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Halloween is over and Thanksgiving is 
right around the corner… 

It feels like every year I’m saying “Wow, 
time flies fast!” – but this year, it seems to 
be propelled by high octane rocket fuel!  

A blink of an eye and 2015 will be over…

And as we move to 2016, the big 
question to ask yourself is: how will next 
year be different?

Einstein is famous for saying that the 
definition of crazy is “doing the same 
things over and over again, and expecting 
a different result.” What are you doing 
differently, next year, to assure different 
results for you? For your team? For your 
business?

Will you be deploying new technology? 
Bringing in sales training? Creating new 
profit centers? Releasing a new product? 

How will you drive more profits?

It’s never too early to make a plan. We’re 
asking this question to our clients right 
now, so they get a running head start 
into 2016… and the anticipation for an 
amazing year ahead is strong!

I’m excited because we’ve got some really 
amazing new resources (to be released 
in 2016) that will only further help you 
achieve even more predictable profits in 
the coming year. Stay tuned…

It’s safe to say that my team 
and I are fiercely committed to 
bringing you the GREATEST 
advantage possible as members 
of the Insiders’ Club and community 
members of Predictable Profits.

In fact, the best way to deliver a greater 
advantage to your clients is to come right 
out and ask them: how can we help you?

So, let me ask you…

What challenges, fears, and worries are you 
facing right now?

What would be possible if those challenges, 
fears, and worries were eliminated?

What opportunities would you like to 
capitalize on?

Please email me your answers to those 
questions at Charles@PredictableProfits.
com, and just maybe, your responses 
could be the focus of our next resource J

Enjoy this month’s newsletter… And in 
case I don’t say it enough: 
many, many, many thanks 
for your continued and loyal 
support. I really am so very 
grateful for you. Thank you.

With gratitude,
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“Action is the fundamental key 
to success.”      
– Pablo Picasso

“Entrepreneurship is living a 
few years of your life like most 
people won’t, so that you can 
spend the rest of your life like 
most people can’t.”   
– Anonymous

“Whenever you see a 
successful business, someone 
once made a courageous 
decision.” – Peter F Drucker

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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Entrepreneurs – especially those successfully pulling 
in millions of dollars a year – wouldn’t you agree that 
the idea of discussing “niches” sounds a little… shall 
we say… elementary?

If you said “yes” – you’re not alone.

In fact, years ago, I would have thought the exact 
same thing… 

However, you may be surprised that the lack of 
a niche - or worded another way, serving a more 
generalized market – is one of the most common 
ways business owners get “stuck.”

…And it doesn’t matter if you’re a startup or a 
multimillion dollar business.

I had a Platinum Business Coaching student who 
is a very successful internet marketer, bringing in 
several million dollars a year. She hired me to help 
grow her business to an 8-figure empire. Now, 
without going into too much detail, I’ll tell you this: 
when she started her business, she was very narrowly 
focused, and with a targeted approach, she took her 
business from startup to 7-figures in less than 5 years.

You’d think that by this point, she would have 
figured it out… 
But each time she 
grew, rather than 
expanding vertically 
on more ways to 
help her existing 
clients get closer to 
the ultimate result 
they were after – 
she expanded her 
market horizontally 
and broadened her 
market.

She became so successful, she forgot how she 
became successful in the first place.

She lost focus.

You see, each time she tried to expand her business 
and help another segment of buyers, she widened 
her market. As a result, she found herself working 
harder for less money – and the proof? 95% of her 
customers only ever purchased one product from her 
because they couldn’t see how the other products 
tied in with their original purchase.

Her approach was similar to that of a brain surgeon 
that says: 

“Portions of my clients have unhealthy brains because 
they are fat. Therefore, I will create a diet program to 
help them eat better - so they loose weight which will 
eventually help their brain. Oh, and because some of 
my clients also have unhealthy brains due to smoking, 
I’ll create a program to help them quit smoking.”   

She widened her market (becoming more 
generalized), rather then going deeper with her 
existing products and services.

Now, chances are you’ve heard the old saying: “the 
riches are in the 
niches.”  

This is typically 
followed up by some 
guy giving you the 
example of doctors 
and asking: “Who 
makes more money, 
a general practitioner 
or a brain surgeon?” 

The answer is 
obvious, right? 

8 Steps for Finding RICHES in the NICHES

By Charles E Gaudet II

http://www.PredictableProfits.com
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Sure. According to Recruiter.com, in 2015, the 
average general practitioner in the United States 
made $176,400 - compared to the average brain 
surgeon, who brought in $540,029.  

Specialists make 3 times more money 
than the generalists.

Many small accountants feel that everybody needs 
to get their taxes done, so they market to everyone - 
and are inefficiently investing their marketing dollars 
and efforts trying to reach a broad market.

Then there are accountants that have specialties 
(such as accounting for construction businesses, 
financial services, farmers, professional services, law 
firms, not-for-profits, etc.).

When I owned a multimillion dollar real estate 
development business, I used a specialized 
accountant because he specialized in construction. I 
assumed that he knew more about the industry than 
the “other guy” who claimed to know everything 
about every industry - and I happily paid the 
specialist over 4 times what I had previously paid the 
“one size fits all” accountant.

Accountants are not alone in this.

If you want to get paid more, specialize.

Look around you right now - we’ve entered the age 
where specialization is rewarded and generalization 
is commoditized.

Specialization has replaced generalization as a        
selling strategy.

• Instacart.com - A specialized internet grocery 
delivery that generated $100 million in revenue 
as of January 2015 (source: http://www.forbes.
com/companies/instacart/)

• Blueapron.com - A meal kit delivery service 
that has projected revenues of $500 million for 
2016 (source: http://www.forbes.com/sites/
alexkonrad/2015/10/14/inside-blue-apron-
and-the-meal-kit-rush)

• 4patriots.com - A provider of survivalist gear 
and equipment for preppers that brings in 

$6 million (source: http://nichehacks.com/
survivalist-preppers-niche-report/)

• Morphsuits.com - A maker of illusion-
based costumes that enjoys $3.5 million in 
revenue (source: http://www.bbc.com/news/
business-34504174)

• Cozy Cuts for Kids - A children’s hair salon 
that has reached $10 million in revenue (http://
www.sbomag.com/2014/06/moneymakers-25-
dream-entrepreneurs/)

• Wholesome Tummies brings healthy, 
farm-to-table cafeteria food to schools, and 
enjoyed revenue as high as $6 million in 2014 
(source: http://www.smtusa.com/case-studies/
wholesome-tummies.html - .VjzjEa6rRTZ)

• Dream Water developed as the “anti-energy 
drink,” and had revenue of a whopping $10 
million (source: http://www.bevnet.com/
news/2013/dreamwater-departure-coo-
porpiglia-leaves)

Heck, when I was a kid, we had about a dozen 
television stations… now there are hundreds! You’ve 
got a reality TV station, home improvement, history, 
military, etc. 

You’ve got PetCo (who just sells pet products), 
Staples (office products), and Home Depot (building 
products).

Chris Anderson (author of “The Long Tail”) argues 
that every year there are fewer mass market hits… 
and a growing trend among niche films, books, and 
bands. The same thing applies in business!

Of the top 100 professional service firms in America, 
the majority specializes in serving a particular service 
or market. General market practitioners are in a decline! 
(Source: http://www.ignitiongroup.com/propulsion-
blog-post/your-place-in-the-age-of-specialization/)

Tim Williams, Founder of Ignition Consulting 
Group (an agency devoted to helping advertising 
agencies create and capture more value) says: 

“If you want your clients to value you more, become 
more valuable. Choose an area of focus that allows you 
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to be paid for what you know, not just what you do; 
your head, not just your hands. In the sea of sameness, 
be a lighthouse.”

Consumer behavior demonstrates that 
people generally believe a SPECIALIST 

knows more about a particular subject 
than a GENERALIST; therefore, we will 
happily pay more for specialized services.

You create a strategic advantage by being an inch 
wide and a mile deep - rather than a mile wide and 
an inch deep.

Metaphorically, think of a sheet 
of ice. The thicker the ice, the 
more strength it has… 

The more ways you serve your 
clients by going deep with 
your product offering, the 
more strength you have in your 
business.

Specializing creates an aura of 
superiority that immediately 
differentiates you and your company from all the 
other run-of-the-mill competitors. You position 
yourself as an authority.

Another coaching client of mine earns 8 figures a 
year, and is recognized as one of Inc.’s 500 fastest 
growing companies. We’re working on a plan to take 
this company to $50 million within 5 years, and in 
doing so, I spoke with one of his ideal clients (who, 
individually, could contribute $100,000 a month to 
my client) who said that the most enticing factor of 
my client’s business is his focus on a specific need.  

You see, when you go too wide and generalize 
yourself, you lose your identity and your potency as 
an expert. You get stuck because your prospects begin 
to wonder: who are you? What are you really an expert 
in? 

When this happens, you no longer become the 
obvious choice. Instead, you’re forced to fight for 
positioning and each sale.  

If you’re too general, people get confused about what 

makes you the best.

Write this down: the key to finding riches in the 
niches is to solve a specialized problem to a very 
specific market.

A niche is a big part of positioning yourself as the 
obvious choice.

Note the differences between a niche market and a 
target market.

A target market is the group of people you promote 
your products and services to.

A niche market is the 
specialized problem you’re 
solving for your target market.

I have a friend who’s the top 
electrician on the seacoast. He 
rose to market dominance – but 
not because he was the best 
marketer or the had the best 
electrical skills in the business 
(though, I’d argue he likely 
does). His rise was due to the 

fact that his market had a specialized problem, and 
he was the first one to strategically position his 
business as the only one to specialize in fixing it. 

You see, the seacoast (where Nate owns his 
business) is largely composed of your typical old 
New England homes… many dated as far back 
as the 1700s and 1800s. His competitors market 
themselves as specializing in new/existing homes, 
additions, renovations, and new construction. Now, 
let’s face it: electricity is electricity. For the most part, 
any certified electrician can adequately complete 
just about any job. And while that’s true, it’s not 
perceived as equal to all people – especially those 
who don’t understand electricity.

So, when Nate started his electrical company, he 
made one big, bold statement: “Specializing in Old 
Homes.”

This simple, 4-word sentence instantly positioned 
him as the leading electrician and authority for 
electrical service on old homes. No one else made 

http://www.PredictableProfits.com
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this claim. Sure, some people consider a home built 
20 years ago to be “old,” while others looked at a 
home built in 1798 as old. It didn’t matter – people 
called Nate in droves. 

As expected, competitors copied Nate’s positioning 
- but he was the first, and made everyone else work 
twice is hard, trying to dethrone the king of the 
mountain.

Write this down: people don’t buy products/
services - they buy solutions to their problem.

In other words, they’re not hiring Nate as an 
electrician. They’re hiring Nate because they have a 
perceived problem related to their old home.

You don’t hire a carpet cleaner - you get someone to 
clean your carpets because your dogs soiled them.

You don’t hire a business coach - you find someone 
who can help you get your business “unstuck.”

You don’t buy a TV - you want a unit you can use to 
entertain your friends while watching a big game.

You don’t buy a Mercedes - you want a car that says 
you’re successful.

Are you following me?

You need a starting point that’s very focused and 
narrow… Then, once you’ve earned their trust and 
dominated your market by going an inch wide and 
a mile deep, you can begin to expand to others one 
inch at a time. Note that Nate didn’t widen his niche 
by saying: “Well, since I’m here and I already know 
how to swing a hammer, I might as well advertise 
myself as doing construction as well.”  

Dan Kennedy says you want to…

“Compete in a market of one.”
The authors of the best selling book “Blue Ocean 
Strategy” say that you want to strive to create 
an uncontested market space while making the 
competition irrelevant.

Nate did that. By being the only electrician who 
specialized in old homes, he dominated his market.

What’s it going to take to position you as the 
obvious choice?

Keep in mind, these questions are focused on 
maximizing profit for existing business owners 
(not startups). And to giving credit where credit is 
due, many of these questions are inspired by Dan 
Sullivan’s “Master D.O.S. Analysis.”

Begin by answering this question:  

1 – Who are your 5 best customers (see “Finding 
Your Ideal Client” in October 2015’s issue)

Example:

•	 ACME, Inc.
•	 XYZ, LLC
•	 ABC Corp.
•	 Santa Clause & Co.
•	 Frosty & Associates

2 – What are the common characteristics of each 
customer?

Example: 

•	 Existing business owners (3+ Years)
•	 Business isn’t growing fast enough
•	 Revenue around $10 million
•	 Focused on winter revenue sources
•	 Parent of school-aged children
•	 Challenges with seasonality

3 – What are their biggest fears, worries, 
and concerns that need to be eliminated?

Example: 

•	 Not enough business in summer months
•	 Competition increasing
•	 Downward price pressures due to Chinese 

manufacturing
•	 Don’t know what marketing is working 
•	 People not believing in the spirit of 

Christmas

http://www.PredictableProfits.com
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4 – What opportunities exist for your 
Customers once their fears, worries, 
and concerns have been eliminated?

Example: 

•	 Steady, predictable, and reliable income
•	 Reinvestment into new technological 

innovations
•	 Improved market share
•	 Create higher quality toys that last longer 

and provide happier customers
•	 Higher ROI with marketing efforts

5 – What strengths exist with your 
customers to realize these opportunities?

Example: 

•	 Under-utilized database of prospects
•	 Children truly want to believe in the spirit 

of Christmas
•	 Joint ventures with other businesses should 

be easy
•	 Long history of success and endorsements 

from people of influence
•	 There are many giving opportunities 

throughout the that can be capitalized on
•	 Communication with prospects is welcomed
•	 Elves make great sales people (just need 

training)
•	 Leadership maintains great vision

6 -  What are 3 specific problems you solve that 
eliminate these dangers, capitalizes on these 
opportunities, and maximizes their strengths? 

Example: 

•	 Reduce seasonality
•	 Increase marketing ROI
•	 Position as obvious choice among those who 

can afford it

7 -  What’s the ultimate result your customers 
experience when working with you?

Example: 

•	 Predictable and reliable profits

8 -  Create your Core Value Statement (your target 
market)

I work with existing business owners that sell 
winter-related products/service to parents 
{IDEAL CLIENT} (see October 2015’s Issue 
“Finding Your IDEAL Client”) by specifically 
helping them to reduce seasonality, increase 
marketing ROI, and eliminate price comparison 
{3 PROBLEMS YOU SOLVE} so they can enjoy 
more predictable and reliable profits {BIG VALUE 
STATEMENT}.

Now that you answered your Core Value Statement, 
you have your target market.

We’ll dive deeper into your Core Value Statement 
when we go into the Predictable Profits Formula for 
positioning your product/service to sell - however, 
this is where we go deep into The Growth Factor™ 
question. Look at your Core Value Statement and 
ask yourself:

“What can I offer my customers or clients that will 
give them a greater value, advantage, benefit, or 
experience to help them achieve the ultimate result 
they are after?”

Until then, look at your business – the products/
services you offer – and think about these questions: 
Are you working inside of your Core Value 
Statement? What markets, products, or services 
need to be eliminated in order to create sniper-like, 
precision focus on driving core value to your target 
market?

This will get you one step closer to getting you 
“unstuck” and positioning you as the obvious choice 
in your market. 

http://www.PredictableProfits.com
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As an entrepreneur or executive, you likely feel that 
your work as a marketing writer could be improved. 

The problem, though, is you don’t have time in 
your schedule to comb through books, courses, or 
trainings. 

Fortunately, with a little practice – especially on 
the changes that have the greatest impact on your 
skills – you can quickly start creating more effective 
marketing materials.
  
Here are 5 places to focus your attention: 
 
1. Push the outcome, not the features

It’s easy to write about how your product or service 
can “save time” or “save money.” These claims have 
even become a crutch for many copywriters and 
marketers. 

In fact, Joanna Wiebe, author of the Copy Hackers 
series of copywriting guides, calls these phrases “lazy 
messaging.” The problem with this type of messaging 
is that it’s too common. Your message never stands 
out.  
 
Rather than talking about the technical details 
and features of your offer, shift your focus toward 
your readers’ ideal outcome. What experiences and 
feelings do they want and why? What impact do 
they want your product or service to make in their 
lives? 

By asking these questions, you’ll address your readers’ 
deeper needs, rather than just checking off a list of 
repetitive features. 
 

Consider the general brand messaging behind 
charity: water, the non-profit that helps provide 
clean water in developing countries. Rather than 
always using imagery or words that tell the tragedy 
of communities living without clean water, they push 
attention toward a positive end result. 

Here’s a excerpt from their website: 

“When a community gets access to clean water, it can 
change just about everything. It can improve health, 
increase access to food, grow local economies, and help 
kids spend more time in school.” 

 
Also, rather than forcing a list of features on readers, 
such as the number of wells or pumps they could 
fund, charity: water talks about the impact of donors’ 
contributions. 

After all, people don’t donate to charity: water 
because they have a burning desire to buy wells and 
pumps. They do it because of positive changes they 
can contribute to a community. 
 
So, why does this work? 

According to a recent study published in the Journal 
of Advertising, mental pictures of a promised positive 

5 Ways to Write Better Marketing Materials in Less Time

By Insiders’ Club Member, Tom Trush

http://www.PredictableProfits.com
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scenario help persuade people to change 
their intentions. The stronger and more 
positive the mental picture, the easier you 
make it for prospects to be transported into 
the world you’re building (so they can “buy” 
into your vision). 
 
2. Tell stories

 
 
Whether writing an email, website content, 
or a direct mail piece, making it compelling 
or persuasive depends on one factor: 

Your story. 

Not just any story will do, though. A truly 
persuasive story takes readers from their current state 
to the world you create with your words. 

Psychologists Melanie Green and Timothy Brock 
are recognized for their extensive research on stories’ 
persuasive powers. Their studies show that, as long as 
a story successfully transports a reader, it can cause 
a change in views or attitudes (to more consistently 
align with the story), regardless of whether the story 
is fact or fiction.

What does this mean for you? 

While a positive end result is a great place to start 
your marketing message, you should also include a 
fully realized story. According to Green and Brock’s 
research, your story should create excitement and 
cause readers to feel uncertain about the ending (so 
they keep reading). 

Also, include a “model” in your story - a character 
your reader can mimic by following behavior and 
attitude changes. 
 
Zapier, an online software company, features an 
impressive collection of customer stories on their 
website. These stories often follow a common 
template … 

A customer encounters a complex problem in their 
business processes, and then, after creating a solution 

in Zapier, now spends more time doing the work 
they love (read a few detailed case studies here: 
https://zapier.com/zapbook/case-studies/).

Framing customer stories in this way, rather than just 
through vague testimonials, provides stronger proof. 
More importantly, prospects can see themselves in 
the profiled clients. 
 
So next time, think about how you can use a story to 
frame your marketing message. It may mean more 
work, but the results are backed by science. 
 
3. Anchor your claims in facts and data

Strong credibility is critical to supporting your 
stories and promises. Statistics and science-backed 
research are an effective way to handle this task. 

According to Chip and Dan Heath, authors of Made 
to Stick, these concrete details add credibility to you 
(as the writer) and your marketing message. 
 
Slack, a collaboration and messaging tool for 
teams, offers an example of this approach in action. 
Though they pack their marketing messages with 
outcome promises – such as “make your working life 
simpler, more pleasant and more productive” - their 
homepage (at http://www.slack.com) also shows 
several charts and numbers. 

http://www.PredictableProfits.com
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For example, a bar chart details how teams using 
Slack report a 25.1% reduction in meetings and 
a 48.6% reduction in internal emails. Displaying 
hard facts like these boost credibility because the 
messaging is backed by data. 
 
So, when crafting your marketing messages, once you 
figure out your prospects’ desired outcome and work 
in a story or two, review your claims and support 
them with data. You can use your own research 
(like Slack) or cite academic research and statistical 
findings.  
 
4. Improve one thing at a time

 
 
The Japanese have a business philosophy called 
“kaizen,” or creating change through continuous 
small steps. A process like this for writing is often 
more sustainable than trying for a big change all at 
once.  
 
For example, when writing new website content, 
don’t try to knock out every page all in one sitting. 
Work on individual sections during several shorter 
time periods. 

Forming this tiny habit can increase your odds 
of completing the project, instead of feeling 
overwhelmed and putting if off for another day. 

Keep in mind: you can also apply kaizen to other 
areas of your business.
  
5. Deconstruct the work of great writers

 
 
Ever visited a museum and seen student artists 
copying the paintings on display? For them, this is 
an exercise in studying from old masters, mimicking 
their approach, and learning practical lessons along 
the way. 

Benjamin Franklin improved his writing this way, as 
did journalist Shane Snow. 
 
Whenever you see a piece of writing you can’t ignore 

– whether it’s a sales letter, email, or advertisement – 
analyze what kept your interest. 

 
What was the headline? How did the writer start the 
piece? How did it end? What transitions were used 
to move from one thought to the next? What was 
the offer?

Once you have these answers and work in the 
above concepts, you’ll notice yourself writing better 
marketing materials in no time. 

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!

QUESTION: “Charlie, what’s the biggest problem 
you’ve seen when creating a marketing funnel?”

ANSWER:

Great question…

The #1 mistake is easy. It is, in short, no marketing 
metrics. 

As a marketer, you live and die by data. Not having 
facts supporting your hypothesis of why something 
is working (or not working) is like a pilot flying at 
night without instruments. At a minimum, you need 
to know conversion rates, the value of a customer, 
and the value of a lead.

And with metrics comes optimization and testing.

I was just talking with a coaching client who 
suggested his emails weren’t converting enough 
customers… However, he didn’t know how many 
people went to the sales page, or the conversion rate 
based on those visitors. In other words, the problem 
might not be with the emails, but with the sales 
page.

Guesswork is the cancer of the marketing world.

Do everything you can to eliminate any and all of 
your guesswork.

Even if you have metrics (like Google Analytics) 

installed on 
your sales page 
and can track 
conversions – if 
your sales page 
isn’t converting as 
well as you’d like, 
do you know why?  

If it’s a video 
sales letter, 
do you know 
where people are 
dropping off? 
Wistia has great 
tools that track 
just that…  

If it’s a long 
copy sales letter, do you know how far down the 
page someone is going before dropping off? You can 
install a heat map, like one form HotJar…

Meticulously tracking your metrics is one tactic that 
will have an immediate impact on your bottom line.

Hope that helps!

In your corner,

Charles E. Gaudet II 
Founder of PredictableProfits.com

Ask Charlie!

http://www.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

TO THE 
FUTURE…

What do you have 
planned for 2016? 
Get moving now 
to make it your 
best year ever…

(PAGE 1) 

JUST ASK
Sometimes the best 
way to get to know 
your customers is to 
ask them questions! 

Find out what 
they’re really after - 

and deliver.
(PAGE 1)

NARROW 
AND DEEP

Intimate 
knowledge and 
a narrow niche 
will always be 

better than broad, 
thin-spread 

generalizations. 
Dominate your 
market with this 

simple fact…
(PAGE 2)

BE A 
SPECIALIST

Figure out what 
you do best - what 

you know best 
- and offer that 
to your clients. 
Specialization 

earns more respect 
and revenue.

(PAGE 3) 

MARKET OF 
ONE

What can you 
do to be totally 
uncontested in 
your market? 

What makes you 
truly stand out?

(PAGE 5) 

DETAILS, 
DETAILS

Spend the time to 
lay out everything 

you know 
about your best 
customers (and 

what they want). 
Knowing the 

specifics is critical 
to success.
(PAGE 5) 

TELL A STORY
Give your 
prospects 

something to 
identify with. 
Illustrate the 

realities of doing 
business with you 
in vivid detail…

(PAGE 8) 

STUDY THE 
GREATS

To improve your 
marketing, study 
the work of the 
most effective 
messages you 

encounter. What’s 
working so well? 

How can you 
emulate it?
(PAGE 9) 

5

10

SELL 
SOLUTIONS

People buy 
products to solve 
their problems, so 
sell them on the 
solution, not the 

details.
(PAGE 4) 

DATA IS 
EVERYTHING

If you aren’t 
tracking as many 

metrics as possible, 
you’re leaving 
money on the 
table. It’s that 

simple. You can’t 
know if anything 

works without 
data.

(PAGE 10)

http://www.PredictableProfits.com
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Members-Only Announcements

INSIDERS ARE PROUD TO SUPPORT:

http://www.PredictableProfits.com
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• December 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!

December

December 2nd - National Salesperson Day

December 5th - International Ninja Day

December 8th - Pretend To Be A Time Traveler 
Day

December 10th - Nobel Prize Day

December 15th - Cat Herders Day

December 17th - Wright Brothers Day

December 21st - World Peace Day

December 25th - Christmas

December 26th - National Thank-you Note Day

December 30th - Bacon Day

December Weekly Observances

1st - 7th - Cookie Cutter Week

4th - 10th - Computer Science Education Week

10th - 17th - Human Rights Week

16th - 24th - Las Posadas

26th - 1st - Kwanzaa

December Monthly Observances

Aids Awareness Month

National Impaired Driving Prevention Month

National Write A Business Plan Month

Universal Human Rights Month

http://www.PredictableProfits.com
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Good reasons beget good profits. Check 
December’s calendar posted inside of the Insiders’ 
Club Members’ Area online.

Don’t forget to log into the Insiders’ Club Exclusive 
Members’ Area for more business growing tips and 
information! If you have not received your username 
and password, please email Charlie’s assistant Mike 
(mike@predictableprofits.com), and he’ll get that 
out to you as quickly as possible. This is a WIP 
(work in progress), and we’ll constantly be adding 
more material to massively increase the value of your 
membership.

Ways To Maximize Your 
Predictable Profits Experience

 

Million-Dollar Roundtable: Invitation Only.
Must demonstrate proficiency in the Predictable 
Profits Methodology and have an annual income of 
$1,000,000 or more. 

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

Platinum Business Coaching:  Application Only. 
Receive an individualized, custom session dedicated 
toward understanding and creating actionable 
strategies to grow your business and dominate your 
marketplace.  

Insiders’ Club V.I.P. Member Benefits:
-	 Monthly Insiders’ Club Newsletter
-	 Quarterly Group Presentation
-	 Restricted Access Website
-	 Exclusive Members’ Only Blog
-	 PLUS MORE!

http://www.PredictableProfits.com
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