
It’s been a big month between my 
sister getting married, my 14th wedding 
anniversary, and the kids starting 
school. And just as summer came to 
an end, my 3 kids finally decided they 
wanted to learn how to waterski :-)

To be fair, they’ve wanted to learn how 
to waterski for many years, however, 
fear prevented them from achieving the 
result they wanted.  And unfortunately 
for many of  us, it’s the same fear that 
stops us from getting what we want in 
life as well…

My kids expressed concerns over their 
ability to get up – so rather than give 
it their full effort, the moment they 
got close to standing, they released the 
handle and allowed themselves to fall. 
With each time they gave up too early, 
they became more and more convinced 
that they weren’t going to be able to do 
it at all…

They were afraid they’d drown or hurt 
themselves trying….

Yet, as Voltaire pointed out, most of  
us spend too much time worrying 
about the things that will never 
happen to us.

In business, we have fears of  not being 
“good enough” – typically stemming 
from some B.S. belief  system that 
we’re not “smart enough” or somehow 
too limited by our resources (i.e. time, 
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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!”
    

https://www.linkedin.com/in/shivsingh
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money, and relationships). Rather than committing 
to “winning” at business, we procrastinate by 
spending too much time learning (rather than 
executing) and making excuses.

Yet, as Tony Robbins told me: “If  you find a big 
enough ‘why,’ you can figure out the how.”

So, when my brother (Jon-Ross) made a deal with 
my children – offering them $100 if  they waterskied 
just a few thousand feet to the end of  the cove - that 
was a big enough “why” to get them to push beyond 
their fears and succeed on skis. 

Ad they didn’t just waterski to the end of  the cove 
- they enjoyed it so much, it quickly became one of  
their favorite activities.

If  you find yourself  with a growing list of  things you 
know you “should” be doing, yet (for one reason 
or another) aren’t being executed because of  some 
form of  fear – consider spending some time asking 
yourself  why it’s really important that you do it right 
now.  

If  the “why” is big enough, between the information 
you’re getting as a valued Insiders’ Club member 
and your own resources, rest assured, you’ll figure 
out the how ;)

With gratitude,
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It’s hard to imagine life without Google – and while 
most people think of  this company as merely a 
search engine, we use them for email, advertising, 
maps, “Hangouts,” calendar, and so much more.

All of  these features and products make Google one 
of  the most valuable companies in the world, with a 
market cap exceeding $530 billion dollars – but rest 
assured, their meteoric success isn’t an accident.

Google founders Larry Page and Sergey Brin 
fueled this growth with an understanding of  their 
consumers ultimate result – and an unwavering drive 
to provide them with the greatest advantage and user 
experience possible.

Google’s not driven to be the world’s #1 biggest 
company (though, it’s often achieved that status). It’s 
focused on you. In fact, YOU are their #1 priority. 
On their About Us page, they simply state:

#1: Focus on the user and all else 
will follow

…And we see this approach embodied 
inside of  their marketing strategy – a 
strategy that’s simple, powerful, and 
immediately relevant to your business.

Marketing Strategy #1: Keep 
Things Fresh

How many times has someone greeted 
you with “Hi, what’s old with you?”  

Doesn’t happen. Right?

Everyone says: “Hi, what’s NEW with 
you?”  

Why?

Because people don’t care about what 
has been… They want to know what’s 

new and exciting. The same applies with your 
customers and clients.

By creating something new, exciting, and relevant, 
you’re building a system and a process for getting 
your consumers in the mindset of  continually adding 
value to their lives. You’re getting them to pay 
attention to you.

That’s why Google frequently creates updates 
and additions to their product line… Whether it’s 
web-based products, operating systems, desktop 
applications, mobile applications, hardware, or 
services – there are endless ways Google provides an 
advantage to you (https://en.wikipedia.org/wiki/
List_of_Google_products).

Here’s a snapshot at the different logos Google has 
used on their homepage during the first 9 days of  
this month: 

3 Secrets Google Can Teach Us About Growing Any Business

By Charles E Gaudet II
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Google calls these logo changes “Doodles,” and 
use them to be “fun, surprising, and sometimes 
spontaneous” - just to keep things interesting.

I’ve often compared business to relationships so, 
what do you often hear long-time married couples 
say is necessary to improve their sex life? They want 
to break the predictable routine and “spice things up 
a bit.”

Businesses need to do the same thing too.

Notice how many times certain companies change 
packaging, create a “new and improved” model, 
bundle a new service together, etc.

The most strategic companies do this frequently 
because it’s important for growth and survival.

And the impact can be huge… 

For example, I’m working with a coaching client who 
has had the same service for over a decade. Now, 
it’s hard to put the same thing in front of  people 
time and again, and expect them to buy without any 
major changes to either the marketing strategy or 
the product, so… I ultimately recommended they 
“spice things up” by changing both. The branding 
changed and we modified the offer to create a “2.0” 
version of  it. Just making this change was enough to 
get people to pay attention to what was different, and 
contributed to my client achieving a 400% increase 
in sales within a year. He made it fresh and new!

Look, chances are that your office is filled with 
books, papers, your computer, etc. You can walk 
in your office and predictably know what you can 
expect to see. Nothing gets you to stop in your 
tracks and pay attention because it’s all the same… 
Nothing is new. Then, a little spider the size of  a 
dime shows up on your 
wall – and suddenly, 
this itty bitty creature 
captures your attention 
because it’s different and 
new. That’s what we’re 
talking about… 

Hank Freid, CEO and founder of  Impulsive Group, 
says: 

“Anyone who doesn’t keep moving with 
the times and presenting new ideas or 
a fresh face is going to get stale and the 
brand won’t be interesting anymore.”

Source: http://www.inc.com/christina-desmarais/how-to-
keep-customers-coming-back-4-tips.html

And that’s why Google makes it a focus to keep 
things fresh, exciting, and relevant.

Peter Drucker, a leading management consultant, 
was asked what it takes to grow a business… His 
response was, “Marketing and innovation produce 
results; all the rest are costs.” 

Here we’re talking about innovation - and how you 
can move the needle by creating something new and 
noteworthy. You can create brand new products or 
services (or new versions of  your products), you can 
generate themes or put on events, you can create 
relevant, engaging and fresh content… What else 
can you to do answer the question: “What’s new with 
you?”

Marketing Strategy #2: Deliver Value

Someone once told me, “You get paid in direct 
proportion to the value you bring people.”

If  a Google executive sat down with you 18 years 
ago when the company started and said: “Hey, we’re 
going to invest billions of  dollars creating products 
that improve peoples’ lives – and give them away for 

free. What do you think?” 

Most of  us would assume they were flat 
out, bat shit crazy.

^ And, yes, I just swore. Why? Because 
you didn’t expect me to say “shit,” and 
therefore - because it was different - it 
got you to pay attention. Didn’t it? ;-)
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Anyway, the point is that Google’s focus on creating 
and delivering value is exactly why so many people 
have become dependent on them.

They’re not focused on the short-term dollar – 
rather, they’re focused on the bigger game. They’re 
focused on establishing trust, building a relationship, 
and changing lives. They figure that if  they can 
accomplish all of  that, you’ll want to stick around.

…And they’re right.

But let’s face it: most of  us don’t have the luxury of  
investing billions, millions, or even many thousands 
of  dollars creating free products and services – so 
what can we do to deliver value?

Blogging, whitepapers, webinars, video series, etc. 
– content, education, and entertainment that your 
market values, enjoys, and appreciates.

Several weeks ago, I spoke with an entrepreneur who 
simply teaches entrepreneurs how to play the piano. 
He sells his stuff online. Doesn’t sound like a big 
deal, right?

Heck, when I Google “How to Play the Piano,” 
there are over 63 million people sharing their own 
tips and tricks for doing the same thing.

You could even go so far as to say this market is 
commoditized.

Yet, this company has done well over 10 million 
dollars in sales. 

His secret?

He said he and his team sit down every week and 
ask themselves: “What can we do to deliver value to 

our clients and customers – for free – to help them 
achieve a greater result in their lives?”

These valued videos, articles, email, social media 
posts, and text messages – designed to change lives 
– have created a fiercely loyal customer base with a 
ravaging appetite for his paid services.

People like to do business with others they know, like, 
and trust.

…And a focus on value makes your prospects and 
customers love you just that much more!

1. Multiple modalities
2. Create and deliver value

Marketing Strategy #3: Multiple Modalities 
and Methods

Let’s face it: Google controls much of  the online 
and mobile traffic. They’re the 10-ton gorilla of  
the internet world so why, in a million years, would 
Google use anything else to broaden their customer 
base?

I mean seriously, why would Google spend 
millions of  dollars advertising on the television, in 

newspapers, or use direct 
mail?

Heck, just yesterday 
someone else told me 
“direct mail” and “print” 
were dead.

So… Why?

Because Google understands that reaching 
customers using multiple modalities and methods 
exponentially increases their results.

And just because you might not read the printed 
USA Today – that doesn’t mean no one else does.

They use multiple modalities and methods because 
they work…
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The internet is just one form of  “media” – and when you combine multiple forms of  media (each with a 
different reach and perceived value), you’re casting a wider net.

Not every email gets opened… Not every phone call gets returned… Not every ad gets clicked.

…So doing 
something a little 
different – like 
sending a direct mail 
piece in combination 
with your other 
efforts – instantly 
increases your 
response.

In fact, earlier this 
month, I received 
a letter in the mail 
from Insiders’ Club 
and Predictable 
Profits Academy 
Member, Tom Trush. 
Normally, I wouldn’t 
feel compelled to 
share the detailed 
content of  such a 
mailing, but I want 
you to take a look at 
Tom’s approach and 
notice that he’s not 
sending a traditional 
sales piece… Rather, 
he’s delivering value, 
enhancing his expert 
status, and – only 
after he’s made a 
compelling reason 
why you should 
improve your content 
– he makes an offer.

This idea of  a 
“content upgrade” is 
sheer brilliance - and 
a strategy I intend to 
test myself.
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And for those of  you still wondering if  direct mail is dead, the 2015 Digital Marketing Association Response 
Rate Report discovered that direct mail response rates outperform digital channels by a whopping 600%! The 
only thing that beat direct mail was telephone…

As we’ve said: “success leaves clues” – and now you have 3 strategies that helped propel this tiny little search 
engine into one of  the world’s most successful companies. 
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By  X

One of  the greatest schemes in marketing 
history was pulled off in the early 1930s…

It was a risky move – yet one that ended up 
putting products for one of  today’s most 
prominent companies in front of  a national 
audience of  their best buyers. 

In fact, the plan worked so well that it played 
out for more than 80 years -and in the process, 
helped turn a small Cincinnati company into a 
$200-billion brand.

Here’s what happened:

In 1933, Procter & Gamble launched its first soap 
opera on NBC Radio. The plan was to produce 
a daytime program with steamy storylines that 
appealed to the company’s primary demographic: 
housewives.

Their reasoning was brilliant.

You see, P&G used commercial breaks to 
advertise their consumer goods, especially soaps 
and detergents. These were popular products 
to promote because women were often cleaning 
during the day, while listening to the radio.

When televisions starting replacing radios in 
people’s homes, P&G simply moved their soap 
operas to the new medium.

The strategy worked so well over the years that 
P&G started its own production company. P&G 
Productions created 20 soap operas on radio 
and television, becoming a pioneer in producing 
daytime programs like As The World Turns and 
Guiding Light.

In fact, Guiding Light still holds the Guinness World 
Record for the longest running show in broadcast 
history. 

So, what’s all this soap opera stuff have to 
do with your business?

Well, look at P&G’s strategy and you’ll see it’s 
pretty easy to replicate. All they did was consistently 
create and distribute content that attracted their 
best buyers. 

Plain and simple.

 2 Overlooked Ways You Can Use Content to Reach Your Best Buyers

By Insiders’ Club & Predictable Profits Academy Member, Tom Trush
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Now, it wasn’t until they had the attention and 
interest of  an audience that they then presented 
their products. 

Unfortunately, too many businesses go about this 
process the opposite way - and it messes up their 
marketing. They pitch products and services first, 
before there’s any attention or interest. 

The other benefit of  P&G’s strategy is that they 
controlled the communication to their audience. 
P&G didn’t have to keep paying to get in front of  
potential buyers. 

They had a built-in audience that craved their 
content and talked about it with other people. 

Keep these concepts in mind as you review your 
marketing efforts. And if  you haven’t already, start 
creating a content plan that gets your message in 
front of  your best buyers.

A strong starting point is the Amazon “trick” 
mentioned earlier in this issue.

Tom Trush is a Phoenix, Ariz.-based direct-
response copywriter who helps business owners 
craft lead-capturing marketing materials. His 
latest book, Escape the Expected: The 
Secret Psychology of  Selling to Today’s 
Skeptical Consumers, is now available at 
Amazon.com and wherever books are sold, as 
well as at http://www.escapetheexpected.com. 
More of  his educational articles, videos, and 
expert interviews are available on his website at 
http://www.writewaysolutions.com.

Don’t Forget to Log Into Your 
Exclusive Members’ Area for More 

Tips & Resources!

http://members.predictableprofits.com
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ANSWER:

Several years ago, the 
chairman emeritus 
of  Young & Rubicam 
wrote an article in 
Fortune Magazine 
where he said:

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

You see, we know the average consumer is becoming 
more and more savvy when making purchase 
decisions. The days are gone when consumers would 
do a quick scan of  the Yellow Pages, pick the nicest 
ad, and get all their information from a salesperson. 
Today, over 97% of  consumers go online to 
research products and services…

Consumers are looking at no less than 9 sources of  
information before making a buying decision, and 
whether they’re looking at review sites, social media, 
or performing a simple search – they want to know 
they’re making a smart decision.

The reality is that it’s getting harder and harder for 
you to compete if  you’re not giving your consumers 
a compelling reason identifying why you’re different 
and why working with you is a smarter decision than 
choosing a competitor.

So, to break away from being commoditized, the 
answer to your question really lies inside the answer 
to this question: 

  “What would have to happen in your 
business in order for you to charge 

premium prices and still have customers 
lined up to  do business with you?”  

^ Write that down and get with your team to answer 
that question. The answer will allow you to establish 
a stronghold in your market, making you stand out 
as the obvious choice.

Hope this helps! 

In your corner,

Charles E. Gaudet II 
Founder of  PredictableProfits.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, what advice do you have for a business that’s in a highly commoditized 
industry?”
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THIS MONTH’S ACTION STEPS FOR DOMINATING YOUR MARKET

BUSINESS ACCELERATORS

1 2 3 4

6 7 8 9

NO FEAR
How many things 
aren’t you doing 
because you’re 

afraid - of  failure, 
of  looking foolish, 

of  uncertainty? 
Take action and 
you’ll see how 

unfounded your 
fears are.
(PAGE 1) 

A BIG ENOUGH 
“WHY”

Don’t get bogged 
down worrying you 
don’t know enough, 

aren’t talented 
enough, etc. - if  you 
have a big enough 

reason “why,” 
you’ll figure out the 

“how.”
(PAGE 1)

FOCUS ON 
THE USER

Google’s driving 
approach is to 
make all things 

customer focused 
- and we see how 
well that’s worked 

for them. How 
can you put your 
customer first?

(PAGE 3)

WHAT’S NEW?
Nobody ever asks 
what’s old… They 
want to hear about 
things that are new 
and exciting - and 
your customers are 

no different.
(PAGE 3)

THE BIG GAME 
IS VALUE

A short-term 
dollar is nice, 

but doesn’t last. 
The real, lasting 
success comes 

from relationships 
based on the value 
you provide your 
customers and 

clients.
(PAGE 4)

DIVERSIFY
Not everyone has 
the same media 
habits, and each 
new method or 
modality you 

incorporate means 
a larger reach for 

your message. 
(PAGE 5)

RESULTS 
SPEAK

People like to 
claim that methods 

like direct mail 
or telemarketing 
are “dead” - but 
the results speak 
for themselves! 
Don’t overlook 
opportunity on 

hearsay.
(PAGE 6)

DRIVE 
ENGAGEMENT 

FIRST
Too many 

companies make 
a pitch before 
a prospect is 

interested. Pave the 
way with content 
they’re genuinely 

interested in.
(PAGE 8)

5

10

INNOVATION IS 
EVERYTHING

How is your 
company 

evolving? What 
new products, 

services, bundles, 
2.0 versions, etc. 
are you offering? 
Innovate to stay 

relevant.
(PAGE 3)

STAND OUT!
In a world of  
commoditized 
products (and 

whole industries), 
you have to do 

something different 
to make it NOT 

about price.
(PAGE 10)
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Members Only Announcements

Insiders are proud to support:
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• October gives 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 - International Music Day

October 4th - Improve Your Office Day

October 8th - National Motorcycle Ride Day

October 11th - National Face Your Fears Day

October 14th - Spiderman Day

October 17th - National Boss’s Day

October 20th - Get to Know Your Customers Day

October 24th - Lung Health Day

October 27th - Navy Day

October 31st - Halloween

2nd - 8th - Great Books Week

9th - 15th - Earth Science Week

16th - 22ndth - National Business Women’s Week

17th - 21st - National Health Education Week

23rd - 29th - National Massage Therapy Week

25th - 31st - International Magic Week

American Cheese Month

Breast Cancer Awareness Month

Employee Ownership Month

International Strategic Planning Month

National Work and Family Month

Raptor Month

OCTOBER
WEEKLY OBSERVANCES

OCTOBER
MONTHLY OBSERVANCES
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Good reasons beget good profits. Check 
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.

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. 

Platinum Business Coaching: Application 
Only. Receive an individualized, custom 
session dedicated towards understanding and 
creating actionable strategies to grow your 
business and dominate your marketplace.  

  *NEW* Predictable Profits Training   
Program    Coming Soon. A comprehensive, 
advanced training program for entrepreneurs 
and marketing leaders looking to create ever-
increasing predictable profits in their business. 
Contact Zach@PredictableProfits.com for 
details.

Insiders’ Club V.I.P. Member Benefits:
• Monthly Insiders’ Club Newsletter
• Quarterly Group Presentation
• Restricted Access Website
• Exclusive Members’ Only Blog
• PLUS MORE!
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