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

Continued on page 2

Quotes
“The best way to predict the 
future is to create it.”   
– Peter Drucker

“Marketing is a contest for 
people’s attention.”  
 – Seth Godin

“Ask customers what they 
want, and give it to them 
again and again!”   
– Carl Sewell

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!”
    

March 2015

Who would have thought that 50-degree 
weather would put anyone is such a good 
mood? But it’s true… our monstrous 
snow banks have been reduced to a 
piddly 3-feet, and this “balmy” weather 
has most of us northerners leaving our 
winter jackets on the hooks and running 
outside in our t-shirts!

Ah… perspective.

Speaking of perspective, as much as 
we consistently talk about valuing and 
respecting your customer - you must 
be clear who you want as your ideal 
customers, and who you don’t want… 
and take no shame in deterring people 
who are not a good fit for your business.

One such company took this very 
literally by lambasting any customers 
they don’t want, and doing so in such a 
way that they’ve benefited from more 
business, more loyalty, and thousands of 
dollars in free publicity. What they did 
is a very bold move, but it goes to show 
that boldness can (and often does) work.

The company is called SOE Tactical 
Gear. You can find them on Facebook 
at https://www.facebook.com/SOEgear. 
Here’s what Insiders’ Club Member Brien 
Angelo said:

They make awesome gear but their 
marketing is crazy... Example: Beth 
isn’t happy and calls them about 
ordering process... Typical wait is 4-6 

weeks. She starts in after 5 days about 
“where is my order?” He [ John Willis, 
owner of SOE Tactical] reads her 
the riot act and refunds her money - 
then has a “Beth is a total c-nt sale” 
and uses it as the discount code... 
Mob rule increases sales for the day 
by 60k according to discount code! 
Unbelievable!

Brien, while it’s crude, I love this 
example of bold marketing – thank you.

As I checked out their Facebook page, 
I also noticed that the owner of SOE 
ran a GoFundMe to buy someone 
named “Mookie” a Rolex watch. Not 
surprisingly, he received a number of 
hate emails for his rather selfish request. 
So… what did John do? He ran a sale:

The Place Where Entrepreneurs Come to Grow Their Business™
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How To Turn An Ordinary Image 
Into A Sales Conversion Magnet

By Charles E. Gaudet II

It’s been said that a picture is worth 1,000 words… 
but have you thought about how much a picture is 
worth in terms of dollars?

When it comes to adding a picture to our websites 
or in our marketing materials, most people don’t give 
it much thought.

More often than not, the process generally involves 
going to a free site (like Flickr) or a paid site (like 
iStockPhoto), and looking for a clever, royalty free 
image that looks good and makes a point.

But… (and this is a big BUT)…

Have you thought about what impact this image 
might have on sales conversions?

Recently, we worked with one of our coaching clients 
as he recreated his website. The designers used some 
really slick and creative images that looked great, but 
in a minute, you’ll see why this may have turned into 
a conversion KILLER!

All images tell a story… the question is, what story is 
your image telling your customers? Is it motivating 
people to act?

Conversion expert Angie Schottmuller says the 
objective is to make the image a “hero.” Here’s what 
she means by that:

Now, as much as I would have cautioned John about 
running this type of crude strategy – at the end of 
the day, results mean more than reasons. Because 
John knows his market as hard-nosed, rough around 
the edges badasses – this approach works for him. 
Heck, he’s got 419,378 Facebook likes, and his 
motto is “Special Operations Equipment Made in 
the Mother F#cking USA.”

While I’m sure to get a few nastygrams from a few 
Insiders for sharing this strategy (who knows, maybe 
I’ll use your name as a test for a new sale, right?) 
– the point is this: know your market, and if you’re 
daring enough to boldly attract your audience, it’s 
often worth the risk.

You see, being a leader and standing out from the 
crowd is critical to staying alive in the business 
world. We discuss several of these strategies inside 
The Predictable Profits Playbook, and it has proven to 
be even more important today. Let’s face it: even if 
you’re at the top of your industry, you must remain 
preemptive to stay at the top.

Take a look at Apple, for example. They just 
announced their iWatch. On one hand, it seems 
harmless, but on the other hand, what’s this going to 
mean for the previous watch leaders? Well, according 
to Swatch co-inventor, Elmar Mock, this could bring 
financial pain for the Swiss watch industry. 

We’re seeing power shift from one company to 
another again and again… and with more frequency 
than I remember in the past.

Honestly, it’s a lot easier to be #1 in your market 
than #2 – but even with that said, when you’re at 
the top, you have an entire industry nipping at your 
heels, trying to take you down. Being preemptive, 
building loyalty, and keeping a keen focus on The 
Growth Factor™ will keep you winning.

Lots of content for you this month… I hope you 
enjoy it as much as I’ve enjoyed writing it for you.  

With gratitude,

The Place Where Entrepreneurs Come To Grow Their Business™
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Relevance… context… value… and emotion.

Notice: these are the same psychological triggers 
used in the written word to sell – the same triggers 
we need to convey in images.

Here’s an example Angie used in her presentation:

 

(Source: http://resources.vwo.com/slides-video-hero-
shot-images-that-drive-conversions)

Note that on the left, there’s a product image, 
and on the right, the Hero Shot is making 
the CUSTOMER the hero. The hero image 
immediately tells the customer that they are in the 
right spot, tells them what the product is, why it’s 
relevant to them, and conveys an emotion related to 
the result the customer expects to achieve.

Of the many tips I received from Angie, I also 
became aware of an amazingly powerful tool called 
the “Human Brain Cloud” that gives you additional 
insight into the perceptions of your product 
or industry. Here’s how it works: http://www.
HumanBrainCloud.com/#view/YOURTERM. 

So – as you and I are entrepreneurs – let’s see what 
came up. I typed in: http://humanbraincloud.
com/#view/entrepreneur and got this: 

 These are terms that immediately come to mind 
when people think of “entrepreneur” – so, if you’re 
in business attracting entrepreneurs, consider 
looking for a hero image that represents the above 
characteristics. 

Yet… and this is where the problem is… here’s 
an example of an image used by a small business 
consulting company on their homepage:

 

The Place Where Entrepreneurs Come To Grow Their Business™
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Does that images hit the triggers of relevance, 
context, value, and emotion?

Does it represent any of the entrepreneurial traits 
like rich, inventor, money, salesperson, boss, etc.?  
Does the customer look like a hero? Heck, this 
woman doesn’t even look happy!

Think about how you can bring those entrepreneurial 
traits into your image so your prospects know they’re 
in the right place.

Angie suggests that asking people to create a caption 
for your image will help you identify whether or not 
you chose the right image for your website… Does 
the caption convey what you’re about? If not, you 
chose the wrong image.

And when you choose an image, ensure the image 
looks authentic (not an image that screams “this is a 
stock photo”). Simple and authentic photos are most 
persuasive.

Now compare the image above with this image from 
Vistage (an international coaching program for 
entrepreneurs):

Can you see how the above image also captures 
emotion? That’s a great Hero Shot.

How can you tell if your Hero Shot is optimized for 
conversions?

Here are Angie’s 7 Persuasive Triggers for selecting 
an image:

1. Keyword Relevance

Does the image visualize the targeted keyword 
or referring link text?

2. Purpose Clarity

Does the featured image help identify the page 
purpose and/or offer?

“Caption Test” Audit: Display just the image to 
someone not working on the project and have them 
write a caption. Does it align with what the page 
is about?

3. Design Support

Does the featured image support and enhance 
seamless flow of page design, leading to the call 
to action (CTA)? (i.e. photo size, complementary 
CTA color, contrast, complexity.) Does the 
featured image have a subtle cue pointing in 
the direction of the CTA? If yes, +1 BONUS! 
(e.g. eye path, lines, shadows).

HOT TIP:  Use a caption under your 
images – they are read 300% more 
than body text.

The Place Where Entrepreneurs Come To Grow Their Business™
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4. Authenticity

Does the featured image represent the 
organization and offer in an authentic, credible 
fashion? (i.e. genuine, honest, believable, actual vs. 
stock photo, brand-aligned)

5. Added Value

Does the featured image add value by showing 
detail or context to improve relevance, 
demonstrate benefits, and answer questions?

6. Desired Emotion

Does the featured image portray desired 
qualities or emotion to resonate and inspire 
action? (Considerations: mood, lighting, scene, 
body language, colors, urgency)

7. Customer “Hero”

Does the featured image depict the customer as 
the “hero” once equipped with this solution?

Source: http://www.threedeepmarketing.com/blog/visual-
marketing-7-persuasive-factors-hero-shot-images/

WhichTestWon, a conversion specialist, has posted 
numerous studies on the impact of images related to 
signups and sales. One example I looked at recently 
had to do with a split test between a happy captain 
and a serious captain wearing “cool” sunglasses.

See below:

 Which image do you think dramatically increase 
conversions and revenue?

This is a good reminder that our guts do not always yield 
the best response. You see, BoatUS.com’s team believed 
the happier and friendlier captain would produce bigger 
results, but when they tested the response, the serious 
captain ¬produced a 32.8% higher conversion AND 
FIVE TIMES more revenue per visitor. (Source: https://
whichtestwon.com/test/happy-captainserious-captain-image-
dramatically-lifted-conversions-revenue/) 

 Why? Perhaps because Captain’s see their responsibility 
as more serious. 

When you’re looking at a 500% increase in revenue per 
visitor, I’m sure you’ll agree… Taking the extra time to 
select the right image is well worth the effort.

So, there you have 
it… The next time 
you add an image to 
your website (or your 
marketing material) 
– instead of just 
making a haphazard 
decision or one 
based on creativity 
– remember, an 
image is worth a lot 
more than just 1,000 
words. 

HOT TIP:  Our eyes will follow where the people are 
looking in your images. If you use people who are looking or 
pointing, have them pointing to your call to action. 

Here’s an example:
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Using Relevancy To Ignite 
Massive Profits (Part 2)

By Charles E. Gaudet II

Last month, we touched upon examples from the 
Motley Fool, and how they use relevancy to flip on 
the buyer’s switch for a tsunami of profits... and due 
to Insider feedback, I’d like to continue this article 
with a Part 2.

To recap last month: anytime you can tap into the 
conversation going on in your prospects’ minds and/
or provide them with a relevant reason to buy, you 
will find yourself benefiting from interest, desire, and 
sales.

Perhaps you’ve heard this 
saying before: “People hate to 
be sold, but love to buy.”

In my book, The Predictable 
Profits Playbook, featured 
expert Rich Schefren 
commented that the 
moment people feel 
marketed to, they’ll pull 
back.

The Best Marketing 
Doesn’t Feel Like 
Marketing At All

Easier said than done…

But when you make your 
marketing interesting, 
educational, and entertaining 
– suddenly, it feels more like 
information than marketing.

Let’s take another example 
from the Motley Fool:

The reason this works great for Fool is not just 
because they’re tying in market news with a sales 
message, but because they know that their ideal 
market is keenly interested in market events and 
how they will shape their ability to earn money.

They know what’s important to their market – and 
create content to satisfy their ongoing curiosity 
and thirst for this information. It’s true that you 
can bring a horse to water, but you can’t force it to 
drink… But when you have a thirsty horse, a little 
water can be game changer.

And if you want to dominate your market in today’s 
environment, using relevancy in your marketing is 
not optional – it’s critical. Here’s why…

According to Russell Brunson, the attention span of 
your average consumer in the 1980s was 20 minutes. 
In other words, once you got their attention, you 
had 20 minutes to influence, persuade, and convince 

The Place Where Entrepreneurs Come To Grow Their Business™
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them that you are worthy of their business.

Can you guess what the average attention span is 
today?

Seriously… take a second a think about it… with 
smartphones, smartwatches, tablets, internet, etc. - 
not to mention distractions like Facebook, Twitter, 
instant messages, and so forth… all taking away from 
your prospect’s attention span - how much shorter 
do you think it’s gotten?

Got your answer?

I’ll give it to you in…

3…
2…
1…

Drumroll please…

According to the National Center for Biotechnology 
Information at the US National Library of 
Medicine, the average attention span of a human 
being in 2013 dropped to just 8 seconds. Can you 
imagine that?!?!

To put it into perspective, that’s one second less than 
a goldfish!!!!

That means that you not only need to get your 
prospect’s attention (a strategy we’ll cover another 
day), but also that once you do, keeping it is 
critical… 

And when you create marketing that specifically is 
relevant to what they want… what inspires them… 
what motivates them… what problems they’re trying 
to solve… what fears they’re trying to abolish… you 
earn more of their attention.

Look, what we’re talking about here isn’t “new” – it’s 
just ignored.

…and it does have a term, it’s called “content 
marketing.”

According to the Content Marketing Institute: 

“Content marketing is a marketing technique of 
creating and distributing relevant and valuable 

content to attract, acquire, and engage a clearly 
defined and understood target audience – with the 
objective of driving profitable customer action.”

You see, if you’re among the majority of 
entrepreneurs who believes that their target audience 
is “everyone” – well then, Houston, we have a 
problem. You see, relevance is really tied to a specific 
group, who has a specific problem during a specific 
time.

As Arment Dietrich of Spin Sucks points out: 
relevance and value aren’t about you. It’s always 
about them.

Sure, you have a product or a service to sell, but keep 
the focus on how your product/service can solve real-
world problems for your prospects and customers.

Here are some more examples of relevant marketing 
for you to consider:

• A chiropractor puts out an article on the proper 
snow shoveling techniques to save your back, 
and how chiropractic care keeps you from 
getting injured

• A landscaper shows a video explaining the 
best way to get rid of grubs without destroying 
your lawn (or your water) with dangerous 
petrochemicals

• A national carpet cleaning business writes an 
ad in dog magazine about the importance of 
regular carpet cleaning due to the pests, dirt, 
and germs dragged in by your canine friend

• Heavy winds in the forecast and a dating 
company reveals creative tips for having a 
romantic evening when the power goes out

• With Easter approaching, a financial services 
company writes an article about the dangers of 
having all your eggs in one basket

What’s on your prospects’ minds? How can you tie 
this into a marketing message that’s relevant and 
valuable?

The Place Where Entrepreneurs Come To Grow Their Business™
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The Forgotten Desire That 
Turns Prospects Into Buyers

By Insiders’ Club Member, Tom Trush

Last week, I received an email from a frustrated 
business owner with a common challenge…

She wanted to talk about creating a marketing plan 
because she’s having difficulty demonstrating value 
to prospects.

“They love what we do, but they don’t see the value in 
being our customer,” she wrote.

Before replying back, I went to her website to do a 
little research. It was immediately clear that she ran a 
successful company with many valuable services.

But what I saw stole my attention like a spotlight – 
and it’s a problem I see all the time.

The company’s promotional efforts are focused on 
their services, not the outcomes they deliver. As a 
result, it looked as if nothing she offered was any 
different than her competitors. 

The fact is, regardless of the product or service you 
provide, your prospects do not want it. You may think 
they do… but you’re wrong. 

Prospects desire the end result your product or 
service provides – not the actual product or service. 

Let me give you an example… 

How many people really want a chemical-laced 
watering hole in their backyards? 

Pools are expensive and time-consuming to build… 
pricey to maintain… they take up a lot of space… 
and can be dangerous for little kids. 

Who wants to deal with these hassles? 

What people want is the refreshment a pool offers 
on hot days… the beauty it adds to their landscape… 
the status it affords… and the entertainment it 
provides for friends and family. 

Right?

If a bucket of water offered an identical experience, 
my guess is that most people would settle for just 
that. 

Unfortunately, you rarely see pool companies 
promote the end result in their marketing materials. 
Instead, they usually show pictures of vacant pools, 
so prospects are left to create their own conclusions 
(which is always a risky move).

I work with many attorneys. Sadly, many limit 
the appeal of their promotional pieces by telling 
prospects about their courtroom experience… expert 
legal team… awards… peer ratings… or “principles 
of excellence.”

Sure, if you’re a lawyer, there’s a place for this 
information, but as the primary focus of your 
marketing materials, these self-serving features do 
little to help prospects imagine a change in their 
situation after using your services.

Remember, our minds are programmed for pictures. 
So promoting the outcomes of your product or 
service helps create a positive visual experience for 
your prospects. 

As I mentioned earlier, I see this promoting products 
and services problem all the time. So let me also 
address a response I often hear when I bring up the 
issue...

My prospects are different (or the variation: my 
company is different).

Every time I hear this claim, my eardrums rattle. 

In fact, these words were recently spoken to me by 
a business owner - who asked for help rescuing a 
direct mail campaign that initially generated zero 

The Place Where Entrepreneurs Come To Grow Their Business™
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responses from his prospects.

Again, his campaign brought in no sales, and he was 
certain he knew his potential customers. 

After one look at his marketing piece, it was clear he 
did little to address his prospects’ problems. Instead, 
he focused on a “traditional” pitch for his services.

The truth is, your prospects may have different 
desires related to your product or service, but the 
characteristics that lead to a sale are the same 
regardless of your target audience.

So, let’s quickly go through the 6 most common 
characteristics shared by prospects in all industries.

1. Your prospects are skeptical. Just like you, 
they’ve thrown away money on promises that 
never panned out. You gain an instant advantage 
when you establish yourself as a credible source 
who understands what it’s like to walk in your 
prospects’ shoes.

2. Your prospects want direction. If they 
understood how to eliminate their problems, 
they would have never started searching 
for solutions. Don’t hesitate to share a little 
knowledge and give detailed instructions about 
what steps to take next.

3. Your prospects don’t like sales pitches. 
Unnecessary pressure makes sales pitches 
repulsive, but you make your message welcome 
when you focus on educating, establishing trust, 
and involving your prospects in your marketing 
efforts.

4. Your prospects are already inundated with 
messages. Your copy is just another collection 
of claims unless you do something to prove your 
promise – and make your marketing message 
memorable. Don’t hesitate to try an approach 
that’s different from your competition.

5. Your prospects are afraid of the unknown. If 
you don’t clearly communicate what happens 

after moving forward with your offer, then your 
prospects are less likely to respond. Use your 
writing to help them visualize what it’s like to 
work with you or use your product or service.

6. Your prospects have an internal timeframe 
for coming to a buying decision. You can’t 
determine how long it takes your prospects to 
gather information, analyze the data, and pull 
out their wallets – that decision is based on 
personal comfort. However, deadlines will often 
speed up the process.

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

The Place Where Entrepreneurs Come To Grow Their Business™
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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: “Charlie, it seems like everyone gets 
bombarded with marketing messages over the holidays. 
I’d like to send an email during those times, but I’m 
afraid to upset my customers. Am I being paranoid?”

ANSWER:

First off, I commend you for valuing your 
relationship with your customers instead of looking 
at them like walking dollar signs!

That said, if your emails are designed to add value, 
entertain, or provide your customers with a preferred 
benefit – 
there’s no harm 
in emailing 
them over the 
holidays.

Now, rather 
than me 
giving you my 
opinion, let’s 
see what the 
facts say…

According to 
Tom Sather of 
Return Path, 
while people 
got 10-20% 
more marketing messages during the holidays, 
they still engaged with their email at the same 
rate (22.8%) – and spam complaints remained low 
(.63%).

In other words, there’s no harm in emailing during 
the holidays – and I’d encourage you consider doing 
so. But like all marketing, it’s important that you 
keep track of your open rate, click through rate, and 
your revenue – general statistics are a good guide, but 
the statistics behind your own efforts mean much 
more.

In your corner,

 

Charles E. Gaudet II

Founder of PredictableProfits.com

The Place Where Entrepreneurs Come To Grow Their Business™
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When Paying MORE Is A Good Thing

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 of my friends in sales, as well as renowned 
leaders in the joint venture industry, frequently 
complain about changing commission structures that 
limit their earning potential - changes for the sake 
of further lining the pockets of the companies they 
represent. 

Think about the message this sends to your revenue 
partners: we care more about us (and our profits) than 
we do about you.

You see, common business theory taught throughout 
any number of MBA programs is to cut expenses to 
grow profits – but this thinking is backwards and 
demotivational.   

I guess you could say it’s sort of like taxes… The 
more you earn, the more you’re taxed. What would 
happen if the opposite was true? The more you 
earned, the greater your incentive?

I wonder what would happen… (I have a sneaking 
suspicion that Ayn Rand might agree)

I learned quickly that if you change your mindset 
from trying to find ways to dupe your income-
producing partners into accepting less money, and 
instead make it your mission to find ways to pay 
them more money, they’ll see you as sitting on the 

same side of the table as them - and work even 
harder for you.

In fact, when you make your revenue partners a 
priority, a funny thing happens – they make you a 
priority too – and everyone wins.

For example, I’ve made it abundantly clear to my in-
house sales ninja, Guy, that it’s my personal mission 
to line his pockets with serious amounts of green. 
I’m talking about filling his pockets up with so much 
cash, he’s gonna need to buy new pants just to hold it 
all! And because it’s my goal, I’m giving him all the 
tools, resources, and opportunities necessary to make 
that happen for him.

Guy knows I’m serious, and in return, he worked 
every day during the month of February (seven days 
a week), with the exception of just two days. He 
started his day around 9am, and frequently ended his 
day around 8pm.

Did it pay off? You betcha.

And even though he “worked like a dog,” he was 
inspired by a mission and was extremely proud of his 
results (as was I).

This is a true testament to empowering your revenue 
partners by giving them more, rather than trying to 
chew them down to accept less.

Will it work for you? I suspect you’ll be surprised at 
the results, the positive attitudes, and the inspiration 
it will bring to your team.

As the saying goes: give people what they want, and 
they’ll give you what you want.

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

 BOLDNESS 
WORKS 

Turning people 
away seems 

counterintuitive to 
most entrepreneurs, 
but bold marketing 
that appeals to your 
niche should NOT 
be for everyone…

(PAGE 1) 

DEFEND YOUR 
POSITION

Even if you’re at the 
top of your market, 
it’s no excuse to rest 

on your laurels. If you 
want to stay where 
you are, you need to 
be preemptive with 

your efforts.
(PAGE 1)

HERO SHOTS
The images you 

choose make a bigger 
difference than you 
think. What are you 
portraying in your 

pictures? 
(PAGE 2)

REPRESENT 
THE RESULT

The image you 
portray (and we’re 

not just talking 
about pictures here) 
has to be relevant to 
your prospects - you 
should be showing 

what it’s like to 
achieve the results 

you provide.
(PAGE 3) 

MAKE IT 
USEFUL

People don’t really 
like being marketed 

to - but they love 
being informed and 
entertained. Make 

your messages useful 
and relevant to your 

prospects if you 
want them to pay 

attention. 
(PAGE 6) 

PEOPLE 
DON’T CARE 
ABOUT YOU

Always remember - 
no one cares about 
you, your company, 

or your product. 
All they care about 
are results and the 
solutions to their 

problems. Advertise 
results.

(PAGE 8) 

OFFER 
GUIDANCE

If you’re claiming to 
be an expert - with 

the answers that 
will achieve results 
for your customers 

- don’t be afraid 
to offer guidance, 

instruction, or advice 
on the next steps to 

take. 
(PAGE 9) 

NO HARM, 
NO FOUL

If you’re worried 
about when/how 

you’re sending 
marketing material, 
do some research! If 
the facts don’t shoot 
down your idea, go 

for it! 
(PAGE 10) 

5

10

TRUST THE 
RESULTS

Your assumptions 
about a piece of 
marketing and 
how it actually 

functions might not 
be the same… Test 
everything, and let 

the results speak for 
themselves.
(PAGE 5) 

PAY YOUR 
PEOPLE MORE
So many people try 
to cut costs to boost 

profits - instead, 
pay your people as 
much as possible… 
The incentive boosts 
work ethic, and your 
revenue along with 

it…
(PAGE 11)
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Members-Only Announcements

• Right now, we’re working on another product 
about the mechanics behind marketing 
millions. You’ll receive this product as a 
preferred member benefit as soon as it’s 
released.

• April 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:

April

April 1st - April Fools

April 3rd - World Party Day

April 5th - Easter

April 7th - National Beer Day

April 11th - National Pet Day

April 15th - Income Tax Day

April 16th - Get to Know Your Customers Day

April 19th - National Garlic Day

April 22nd - Earth Day

April 24th - National Teach Your Children To Save 
Day

April 26th - National Pretzel Day

April 30th - Adopt A Shelter Pet Day
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April Weekly Observances

1st - 7th - Laugh at Work Week

4th - 12th - National Robotics Week

12th - 18th - National Library Week

18th - 23rd - Consumer Awareness Week

22nd - 27th - National Tattoo Week

April Monthly Observances

Alcohol Awareness Month

Car Care Month

Financial Literacy Month

Global Astronomy Month

International Customer Loyalty Month

National Grilled Cheese Sandwich Month

Physical Wellness Month

Stress Awareness Month

Good reasons beget good profits. Check April’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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