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

It’s been one of the crazier times in my life over the last month… we bought a 
new house… kids 
started a new school… 
building a new office… 
simultaneously running 
3 different marketing 
campaigns… and the list 
goes on.

But if that wasn’t crazy 
enough, it seems like 
every time I think I 
have the chance to relax, 
Mother Nature dumps 
more of that cold, fluffy 
white stuff upon us. At 
last count, we had 4 feet 
of snow with another 
storm in the forecast.

While most people 
are complaining about 
the arctic temperatures 
and the abundance of 
snow, a few companies 
took the opportunity 
to be strategic and 
use the weather as an 
excuse to reach out to 
their customers with an 
offer. My favorite came 
from a most unlikely 
source, Best Buy. The 
email had a subject line 
“Brrrrrrrr…” - and this is 
what was inside: 

Continued on page 2

Quotes
“Marketing without data is 
like driving with your eyes 
closed.” – Dan Zarrella

“A lot of times, people don’t 
know what they want until 
you show it to them.”    
– Steve Jobs

“Stop trying to sell with 
marketing – instead, use 
marketing to help customers 
buy.” – Unknown

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!”
    

February 2015
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Smart move…

And in other news, I got a shocking email from a friend of mine with lessons worth noting. Pablo’s ecommerce 
business just went from successfully making millions to going out of business - literally overnight.

How did this happen?

A hacker somehow cracked into his domain registrar and transferred not only his domain, but also his entire 
website, over to their own hosting company in China. He spent 8 years working day and night to build this 
business, and by morning, he and all his employees were dumbfounded and lost. For 9 days, the hackers had full 
control of the website, cash flow, and benefited from all of Pablo’s hard work.  

The moral of the story? 

Please make sure you change your passwords and enable two-step authentication to better protect your assets. 
For securing and remembering your passwords, check out LastPass and 1Password.

Oh, there is a happy side to the story - Pablo got his website back from the hackers on Feb 12. As I’ve been 
told: “what doesn’t kill you will only make you stronger.”

And on a strategic note, Chris Brisson of Call Loop picked up on a very cool integration technique used by 
Vistaprint on the Fiverr website…

Note that VistaPrint was not only very strategic with their marketing, but also offered customers a preferred 
benefit for a service that will likely be needed upon purchasing a graphic. Way to go VistaPrint!

And, well… I’ve got to get back outside and help my son shovel the snow ;-)

With gratitude,
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How To Get Your Customers To 
Fall Madly In Love With You

By Charles E. Gaudet II

As I mentioned in the “personal note,” I just 
purchased a new house, and while my wife loves the 
kitchen and bedrooms, my favorite features are the 
office, hot tub, and “man town.”

And let me tell you, after a long day moving and 
being on my feet, I couldn’t wait to crack open a 
cold brewski, fire up the hot tub, and lose myself 
somewhere between the hot jets massaging my back 
and the steam surrounding my face.

Sadly, like someone giving you the final score of the 
big game before you get a chance to watch it, this 
dream came crashing down when I discovered the 
previous owners failed to winterize the tub correctly 
and the pipes froze and cracked.

Now, I’m not sure who was more disappointed that 
we couldn’t enjoy the bubbly paradise – me or my 
kids… Either way, I was on a mission to resolve it.

Like most people today, the first place I looked for 
a hot tub service technician was on the web. As 
you could expect living in a small city, there was an 
overwhelming plethora of vendors, which turned 
into a dilemma.

Which one do I choose?

Several vendors had 1 or 2 reviews, but one company 
in particular had 19 five-star Google reviews.

Without any hesitation, they instantly became my 
preferred vendor.

And not surprisingly, as I shared my “hot 
tub dilemma” with my local friends, they all 
recommended the same vendor.

So, the marketing geek in me was on a quest to find 
out: 

What makes this company better than the others?

How come this company is the obvious 
choice for so many people?

Perhaps this will give you a hint… Here are actual 
quotes from their customers, as taken directly from 
Google Reviews:

• “I drove almost 2 hours to visit them and was 
pleasantly greeted by Tony Pescosolido. After 
explaining I was from MA and out of his 
service area, Tony still spent over an hour and a 
half with me… I learned more from Tony than 
I had from going to multiple dealers, or from 
the Sundance website and literature.” - Glenn 
B.

• “When you first enter the store, you will notice 
employees that are ready to help you and are 
very pleasant to deal with. Tony (manager) 
has a incredible knowledge base on hot tubs, 
and he helped us pick out our hot tub seven 
years ago, and if I ever have a question, I can 
call him and he or Jess will be there to answer 
me. I just had my hot tub serviced by Tim and 
he was incredible and very professional. He 
took the time to explain what was done, and 
gave me many ideas on how to keep my hot 
tub working. This company is like an extended 
family to me as they all treat you with the best 
customer service! I’m a customer for life at 
Great Bay Spa and Sauna!” - Bruce T.

• “We had an issue with the radio and after a 
call, they were there to make it perfect once 
again… They do stand behind what they say…” 
- Linda Hawk

And I think this one really sums it up:

“We fell in love with the people here. 
They really do make you feel important.”

Yes, you need to have a great product and a great 
service – but as we’re seeing, that alone isn’t what 
wins the heart of your consumer.   
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To win your customers’ hearts, you must 
genuinely demonstrate that you care about 
them and the ultimate result they are after.

Now look, I’m working with a coaching client right 
now who told me: “I really care about my clients.”  
And he does. But after a little investigation on my 
end, I concluded that his clients don’t always feel the 
same way he does.

Let me explain…

A few years ago, I was in St. Thomas with one of 
the top financial traders in the world, a gentleman 
named Ed Seykota. While we were meeting, my 
infant son was sitting on the floor playing with his 
feet.  Ed said to me: “Do you love your son?”

I looked at him like he was on drugs and said: “Of 
course!”

“How does your son know?” Ed asked.

So I said, “Because I tell him I do.” 

And Ed responded with: “He doesn’t appear to know 
English yet. Are you sure he understands what ‘I love 
you’ means?” 

He was right.

Therein lies the dilemma. 

Hey, just because you show you care… and might 
use the highest quality products… or have the 
most talented employees… or the fastest customer 
service… the bigger question is: 

“What do your customers need to hear or see in 
order to feel special, valued, and appreciated?”

It starts by taking time to understand what’s 
important to your customer and giving them what 
they want.

Remember, you are not your customer. Just because 
a certain feature or benefit is important to you – that 
doesn’t mean it’s important to them.

Sort of like when I went to buy a new chandelier 
for my home, and the salesman spent 15 minutes 
explaining the quality of the fittings to me. I couldn’t 
care less and he bored me to tears… to the point 
where I walked away mid-conversation. You see, he 
was telling me what was important to him (he was 
a former electrician), when all I cared about was 
whether or not it was going to provide enough light 
for a 10-person table.

In Jay Abraham’s Strategy of Preeminence, he says 
your purpose and role must be one of a leader, an 
authoritative, consultative force in your marketplace 
(note, nowhere did he say your role was to be a 
salesman).

When you take the time to understand what’s 
important to your customer, you can develop an 
empathetic sense of caring. In other words, as Jay 
says: “I feel the way you feel. I understand what your 
problem is.”

That’s why the hot tub company became the obvious 
choice for so many people – and the customers said 
so themselves! The company didn’t just sell them, 
they took the time to understand their problem, 
and give them relevant advice for achieving the 
ultimate result. Some people even drove over 2 hours 
specifically to talk with these people… driving past 
dozens of closer (possibly cheaper) competitors… 
just because they trusted this vendor.
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what’s important to your customer.

And yes, it even might mean you have to subordinate 
your profits in order to satisfy their biggest needs.  
When people see you take this action, this stimulates 
more trust, more loyalty, and a higher long-term 
customer value!

Heck, back to Zappos for a minute… 

If you call Zappos and they don’t have a shoe in 
stock, their employees are trained to scan three 
competitor websites to help the customer find the 
shoe they want in the right size - and that’s part of the 
reason why 1 in 38 US Consumers has made a purchase 
with Zappos (Source: ANA) – they keep their 
customers happy!

And they’re always striving to do what they do… 
better.

I like the way Jay Abraham puts it when he says: 
“What problems are we going to help our clients solve? 
How can we have the most positive impact on the 
people we’re trying to sell to?”

You see, it’s this type of attitude that allows you 
to call back on a customer or a client to let them 
know when you have another product or service 
that can help them further. In fact, it’s not just a 
good strategy… As their trusted advisor, you owe it 
to them to let them know when (and how) you can 
help them achieve a greater result.

You must genuinely and sincerely care about helping 
your client get the results they’re after.

Do this, and the next time someone asks who they 
should be doing business with… YOU will be their 
obvious choice.

Would your customers do the same for you?

Again, when you see your role as a trusted authority 
(not a salesman), customers will flock to you because 
research has already proven that people have an 
inherent distrust in companies. If you can be 
someone they trust, you’ll earn all of their business.

Look, everyone (at some point or another) feels 
like they’re just a number to a company. Walk into 
Wal-Mart… Do they make you feel special, valued, 
or appreciated? Now compare that experience to 
Zappos.  In fact, I encourage you to call them at 
1-800-927-7671. Ask them any question you want… 
really challenge them… and you’ll get an idea at how 
empathic and sincere their customer service team is 
in trying to help you get a better result.

And that’s exactly how a company like Zappos was 
able to walk into a highly saturated and competitive 
market and quickly become a billion-dollar 
behemoth, sending their competitors running away 
with their tails between their legs.

Folks, this IS about growing a company.

Marketing is anything that gets and keeps customers. 
You must understand that YOUR CUSTOMERS 
HAVE ALL THE POWER. There are more 
alternatives and competitive choices than they’ve 
ever had in the history of the world… and access to 
reviews, social feedback, and research to help them 
make an educated decision.

If you want to be in this game for the long haul, you 
really don’t have a choice but to be preeminent - and 
position yourself as the obvious choice by making 
your customers feel valued, special, or appreciated.

Look, most people are selfish… and are only 
thinking about ways in their actions can serve 
themselves.  The traditional salesman only cares 
about commissions. The traditional business owner 
only cares about bottom line profits. But… the 
customer only cares about getting the product or 
service that’s going to best meet their needs (not 
yours)!

The secret to making your business become the 
obvious choice is to have an empathetic awareness of 
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Using Relevancy To 
Ignite Massive Profits

By Charles E. Gaudet II

As much as I’ve been accused of being “creative” – I 
embarrassingly admit that I’m undeserving of such 
an admirable quality.

Yet, even without a keen ability to be creative, I’ve 
still managed to generate millions in sales through 
my marketing… which, of course, raises the question: 
“How did I do it?”

It’s called, “standing on the shoulders of giants.”

As a marketer, I’m like a bloodhound 
sniffing out various success stories 
and strategies from entrepreneurs 
and companies who’ve enjoyed 
tremendous successes.

…And I’m not talking about 
companies who made a few thousand 
here and there. I’m talking about 
companies who have cracked the code 
for making 10s to 100s of millions of 
dollars. If you’ve read The Predictable 
Profits Playbook, then you know the 
book is chock-full of case studies, 
strategies, and examples of companies 
who have shattered the glass ceiling, 
becoming dominant players in their 
respective markets.

So, when it comes to lead generation and advertising, 
I’ve noticed a continuing trend of specifically 
referencing what’s going on in the news… or tapping 
into existing conversations… to arouse a deep sense 
of curiosity.

Let me show you…

When the Apple iPhone was making a splash in the 
news, here’s how financial education powerhouse, 
Motley Fool, capitalized on this topic.

Step 1: The Advertisement
  

Step 2: The Landing Page

This is where they capture your email address before 
they take you directly to Step 3: The Sales Page.  
And before we move on, let me ask you: why are they 
capturing your email address before you go to the sales 
page, instead of taking you directly to there? 
Because Motley Fool knows that a good lead-to-
sales conversion rate sits around 2%-3%. That means 
that 97%-98% of everyone who sees the sales page 
will not buy this offer.  

Does that mean the 87% of people will never buy 
from the Motley Fool?

The Place Where Entrepreneurs Come To Grow Their Business™
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Absolutely not. These people just weren’t ready to 
buy now, or were uninterested in this particular 
offer. For the people that didn’t buy, the Fool would 
continue to promote other products AND find 
additional ways to monetize the lead.

This a core marketing strategy most small business 
owners don’t consider, and yet, a simple strategy that 
can instantly grow your profits by 35% or more.

In fact, there have been several times where I’ve 
created a marketing campaign for a client that’s 
generated over 20,000 new leads for the client, but 
only 400 people were buyers. Granted, this resulted 
in over $800,000 worth of sales of the front end 
product – but at best guess, due to lead maximization 
strategies, the leads who didn’t buy turned over 
2x – 3x more profits over the course of the next 18 
months through a combination of additional in-
house offers and joint venture commissions.

Step 3: The Sales Page
 

And the sales page above continued with a relevant 
and interesting story, resulting in people watching 
the presentation without realizing they were being 
sold to. Very strategic…

Here are a few other examples of the Motley Fool 
you might find interesting:
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Those read a little differently than your traditional brand-based advertisements like these:

Or this…

 And while companies like FedEx and Nokia 
spend MILLIONS to saturate the market 
with ads like these… which ad is more 
compelling for you to click on – The Motley 
Fool’s or these brand-based ads?

The Motley Fool sequence captures interest 
and inspires action – making it a double-win.

So, while you might not be in the financial 
education business, buyer psychology is very 
similar across all industries and markets. 
Steering away from your industry to pull new 
and fresh ideas from other places gives you 
another opportunity to be unique and take a 
strategic stronghold above your competitors.

The Place Where Entrepreneurs Come To Grow Their Business™
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8 Items That Make “Dangerous” 
Ads Deliver Leads

By Insiders’ Club Member, Tom Trush

The piece stole my interest the instant I opened the 
mailbox.

It was a panoramic postcard with vivid colors that 
showcased a snowy landscape – a bright blue sky 
framed by a forest of leafless trees. 

I imagined myself framing the picture because it was 
so stunning.

However, my marketing mind then took over. I 
wondered...

Is this an ad for a ski resort? Maybe a landscaping 
company? Or maybe even a travel agency?

I scanned the postcard in hopes of finding an answer.

Nothing.

Sure, there was a company name (which I’ll keep 
private) – but nothing else.

No offer... no headline... no contact information...  
not even a description of what the company does.

Just a beautiful picture.

It frustrates me to see just how many companies 
promote their products and services using poor 
ads. Of course, I don’t want you making the same 
mistake.

You’ll just end up frustrated – and with a lighter 
wallet.

So, let me share one of my favorite tales of triumph 
with you (at least as it relates to ad response).

Ernest Shackleton was an Irish-born, 20th century 
explorer who led numerous polar expeditions and 
devoted his life to one goal: 

Complete the first crossing of Antarctica.

In 1901, he came within 745 miles of the South 
Pole. Seven years later, he pressed to within just 97 
miles. 

Then, in 1914, he coordinated what was billed as 
the British Imperial Trans-Antarctic Expedition. But 
before he could set sail, he needed a crew…

As records show, he placed an ad for recruits in a 
London newspaper. It read:

-----------------------------------------------

MEN WANTED

for hazardous journey, small wages,
bitter cold, long months of complete
darkness, constant danger, safe re-
turn doubtful, honor and recognition
in case of success.

Ernest Shackleton    4 Burlington st.
-----------------------------------------------

Crazy ad, isn’t it? After all, who would volunteer for 

The Place Where Entrepreneurs Come To Grow Their Business™

© Copyright 2015 Managed Marketing LLC   |  The Predictable Profits™ Insiders’ Club  |   www.PredictableProfits.com



 10

such torture?

Well, the ad resulted in more than 5,000 men 
applying for the “job.” Of those people, Shackleton 
selected 27 for his crew.

I tell you this story because it demonstrates someone 
who didn’t hesitate to promote in a daring way. 

Of course, you don’t have to go this extreme - but 
you do have to be different if you expect to stand out 
from your competitors.

When you market in an unconventional manner, 
you’ll feel alone at times. People will criticize you. 

And that’s okay.

In Shackleton’s case, his journey created incredible 
hardship that delivered on the ad’s “promise.” His 
wooden ship (appropriately named Endurance) 
became trapped in pack ice. 

Eventually, after nearly two years of drifting on 
ice flows, settling on an uninhabited island, and 
crossing 26 miles of mountains and glaciers to reach 
a whaling station, he led all 27 members of his crew 
to rescue. 

Shackleton’s journey, and the promotion around 
it, was dangerous. Unfortunately, this same term is 
typically used by business owners and entrepreneurs 
when considering marketing that’s different.

Sure, failure is possible when going against the norm. 
After all, like Shackleton, you’re exploring unfamiliar 
waters. So if Plan A doesn’t work, simply start 
testing other options. 

When advertising, I use an 8-point checklist to help 
determine if an ad is different enough to attract 
attention and generate responses. Here are the 
requirements: 

1. Would this piece attract attention if positioned 
near competitors (is it better than the 
ordinary)?

2. Does this piece avoid the appearance of being 
an ad?

3. Is the message focused on the prospect, instead 

of the business?

4. Is the piece too valuable to throw away?

5. Does the piece have a headline that lures in 
prospects?

6. Does the piece target a single audience?

7. Does the copy “talk” in a casual language that 
prospects understand?

8. Does the piece have a compelling offer that 
makes the next step crystal clear?

And finally, I’ve mentioned this before but it’s worth 
stressing again…

Don’t fall for the lie likely responsible for millions of 
dollars in unnecessary spending. If you’ve done any 
print advertising, you’ve likely heard it before:

Readers must see your ad multiple times before they 
remember and respond it.

The ad execs only tell you this to pad their pockets. 
The truth is, if you use a bad ad, you won’t get 
responses whether you run it 1 or 1,000 times. 
An ineffective ad can’t magically become effective, 
regardless of how many times you use it.

That’s why it’s critical you make changes to your 
ads until they generate the leads you need. If a 
publication insists you run the same ad over and over 
again, stop advertising with them.

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

http://members.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 their biggest challenges, frustrations, or 
business building questions… and, who knows, your 

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

QUESTION: “Hey, Charles. I’ve been to so many 
websites that use pop ups to try to capture an email 
address. I hate pop ups, but I’m trying to keep an open 
mind. What do you think of them?”

ANSWER:

I couldn’t help but chuckle when I read that you 
hated pop ups. So do I!

But we must 
remember, we are 
not our customers, 
and we cannot let 
reasons cloud our 
better judgment on 
results.

Now, there are 
pop ups requesting 
email addresses… 
asking for visitor 
feedback… or 
recapturing lost 
traffic (such as 
those: “Wait! Don’t 
leave yet!” pop ups).

I wish there was a blanket answer to your response. 
However, what I’ve found is that overwhelmingly, 
pop ups have increased sales and results.

If you choose to use pop ups, I hope it goes without 
saying that you must track and test your results.

That said, here are some tips for using them 
effectively:

1. Make them easy to close down and DON’T 
use multiple popups back to back (this will just 
further annoy your visitors)

2. Test using a pop up 5-60 seconds after your 
visitor enters the site, instead of immediately 
when they enter

3. Test when they drag their mouse away from the 
page intending to exit

4. Test making the option possible to test after a 
person reads two or more pages of your site

Use a very compelling headline that captures the 
attention of your visitors (and remember to test this 
headline continuously for optimal conversions).

If this interests you, a couple popular resources 
worth checking out are Rooster at http://www.
GetRooster.com, and OptinMonster at http://www.
OptinMonster.com.

In your corner,

 

Charles E. Gaudet II
Founder of PredictableProfits.com
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A Ninja Negotiating Strategy For Saving More Money

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.

This article might be a little off the beaten path… 
but nonetheless, it contains a negotiation strategy I 
used over the last month that’s saved me thousands.

…And any time I have a money-making tip (as crazy 
as it occasionally sounds), I feel obligated to share it 
with my valued Insiders.

This is my absolute FAVORITE negotiation tip, and 
I use it ALL the time.  

If I had to guess… Over the course of the last 
ten years, if this hasn’t saved me at least a million 
bucks… it’s close.

Here it is:

Any time you have a subcontractor, vendor, product 
supplier… you name it… where you are quoted a 
price and you’re looking for a better price, start the 
negotiation by asking one very simple question:

“How much wiggle room is there in that quote?”

Or:

“How much wiggle room is there in that price?”

Then remain silent and wait for them to respond.

Now, if they answer (which they seldom do) that 
there’s absolutely no wiggle room – then you know 
you received their best offer.

BUT - and this is what often happens - if they come 
back and say something like:

• “Not much…”

• “A little…”

• “Well, maybe we can do something…”

The door for saving you money has opened.

Recently, when speaking to an insulating contractor 
for my new office, when he responded with, “Not 
much…” I immediately responded with: “Great! Well, 
if there’s not much, that must mean that there’s some 
room in your quote. What is the best price you can give 
me?”

Without blinking an eye, he immediately took 5% 
off the bill.

A dollar saved is a dollar earned – and this is 
especially exciting because all it took was asking one 
simple question.

So, the next time you’re given a quote, drop the 
question: “How much wiggle room is there in that?” 
and wait and see how much more money you’ll be 
saving…
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THIS MONTH’S ACTION STEPS FOR DOMINATING YOUR MARKET

BUSINESS ACCELERATORS

1 2 3 4

6 7 8 9

GET 
RELEVANT  
When you see 

people complaining, 
raving, or otherwise 

talking about a 
common topic – 

think about how you 
can position your 

product/service in a 
relevant way. 
(PAGE 1) 

BE THE OBVIOUS 
CHOICE

What can you do 
to ensure that your 

prospects – even those 
located far away, or 
those with easier 

options – choose your 
company over all 

other competitors? 
(PAGE 3)

HELP THEM 
FALL IN LOVE
Sure, your customers 
want your product, 

but what makes 
them come to you? 
They need to know 

how much you 
genuinely care about 

helping them find 
solutions. If they do, 
they’ll trust you for 

the long haul. 
(PAGE 4)

SHOW, DON’T 
TELL

Generally speaking, 
people don’t trust 

businesses. No 
matter what you tell 
them, they are still 

going to be skeptical. 
You have to show 

them that you can be 
trusted – and they 

will spread that word 
to others. 
(PAGE 4) 

GET THAT 
INFO!

So many people 
abandon shopping 
carts and shy away 
from sales pages 
– that’s why it’s 

important to collect 
email addresses 

before your prospect 
gets to that point. 
Just because they 
don’t buy today, it 
doesn’t mean the 

lead can’t earn you 
profits later! 
(PAGE 7) 

IS YOUR 
MESSAGE 

DANGEROUS?
If you aren’t shaking 

things up, your 
message will go 

ignored – no matter 
how many times you 

present it to your 
prospects. It’s ok to 

get a little risky with 
your marketing. Just 

make sure you’re 
testing to see what 

works. 
(PAGE 9) 

THE 8 RULES
Use this 8-point 

checklist to 
evaluate all of your 
marketing material 
before you send it 
out to prospects. 
It could make all 
the difference in 
your conversion 

and response rates. 
(PAGE 10) 

LET THE 
RESULTS 
SPEAK

Sometimes we let 
our personal biases 
get in the way of 

effective strategies. 
Our opinions, 

though, only matter 
so much. The real 
decider should be 

results and nothing 
else. 

(PAGE 11) 

5

10

LEARN FROM 
THE BEST
You don’t have 

to come up with 
everything all 

on your own. By 
looking for the best 

of the best in the 
marketing world, 
tweaking for your 

own use, and testing 
like crazy – you can 
use the world’s best 
strategies to your 

advantage. 
(PAGE 6) 

NEGOTIATE 
ANY DEAL

With this simple 
phrase, you can 

make the most out 
of any deal, any 

quote… just about 
any transaction you 
might encounter. It 

can be a huge money 
saver, and it never 

hurts to ask! 
(PAGE 12)
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Members-Only Announcements

• You should have received complimentary access 
to: “21 Advanced Profit Centers: The Business 
Growth Program That Cranks Up Your Profit 
Potential and Crushes Your Competition.” If you 
have not seen it in your Members’ Area yet, 
please email Mike@PredictableProfits.com. 
This is a special benefit exclusively for members 
who are in good standing with the club.

• March 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:

March

March 1st - Plan a Solo Vacation Day

March 2nd - Dr. Seuss Day

March 4th - March Forth: Do Something Day

March 6th - Employee Appreciation Day

March 8th - Daylight Savings Time Begins

March 10th - International Day of Awesomeness

March 13th - World Sleep Day

March 17th - St. Patrick’s Day

March 19th - Client’s Day

March 21st - National Renewable Energy Day

March 23rd - National Puppy Day

March 26th - Make Up Your Own Holiday Day

March 28th - Barnum & Bailey Day

March 29th - National Mom & Pop Business 
Owner’s Day

March 30th - I Am In Control Day
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March Weekly Observances

1st - 7th - National Ghostwriters Week

2nd - 6th - Share A Story - Shape A Future Week

5th - 7th - National Money Show

8th - 14th - Teen Tech Week

16th - 22nd - International Brain Awareness Week

20th - 22nd - Sherlock Holmes Weekend

27th - 29th - American Crossword Puzzle Days

March Monthly Observances

American Red Cross Month Month

Credit Education Month

International Expect Success Month

Music In Our Schools Month

National On-Hold Month

Women’s History Month

Teen Driving Awareness Month

Train Your Dog Month

Good reasons beget good profits. Check March’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. 

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!
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