
Welcome to spring!

Here in New Hampshire, when 
you get a “balmy” 60 degrees, 
the energy and vibe of  our 
little seacoast community is 
outstanding! Crowds form outside, 
the stores are bustling, and people 
everywhere are smiling ear-to-
ear… An early spring is a reason 
gives “most” of  us to celebrate.

Most?

Well… Old Man Winter didn’t 
do the ski mountains any favors 
this year – with most suffering from 
icy trails, low attendance, and the high 
costs of  snow making.

Now, Albert Einstein said: “In the middle 
of  difficulty lies opportunity.” 

So did anyone take advantage of  this?

Killington Ski Resort used this 
opportunity to make “lemons out of  
lemonade” with a viral video that’s 
been shared on Facebook and across 
the media – and their strategic thinking 
allowed them to benefit from thousands 
of  dollars in “free advertising.”

Sure, this winter was a record low for 
snow in New England, but Killington 
found a way to capitalize on this 
“problem” to bring awareness to the 
mountain and welcome their spring 
activities.

You see, you and I are living in the 
greatest time in marketing history – 
now anyone with an iPhone can record 
a video, upload it on the internet, and 
has the potential to earn thousands (if  
not millions) in free advertising. So, the 
question is not: “Is it possible for you?” 
but now… “How is it possible for 
you?”

Something to think about… 

We’ve got a great issue for you this 
month – covering several topics that are 
essential to the long-term, predictable 
growth of  your company.

Welcome to spring & enjoy!

With gratitude,

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!”
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By  Charles E Gaudet II

Generating Predictable Profits With Your Marketing

Let me ask you a question: would you feel safer 
riding a bike using this wheel (Wheel A):

…or this wheel (Wheel B):

It’s probably a safe bet that you’d choose Wheel B, 
but why?

Because there are more spokes in the wheel, creating 
a solid, stronger frame for the tire, right?

Now, I use this metaphor because it represents the 
core of  The Predictable Profits Methodology™ - using a 
simple concept known as The Money Wheel™.  

As an entrepreneur, each spoke in The Money Wheel 
represents a new “profit center.” As a reminder, 
a profit center is anything that brings you 
new leads and clients. 

Example profit centers include: 

• Joint Ventures
• Referral Systems
• Risk Reversal Strategies
• Telemarketing
• Outside Sales
• Public Relations
• Customer Re-Engagement
• Upsells
• Down-sells
• Cross-sells
• Point of  Sale Promotions
• Customer Communication Strategies
• Special Events
• Price Inducements
• Email Marketing
• Online Advertising
• Webinars/Teleseminars
• Product Launches
• Whitepapers
• Social Networking
• Print Advertising
• Television Advertising
• Radio Advertising
• Direct Mail
• Retargeting
• Word-of-Mouth

 
…and the list goes on.

And each idea here contains an infinite number of  
profit centers within each category. For example, you 
could create a different upsell offer for each major 
product/service or channel your company offers. 

The Place Where Entrepreneurs Come To Grow Their Business™
© Copyright 2016 Managed Marketing LLC   |  The Predictable Profits™ Insiders’ Club  |   www.PredictableProfits.com2

http://www.predictableprofits.com


Or, use different tactics (i.e. online advertising: PPC, 
CPV, native, social, etc.) within each category. Your 
options are limitless.

Yet... while this makes sense for most of  us, when 
we look at what’s driving sales in our business, an 
entrepreneur will typically admit that 80% - 100% 
of  their all sales are coming from only one or two 
“spokes” in the money wheel.

In fact, most entrepreneurs only 1-3 active profit 
centers in their business – and, yet, entrepreneurs 
call me all the time and ask me: “why is my business 
stuck and not growing fast enough?”  When we start 
opening new profit centers for them – growth starts 
to happen. 
 
For example, I spoke with a $3 million dollar office 
supply company who acknowledged that 90% of  
their sales resulted from organic SEO, while the 
remaining 10% was broken down between repeat 
business and word of  mouth.

At the time, the CEO felt he was invincible and that 
traffic would never go away…

Yet sadly, each time Google announced a new 
algorithm change, thousands of  entrepreneurs who 
found themselves on page one suddenly disappeared 
into cyberspace (and took their business with).   

…Just as it did for another entrepreneur, who went 
from being the #1 niche producer of  her service 
to nearly out-of-business when she woke up one 
morning to see her website disappeared from the top 
Google rankings.

This happens all the time, AND please 
note, this issue is not related to just 
organic rankings.  

Every profit center has the risk of  
evolving or being eliminated altogether 
due to algorithm, economic, policy, 
competitive, or technology changes…  
 
Which is one of  the many reasons why 
more “spokes” provide more 
“predictability.”

Let’s look at the facts:

At one time, the gold standard was the Yellow Pages 
(now, the old-fashioned paper phonebook is about 
as foreign as a rotary dial phone). Yet millions of  
entrepreneurs relied on Yellow Page advertisements 
to provide them with a constant flow of  business and 
leads… No one imagined that cash producing spigot 
would ever turn off.

…Then came the Internet and obliterated this 
media into its current, barely existing form.  

Telemarketers generated a significant profit 
center for B2C companies a decade ago by calling 
unsuspecting prospects at dinner-time in a desperate 
attempt to get a sale. Well, that worked for years 
- until regulators set up a “do not call” list and 
brought this industry to its knees.
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The same thing happened to faxes…

The list continues…

I had a client pay me $26,000 a month in 
performance-based commissions based on a simple 
Pay-Per-Click strategy I set up for him (if  he paid me 
that much, you can imagine how much more he was 
making!). This continued for many, many months… 
and life was good for both of  us.

Then guess what happened…

Google changed their PPC requirements, stopped 
showing my advertisements, and my commissions 
dropped by almost two-thirds… Followed by another 
change that reduced my commission down to a 
pitiful $1,500 a month.

Facebook, Bing, Yahoo… similar adjustments 
happened with them too.

Email also underwent changes…

Like when Google separated marketing emails 
from inboxes into a promotional folder… Then 
developed more ways to make it easier for prospects 
to unsubscribe…

Should we continue?

Once upon a time, customers would simply talk with 
a salesperson – getting all the information they needed 
in a simple conversation – and often make a decision 
there and then. Now look how mobile marketing has 
changed the way people comparison shop.

Newspaper and print advertising… The Internet 
and iPads changed all that.

When’s the last time you watched a TV commercial? 

Yup, DVR and On-Demand technologies changed 
that too.

Am I making my 
point clear? 
 
You can’t 
rely on a few 
profit centers 
– everything 
changes. The key 
is to develop many 
profit centers.

In fact, I read an interview with the CEO of  a 
billion-dollar company and the interviewer said: 
“Aren’t you afraid of  your competitors stealing your idea?”

His response is something I’ll never forget…

He said that he wouldn’t be afraid to give his 
competitors his entire business plan because his 
company is building new systems and new strategies 
on such a consistent basis. Even if  a competitor 
tried to enter the market, it would take them years 
to catch up to where they are now...  And the 
competition would always be years behind because 
they’re consistently building new profit centers all the 
time.

So, in addition to creating more ways to make more 
money, he’s also building a competitive stronghold.

Understand this: there are many ways to compete - 
by offering a better product, a better service, better 
pricing, better convenience, better guarantees, etc.  

Another way to compete is simply by creating better 
marketing systems.

You see, if  the majority of  your competitors 
are competing online, they’re missing all the 
opportunities available in the offline world. If  you 
do both, you’re reaching more people and acquiring 
more customers than your competition.

Look, even though you recognize that the Yellow 
Pages are no longer the profit producing beast they 
were in years past… I had an entrepreneur reach 
out to me just a couple years ago who admitted that 
his entire $3+million dollar-a-year business was still 
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solely generated from these Yellow Pages. 
 
Who would have thought?

The point is that there are opportunities 
everywhere…

You cannot build a healthy company on just a few 
profit centers. You must think in terms of  the longer-
term strategy – and with the right approach, it’s not 
as difficult as you might think.

It just takes a persistent daily and weekly 
focus on building this strategy to move your 
business forward… One step at a time.

Rest assured that 99.9% of  your competitors don’t 
do what’s necessary to dominate their markets. This 
gives you an edge.

To make this work for you, think about all the 
different ways you can generate more leads and sales 
for your business.  

 

(Image source: Infusionsoft)

And leveraging marketing automation tools, like 
Infusionsoft (for example), gives you the opportunity 
to build systems and profit centers into your business that 
will run automatically for you.

This means once you set the system up once, it 
keeps running!

Marketing automation is essential to 
compete today. Without it, it’s too tough to keep 
track of  what needs to get done (and when), and 
you’ll need to hire a small army to accomplish what 
an automated marketing platform can do for you.

For example, we helped a coaching client design a 
profit center that’s sole purpose was to reduce the 
amount of  cancellations to his subscription service… 
So we sent a series of  welcome emails from the 
system… And an automated email to our fulfillment 
house, who was instructed to send a special welcome 
gift in the mail. Everything happened automagically…
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Imagine the possibilities if  you had more of  your 
marketing systems on autopilot…

I coached the CEO of  a high-end restaurant on the 
systems he can use to track customer visits. This way, 
he could identify when a patron stopped showing 
up at his restaurant – and build an automated 
campaign to send an offer to bring the patron 
back (it’s part of  our Customer Re-Engagement 
Strategy).

You can create profit centers based on:

• Media - social media, email, website, 
online advertising, print advertising, 
direct mail, public relations, mobile, 
etc.)

• Specific Strategies - remarketing, 
pay-per-click, cost-per-view, white 
papers, on-demand webinars, Val-
Paks, remnant, etc.

• Sources - Google, Bing, Yahoo, 
Outbrain, Twitter, Facebook, Pintrest, 
LinkedIn, Taboola, Adroll, etc.

• Customer Journey - i.e. new lead, 
first-time buyer, repeat buyer, inactive 
buyer

• Frequency - special events, calendar 
promotions

• Niched to Specific Customer 
Segments - needs/wants, demographics, 
geographics, psychographics 

And the list goes on…

It’s easy to be overwhelmed by the shear number 
of  potential profit centers, so rather than trying to 
identify all of  them, it’s as simple as starting with 
one.   
 
“Which one?” you might ask… 

Start with the one that you’re most comfortable with 
and build from there. Keep in mind that building a 

profit center is much like drilling for oil. We follow 
best practices so we’re starting with odds in our favor 
(for example, you’d have a better chance striking 
oil in Texas than you would in Portsmouth, New 
Hampshire)… And we start by “digging a test pit” 
before going all in.

You start small, collect data, readjust, and scale as 
appropriate.

…And everyone goes through the same process, 
whether you’re a billion-dollar company or a small 
mom & pop business.

Of  course, you might also be thinking: “This sounds 
like a lot of  work!”

And you wanna know what? 

It is!

Sometimes the best competitive advantage 
you can have is to do the things your 
competitors won’t do… And most people are 
inherently lazy, or they just don’t know they need to 
do it.
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However, I can promise you this… The hardest thing will be to get started and stay on track with pig-headed 
persistence.

“The single greatest secret to success in your company: 

Pig-headed discipline and determination.” 
– Chet Holmes, one of  the world’s greatest salesmen

Yet let me remind you: 
there’s a core difference 
between working “harder” 
and working “smarter.” 
It’s essential we follow the 
latter.

Working smarter means 
knowing what’s working 
and what’s not.

And there are tools for 
helping you put the 
necessary tracking and 
monitoring in place to see 
what’s working relatively 
easily and simply. Tools 
like Google Analytics, Graphly.io (for Infusionsoft), 
Salesforce, Improvely, etc. all have tracking features 
for different purposes that will help you identify how 
well a system is working - and when it needs to be 
improved. 

I have a friend who spent years as an officer in the 
Navy working on a nuclear submarine. He said 
his main job was to simply monitor the dials and 
measurements of  all the nuclear activity on the 
submarine, and wherever necessary, make slight 
tweaks to ensure everything operated as planned.

Similarly, we want you to build your tracking 
dashboard, so with a quick glance, you’ll know 
you’re moving in the right direction.

Another question I get a lot is:

How often should you be creating a new profit center?

Ideally, you’ll have one new profit center created 
every month. If  that sounds too aggressive, set a goal 
for one new profit center a quarter – that’s only 4 
profit centers a year. 
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X

By  X

Why Your Prospects Crave Cures and Pass on Prevention

By Insiders’ Club Member, Tom Trush

When are you most likely to seek out a lawyer’s help?

After you get burned by a contractor who broke an 
agreement, or while price shopping contractors for a 
project?

I recently brought up this scenario with a client 
during an ad critique…

You see, the lawyer was hoping to convince business 
owners that they should hire him to review their 
suppliers’ contracts. The reason: courts interpret 
contracts differently than the average business owner.

Here’s an excerpt from the ad:

Contracts contain “terms of  art.” Those are words that 
have a meaning in law that 
differs from their everyday 
meaning. So when you read the 
contract, your understanding 
of  it will differ from that of  
the court. For that reason, your 
reading of  the contract is the 
same as not reading it at all.      

As you can see, the attorney 
saw his ad as a way to help 
prospects prevent future 
problems. 

Although logical, his thought 
process goes against human 
nature. We only want what 
we need now. 

Think about it…

If  I pitched you a powder 
to rub on your eyelids to ward off diseases such as 
glaucoma, trachoma, and macular degeneration, 
would you be interested – even though you never 
experienced these ailments?

I’m guessing it might be a tough sell.

However, if  you suddenly woke up blind this 
morning, and I offered you a similar product 
that promised to restore your sight, would you be 
interested?

Of  course!

In fact, you’d probably be willing to pay a 
pretty penny for the cure – much more than the 
preventative product.

Simply put, people prefer cures over 
prevention. 

Pharmaceutical companies know this fact well. After 
all, the Pfizer sales reps promoting that little blue pill 
certainly aren’t pitching prevention.

Do you think guys use Rogaine because they fear 
losing their hair at some point in their lives?

No way!

They have balding domes and want an instant cure.
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Listen, according to the World Health Organization, 
the pharmaceutical market is worth $300 billion 
a year worldwide. Why not take a cue from this 
booming industry?

If  you’re currently pitching prevention with your 
product or service, begin brainstorming ways you 
can turn your offer into a cure.

What difficulties does your product solve? How does 
your service eliminate specific problems?

Sure, you can still promote some preventive features, 
but you’ll often get more attention – and bigger 
sales – when you focus on your product or service’s 
curative benefits.

Keep in mind too, that the other challenge with 
promoting prevention is you immediately enter the 
convincing game. In marketing, this contest can get 
excessively long and super expensive.
 
Here’s an example that explains why: 

Since it’s an election year, let’s talk politics (a topic 
I often avoid). It amazes me how many people 
volunteer their political views in public with hopes of  
seeking support.

When someone pushes their political opinions on 
you, especially when those beliefs differ from yours, 
how do you feel?

It’s annoying, right? 

In some instances, you probably want to fire back 
with your opinions.

These feelings are due to the consistency principle. 
Once we make up our minds about an issue, 
we naturally prefer to stay consistent about 
that thought. 

In fact, when that belief  gets attacked, the instinctive 
reaction is to take a stubborn stand and fight 
stronger for your thoughts.

The greater the push, the stronger the belief  
becomes.

So when you try to convince people why they need 
what you offer, you fight a no-win battle.

The bottom line: sell the “good” your product or 
service does to solve problems, not the “bad” that it 
may prevent.

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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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!

Ask Charlie!

QUESTION: “Charlie, I’m a massage therapist and I was 
wondering, how can I get my clients to book more regular 
appointments?”

ANSWER:

Great question!

For starters, one of  
the biggest mistakes 
massage therapists make 
(and anyone in a service 
that has predictable 
and repeat business 
– i.e. salons, tanning, 
landscaping, painting, accounting, chiropractic, etc.) 
is the failure to book the next appointment before 
the customer walks out the door.

If  you leave it up to your customer to book when 
they’re ready, they’ll often forget. This alone will 
boost your profits.

…And once you do this for a while, and are looking 
for a ways to increase your booking rate, consider 
offering an incentive to people who book at the 
time the service is complete. A great example of  
this comes from the massage company Elements. See 
photo to the right.

You can also:

• Provide valued-education (i.e. newsletters, 
videos, fliers, brochures) highlighting the many 
benefits of  regular appointments

• Sell packages (or bundles) of  massages

• Reward programs

• Create a continuity program (a monthly 
membership)

• Offer incentives (i.e. free upgrade or product) to 
someone who became inactive in an attempt to 
bring them back

There are many opportunities… 

And while some can be pretty creative, the easiest 
(and often most effective way) is to just ask!

Hope this helps!

In your corner,

Charles E. Gaudet II 
Founder of  PredictableProfits.com
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THIS MONTH’S ACTION STEPS FOR DOMINATING YOUR MARKET

BUSINESS ACCELERATORS

1 2 3 4

6 7 8 9

HIDDEN 
OPPORTUNITY

Big problems 
can sometimes 
shine a light on 

opportunities - if  
you’re on the 

lookout for them. 
See industry-wide 
challenges as an 

chance to make a 
big splash!
(PAGE 1) 

SUPPORT
Would you rather 
ride on a wheel 

with one spoke or 
a hundred? The 

more “spokes” of  
support in your 

Money Wheel™, 
the more robust 
your business.

(PAGE 2)

ENDLESS 
PROFIT 

CENTERS
Inside of  every 
type of  profit 

center, there’s an 
infinite number of  

possible ways to 
implement each 

into your business. 
What will work 

best for you?
(PAGE 2)

TIMES 
CHANGE
Whether it’s 

technology or 
new laws, changes 

in systems or in 
public opinion, 
things always 

change. You can’t 
rely on one income 

stream for all of  
your business!

(PAGE 3)

IT TAKES 
WORK

Building a robust 
Money Wheel™ is 
no simple task, but 
it’s your willingness 

to do what other 
entrepreneurs 

won’t that 
separates you from 

the pack.
(PAGE 6)

SET IT AND 
FORGET

Not everything 
has to be a chore. 
Find ways you can 
automate portions 
of  your process to 
reduce the time 
you spend each 

day. It’s easier than 
you think!
 (PAGE 6)

START SMALL
When building 

new profit centers, 
you can leverage 
testing to your 
advantage. Try 

your ideas out on a 
small scale. Adjust 

to improve, and 
expand on what 

works!
(PAGE 7)

SELL THE CURE
People are far 
more likely to 

seek solutions to 
problems than 
preventative 

measures. Focus 
your offer on what 

it can solve right 
now.

(PAGE 8)

5

10

STAY AHEAD
If  you’re constantly 

developing new 
profit centers, 

you’re always a 
step a head of  the 
competition. Even 
if  they copy your 
ideas verbatim, 

you’ve always got 
the next thing up 

your sleeve!
(PAGE 4)

CATCH 
THEM IN THE 

MOMENT
For many service-
based companies, 
a huge way to nab 
repeat business is 
to schedule next 

appointments before 
the client leaves. 

Don’t overlook this 
opportunity!
(PAGE 10)
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Members Only Announcements

Insiders are proud to support:
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• 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!

APRIL

April 1st - April Fools

April 3rd - Don’t Go To Work Unless It’s Fun Day

April 7th - National Beer Day

April 11th - National Pet Day

April 13th - Thomas Jefferson Day

April 15th - Get to Know Your Customers Day

April 18th - National Golf  Day

April 21st - High Five Day

April 22nd - Earth Day

April 26th - National Pretzel Day

April 29th - International Dance Day

APRIL
WEEKLY OBSERVANCES

1st - 7th - Laugh at Work Week

4th - 10th - The Masters Tournament

10th - 16th - Spring Astronomy Week

16th - 24th - National Park Week

23rd - 30th - Money Smart Week

29th - 30th - National Pie Championships

APRIL 
MONTHLY OBSERVANCES

ASPCA Month

Genocide and Human Rights Awareness Month

International Customer Loyalty Month

National Grilled Cheese Sandwich Month

Physical Wellness Month

Workplace Conflict Awareness Month
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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. 

Centurion-Level Pay-For-Performance 
Consulting:  Application Only.  Must have 
annual revenues in excess of  $1,000,000. This 
is where Charlie will create, design, and work 
with you to deploy these marketing strategies 
directly into your business for a small retainer 
and a percentage of  the profit he’s able to 
achieve for you.

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