and unheard of.

These people are missing the point.

We don’t want something “new” – we actually want 
something that’s going to do what we’re already 
doing (or trying to do) better.

To this point, Williams says all people want to satisfy 
their basic human needs – faster and easier – than 
they are currently.*

And those who ignore the importance of satisfying 
these basic human needs will face grave difficulty 
and challenges gaining acceptance.

“Here’s the formula if you want to build a billion-
dollar internet company,” he said. “Take a human 
desire, preferably one that has been around for 
a really long time… Identify that desire and use 
modern technology to take out steps.”*

According to Maslow’s hierarchy of needs, these 
include:

Physiological: 
breathing, food, 
water, sex, sleep, 
homeostasis, 
and excretion

Safety: security of - body, employment, resources, 
morality, the family, health, and property

Love/Belonging: friendship, family, and sexual 
intimacy

Esteem: self-esteem, confidence, achievement, 
respect of others, and respect for others

Self-Actualization: morality, creativity, spontaneity, 
problem solving, lack of prejudice, and acceptance of 
facts

On a cursory observation:

•	 Twitter does this by satisfying a natural 
human desire for spontaneity, creativity, 
and problem solving – as well as a sense of 
belonging to a group

•	 Uber does this by making it easier for people 
to travel from one place to another

•	 Tony Robbins does this by giving people the 
tools to enhance self-esteem, confidence, and 
reach levels of achievement faster

•	 Bill Gates (Microsoft) does this by making 
it easier, faster, and more convenient for 
people to do their work and achieve goals

And sure, you probably could come up with a few 
other human needs these products/services satisfy – 
but they key point here is this:

Your success is directly proportional to the degree 
you satisfy these needs.

From a marketing perspective, it’s equally 
important that we convey (either through images 

or text) how our product/service best satisfies 
these needs above and beyond what others are 

currently doing or not doing at all.

So, take a minute to look at your product 
and service and ask yourself – which 

needs am I satisfying, and how can I 
satisfy these needs even better than I 

am right now?

*Source: Wired, Sept 30, “Twitter 
Founder Reveals Secret Formula 

for Getting Rich Online.”

Image from http://en.wikipedia.org/wiki/File:Maslow%27s_Hierarchy_of_Needs.svg
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INSIDERS ARE PROUD 
TO SUPPORT:

Coming in the Next Issue…

•	 Existing customers are the easiest to convert, the 
fastest way to grow your business, and the most 
profitable customers to have - Charlie will share 
5 strategies for turning your existing customers 
into a cash machine!

•	 One of the biggest differences between average 
sales and spectacular sales comes down to the 
offer. Charlie will share 5 tips for making 
completely irresistible offers!

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

Members-Only Announcements

November 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! 

November

November 1st - National Authors’ Day

November 3rd - Sandwich Day

November 5th - Election Day

November 8th - National Parents as Teachers Day

November 10th - Sesame Street Day

November 11th - Veterans Day

November 13th - World Kindness Day

November 15th - America Recycles Day

November 19th - American Made Matters Day

November 20th - Universal Children’s Day

November 23rd - Dr. Who Day

November 24th - Small Business Saturday

November 28th - Thanksgiving

November 30th - Computer Security Day

November’s Weekly Observances

1st - 7th - World Communication Week

3rd - 9th - Health Information and Technology 

Week

11th - 17th - National Global Entrepreneurship 

Week

17th - 23rd - American Education Week

24th - 30th - National Save For Retirement Week

24th - 30th - National Game and Puzzle Week

Where Entrepreneurs Come to Grow Their Business™
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November’s Monthly Observances

National Diabetes Month 

Family Stories Month 

International Drum Month 

National Inspirational Role Models Month 

National Novel Writing Month 

National Scholarship Month 

Good reasons beget good profits. Check 
out August’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. 

Mark Your Calendar! On October 24, 2013 
from 1:30pm - 2:30pm Eastern, be ready for 
a very special Insiders-Only virtual meeting 
discussing a very powerful strategy used by 
every American Military division for winning 
wars, and how this directly applies to your 

business. It’s new, it’s exciting, and I can’t wait 
to share it with you! Details coming soon…

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 toward 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!

Where Entrepreneurs Come to Grow Their Business™
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