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Dear Insiders,

After going apple picking with my 3 kids this weekend, I realized 
that you and I need to have a VERY important conversation.

After all, the survival of 
your business depends on it.

You see, when my folks took my 
family apple picking (back in 
the dinosaur age), we simply 
went to the farm, grabbed a 
paper bag, walked through the 
orchard, over-stuffed our bags 
with apples, checked out, and 
went home.

How things have changed...

When you show up to the orchard nowadays, there are tractor rides 
through a haunted forest, a petting zoo, corn maze, cider donuts, 
and other activities for the kids.

Today, if simply “picking apples” was all you offered your 
customers... You’d be out of business.

Most of your competitors know something’s changed from several 
years ago - but most aren’t sure what...

Here it is:

Buyers now demand more.

Buyers demand memorable experiences.

The cold hard truth:

Simply offering goods and services is no longer enough to compete 
in today’s market.

(This holds true for every industry.)

You see, unless you’re a pioneer and you’ve created something 
completely new and unheard of before - you’ve got competition (and 
lots of it).

We are living in a world where everything is becoming commoditized, 
and it’s becoming harder and harder to stand out.

Everyone’s claiming to be the BEST, have the BEST, offer the BEST, 
and so forth.
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Peter Georgescu wrote in Fortune Magazine: 

“Commoditization - what I see as the cancer of 21st century 
commerce - has fueled ferocious price competition, leading to 
lower prices, margins, and profits for businesses. With price 
as the only real differentiator, producers are left with a 
challenge: they must find a way to stand out in the crowd.”

Your customers and clients already assume you have the best quality 
and the best service - so you need to offer them something different.

Yes, you must have a Unique Advantage Point (that’s critical) - 
but I’m not just talking about being unique right now, I’m talking 
about going a level deeper and being memorable.

Sally Hogshead wrote: 

“Great brands live in our conversations - 
not in our advertisements.”

Are you living in a “conversation” with your buyers right now?

Are you giving them something positive about their experience to 
talk about?

To tap into your buyers’ conversation, you must:

1. Create an experience 

and/or

2. Create a transformation

And when you do this, you create a fan.

A fan is someone who refers new buyers to you... Someone who writes 
you an endorsement... Someone who will buy everything you have to 
offer them... Someone who goes to bat for you.

A fan is someone who frequently talks positively about your brand.

I talk with dozens of entrepreneurs every month, and I hear the 
same customer experience all the time - in every business.

It goes something like this:

Step 1: Customer buys product or service 

Step 2: Product or service is delivered as expected  

End of story.

Sound familiar?
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The “commodity mindset,” according to former British Airways 
chairman Sir Colin Marshall, means mistakenly thinking:

“...That a business is merely performing a function — in our 
case, transporting people from point A to point B on time and at 
the lowest possible price.”1

To go to the next level, you need to ask yourself, how are you:

1. Creating an experience 

and/or

2. Creating a transformation

We’ve been saying for a long time now: you’re not in the business 
of the product and service you’re selling, you’re in the business 
of selling the RESULTS your products and services bring people.

In the apple-picking example, it’s understood that the orchard must 
be well taken care of, that the apples must be good in order to 
have satisfied buyers...

However, the result the orchard is selling is a fun, quality, and 
memorable time with the family. Not apples!

To earn a fan, help your buyers achieve the ultimate result they 
are after.

Now, I’ll use use myself as a case study for describing exactly 
what we’ve done... And how we learned from it.

In my own company (Predictable Profits), our clients want to get 
“unstuck” and scale quickly.

My team and I got together and asked:  

Are our clients getting the experiences and 
transformations that we know are possible for them?

For many clients, the answer is unequivocally “YES!”

However, we noticed that the people who got the best results took 
action, attended every workshop, asked lots of questions, and hit 
us up for coaching (which was included with The Predictable Profits 
Academy).

Those people became our fans.

But what about everyone else?

1. The Experience Economy by Joseph Pine and James Gilmore
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Those who have yet to become our next success stories lost focus.

They didn’t complete the modules or take advantage of all the 
support available to them.

Here’s the thing: in order to become a fan, your buyer must achieve 
the ultimate result they’re after.

And because we’re committed to providing the #1 service in the 
world for passionate entrepreneurs who want to take their business 
to the next level - something had to change.

Remember, you and I are in the results business.

So, like us, you need to ask yourself: 

“What more could we add to the [product/service] that could 
practically guarantee radical transformation and extraordinary 
results?”

Take the time to identify all the reasons your buyer wouldn’t 
achieve the results they desired, then put together a plan to 
ensure you eliminate any obstacle stopping them.

That’s what we did, and here’s how we’ve changed:

We’re rebranding The Predictable Profits Academy to Speed to Scale.™ 

It’s a bold move, but it better represents the benefit we’re 
providing our students.  

Speed to Scale™ is a 10-week, no holds barred, intensive, results-
driven program. As my wrestling coach used to say: “Wimps need not 
apply.”

Secondly, each member will be assigned to a personal Speed to 
Scale™ Certified Business Coach. Their coach will personally take 
the time to understand the unique goals of each member, hold each 
member accountable to hitting their mark, and work with them over 
the next 10 weeks to drive maximum revenue and sales.

Thirdly, we also added our Speed to Scale™ Copy Review. My team 
and I have been responsible for generating tens of millions of 
dollars in revenue just from the words we write on paper - so now, 



INSIDERS ONLY From the Desk of Charles E. Gaudet II

For Members Only - OCTOBER 2017   7

as our members create their own client attraction material, they 
can pass it to our copy team for expert review to make sure they’re 
benefiting from every edge possible.

Plus, we’re adding even more benefits to create the greatest value 
for our buyers.

Here’s what we did:

We evolved the program from what you’d call “mass-scaled” to 
“uniquely customized.”

In other words, while each member has access to all the same 
content that would be applicable to the masses, they also have 
a more customized level to tailor their experience to their own 
unique needs.

And when you look around you right now - from professional services 
to sneakers - there’s been a dramatic shift from “mass-scaled” to 
“uniquely customized.”

Mass-scaled has a higher probability of being commoditized and is, 
for all purposes, “meaningless.” 

Versus:

Uniquely customized has a lot more meaning because it’s tailored 
more specifically to the individual needs of your buyer.

And because “mass-scaled” is designed for the average buyer - not 
for the specific buyer - you can’t command the same premium prices 
as the uniquely customized products/services. After all, when a 
product/service is uniquely customized, your buyers receive greater 
value, and as a result, willingly pay a premium price.
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Here are a few examples of companies leading the market as uniquely 
customized providers:

Nordstrom: When you walk into the store, you’re greeted by a 
personal design consultant who takes the time to understand your 
wants/needs and makes recommendations accordingly. Then, you’re 
taken to the fitting room where most alterations are performed -  
for free.

Zappos: Pick up the phone and call a rep, and you’ll see how each 
sales professional is trained to “wow!” customers over the phone 
to make sure they get the right shoe for their needs  (there’s a 
reason Zappos doesn’t compete on price - they compete on having the 
best service to create the happiest customers).

Netflix: Log into the service, and you’ll see movie recommendations 
customized to your past viewing and rating history.

Nike: NIKEiD are completely customized shoes. Choose your materials, 
colors, swap out the strap, and even personalize them with your 
name or a short message. 
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Cutco: Who thought personalizing a knife was a big deal? Then 
again, it’s much more “special” with a unique touch. Add your name 
or give it to a friend and add their name to the knives (I received 
a personalized knife as a gift, and it was a very nice touch).

Malibu Boats: Gone are the days where you pick a boat from the lot! 
Nearly every detail on your boat can be completely customized to 
the color and look of your choice. 

Birthday Cake: You can buy a birthday store cake for $10.00, or have 
a cake uniquely designed with your child’s favorite character for 
upwards of $100 (a shockingly popular cake found at kids birthday 
parties).

Car Wash: One of my early mentors, Keith Cunningham, runs a car 
wash and wanted to create a unique experience - but how do you do 
that with a car wash? Well, because his customers had to leave 
their cars with the attendant for a short while during the cleaning 
process, Keith decided to create the unique experience in the 
waiting room with complimentary shoe shines and chair massages. 
The result? He can charge premium prices for his washes and still 
maintain long lines.

Financial Education: I’m working with a client in the financial 
education space. He sells a mass-scaled product - yet, is now 
offering unlimited on-demand coaching during market hours. The 
student (as part of their purchase) can call their offices and get 
coaching at any time, as long as they remain in good standing.

Snowblower Repair: I needed to get my snowblower repaired.  Rather 
than load it into my truck and take it down to the store myself, 
the owner offered to pick it up and drop it off to me.  He’s making 
my experience more unique by coming to my home, personally asking 
me what I’d like done, and then delivering the snowblower to show 
me that it’s working.

You see, while these things might seem trivial to the outsider 
looking in, they make the experience of doing business with you 
more valuable.  

As Joseph Pine and James Gilmore - authors of “The Experience 
Economy” - have said, bridge the gap between what individual buyers 
settle for (in buying mass-scaled goods and services) and what each 
wants uniquely for themselves.

WHAT EACH
UNIQUE BUYER
REALLY WANTS

WHAT THOSE
BUYERS ACTUALLY

SETTLE FOR
BRIDGE THIS GAP
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The more mass-scaled your approach - the less differentiated your 
offering is for each buyer - the harder it’s going to be to compete.

Granted, the above examples are in the B2C space, but you’re not 
limited to just B2C.

The CEO of a mid-size media buying company called me. He asked me 
questions to make sure he completely understood my unique needs, 
what was important to me, and how I was measuring my results. He 
did this to make sure I felt like I was important to his company, 
and that my needs would be uniquely met (and ideally, exceeded).

It could be extra-personal support, customized-branding services 
with my company logo, or even customizing the sales process.

Invenio Solutions says:

“If you can customize your selling process to these buyers in a 
meaningful way, you can convert more prospects into customers - 
and many of these will be customers with a significant reluctance 
to change.”

That means don’t just “sell” - take the time to understand your 
buyers’ unique needs, wants, and results BEFORE you try to close them.

In all these examples, notice what they all have in common:  

They are not mass-serving each buyer 
with an identical experience.

Whether in the product/service or the sales process, they understand 
each customer has unique needs, and therefore, has an experience 
that’s tailored to them.   

From product/service experience to sales, “uniquely customized” is 
an essential competitive edge in this new economy. Do this right, 
deliver on your buyer’s ultimate result, and you’ll benefit from 
loyal customers, premium pricing, and their referrals.

With gratitude,

Charles E Gaudet II 
Predictable Profits

P.S. While I intended on discussing online traffic strategies with 
you this month, this was a much more pressing and important issue. 
Next month, we’ll talk about online traffic strategies, especially 
the mistakes that 99.9% of all entrepreneurs are unknowingly 
making... You don’t want to miss this!
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