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On A Personal Note...
By Charles E. Gaudet II

Winter living here in New Hampshire 
isn’t exactly balmy, with views of 
Palm Trees and bikinis. Yet this 
year, it’s been unseasonably warm 
and enjoyable - with only one brief 
snowstorm allowing all of us “big kids” 
the opportunity to break out the sleds.

Now, is it just me - or did this year fly 
by?

I can’t believe we’re almost at the end 
of December.

…It seems like just yesterday, I was 
talking with you about setting goals to 
reach your end-of-year objectives.

How’d you do?

If you fell short, ask yourself: was I 
tracking my progress every week? 
Every month?

Dr. W. Edwards Deming taught us: 
“You can’t manage what you 
don’t measure.”
Of course, it wasn’t too many years 
ago that I learned this the hard way 
- through a lot of trial and error.  
Feeling stuck and not sure why I wasn’t 
accomplishing my goals, I realized that 
the biggest problem resulted from not 
measuring my progress.

This has resulted in meticulous weekly 
tracking.

Continued on page 2

Quotes
“All our dreams can come 
true if we have the courage 
to pursue them.”   
- Walt Disney

“Opportunities don’t happen. 
You create them.”   
- Chris Grosser

“It is not the strongest of the 
species that survive, nor the 
most intelligent, but the one 
most responsive to change.”  
- Charles Darwin

Now at the end of every week, I know if 
I’m on track, where I fell off track, and 
any gaps that need to be filled.

For example, this month I’m realizing 
that I’ve spent an exorbitant amount of 
time working in my business instead 
of working on my business - a problem 
common with entrepreneurs, and stifling 
to growth. To fill the gap, I’ve made new 
hires and expanded my team to assist me 
in creating a scalable entity that allows 
me to serve more clients more efficiently, 

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!”
    

December 2014Happy Holidays!

The Place Where Entrepreneurs Come to Grow Their Business™
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How To Keep Happy Customers

By Charles E. Gaudet II

“We see our customers as invited guests 
to a party, and we are the hosts. It’s our 
job every day to make every important 

aspect of the customer experience a little 
bit better.” 

~ Jeff Bezos, founder of Amazon.com

I have many clients that come to me with one very 
simple goal in mind: increase sales.

While that’s a noble vision (and the goal of all 
businesses), increasing sales is only half of the 
equation.

Keeping happy customers is the other half.

And while it’s natural for marketers to focus on 
the frontend messaging, it’s critical to look at the 
backend messaging too.

The backend messaging – or the relationship-
building phase – is focused on providing your 
customers with an exceptional user experience.

We want the customers to feel like they’re special, 
valued, and appreciated.

As Walt Disney said: 

“Whatever you do, do it well. Do it so well that when 
people see you do it, they will want to come back and 
see you do it again, and they will want to bring others 
and show them how well you do what you do.”

A “cast member” at Disney told me: “We treat every 
customer as if they saved their entire life for the 
goal of coming to Walt Disney World. For some 
people, it’s a celebration of a major accomplishment 
– and for others, it’s a dying wish. Either way, we’re 
committed to making the trip memorable and 
magical so that they tell their friends how special 
their time was with us.”

and still strive to offer a “WOW!” experience.

While there are many good books on the subject 
of goal setting – for business owners, the best book 
on the subject is called: “The 12 Week Year: Get More 
Done in 12 Weeks Than Others Do in 12 Months” by 
Brian Moran. Don’t walk. Run to the bookstore and 
buy yourself a 
copy today.

That’s it for 
now – I’ll 
let you jump 
right into 
this month’s 
exciting 
issue. In the 
meantime, 
have a happy, 
happy, 
HAPPY 
Holiday!  

We have a 
lot planned 
for you in 
2015, and I’m 
thrilled to 
have you be a part of it.

Stay tuned.

With holiday cheer & gratitude,

 

The Place Where Entrepreneurs Come To Grow Their Business™
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Are you operating your business in a way that’s 
memorable?

Are you providing such awesome customer service 
that your customers are compelled to tell their 
friends about you?

With my youngest child being just 1-years old, 
we’re still elbow deep in diapers, and we’re not too 
proud to say we support Jessica Alba’s business, 
The Honest Company. Let me tell you, Jessica 
is not just a pretty face, she’s one of the most 
intelligent entrepreneurs around – and she knows 
how to treat her customers.

For example, every Christmas, The Honest 
Company sends a surprise gift to their best 
customers as a “thank you.” Last year, they sent a 
cute little pine tree. This year, they sent a cookie 
mix, cookie cutter, and instructions for making 
holiday cookies.

How do I know this?

Because Heather (my wife) brought it to my office 
to show me how awesome The Honest Company 
treats their customers. Heather’s not only a loyal 
and repeat customer – she’s a fanatic.  

Fanatic customers never start off that way… 
they’re always made.

Another example of awesome customer experience 
comes from Insiders’ Club Member Linda 
Mitchell of Bermuda Travel. 

To preserve her old childhood memories recorded 
on VHS, Linda hired Southtree.com to convert 
the VHS taps into digital copies. Most companies 
would email a confirmation receipt once the VHS 
tapes were received, and then ask you to stand by 
until you receive them back in the mail.

Southtree.com had a different approach. 

They involved the customer in every step of the 
process - in a way that was both personal and 
welcomed.

Here’s a copy of the email they sent Linda when 
they started rendering the DVDs.  

Now, because Southtree.com had Linda’s only copies 
of the VHS recordings, receiving these messages was 
comforting to Linda – and left such an impression 
that Linda felt compelled to share this story with me 
(and her friends).

The world is too small… there are too many 
competitors… there are too many alternatives and 
other options… just to offer an average customer 
experience, you need to offer an extraordinary 
experience.

As I’m typing this, I just received a phone call from 
my sales representative at Salesforce.com.  

My sales rep has informed me that the company hired 
a keynote speaker for Salesforce.com representatives 
and their top customers. You see, I received an invite 

The Place Where Entrepreneurs Come To Grow Their Business™

© Copyright 2014 Managed Marketing LLC   |  The Predictable Profits™ Insiders’ Club  |   www.PredictableProfits.com

http://Southtree.com
http://Southtree.com
http://www.Salesforce.com
http://www.Salesforce.com


 4

to join them because they valued my business… and 
went out of their way to do something special for their 
clients to help them succeed. 

The event is not a pitch fest. There is no selling. It’s 
just a way to say thank you and help their clients grow.

Look, we’ve all been there - where we’ve walked into 
a restaurant and had a great meal, but the service 
sucked. The result? We don’t go back.

There’s more to making sales than just having a good 
product or service.

Consider this:

1. 89% of consumers have stopped doing 
business with a company after experiencing 
poor customer service. (RightNow Customer 
Experience Impact Report)

2. Consumers are 2 times more likely to share their 
bad customer service experiences than they are 
to talk about positive experiences. (2012 Global 
Customer Service Barometer)

3. A customer is 4 times more likely to buy from 
a competitor if the problem is service related vs. 
price or product related. (Bain & Co.)

4. It takes 12 positive customer experiences to 
make up for one negative experience. (Parature)

5. 70% of buying experiences are based on how 
the customer feels they are being treated. 
(McKinsey)

6. 55% of consumers would pay more for a better 
customer experience. (Defaqto Research)

7. Customer churn is attributed to the poor quality 
of customer service. (Accenture Maximizing 
Customer Retention Report)

So, if achieving new sales is your core focus right 
now, keep in mind that a simple 10% increase in 
customer retention results in a 30% increase in the 
value of a company. (Source: Bain & Co.)

“Your customer doesn’t care how much you 
know until they know how much you care.” ~ 

Damon Richards

The Biggest Key To Making BIG 
Sales (That No One Talks About)

By Charles E. Gaudet II

A few years ago, my brother’s 
future brother-in-law, Obette, 
pulled into a beautiful, high-end, 
medical office complex. This was 
the type of medical complex 
where all the top doctors 
centralized and – because of 
their notoriety – the parking lots 
were bustling.

This office park was a gold mine 
for a medical salesperson – and 
that’s why Obette was there. 
Shortly before he pulled in, he was talking on the 
phone with his fiancée, and wanted to wrap up this 
last visit as quickly as possible so he could make it 
back for dinner.

While it’s not clear how Obette’s meeting went, 
what happened next was completely unexpected.

Shortly after pulling into the lot, a man knocked on 
his window and demanded he get out of his car.  

Obette panicked.  

As he faced the crazed man yelling at him, the guy 
pulled out a gun and pointed it at Obette’s head.

Listening to a screaming, crazed lunatic –who was now 
pointing a gun to his head - Obette froze with fear.

Then it happened.

When Obette didn’t respond, the gunman opened 
fire, shooting and killing one of the kindest and most 
thoughtful people I’ve ever had the opportunity to 
meet.

After that awful event took place, friends and family 
began considering things they never thought of 
before – mace, keeping a gun in the car, moving to 
a new location, life insurance, etc. Things that were 
never considered critically important before suddenly 
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seemed important to them.

You see, the key in making any sale is knowing 
when the product/service is timely and relevant 
to your prospect, while appealing to a strong 
emotional need.

So ask yourself: What needs to happen in order for 
my product/service to be immediately relevant?

For years, the home protection market has tried to 
sell burglar alarms leveraging statistics like:

• A burglary occurs every 15 seconds in the 
United States

• The average loss per burglary is $2,230

• 65% of home burglaries happen between 6am 
– 6pm

They run advertisements that look like:

 And while ads like this may be effective - because 
they try to make it relevant to you, and play on your 
emotional need for security - nothing is going to 
sell more burglar alarms than when a friend, family 
member, or neighbor has a robbery.

When a situation like that happens, the matter is 
timely and personally relevant. The need for security 
often becomes an irrationally high priority, and the 
problem is front-and-center in your prospect’s mind.

For example, when my grandmother had her 
home broken into, my folks (living 90 miles away) 
immediately installed a burglar system (as did my 
grandmother).

You see, remember this rule:

Before you make a sale, your prospect must 
recognize a personal and timely need for what 

you’re offering – and will 
make their decision based 

on the emotional need your 
product/service will solve.

After the big hurricanes 
that wiped out much of 
the East Coast a few years 
back, people who previously 
weren’t interested in hurricane 
insurance (because they didn’t 
realize the significance and 
potential impact on their home 
– especially if they weren’t right 
on the beach), flocked to their 
insurance brokers begging to 
get covered.

Credit protection companies 
have been long preaching 
the importance of signing up 
for their credit monitoring 
services, but nothing sells credit 
protection better than hundreds 
of millions of innocent people 
personally impacted by the data 
breaches with eBay, Michaels, 
Adobe, Target, etc. - and the 
looming threat that the same 

The Place Where Entrepreneurs Come To Grow Their Business™
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thing could happen to you and I.

Marketers have long known that the moment a 
couple has a new baby, they have very predictable 
needs and spending habits – so, because having a 
baby is public record, new moms receive a 
barrage of marketing messages. It works. And 
yet, knowing this information, Target sought 
to find an even greater strategic advantage. 
The company studied the buying patterns of 
mothers in their second trimester – once they 
determined with a high probability that the 
person was pregnant, they presented offers to 
the soon-to-be new mom light-years before 
their competition even knew they were 
having a baby.

Relevancy could also be tied into an 
impactful news event.

When a snowstorm is brewing on the 
forecasts in New Hampshire – you can count 
on three things: an increase in grocery, snow 
blower and generator sales. During a heat 
wave, air conditioners fly off the shelves like 
hotcakes.

Ebola? The latest over-exaggerated media sensation 
resulted in Giantmicrobes Inc. selling out their entire 
stock of Ebola Plush Toys (yes, believe it or not, it’s a 
real thing) and Ebola Petri Dishes.

Another example comes from The Motley Fool, a 
mega-million dollar information marketing company.  
The Motley Fool people are geniuses at time-based 
marketing. Here’s a look at one of their online 
advertisements during recent Apple news releases:

When you clicked on the advertisement, it took you 
to the high-converting landing page below (a style 
the Fool has used for years - that I have also tested - 
and has consistently demonstrated robustness).

With this landing page, The Motley Fool is tying the 
timely relevance of the Apple announcements to the 
pervasive emotion of greed (and not wanting to miss 
out on another big opportunity).

You see, when you tie your product/service to a 
timely and relevant problem that your customers 
desperately want to solve, you both win.

So, identify all the timely and relevant problems your 
product/service can solve…

…Keep an eye on news events and determine a way 
that you can offer a solution.

Make your offer timely and relevant - and remember, 
the solution must be positioned as solving a basic 
emotional need.

The Place Where Entrepreneurs Come To Grow Their Business™
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The Surprising Sentence That Gets 
People Buying

By Insiders’ Club Member, Tom Trush

You spend time and resources writing a marketing 
piece, so why not make sure it gives you the best shot 
at people buying your product or service?

Let me explain.

You already know the importance of headlines in 
marketing materials. They act as attention tools for 
grabbing your readers’ eyes and guiding them to your 
copy.

And although essential to every marketing piece, 
the headline takes a back seat to one element that 
determines whether your remaining text even gets 
read...

The first sentence.

In fact, billion-dollar copywriter Ted Nicholas says 
73% of the buying decision is made before the first 
17 words in your marketing piece.

You may remember several months back, I told you 
how legendary sales trainer Ben Gay III shares a 
similar belief. 

I’ve heard him speak several times, and in each 

instance, he stressed that most sales are made or lost 
within the first 10-15 seconds (or “while you’re feet 
on still on the doormat”).

Think about this for a minute…

If you follow traditional sales philosophy, you 
might argue that most sales close at the end of your 
“presentation” or after several contacts. But, as Ben 
stresses, many prospects make buying decisions 
almost instantly.

This same concept even carries over to retail.

In 2005, Procter & Gamble researchers came up 
with what they call the “First Moment of Truth.” 
They believe shoppers make up their mind about a 
product in the time it takes to read this sentence (or 
the first 3-7 seconds during an initial encounter with 
a product). 

During this early introduction is when P&G 
researchers believe marketers have the best chance of 
converting a browser into a buyer. 

The key? 

Appealing to their senses, values, and emotions.

So, what’s this mean for your marketing materials? 
Well, if your opening sentence doesn’t cause 
prospects to read more, you have zero chance of 
closing a sale. 

An appealing start is absolutely critical to a 
successful marketing piece. Just as P&G researchers 
discovered, the best sentences pique curiosity, 
promise benefits, create images, or evoke emotion.

The good news is, most first sentences provide little 
reason to keep reading, so you have an incredible 
opportunity to make an immediate impact.

After all, how many websites do you see that start 
with “Welcome to ABC Company...” or “ABC 
company is a leading provider of...”?

I was recently Christmas shopping online for my 
kids. My 6-year-old son is a science nut. He loves 
experimenting, so I was on the hunt for a science kit.

The Place Where Entrepreneurs Come To Grow Their Business™
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One site greeted me with the following first 
sentence:

“This is the one destination you need if yor are looking for 
original and fun Science Kits.”

Yikes! Where’s the emotion? A benefit?.Or even 
some curiosity? 

All I see is a spelling problem. 

Unfortunately, the remaining first paragraph did 
little to add persuasive power...

“Discover all of the unique, hands-on education kits 
we have and decide which one is right for you. These 
experiments and projects are guaranteed to create 
amazing science experiences for scientists of all ages.”

Not too exciting… 

So, let me put a spin on that opening sentence:

Imagine bringing home the same Mythbusters 
experiments you see on TV – but without the need for a 
fire extinguisher, special equipment, or even a first-aid 
kit. 

Now sure, this sentence targets a more specific 
prospect, but if you enjoy science and watch 
Mythbusters, wouldn’t you want to know more?

To help give you additional ideas, here are few 
favorite opening lines from my swipe file collection:

“This letter is about information that’s ‘none of your 
business.’” - for a newsletter subscription

“Every Monday morning, a rather unusual publication 
arrives at the desks of a select circle of individuals in 
positions of power and influence.” - for a magazine 
subscription

“If you’ll give me the next 3½ minutes, in return I’ll give 
you a treat that’ll open up an unbelievable new world of 
eating pleasure for you. Fair enough?” - for a grapefruit 
offer

“Don’t you hate it? The prospect of walking into a room 
that’s packed with strangers, approaching someone you’ve 
never met, and striking up a conversation.” - for a 
confident conversations program

“This is an ordinary pair of shoes. They could belong to 
anybody, but… suppose they were yours? Empty shoes – 
you no longer here.” - for a life insurance policy

“You might want to start on page 45. Because on page 
45 of a new groundbreaking book being printed as a 
special edition, you’ll learn one of the closest-held secrets 
for getting large lump sums of cash.” - for a book about 
ways to make money

Okay, now it’s your turn…

How will you keep prospects reading your next 
marketing piece? If you need a few ideas, you know 
where to find me.

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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Ask Charlie!

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

very next newsletter!

QUESTION: Lisa Evans with Entrepreneur 
Magazine wanted to know some tips for getting the 
most out of holiday greeting cards or emails, and 
how to make them stand out from the crowd.

ANSWER:  Hi Lisa,

The biggest mistake 
entrepreneurs make 
when sending 
holiday messages is 
the lack of sincere 
personalization. 
They think just 
because they append 
a first name to an 
email or have a 
pre-printed label 
that it’s somehow 
“personalized” - but 
as consumers, we see 
through that. 

To make your holiday greeting stand out, find a 
way to make your customer feel special, valued, 
appreciated, and acknowledged.  

Simple strategies include: 

• Handwritten greeting cards 

• Send a treat (like holiday cookies or brownies)

• A $5 coffee gift card with a “thank you” note

• Send them company swag they can actually use

• Offer a surprise upgrade for the holiday month

• Discount their bill “just because”

• Offer a substantial discount related to a recent 
purchase that will enhance their result

Now, here’s something else to consider: while many 
people might send Christmas Cards – why not send 
a greeting card when someone least expects one. 
Such days may include: on the one year anniversary 
of the day your customer starts doing business with 
you, New Years or Thanksgiving, or any random day 
of the year “just because.”

Hope that helps!

In your corner,

Charles E. Gaudet II
Founder of PredictableProfits.com

The Place Where Entrepreneurs Come To Grow Their Business™
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The Unspoken Secret 
for Getting Rich

By Charles E Gaudet II

Charlie and his wife, Heather, have invested over 
$500,000 studying peak performance, and investing 
in personal development for creating a more fulfilled 
life of health, wealth, love, and happiness. He’s learned 
from some of the most notable people on earth, and each 
month, he will pick one lesson to share with you as a 
valued Insider.

Several years ago, I attended a seminar by Dr. John 
DeMartini – a brilliant mentor in the field of both 

personal and professional 
development.

During one of the days, he 
demonstrated that leaders 
determined to make an 
impact look beyond just 
themselves.

For example, Jay Abraham 
said something along the 
lines of, “If you want to be the 
richest person in the world, 
make other people rich.”  
(Source: http://youtu.be/
XdSlZa6cR7Y) 

In other words, if you want to 
be the richest person in the world, you can’t get there 
by serving only yourself. You must be committed to 
adding value beyond just you.

DeMartini said:

• If you want to make a living, look to make a 
difference in your family.

• If you want to make a difference in your family, 
look to make a difference in your community.

• If you want to make a difference in your 

community, look to make a difference in your state.

• If you want to make a difference in your state, look 
to make a difference in your country.

• If you want to make a difference in your country, 
look to make a difference in the world.

• If you want to make a difference in the world, look 
to make a difference in the universe.

And given that Dr. DeMartini told me that he 
makes between $30,000 and $100,000 every single 
day - 365 days a year - I’d say he knows a thing or 
two about wealth accumulation.

When you look at centimillionaires, billionaires, and 
worldwide influencers, each one of them had a huge 
vision and a reason they did what they did.

The billionaire mindset of Richard Branson wasn’t: “I 
just want to make enough money to feed my family” 
– his mindset is: 

“At our core, we believe business must be a force for good 
and use its influence and resources to help find solutions 

to some of the world’s major issues.” 

(taken directly from his website, Virgin.com)

Google, one of the richest companies on the 
planet, didn’t just set out to make a great search 
engine. Google’s mission is to: “organize the world’s 
information and make it universally accessible and 
useful.”

Apple says: “We want to leave the world better than 
we found it.”

Amazon says: “We seek to be Earth’s most 
customer-centric company for four primary 
customer sets: consumers, sellers, enterprises, and 
content creators.”

Notice how these companies are focused on adding 
value to the world.

We’ve long said that you get paid in proportion 
to the value you bring to the marketplace – this is 
another way to look at it.

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

TRACKING?   
If you aren’t 

measuring results 
regularly, you might 
be leaving big gaps 
in your business… 

And not even know 
about it! 

(PAGE 1) 

MAKE THEM 
TALK

Are you leaving your 
customers with a 

“WOW” impression? 
What can you do to 
ensure they tell their 
friends about you? 

(PAGE 2)

LET ‘EM 
KNOW YOU 

CARE
Until your customers 
know you care about 

them, they won’t 
care much about 

you. That’s all there 
is to it. 

(PAGE 4)

RELEVANCY 
TRUMPS ALL
People are most 

ready to buy 
when a life event 
reminds them of 

an unfulfilled need. 
Will you be there the 
moment they come 

looking for your 
solution? 

(PAGE 5) 

STARTING 
STRONG

The first sentence of 
any marketing copy 
is the single most 

important element. 
People make up 
their minds in 

those precious first 
moments… 
(PAGE 7) 

BE SINCERE
Plenty of holiday 
messages will get 

lost in the shuffle. If 
you want to make 

an impact, be sincere 
and personalize as 
much as possible… 

(PAGE 9) 

BREAK 
TRADITION

Instead of sending 
Christmas cards like 
everyone else, why 

not send a card on a 
day special for your 

customer? 
(PAGE 9) 

THINK 
BEYOND 

YOURSELF
One trait many of 
the world’s most 
successful people 
have in common: 

they focus on 
improving the lives 

of others. They 
don’t only serve 

themselves. 
(PAGE 10) 

5

10

IT’S ABOUT 
FEELINGS

People want to solve 
their problems, but 
the vast majority of 
buying decisions are 
made for emotional 

reasons. Are you 
appealing to emotion 
with your message? 

(PAGE 5) 

GO BIGGER
Whatever level you 

want to make an 
impact on, focus your 
energy on making a 
difference one level 
further. Think big! 

(PAGE 10)

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

• Last month, Charlie told you about his newest 
program: “21 Advanced Profit Centers: The 
Business Growth Program That Cranks Up Your 
Profit Potential and Crushes Your Competition.”  
Everything is recorded and transcribed… just 
waiting for the technology team. Keep an eye 
on your email. Details coming soon.

• January 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! 

• Charlie just finished a book by entrepreneur 
James Caan titled: “The Real Deal: My Story 
from Brick Lane to Dragons’ Den.” It comes 
highly recommended for entrepreneurs who 
love getting in the minds of achievers who 
started from scratch and built an empire worth 
many tens of millions of dollars.

INSIDERS ARE PROUD TO SUPPORT:

The Place Where Entrepreneurs Come To Grow Their Business™
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January

January 1st - Copyright Law Day

January 2nd - Happy Mew Year for Cats Day

January 3rd - J.R.R. Tolkien Day

January 7th - Harlem Globetrotter’s Day

January 10th - National Cut Your Energy Costs 
Day

January 15th - Get to Know Your Customers Day

January 17th - Popeye Day

January 19th - Martin Luther King, Jr. Day

January 20th - Inauguration Day

January 22nd - Roe vs. Wade Day

January 23rd - National Pie Day

January 24th - Talk Like A Grizzled Prospector 
Day

January 26th - Bubble Wrap Appreciation Day

January 28th - Thank A Plugin Developer Day

January 30th - Fun at Work Day

January 31st - Inspire Your Heart with Art Day

January Weekly Observances

1st - 7th - New Year’s Resolutions Week

4th - 10th - Home Office Safety and Security Week

7th - 10th - Elvis Presley’s Birthday Celebration 
Week

8th - 14th - Universal Letter Writing Week

18th - 24th - Hunt For Happiness Week

25th - 31st - Clean Out Your Inbox Week

28th - 2nd - US National Snow Sculpting Week

January Monthly Observances

Financial Wellness Month

International New Years Resolutions Month for 
Businesses

International Wealth Mentality Month

National Be On-Purpose Month

Learn to Ski and Snowboard Month

National Poverty in America Awareness Month

Teen Driving Awareness Month

Train Your Dog Month

The Place Where Entrepreneurs Come To Grow Their Business™
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Good reasons beget good profits. Check January’s 
calendar posted in 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. 

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.

Platinum Business Coaching:  Application Only. 
Receive an individualized, custom session dedicated 
to 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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