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On A Personal Note...
By Charles E. Gaudet II
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Quotes
“In order to succeed, we must 
first believe we can.”    
– Nikos Kazantzakis

“You create your own 
opportunities.”    
– Anonymous

“Success is the sum of small 
efforts repeated.”   
– Robert Collier

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!”
    

Today is my 38th birthday, and as I look 
back on the last year, I can’t help but feel 
an overwhelming sense of gratitude for 
my loving and supporting family, my 
amazing team, and the truly fantastic 
people (like you) who have come into my 
life. Thank you!

You know, it’s nice to see my social 
media profiles filled with birthday wishes 
which, for once, overshadow popular 
feeds about Donald Trump and Cecil the 
lion…  

However, let’s face it: as I wrote in 
an email earlier this month, Trump is 
winning because (like Howard Stern) 
he’s different. He’s saying things most 
people think – but wouldn’t dare say. He’s 
got a shock factor, and while being hated 
by millions, he has attracted a rabidly 
loyal fan base.   

C’mon. Yes, we all want to be liked – 
however, if being “liked” was the key to 
winning, I suspect Ben Carson would be 
in the lead. Right?

Ahh well…

And the Dentist who killed Cecil?  

If there’s one lesson I took from that 
event, it’s the reminder that the world is 
smaller today than it’s ever been. Years 
ago, the odds of anyone finding out 
about this event would be nil, zip, zero… 
however, social media can instantly cause 
a fire storm. 

As we also saw it with the founder of 
GoDaddy, who hunted elephants and 
caused a protest… How you choose to 
live your life may also impact the way 
your customers view you (and, like the 
dentist, the result can be fatal).  

Look, the world is smaller – use caution 
in your decisions because you never 
know, tomorrow the world may start 
talking about you. 

Yet, who knows? If you’re lucky, maybe 
they’ll boast about how you’re positively 
impacting the world…

Until next time, enjoy!

With gratitude,

 

August 2015
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The Hub And Spoke Model

By Charles E Gaudet II

“It’s easy to add… it’s hard to stay focused. And so the 
hardest decisions we make are all the things not to work 
on.” – Steve Jobs

I spoke with an entrepreneur whose business was 
DVD rentals, pizza, ice cream, video games, candy, 
pool tables, audio installation, and… beanie babies… 
all under one roof.

Did he make money?

Supposedly he did the first year...  

…and likely because curious consumers entered his 
business because it was new and wanted to try it 
out...

Did it last?

About as long as a duck swimming in a pool of 
piranhas.

That’s the inevitable result of not building your 
business around a core product or service.

Now, one of my “guilty” pleasures is watching the 
television show The Profit with serial entrepreneur 
Marcus Lemonis. 

(Yes, I can image you must be thinking I must be a 
real “badass” if my guilty pleasure is watching a show 
about making more money… woo-hoo!)

During the episode featured in early July 2015, 
Marcus introduced a really important point that 
I need to share with you today - because I see the 
same problem among several entrepreneurs I’ve 
spoken with…

Let me explain…

Uncharacteristic of the many companies on the show 
that appear to be grasping onto life like a fish out of 
water, The Lano Company was reasonably successful, 
boasting 2014 revenues of $2.3 million and profits 
hovering around $400,000.

Not bad, right?

Yet, they had a problem.

A big one…

The business model was unsustainable.

The majority of the sales came from an estimated 
10% of their total products.

…and while that was a challenge that could be easily 
overcome with the right strategy…

The bigger problem was that so many of The Lano 
Company’s products were unrelated to the original 
branding of the company. You see, The Lano 
Company originally made its mark with the original 
use of medical grade lanolin, chiefly its healing effect 
on chapped lips.

However, as the company grew, the founder got away 
from using lanolin, and hence, it became unclear 
what business The Lano Company was really in.

For example, what do make up brushes have to do 
with lanolin lip balm?
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And why wouldn’t their lip gloss contain lanolin?

It didn’t make any sense, and evident by the stock piles 
of unsold inventory and feedback from a wholesale 
buyer, it confused consumers who didn’t see how the 
product lines connected with each other…

Their products were as unrelated, like if Ferrari 
selling station wagons.  

Now comes Marcus Lemonis, bringing his multi-
billion dollars of experience, and introduced what he 
calls the:

HUB AND SPOKE MODEL

Here’s how it works:

The center of the wheel, known as the hub, 
represents your core product or service. It’s the core 
product that you build your entire business around.

For example, when I was in real estate development, 
I built and sold houses… That was my hub,  my core 
business. 

From the hub stem complementary products/
services…

In my real estate development business, 
complimentary services included: driveway seal 
coating, alarm systems, home theater installation, 
interior furnishings, and so forth. They were all 
part of “making a house a home” and delivering the 
ultimate result my clients were seeking.

Now, please note: I was not in the “business” of 
driveway seal coating, etc. – however, it was a 
complementary offering to my core product, which 
was building homes.  

For Lano, Marcus brilliantly advised the owners 
that, in order to succeed, they had to focus and build 
their company around their “hub” – and the benefits 
associated with medical grade lanolin on the skin.

While it’s too soon to report on the impact of this 
change, I suspect that adding “focus” will open the 
doors for additional opportunity.

JT Marino and Daehee Part, founders of Tuft & 
Needle, said: 

“… focus helps communicate the 
purpose of your product to the world. 
It helps your customers’ understanding 
of what it us you do and how it 
compares.”

Where many people think “more is better” – it’s the 
select “few” who understand that less is often more.
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How To Win Customer Advocates

By Charles E Gaudet II

Nick, a good friend of mine who recently moved into 
a home four houses from my family, decided to have 
his water purification system tested to ensure it was 
maintained properly.

The first vendor who walked into his home noticed 
a little rust on the tank and informed Nick that 
the equipment was bad and needed to be replaced 
– along with a few other items. The total cost was 
$3,800.

Nick was shocked and disturbed. He called me for a 
recommendation for another vendor who could offer 
a second opinion.

Now comes a gentleman from Allied Clearwater.

As the contractor pulled into the driveway, he saw 
Nick trying to move a heavy object and offered to 
give him a hand… before he gave Nick a quote for 
the job.  

Now, why would this contractor offer to do something 
that he wasn’t getting paid for?

Because this guy understood that building a good 
relationship with a client was far more important 
than trying to milk them for every penny they 
have…

This gesture immediately positioned Allied 
Clearwater as someone who was different than 
everyone else…

And when the contractor checked out Nick’s system, 
he discovered most of the items that the other 
company wanted to replace still had another 3-5 
years of life, and recommended that Nick wait to 
spend the money on the non-essential stuff.

The result?  

Nick has become a customer advocate, and has 
recommended Allied Clearwater to at least 8 other 
people.

As marketers, we’re always seeking new leads 
and customers. We have salespeople. We pay for 
advertising. We ask for referrals.

Yet there’s nothing better than a situation where 
you’ve delivered such an exceptional experience to 
your customers that they take it upon themselves to 
bring you more business.

As I discussed with a client, the “secret formula” 
for earning repeat business, loyalty, referrals, and 
advocates for your company is… well… 

…no secret at all.

It’s comes down to being an advocate for your 
consumer.

And you need to go further than simply knowing 
what your customer wants, then giving it to them…

By being an advocate for your consumer, you’re 
saying:  their best interest is the most important 
thing in your business.  

…Even if it means subordinating some of your own 
profit interests for the best interests of your client (as 
in the Allied Clearwater example).

And it also means that by choosing to advocate for 
your customer, you will not advocate for anyone else.

The biggest mistake is to pretend you’re an advocate 
of your customers… but when they run into a 
problem, you side with someone else.

For example: Ashley, my hair stylist, purchased a pair 
of sandals at the local shoe store, and within 10 days, 
the sole started peeling off the bottom of the shoe. 
Knowing that this wasn’t normal, she went back to 
the shoe store and inquired about the problem. The 
company responded with: “that’s not our fault, you’ll 
have to contact the shoe company.”

Of course, Ashley understood it wasn’t their fault…

Because she just purchased the shoe from them, 
however, she fully expected that they would either 
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offer her a replacement, or at a minimum, make an 
offer to contact the shoe company themselves and 
use their purchasing power as leverage to help their 
customer.

After 90 minutes of “spirited exchange,” eventually 
the local company decided to exchange the shoes for 
her - but the damage was done. Ashley will never 
go back to that store again, and takes no shame in 
letting her clients (like me) know how poorly she 
was treated.

If this is the way the local shoe company treats their 
customers, do you think this adds to the reasons why 
it’s struggling?

Absolutely.

A lawyer cannot represent both the defense and 
the prosecution at the same time – just as your 
company cannot represent their customers and 
somebody else.

This is why companies like Nordstrom continue 
to thrive – even when they’re more expensive than 
others.

Look, one day while I was getting in my vehicle, I 
swung my leg into the car and as luck would have 
it, ripped my pants. I tore that sucker wide open… 
giving my 8-year son dry-heaves in uncontrollable 
laughter.

I purchased these jeans a year ago from Nordstrom, 
and merely to satisfy my curiosity as a business-nut, 
I took my chances to see if there was anything they 
would offer me…  

To be clear, I told them what happened and 
explained to them that it was entirely my fault. 
However, I wanted to know if it was possible there 
was a defect in their jeans.

Now think about it for a second – if a customer came 
into your store (or called you on the phone) with the same 
complaint, how would you have handled it?

Would you tell them that it’s not your fault (it’s the 
jean company’s fault)?

Would you tell them that you don’t cover issues that 

are a result of customer negligence?

Would you tell them that, because the jeans were 
purchased over 1 year ago, they no longer covered 
under your return policy?

What would your response be?

Nordstrom’s response was totally unexpected…

Not only did they offer to exchange the $200 pair of 
jeans for free – they also determined that the new 
pants were on sale. Because they were cheaper at the 
time of exchange (1 year later) than they were when 
I purchased them, they gave me a $50 gift card!

And they hemmed the pants for free!

Do you think that made me love Nordstrom even 
more?

YOU BET!

Even though I can purchase the same jeans 15 
minutes down the road for less money – today, I’ll 
drive 45 minutes to buy them from Nordstrom for 
two reasons:

Reason #1: Because I know they’ve got my back.

Reason #2: Because it makes me feel good to 
support a company that makes me feel valued and 
appreciated.

Now, in order for you to create a customer advocate, 
you need to know:

• What experience your customers want and 
don’t want

• What meets their expectations - and what can 
do to exceed them

• How you can prove to them that you’ve got 
their back

You see, we often get so focused on acquiring 
customers that we forget that it costs up to 7 times 
more money to get a new customer than it does to 
retain an existing one.

Sure, taking back a $200 pair of jeans (admittedly 
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damaged by the customer) a year after the sale 
isn’t good for the short-term profitability for the 
company. However, for a company that thrives on 
repeat business, it was a genius long-term move.

Need further proof?

Nielsen’s Global Trust in Advertising Report found 
that: “Recommendations from people I know” 
trounced every other level for trust.

(source: http://www.entrepreneur.com/
article/234116) 

And it’s the reason companies like Amazon advocate 
for their customers. 

In fact, according to an article in Forbes:

Bezos periodically leaves one seat open at a 
conference table and informs all attendees that 
they should consider that seat occupied by their 

customer, “the most important person in the 
room.”

 (source: http://www.forbes.com/sites/
georgeanders/2012/04/04/inside-amazon/)

As Paul Graham says:
“You should take extraordinary measures not just 
to acquire users, but also to make them happy. 
Your first users should feel that signing up with 

you was one of the best choices 
they ever made. And you, in 
turn, should be racking your 
brains to think of new ways 
to delight them.”

(Source: http://
paulgraham.com/ds.html)

Which is exactly what the 
Ritz Carlton does:

“IF a customer has been 
waiting for more than 
20 minutes, THEN reset 
their internal clock with a 
complementary item from 
the appetizer menu or with 
a free drink.”

(source: http://www.
psych.nyu.edu/
gollwitzer/97GollBrand_
ImpIntGoalPurs.pdf ) 

So, how much does this 
really pay off?

 As Derek Carder from Zappos says: 

“70-75% of purchases came from returning 
customers. They order about 2.5x more than 
single customers.”

(Source: https://www.helpscout.net/blog/whats-net-
promoter-score-and-why-should-you-care/)

And all it takes is being an advocate for your 
customers…
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3 Studies In Persuasion 
That Will Change How 

You Market Your Business

By Insiders’ Club Member, Tom Trush

We’ve all been there before, especially in a retail 
setting…

You have questions about a product that you’re 
interested in, so you seek out someone to get advice.  
At some point, however, your conversation turns 
from a helpful exchange to a horrible pitch.   

Instead of gathering information, you feel like you’re 
being manipulated into buying – and you turn 
skeptical.

So, what causes this transformation? And how does 
your mind know when you’re being sold to?

Here’s one clue:

Recently, a couple of marketing and behavioral 
science professors – Kurt Carlson of Georgetown 
University and Suzanne Shu of the University of 
California, Los Angeles – set out to test the validity 
of a common sales tactic:

The idea that you should cram as many positive 
descriptors into a message as possible.

For instance, you’ve likely heard the benefits of 
having prospects or clients say “yes” (whether vocally 
or mentally) as often as possible in sales situations. 
The common belief is that this approach ensures 
your conversation stays positive.

Right?

Well, Carlson and Shu found fault with this theory. 

In fact, their study revealed that in ads, speeches, 

and messages with persuasive intent, going beyond 
three claims triggers skepticism and reverses an 
initially positive impression. 

They made this discovery after studying responses 
from several persuasive scenarios. 

Hundreds of research subjects were asked to read 
descriptions on items such as packaging for a cereal 
brand, a billboard promoting a local restaurant, or 
a shampoo ad for a magazine. Each message had as 
few as one, or as many as six reasons to buy in.

The results led to what’s referred to as the “charm of 
three,” explained in this study excerpt:

“Having some claims can be seen as informative, 
but a large number of claims is easily perceived as 
a persuasion tactic. Consistent with the persuasion 
knowledge model, once a target perceives that a 
message that might otherwise have been seen as 
informative is actually a persuasion tactic, the 
meaning of the message is switched and coping 
begins.”

Now, of course, the “charm of three” probably isn’t 
applicable to all persuasive settings. It is, however, 
worth keeping in mind when writing your next 
marketing piece.

Okay, so now let’s look at the above sales situation 
from the opposite perspective…

Those times when you’re trying to persuade prospects 
who know they should take you up on your offer – 
but don’t follow through for some reason.

Maybe it’s a money situation… a lack of 
information… a trust issue… or possibly they’re just 
frustrated with part of your sales process…

Whatever the case, adding one piece of social proof 
to your marketing can help fix this problem. 

Now, I’m not talking about something as common a 
testimonial, case study, or review. What I’m sharing 
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with you today targets a far deeper desire…

In fact, it hits at the heart of three fundamental 
human motivations (as detailed by Steve J. Martin 
in The Small BIG: Small Changes That Spark Big 
Influence):

1. To make accurate decisions as efficiently as 
possible

2. To affiliate with and gain the approval of others
3. To see oneself in a positive light

You see, our brains are wired to follow the crowd, 
so mimicking the actions of others is often seen as 
a shortcut to good decisions and acceptance (see 
motivations #1 and #2).

As such, it’s critical that you explain, in your 
marketing, how many others similar to your target 
audience already took action on your offer. 

Of course, you must be honest. Please don’t fabricate 
numbers to create fake appeal. Doing so only leads 
to lost credibility.

One example Martin shares in his book comes from 
Britain’s Her Majesty’s Revenue & Customs, the 
agency tasked with collecting the country’s taxes. 
Martin and his team were brought in to help reduce 
the number of late-payers.

Previously, most efforts focused on repeated threats 
of fines and legal action. 

Martin and his team, though, tapped persuasive 
science by simply adding one sentence to the 
agency’s standard letter. It told recipients of the large 
number of citizens who paid their taxes on time. 

This single line led to collecting 86% percent of the 
outstanding debt. For comparison, in the previous 
year, just 57% of the outstanding debt was collected.

One sentence that explained what most others 
are doing literally brought in billions in overdue 
revenue. 

Incredible, isn’t it?

You may have seen a similar concept carry over to 
hotel towel use. After all, how many times do you see 
signs suggesting you do the environment a favor and 
reuse your towel? 

Well, researchers Dan and Chip Heath from 
Stanford University discovered a way to actually get 
more people to take this action.

The change in behavior only required (again) a single 
sentence. In their study, they increased towel reuse by 
26% with a sign that said:

The majority of guests at the hotel reuse their towels at 
least once during their stay.

Notice again how this sentence tells what many 
others are doing.

So think about it…

How can you incorporate the actions of others into 
your offers?  

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.
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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: “Should I be using Instagram for my 
business?”

ANSWER:

There’s a quick, 2-word 
answer to your question:  

It depends.

Great answer, right?

So now you might be 
wondering: depends on 
what?

It depends on your 
target market…

You see, I work with 
busy entrepreneurs who 
generally fall between the ages of 35-60+ who are 
making over 6-figures a year. Because only a minor 
percentage of these folks use Instagram, I’m better 
off focusing my social media efforts elsewhere (like 
Twitter, LinkedIn… even Facebook).

Now, if you target young adults and offer something 
in the apparel, entertainment, travel, fitness, home 
furnishings, wedding, or media categories… 
Instagram may be a more attractive channel for you, 
and one I would recommend if you have the time to 
commit to it.

Like all social media – this media is used to 

entertain, educate, and engage your consumers (not 
sell them). They don’t want a pitch fest… just like 
they also don’t want random pictures of you drinking 
a smoothie (unless it’s relevant to your offering).  

Know your market and have a clear strategy – like 
Virgin Airlines, who shares images of top travel 
destinations on their Instagram account and 
encourages their users to share their travel pics so 
they can follow along.

Or perhaps you have a goal of helping people get 
more fit – then you can post images, tips, and how-to 
information to connect with your audience.

Or maybe your audience is composed of adventurers, 
thrill seekers, and lovers of the outdoors – then you 
can be like GoPro, who features extreme athletes, 
interesting photographers, and fascinating pics and 
videos taken with their line of cameras.

The problem is when companies open up a social 
profile with no direction and no goal… and rather 
than connect with their audience, they toss up 
irrelevant garbage that easily gets forgotten.

Like most things: quality trumps quantity.

If you’re going to do it, know what your audience 
wants – and give it to them.  

Hope that helps!

In your corner,

Charles E. Gaudet II 
Founder of PredictableProfits.com
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There Are Only Two Types Of People

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.

Many years ago, I heard a true story about two 
soldiers.

Both were fighting the war in the Middle East and 
sadly, both shared similar experiences.

One soldier’s best friend was shot in the head and 
fell into his lap while they were driving away from 
enemy territory…  

And the other soldier watched his best friend get 
blown up by a mine.

Both soldiers had to face the deaths of their best 
friends, and worse – had to watch it happen.

Soldier #1 came home utterly depressed at the 
realization that life was so fragile, and has been 
going through life in a comatose daze.

Soldier #2 had a similar revelation, except he made 
the decision that - if life was so fragile - he wasn’t 
going to let a day go by where he wasn’t living up to 
his full potential. Soldier #2 became a professional 
speaker and has positively impacted the lives of 
thousands of individuals around the world.

These are two extreme examples of extreme 
situations - however, there’s a point to be made.

There are only two types of people in this world…

Victims and action-takers.

Victims are the type of people who let life happen 
to them, and feel as if they have no power or 
control over the events happening in their life.

Action-takers are the people who grab life by the 
horns and make a conscious decision to make life 
happen for them.

I bring this up because, quite frankly, I used to be a 
victim.  

When I was over a million dollars in debt, with 
chronic chest pain and couldn’t sleep at night – I 
believed life was out of my control. 

Rather than proactively changing my life, I went 
about my daily duties like a zombie: doing what I 
thought needed to get done, ticking off my to-do 
list, putting my head down, and working hard.

My strategy was composed of only one key 
ingredient: hope.

I hoped the economy wasn’t going to turn south 
(and when it did, I hoped it would turn around).

I hoped my vendors would show up on time.

I hoped my inventory would sell.

I hoped people wouldn’t steal from me.

And when things didn’t go my way, I got angry. In 
fact, I was so angry, I thought I hated all people. I 
had dreams of moving to a deserted island with my 
wife, cutting off all communication with the outside 
world, and living in solitude.  

It wasn’t until I hit rock bottom that life began to 
take a shift for me.

I can remember it like it was yesterday…
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I was sitting at my breakfast table, watching TV, 
drinking booze, trying to eat dinner between 
clenching my chest and keeling over in pain then, it 
happened…

I had enough.

I felt like I was having a nervous breakdown (I 
probably was)…

I sat up from my chair, yelled “I can’t do this 
anymore. I’m done!” and slammed my fist on the 
table so hard it nearly cracked the table in half.

While scaring the heck out of Heather, I made a 
decision… I wasn’t going to live in pain and misery 
anymore.

I was going to live life on my terms and no one 
else’s.

And little did I know, that the very moment - when 
it appeared everything was crumbling around me – 
would eventually lead to me finding happiness.

You see, a victim is someone who feels deceived 
or cheated by the acts of others. They’re powerless. 
Everything happens to them.

An action-taker sees opportunity inside of diversity 
and gratitude out of pleasure.

Did it take a miracle or a $100 cassette tape to turn 
my life around?

Nope.

It started with a decision.

Let’s face it, life is happening all around us, 
whether we want it to or not – the choice is 
whether you’re willing to settle for letting life 
happen to you, or if you’re going to grab life by the 
horns and make it happen for you.

What will you decide?

Don’t Forget to Log Into Your Exclusive 
Members’ Area for More Tips & Resources!

http://members.predictableprofits.com

The Place Where Entrepreneurs Come To Grow Their Business™
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THIS MONTH’S ACTION STEPS FOR DOMINATING YOUR MARKET

BUSINESS ACCELERATORS

1 2 3 4

6 7 8 9

BEING 
NOTICEABLE
Being recognizable 
means sticking out 
- and sometimes 

that makes enemies. 
Don’t over-worry 
about being liked, 

but don’t forget that 
people are watching 

either…
(PAGE 1) 

WHAT’S YOUR 
HUB?

Establishing a your 
core product or 

service helps give your 
business its identity. 
If you stray too far 

from it, people won’t 
easily associate your 

brand with your offer.
(PAGE 2)

LESS IS MORE
Diversifying is ok, 

expanding your 
product line is ok… 
but at what point are 
you straying too far 
from your original 

purpose? Keep 
it simple to keep 
people interested.

(PAGE 3)

CREATE 
ADVOCATES
There’s no better 
endorsement for 
your company 

that a customer-
turned-advocate 

wiling to share their 
experiences and sing 
your praises to their 
friends and family.

(PAGE 4) 

ABOVE AND 
BEYOND

Nordstrom has 
a notoriously 

customer-focused 
approach to returns. 
What can you do to 
make customers go 
out of their way to 

give you their repeat 
business?
(PAGE 5) 

MAJORITY 
RULE

One simple 
persuasion tactic 

has a huge impact - 
letting people know 
what everyone else is 
doing. People want 

to be part of the 
majority.

(PAGE 7) 

DON’T OVER-
PERSUADE
There’s a fine line 

between informing 
and badgering… 
When people are 
presented with 

too many efforts 
to persuade them, 
they clam up and 

get skeptical. Don’t 
oversell or you’ll turn 

people away.
(PAGE 7) 

CHOOSE 
MEDIA 
WISELY

Social media is a 
great way to draw 
attention to your 

business, but if you’re 
posting where your 

target prospects 
aren’t… You’re 

wasting your time.
(PAGE 9) 

5

10

TAKE THE HIT
Creating an 

experience is often 
more important than 

immediate profit. 
Don’t worry about 

squeezing every dime 
from a customer, 

and instead focus on 
their experience over 

everything else.
(PAGE 4) 

MAKE IT 
HAPPEN

When you really 
break it down, you 
can only approach 
life two ways: you 
can wait for the 

things to happen to 
you, or you can make 
them happen for you. 
Which one are you?

(PAGE 10)

The Place Where Entrepreneurs Come To Grow Their Business™
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Members-Only Announcements

• September 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!

INSIDERS ARE PROUD TO SUPPORT:

September

September 4th - National Wildlife Day

September 7th - Google Commemoration

September 9th - Wonderful Weirdoes Day

September 12th - Video Games Day

September 13th - Miss America Pageant

September 15th - International Day of Democracy

September 18th - National Cheeseburger Day

September 20th - Wife Appreciation Day

September 22nd - Hobbit Day

September 25th - National One-Hit Wonder Day

September 28th - National Drink Beer Day

The Place Where Entrepreneurs Come To Grow Their Business™
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September 30th - Ask A Stupid Question Day

September Weekly Observances

1st - 5th - National Payroll Week

6th - 12th - National Waffle Week

13th - 19th - National Truck Driver Appreciation 
Week

17th - 23rd - Constitution Week

20th - 26th - National Dog Week

23rd - 30th - International Interpreters and 
Translators Week

September Monthly Observances

Be Kind To Editors & Writers Month

Happy Cat Month

International Strategic Thinking Month

National Piano Month

Self Improvement Month

Update Your Resume Month

World Alzheimer’s Month

Good reasons beget good profits. Check 
September’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. 

Centurion-Level Pay-For-Performance Consulting 
Application Only. Must have annual revenues in excess 
of $1,000,000. This is where Charlie will create, 
design, and work with you 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.

Platinum Business Coaching:  Application Only. 
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 Presentation
- Restricted Access Website
- Exclusive Members’ Only Blog
- PLUS MORE!

The Place Where Entrepreneurs Come To Grow Their Business™
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