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On a Personal Note...

By Charles E. Gaudet II
The kids are back in school – and they’re 
happy to be back with their friends. 
     
Branson started a new school this year 
within walking distance from our house 
– the walk is nice because we get an 
opportunity to talk 
about life.
In one such 
discussion, Branson 
said to me, “Dad, 
will doing good in 
school help me to 
become a billionaire?”

Honestly, I almost 
fell over – when have you ever heard a 
6-year old talking like that?! (I certainly 
wish I did at his age!).

My answer was equally surprising to him 
when I said, “No.”

The truth is that if grades were 
everything, every Suma Cum Laude 
would be a shoe-in… but that’s not to 
say getting good grades isn’t important.

In my mind, the first step toward 
becoming a billionaire is the willingness 
to take risks with the acceptance of 
knowing “failure” is nothing but a 
diamond in the rough.

Find me a mega-successful person, and 
I’ll make a good bet they would agree 
they’ve learned more from their failures 
than they did their successes.

Continued on page 2

Quotes
Arthur Ashe

“One important key to success is 
self-confidence. An important key 
to self-confidence is preparation.”

Abraham Lincoln
“Determine that the thing can and 

shall be done, and then we shall 
find the way.”

James Cash Penney
“A merchant who approaches 

business with the idea of serving 
the public well has nothing to fear 

from the competition.”

Sure, failure is never fun when it costs 
you time, money, or even embarrassment 
(trust me, I’ve had my share of public 
humiliation) – but when you reframe 
the activity not as “failing,” but planting 
a seed for growth, it means something a 
little different.

One of the people I follow on Twitter 
wrote the following:

Allowing yourself to fail is not easy – 
sure, we all have a huge list of “shoulds” 
(things we know we should be doing), 
and when you think of it, one of the 
biggest things stopping you from doing 
them (in addition to not having enough 
time) is the fear of failure.

But imagine how much further your 
business would be if you turned all your 
“shoulds” into “musts.”

Look, no matter how much experience 
you have… or how smart you think you 
are… or how much money you have… 
mistakes happen, and they happen all 
the time.

But the people who recognize the 
mistakes/failures as fuel for success – 
these are the people who will dominate.

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

September  2013
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As the marketing folks at Nike like to say: Just Do It!

Enjoy this month’s newsletter – there’s a LOT 
of stuff covered here… and as always, thank you 
for being such a valued member of our Insiders’ 
community. I really mean that.

Introducing: The Value Equation™

By Charles E. Gaudet II

I truly love working with my coaching clients and 
Insiders’ Club Members – and I swear, each time I 
walk away from our discussion, I end up getting just 
as many “ah-ha!” moments as they do.

In fact, it’s not uncommon for me to hear something 
come out of my mouth, and say to myself: “Damn, 
where’d that come from!? I’ve got to remember that!” 

This is one of those moments.

You see, with this particular client of mine… he asks 
people to spend several hundred dollars for an hour 
of consulting, yet business isn’t going as strong as 
he’d like.

Naturally, he couldn’t help but wonder – am I 
charging too much money? Should I lower my prices?

But for those of you who know me well enough, you 
know my approach is the opposite – I want to know:

What do you need to do in order to get 
people to happily pay a premium price 

for your product/service?
As he explained his service to me, I asked him: “How 
much value do you think you could reasonably bring 
someone if they spend an hour with you?”

He estimated they could probably save themselves a 
minimum of $30,000 per year, plus other intangible 
benefits (like an improved quality of life) – and he’s 
100% confident he can achieve those results.

So I explained to him: “The reason people don’t pay 
your fee is not because you’re too expensive, but because 

they don’t believe they will get the results that you’re 
promising them.”

It’s the harsh reality, but it’s true.

Introducing The Value Equation™:

Price I’m Willing to Pay = 

Expected Return – Risk of Losing My 
Investment

To get the highest price possible, you must have the 
highest expected return and the lowest risk.

Expected Return
This is the value your customer expects to receive 
from your service.

How much value do they put on quality of life? 
More time? Added convenience? Security? Comfort? 
Less pain? Increased health? More popularity? 
Additional praise? Increased confidence? Elevated 
sex appeal? Any number of other things?

In 2004, I was in so much emotional pain, I didn’t 
blink an eye when I dropped my credit card and paid 
Tony Robbins $65,000 for an invitation to join his 
Platinum Partnership…

Two of my friends made this investment and didn’t 
even have $10,000 in their bank accounts (but 
their pain was so great, and they trusted Tony so 
much to deliver the transformation, they made the 
investment).

When it was time to plan my trip to Michigan in a 
couple weeks, I asked myself: “How much is it worth 
to me to skip the lines, travel comfortably, and have the 
elbow room to work on the plane?” That justified an 
investment in a first class ticket.

Everybody has a number – you need to understand 
your ideal customer enough to know all the factors 
(both pain and pleasure points) to understand how 
much it’s worth it to them.

But understand, people will do more (and pay more) 
to get out of pain than they will to prevent it.  (That’s 
why the reactive medical field is many times larger 
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than preventative medicine).

Then you need to convey this information in a way 
where people will see the benefit.

For my coaching, I’ve been telling people: “Talk with 
me for 1 hour. If you don’t believe you have received at 
least a $1,000,000 idea from our conversation, let me 
know before we get off the phone and I’ll refund your 
money 100%.”  

My customers expect they’ll get a $1,000,000 idea, 
which makes my $1,000 fee much more reasonable.

You can also back up your claims with statistics, case 
studies, celebrity endorsements, and testimonials…

Let people know what you’ve done, so 
they have an idea of what can also be 

possible for them.

Risk of Losing My Investment
If you knew you could invest $200 and be guaranteed 
to save $30,000, would you do it?

If you were absolutely certain to make the $30,000, 
I’ll bet you would.

In fact, if you were unequivocally assured, with zero 
doubt, you might pay as much as $15,000 to save 
$30,000. Why not? After all, it’s a 100% return on 
your money.

But what if someone made this claim, but you’d 
never heard of him before? He hasn’t positioned 
himself as a trusted authority, only has a few 
testimonials, and provides you with no guarantee. Do 
you think you’d be hesitant? 

Sure you would.

You need to increase your customer’s certainty and 
confidence in your ability to deliver.

Several ways of doing that include:

•	 Positioning yourself as a credible expert

•	 Creating a rock-solid (and preferably a risk 
reversal) guarantee

•	 Social proof (case studies and testimonials)

I created a guarantee for one of my clients that says: 
“Keep the product for an entire year, if you used 
it and it hasn’t performed as I promised – I’ll give 
you all your money back plus an extra $500.” This 
increased his conversions immensely.

Back to the Tony Robbins example above; people 
gave him big money because they perceive him to be 
an expert – and no matter how much you tell people 
you’re an expert, they will be much more likely to 
believe you when you prove it to them.  

Speaking, article writing, radio, TV appearances, 
media interviews, etc. – it’s all part of building this 
status.

Graphically, the other way you can look at it is like this:

If people hesitate at your fee, ask yourself:

•	 Do I need to do a better job positioning myself 
as an expert?

•	 What is the return they really expect to receive 
from me? Am I making it clear?

•	 Are they confident in my ability to deliver? 
What do I need to do differently? 

Increased confidence in your ability to deliver, 
coupled with an increased expected return,  
offers you the ability to increase your prices   
- with customers happy to pay.
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Hungry for More Profits? Devour 
Your Competition With This Simple 
Approach

By Charles E. Gaudet II
Portsmouth, NH is one of the oldest settlements 
in America, and is known for having the most 
restaurants per capita out of anywhere in the United 
States.

Rumor has it there are more restaurant seats than 
the entire population of Portsmouth!

To put it bluntly, with the amount of competition in 
the area, to be a restaurateur in Portsmouth – you’ve 
got to have guts.

Just being “good” won’t cut it in this town – you’ve 
got to be outstanding.

Restaurants come and go quickly, but the few that 
stick around are doing something a little different, 
and worthy of paying attention to…

While you may not own a restaurant, the techniques 
I’m about to share with you may apply to your business.

Now, of all the restaurants in town, there’s one 
particular restaurant I’d like to talk about because they 
doing things much differently than everyone else.

To be honest, the food is above average – but not the 
best – yet they attract the most affluent clientele in 
all of Portsmouth, and it’s one of the most desired 
places to dine… if you can get in.

It’s called The 100 Club – it’s an invite only “club,” 
exclusive to its 370 members, who pay a $3,000 one-
time membership fee and ongoing dues of $170 per 
month.

Non-members (unless invited by a member) are 
explicitly not allowed to dine at this restaurant – 
imagine being the only restaurant in town where you 
have to be invited to dine?

And it’s so desirable, when I asked my daughter 
where she wanted to go to dinner for her 4-year 
birthday celebration last month, The 100 Club was 
her top choice – with Chuck-E-Cheese, bowling, 
and the movies not even coming close.

Why was this important to my daughter?

Because even a 4-year-old likes to be treated as a 
princess – and this is exactly what The 100 Club 
strives to do.

The moment you pull up to the front door, you’re 
greeted by the valet (who remembers your name), 
and by the time you make it up the elevator, the 
owner of the restaurant and several staff members 
get a text message that “Charlie Gaudet is arriving” 
(as an example).

They’ll have my favorite drink waiting for me, and 
make it a point to memorize all my preferences.

And the menu? It’s only a “guideline” – their motto 
goes something like: “it’s your club, your menu, your 
choices – anything you want, any way you like it – 
we’re here to serve you.”

Can you imagine that?

Where Entrepreneurs Come to Grow Their Business™
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Because it would be extremely difficult to compete 
on having the best food in Portsmouth, they decided 
to make service their #1 competitive advantage.

(Precisely the strategy Zappos used to walk into an 
extremely competitive market, and make their way to 
a multibillion dollar company in no time!)

To compete in service, it’s absolutely essential 
that you make your clients feel valued, special, 
acknowledged, and appreciated. Can you see how The 
100 Club has accomplished this?

But I haven’t even told you the half of it…

Little things like… today, the owner called me just to 
let me know how much he appreciates my business 
(in fact, he always makes a point to make a quick 
visit, say hi to the family).

And get this… this is very, very cool:

Every time I have a new server at the table, within 
two days, I receive a handwritten thank you note like 
the one I’ve enclosed below…

Talk about making me feel valued and special!

Oh – and I still haven’t figured this one out – but 
somehow they found out my wife and I’s anniversary 
was coming up (it must have somehow been casually 
brought up in conversation) – and well, here’s a 
surprise note I received from their concierge!

So when you combine the exclusivity with the 
extraordinary effort to ensure you are getting the 
royal treatment – it’s no wonder why this restaurant 
attracts such an affluent clientele.

Remember, it’s not only for people expect top-notch 
service – when you go out of your way to make your 
service exceptional, people will happily pay more.

As I’ve said… Zappos doesn’t offer the cheapest shoes 
on the market (a Nike is a Nike, no matter where you 
buy them), but their service is second to none.

There’s also the story of Paddi Lund, a dentist from 
Australia who grew one of the most profitable dental 
offices in the country by firing 75% of his customers 
and raising his prices. 

How’d he do it?

A focus on service.

He developed a vision of a “happiness centered” 
business, where people love to work and patients 
loved to visit – and had a scale of 37 different points 
measuring pain, smell, waiting times, value, time 
spent, etc. -  then he (and his employees) could come 
up with ideas to resolve the issues.

From the smells of baking bread, to the bread 
baskets patients get when they leave… to a “pain 
button” alerting the doctor when a patient was 
uncomfortable… to giving a patient an $80 bottle of 
champagne if they were running even a minute late 
for an appointment.

And he makes 3.5 times the average dental pay, 
working 1/3 of the time he used to work. (Source:  
Michael Basch: Customer Culture – How FedEx and 
Other Great Companies Put the Customer First Every 
Day)

So take a look around at your competitors – what 
could you be offering your customers that no one 
else does?
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How to Add 6 Hours or More to Your 
Week Without Working a Minute 
More

By Charles E. Gaudet II

One of my biggest challenges as of late is squeezing 
in more time out of my day… without working any 
harder.

Now, it’s not that I don’t work hard (I still put in 50+ 
hours per week) – it’s a matter of trying to optimize 
my schedule to get maximum of effort out of every 
calorie of energy I expend.

This means more automation and systematizing. 

I talked about one of my marketing automation 
approaches using Infusionsoft in June’s Insiders’ 
Club newsletter titled: “How to Put Your 
Marketing on Auto-Pilot” (if you’d like a past 
issue, they are available for $47, just email Mike@
PredictableProfits.com with your interest). This 
article goes beyond Infusionsoft, and into some 
of the other 
ordinary aspects of 
business…

Such as email.

I’ve tried many 
programs, ranging 
from David Allen’s 
Getting Things 
Done to Ari 
Meisel’s Inbox Zero 
Program (I am a 
fan of Ari and his 
program, by the 
way).

But I did find an email tool that I absolutely love! 
It’s called Sanebox.

I simply let SaneBox have access to my email 
provider, and it instantly created folders with the 

following rules:

•	 Inbox: only the important emails go here

•	 BlackHole: any emails I drag in here 
automatically get flagged as spam and 
NEVER make it back into my inbox ever 
again! Saves me oodles of time from trying 
to unsubscribe from all those emails (95% of 
them, I never asked to receive!)

•	 Later: After using your email for a while, 
SaneBox puts emails which it deems are not 
important to your “later” folder for you to 
look at when you have a free moment

•	 News: All news and newsletters go in here.

•	 Next Week: When you drag an email in this 
folder, it will get resent to you next week as a 
reminder

•	 Tomorrow: Same as next week, but will 
email you the original email tomorrow - this 
helps to keep your inbox clean

Plus so many other features…  

You can check them out at http://www.SaneBox.com 
or https://www.sanebox.com/signup/06cfac2017 and 
I’ll get a massive $5.00 credit for the referral.

I also hired Ari Meisel of LessDoing.com for an 
hour to consult with me about my daily activities and 
how we can streamline and automate the process.

Where Entrepreneurs Come to Grow Their Business™
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Ari turned me on to a service called IFTTT (If This 
Than That) –  and it’s FREE!

There are currently over 71 Channels (applications) 
that you can use to automate anything you’d like.

For example, I have certain “recipes” written like:

•	 If I tag a Feedly article as “important,” then 
post the article into my Evernote account

•	 If I tag a Feedly article as “social,” then post 
the article into my Hootsuite account for 
distribution to LinkedIn and Twitter

•	 If a new article is posted to my blog, then 
post to Delicious.

•	 If a new article is posted to my blog, then 
send an email to Mike to have him manually 
enter it on StumbleUpon

And the list goes on and on and on…

It’s easily one of my favorite applications, and I’ve 
yet to find anything I can’t do with it (now mind you 
– this is a tool I just started using – as limitations 
present themselves, there’s a “paid” application called 
Zapier (http://www.Zapier.com) that I will look 
into).

The more creative your “recipes,” the better your 
results… and the more you see things happening 
automatically… the more addicting it becomes!

And about my mention of “Feedly” above? This 
is a free service where I get all my blog feeds 
automatically dumped into one site, accessible on my 
tablet, computer, and iPhone. It cleans up my email 
AND allows me to quickly scan through hundreds 
of posts for the most interesting ones… I’m a big, big 
fan – http://www.Feedly.com

As I come up with more productivity tips… I’ll let 
you know!
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Are These Really the Most Persuasive 
Words in the English Language?

By Insiders’ Club Member, Tom Trush

The copywriting blog Copyblogger recently ran a 
post titled, “The 5 Most Persuasive Words in the 
English Language.”

The piece received considerable attention in 
marketing circles – and with good reason. There 
isn’t a business owner or entrepreneur (me included) 
who isn’t looking for shortcuts for ways to persuade 
prospects, especially through writing.

Admittedly, I first read the title with skepticism. I 
thought the suggestions might be hype words that 
scream “big sale” or “discount.”

But after reading the post, I agree the words can 
work well in situations where you need attention and 
action.

So, before going any further, here are “the most 
persuasive words in English” for your consideration:

•	 You

•	 Free

•	 Because

•	 Instantly

•	 New

The key with each word is understanding why it’s 
effective. Just placing one anywhere in a marketing 
piece doesn’t guarantee responses anymore than 
having a fishing pole on Alaska’s Kenai River 
guarantees catching salmon.

“You” is a word I obviously love. So much that I 
wrote a book – The “You” Effect: How to Transform 
Ego-Based Marketing Into Captivating Messages That 
Create Customers – focused on how to use it in your 

marketing copy.

During a time when many companies prefer self-
promotional approaches to marketing, “you” stands 
out like a black bear in a sheep herd because the 
word tells prospects that your message is for them.

If I were a betting man, “free” would be my pick 
as the most used word in marketing history. A 
free option almost always gets consideration when 
creating offers.

Nowadays, though, skepticism is high, so even 
giveaways must have strong appeal to incite action.

Keep in mind, “free” may attract people, but that 
doesn’t mean they’re buyers. Be careful of people 
who latch on only looking for a free ride to advice.

As for “because,” its effectiveness is often supported 
by a study mentioned by Robert Cialdini in his book 
Influence: The Psychology of Persuasion. Harvard social 
psychologist Ellen Langer went into a library and 
attempted to cut in front of several people lined up 
to use the copier. She tested different requests to see 
which one would result in the highest compliance 
rate.

“Excuse me, I have five pages. May I use the Xerox 
machine because I have to make some copies?” 
resulted in 93% of the people giving up their space 
in line.

Surprisingly, she experienced this high success rate 
even though she didn’t provide a motive or extra 
information that would warrant anyone taking 
action. All she did was add the word “because” and 
restate the obvious.

The word “instantly” targets society’s desire for 
immediate gratification. We are a culture that craves 
quick outcomes with minimal effort.

Fortunately, today’s technology allows you to deliver 
instant information when marketing – whether 
through autoresponders, software, apps, text 
messages, or online downloads.

Where Entrepreneurs Come to Grow Their Business™
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And, finally, “new.”

Is there a company that better demonstrates the 
benefits of “new” more than Apple? When the 
company updates existing products, demand is 
staggering.

But the desire for the latest items isn’t limited to 
technology.

When old brands want to look new again (or 
even relevant), they frequently turn to younger 
spokespeople. For example, Procter & Gamble’s Oil 
of Olay, a 50-year-old brand, became “new” to many 
youthful women when it hired 29-year-old country 
singer Carrie Underwood as its brand ambassador.

In fact, Procter & Gamble uses this strategy often, 
applying it to other familiar brands such as Old 
Spice (with Terry Crews), Pantene (with Zooey 
Deschanel), and Gillette (with Andre 3000).

So what do you think? Do you use these five words 
when marketing? Which one do you find most 
effective?

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

Ask Charlie!

Insiders’ Club Members are encouraged to click on the 
“Ask Charlie!” button inside of their Members’ Area to 
hit him with your biggest challenges, frustrations, or 
business building questions… and, who knows, your 

question might be answered right here in the very next 
newsletter!

QUESTION: “Charlie, could you tell me when it’s 
a good time to raise prices?” - Actual inquiry from a 
national media reporter

There are many reasons why you would want to raise 
your prices; however, off the top of my head, I can 
think of eight right now…

1. Customers Ask: “Is that it?”
Believe it or not, I 
have a client whose 
Chief Operating 
Officer said the 
biggest objection 
they receive to their 
product is “How come 
it’s so cheap?” While 
they laugh this off, it’s 
important to realize 
that the customer 
is really telling you: 
“Something doesn’t 
feel right. What am I missing that I’m not 
seeing?”

It’s also a possible sign your customers are 
expecting (and would be willing) to pay more.

If you’re getting this type of response from your 
customer, raise your prices.  

2. Customers Don’t Hassle You 
Over Prices

When prices are too high, it’s not uncommon 
for customers to hem-and-haw over the prices in 
an attempt to negotiate a more favorable rate… 
but if your customers pay your rate without any 
hesitation or resistance, it’s probably because 

Where Entrepreneurs Come to Grow Their Business™
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they’re too low.

3. You’re the Lowest Price 
Competitor

There’s nothing truly remarkable about being 
the lowest cost competitor, if this also means 
you have some of the lowest profits. Low cost is 
also generally synonymous with a lower quality 
customer (more headaches, etc.).

If you’re the lowest price competitor, look for 
ways in which you can offer the best service, 
most convenience, better selection, fastest 
shipping, unparalleled support, and other desired 
results to warrant raising your prices.

You’ll not only get a better quality customer – 
you’ll also make more profits, giving you the 
resources you need to dominate your market.

4. High Demand
If you follow the principles of Predictable 
Profits, there will come a time where your 
demand exceeds your ability to satisfy it.

To create balance of supply and demand, raise 
your prices.

5. The Only Differentiating Factor 
is Your Price

If this sounds like you – first off, you’ve 
commoditized yourself. You need to think 
more strategically about creating an obvious 
differentiating factor so people know, clearly, 
why they should choose you over one of your 
competitors.

Quick story: the other day, I went to the store to 
purchase anti-corrosive spray for my children’s 
paddleboat. Because quality was important to 
me, I look at the two options available to me at 
the hardware store and chose the most expensive 
option.

This decision was 100% made on price – I 
correlated price with quality.

6. When the Value You’re Offering 
to Your Clients Far Exceeds that 
of Your Competitors

If you’re bending over backwards for your clients, 
and offering services which are far in excess of 
what your competitors are offering – yet your 
prices are the same – you may want to position 
yourself as a “premium provider” by raising your 
prices.

Remember, perception = reality… and price does 
drive perception.

7. When You Want to Position 
Yourself as the Premier Provider

I had this discussion with a coaching client 
the other day… In his industry, the going rate 
averages around $200/hour for his service; 
however, he charges around $75/hour. While 
his quality could go toe-to-toe with any of 
the “big guys,” he positions himself among his 
competitors as one of the lesser experiences/
lower quality providers.

The fastest way to tout yourself as a “big player” 
is to raise your rate with the understanding and 
confidence that you’ll provide far more value than 
what your current customers are paying you for.  

8. When Your COGS Increase
This one is pretty self explanatory – if your cost 
increases, your price must go up proportionally.  
That said, if this sounds like you, don’t just raise 
your prices. Provide your customers with an 
explanation of why this has to happen, and most 
will understand without much pushback.

Hope this helps!

In your corner,

Charles E. Gaudet II 
Founder of PredictableProfits.com
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The Surefire Formula for Winning… 
Every Time!

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.

“Gold medals aren’t really made of gold. 
They’re made of sweat, determination, 
and a hard-to-find alloy called guts.” 

- Dan Gable

As I was cleaning out the garage, I pulled out a box 
containing 50 or so medals and awards related to my 
high school wrestling – needless to say, when my son 
looked at all the trophies, he’s jaw hit the floor and 
he exclaimed: 

“Holy moly guacamole, Dad, how did you get so many 
trophies?!”

As I explained my story to him, I realized there 
were many times since then where I somehow lost 
this lesson throughout the years… Yet it’s the only 
surefire way to guarantee success… in life or in 
business.

You see, when I started wrestling my freshman 
year, I was against competition who was stronger, 
faster, and had years more experience than I. Truly, 
it was difficult stepping on the mat knowing I 
was moments from getting tossed to my back and 
humiliated by another loss.

At the end of nearly a winless season, my dad made 
me an offer I couldn’t refuse – he said: “Son, if you 
win the state championships, I’ll buy you a car.”

Now, while nothing would have made my dad 
happier than buying me a car, the larger part of his 

brain thought to himself, “there’s no way he’ll be able 
to do it.”

And truthfully, I wasn’t sure I could do it – but I did 
know that if there were ever a chance, I’d have to 
work harder and smarter than everyone else.

Shortly after my dad made the offer, I discovered a 
club that got together all year round to wrestle – so I 
joined the club and continued to wrestle every week 
while my competitors simply waited for the next 
season to begin.

By my sophomore year, I made the Varsity team and 
had a breakeven record (even wins with losses).

I was happy – but it still wasn’t enough.

So I took things a step further.

I called local colleges (such as University of 
Massachusetts and Boston University) and asked 
their coaches if they wouldn’t mind if I wrestled with 
their team – they agreed.

Now I’m definitely wrestling people who were 
stronger and more skilled than I… but this only 
served to make me a better competitor.

I still needed more, but what else could I do?

In one of those “ah-ha!” moments, I told my dad: 
“I want to fly to Iowa and learn from Dan Gable.” 
For those of you who don’t know Dan, he’s widely 
known as the best wrester to have ever lived, winning 
the Olympic Gold Medal without getting one single 
point scored against him.

So now I’m wrestling year round, practicing with 
people stronger/better than I, and spent some time 
training with the best wrestler in the world.

Can you guess what happened the next year?

I won the Massachusetts Greco-Roman State 
Championships in my junior year.

But I still had one more year of wrestling to go – and 
now, I wanted to be the best.

I continued my routine, and before I knew it, little ol’ 
me became known as “the” person to try to beat in 
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the state of New Hampshire.

By the end of my senior year, I had an undefeated 
record, took first place in the divisionals, first place in 
the “all-states,” and won the Massachusetts Freestyle 
State Championships.

I did this not because I was “gifted” – I accomplished 
this goal because I worked harder and smarter than 
everyone else.

But now here’s the business lesson in this…

Take a look around at your competitors – how many 
of them have been in business longer than you? How 
many have deeper pockets than you? How many of 
them are bigger than you?

Probably quite a few, right?

These are the guys who want to steal your customers 
and squash your business like a bug.

But they’ve got a problem.

They’re big, they’re slow… and most of them do 
NOT think strategically. Most entrepreneurs in 
general don’t’ think strategically… and I’m not 
making this up.

According to the NFIB, 68% of entrepreneurs spend 
most of their time working in their business instead 
of on their business… doing things like managing 
personnel, finance, operations, or just “doing a little 
of everything.”

On the contrary, of the many multi-millionaires and 
billionaires I’ve met – can you guess what percentage 
of time they spend working on their business? 
Between 70-80% of the time.

And part of working “on” your business involves 
surrounding yourself with people better and smarter 
than you, who will continuously challenge you to 
think differently and push beyond what you think is 
possible. 

They read, they hire coaches/mentors, they attend 
seminars, they study their competition – they do 
what most people do not, so they can achieve what 
most people will not.

INSIDERS ARE PROUD 
TO SUPPORT:
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Coming in the Next Issue…

•	 Over the last couple issues, Charlie has talked 
a lot about pricing – so if you wondered how 
Charlie has found ways to raise prices by 25% - 
100%, without losing sales, he’ll give you these 
strategies next month!

•	 Charlie also just built a brand-new website 
on PredictableProfits.com, using several little-
known techniques to capture more leads and 
drive more sales – he’ll go under the hood and 
tell you why he made these decisions, what he’s 
testing, and what’s been working so far… so you 
can apply the same thing to your business!

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

Members-Only Announcements

October 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!

October

October 1st - World Vegetarian Day

October 4th - National Taco Day

October 5th - World Teacher’s Day

October 8th - National Face Your Fears Day

October 12th - Family Bowling Day

October 14th - Columbus Day

October 16th - National Boss’s Day

October 17th - Get to Know Your Customers Day

October 19th - Sweetest Day

October 21st - Celebration of The Mind Day

October 23rd - Medical Assistants Recognition Day

October 25th - International Artists’ Day

October 26th - Make A Difference Day

October 28th - Lung Health Day

October 31st - Halloween

October’s Weekly Observances

1st - 7th - Universal Children’s Week

4th - 10th - World Space Week

6th - 12th - Great Books Week

13th - 19th - Earth Science Week

20th - 26th - National Save For Retirement Week

24th - 30th - Peace, Friendship, and Good Will 
Week

October’s Monthly Observances

Breast Cancer Awareness Month

Bullying Prevention Month

Eat Better, Eat Together Month

Emotional Intelligence Awareness Month

Fair Trade Month

National Arts and Humanities Month

National Cookbook Month

National Work and Family Month

Photographer Appreciation Month

Pizza Month

Positive Attitude Month

Self-Promotion Month
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Good reasons beget good profits. Check out 
October’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!
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