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Imagine looking into the eyes of a 
person that’s about to die…

A person who is a dear friend and a 
mentor…

What would you say? What questions 
would you ask?

Sadly, this was my experience this 
month.

My friend Jim, who is suffering from 
an incurable and terminal cancer, was 
told by the doctor that he has only 
months to live. When I heard the news, 
I cleared my schedule to spend the day 
with him.

During one of our many heart-felt 
conversations, my dying mentor saved 
the most important lesson for last…

He said he’s achieved every major 
goal he set for himself: great family, 
wonderful wife, home on the ocean, 
multimillion-dollar business, private 
plane, etc., and takes comfort in 
knowing that he’s going out on top. 
However, he said not to judge the 
quality of his life by the goals he 
accomplished...

Rather, he said that achieving these 
biggest life goals was an interesting 
dichotomy between how he should have 
felt and how he actually felt.

You see, he said when you dream about 
owning your own private plane for 20 
years, and you actually get it – while 
it feels good to finally have it, it’s not 
nearly as orgasmic as one might expect.

This reminds me of a lesson I learned 
from Dan Sullivan called “Living in the 
Gap.”

It’s the gap between where you are now 
and where you want to be in the future.

While it’s okay to have a goal, the 
problem is that no matter how close you 
are to achieving it, the gap remains the 
same.

Look at it as the old “carrot-and-stick” 
metaphor. Let’s say the carrot is on the 
end of a 4-foot stick – as you move 
forward, so does the carrot. In other 
words, you’re always 4 feet from the 
carrot. 

I remember in college when I set a goal 
of saving $10,000… Once I finally got 
there, I felt like it wasn’t as big of a deal 
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as I thought, so I set a new goal of $20k… Then 
$50k… Then $100k… Then $250k… And onward 
(you get the picture).

I was never truly “satisfied” because I, like most 
A-type entrepreneurs, was always chasing the 
carrot…

So, what do you do about it?

According to Jim, the most important lesson he 
could leave me with is to focus less on the goal as 
the ultimate outcome, but rather on the journey.

He asked: “Tell me, in order for you to be extremely 
happy and fulfilled when you reach ‘xyz goal,’ what 
would your ideal journey look like? What’s an ideal week 
look like to you? What about an ideal day? Tell me.”

Granted, between my wife and I, we’ve invested 
many hundreds of thousands of dollars on personal 
development, so it’s a question that I considered 
on a more macro scale when I designed my life, 
on my terms, exactly the way I wanted it (i.e. work 
from home, work only with clients I like, etc.) 
Oddly, I never gave the details of my journey much 
thought… 

Until now.

You see, like many of us, Jim thought he’d live to be 
100 – yet if the doctors are right, he’ll only make it 
just over half way there…

And like many entrepreneurs with a lot on our 
plates, it’s easy for us to look at creating an “ideal” 
situation and put it off until the timing is better.  

But will it ever be better? After all, the carrot will 
always be 4 feet away…

So this month, we’re going to focus on “Finding 
Your Ideal Client.” But while it might appear by the 
title that your “ideal client” and the “ideal journey” 
are related – it’s just coincidence.

Often the topics of the newsletter are inspired by 
current events – and given that the discussion on 
“ideal clients” has popped into client conversations 
frequently this month, I wanted to share my 
thoughts with you.

Please read the article carefully and take copious 
notes – it’ll help you reel in better conversions, more 
leads, and a whole heck of a lot of more profits J

With gratitude,

http://www.PredictableProfits.com
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Many years ago (when I was just a kid), I 
went fishing at the end of our dock on Lake 
Winnipesaukee and asked my father for advice on 
how to catch a fish.

He said, “Kid, just put a hot dog at the end of your 
hook.”

At the time, I wasn’t aware that his “sage advice” was, 
at least in part, due to the fact that we didn’t have 
any worms in the house.

As luck would have it, however, it worked. I had the 
advantage of catching many perch with a hot dog.

Except there was a problem…

You see, perch are traditionally small fish. At best, 
the ones I caught were between half a pound and 
one pound, but I had my sights on catching a bigger 
fish. I wanted a bass - a fish that was easily double or 
triple the size of a perch.

Unfortunately, it was as if the bass were mocking me. 
They’d swim up to my hook, smell the hot dog, and 
swim away. They weren’t interested in a hot dog – 
they wanted something else.

That’s the problem many business owners face today. 
In an effort to get more business, they bait their 
hook (or in the business world, you’d say “they make 
an offer”) and get a few prospects in the door, but 
their ideal clients aren’t converting.

Over the years, I’ve had people naively tell me that 
direct mail is dead, email is dead, print is dead, radio 
is dead, social media is dead… Just about every 
media you can think of – someone has told me that 
it’s “dead” because it didn’t work for them.

Remember this key point:  “Not every fish wants a 
hot dog.”  

To attract a bigger fish (even a whale), you need 
different bait – and this leads us into today’s 
conversation…

If you’re going to attract your ideal client:

1. It’s impossible to bait your hook correctly if you 
don’t know exactly what you’re trying to catch

2. Even when you do identify your ideal client, 
you have a statistically improbable chance of 
knowing what the right bait is…

 
Sounds like a real problem, right?

In a moment, I’ll show you how to easily answer 
these problems in a way that instantly puts you in a 
preeminent position in your marketplace. It’s likely 
that not a single one of your competitors is doing 
what I’m about to show you…

So, let’s start with the first issue:

“It’s impossible to bait your hook correctly if you  
don’t know exactly what you’re trying to catch.”

In order to figure out how to attract more of your 
ideal clients, you need to be able to identify who 

Finding Your IDEAL Client

By Charles E Gaudet II

http://www.PredictableProfits.com
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they are, what they want, what they don’t 
want, and how you can best serve them.

Now write this down: There’s always a 
smaller number of ideal clients than there 
are all clients. 

In other words, every market has a 
segment of buyers that are willing to buy 
more from you, in vastly greater amounts 
of quantity and price, than the average 
buyer.

As Pareto’s Rule says: 80% of your 
profits come from just 20% of your 
customers.

It’s a rule I heard people talk about for 
years, and like many people, I brushed 
it off as hearsay. However, this oversight 
likely cost me millions because, well, 
the Pareto Rule is true. 80% of your profits come 
from just 20% of your customers. Want to grow 
your business? Get more of those customers in your 
20%... I’ll talk more about this in a moment.

You see, when people do business with me, there is 
a segment of them who will invest in everything I 
create… and some will pay me as much as a million 
dollars for my services. So everything I do, from the 
writing of my book to the creation of my products, 
are designed to catch the attention of my next 
million-dollar client.

You see, that’s why everything - from the content I 
put out on my blog, to the emails I send out, to my 
messaging, etc. - is designed with one purpose in 
mind. To attract not thousands of little perch (which, 
by the way, I’m still grateful for), but to get a whale… 
That’s what substantially moves in the needle.

Apple builds a culture, a tribe of people who (ideally) 
won’t just stop at buying a simple iPhone.  They’re 
seeking to attract the consumer who’ll buy the 
iPhone, iWatch, iPad, iMac, and anything else they 
put out.

Now yes - by default, you’ll get many perch to take 
the bait, but unless you specifically target a much 
bigger fish, you won’t ever get the bigger fish to bite.

For me to help you create a winning marketing 
strategy like a do with my clients, we need to know 
very specifically: 

Who is your product/service for, and what are the 
psychological triggers that are going to influence those 

people to take immediate action?

This formula is broken into logical and emotional 
components that drive the buying decision. You may 
have heard, “people buy emotionally and rationalize 
logically.” A client of mine generated billions of 
dollars in process improvement for companies, and 
you’d think that from a logical perspective, that alone 
would be an easy sell… 

However, as we identified our ideal client and the 
bait we needed to attract the big fish – it came 
down to a marketing message that demonstrated 
how hiring my client would help their “ideal 
client” (a decision maker who was the head of their 
department) look better to their bosses.

Similarly, most people – when they think of selling 
something like computers – would stress all the 
features, hard drives, etc., creating a logical argument 
for why they are the best. However, they’re missing 
50% of the formula.

http://www.PredictableProfits.com
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And when none of their competition understood this 
fact, in addition to making a logical argument, IBM 
knew exactly what they needed to do to attract their 
ideal client and epitomized the axiom of “nobody ever 
got fired for buying IBM.”

Similarly, FedEx understood their ideal clients 
were the administrative assistants behind the 
top executives of Fortune 100 companies, so 
they appealed to them with the mantra: “When it 
absolutely, positively has to be there overnight.”

So, let’s start by identifying your ideal client…

For startup companies, this is as simple as answering 
the question: who do you want to serve?  

Do a little research to find out who is spending 
the most money on the product/service that you’re 
offering, and you’ll be able to build a solution to best 
meet the needs of those people - to get them the 
greatest advantage and benefit possible.

One such resource can be found at http://www.
JustMediaKits.com - a database containing 
thousands of magazine media kits that details the 
demographics of their readers, giving you further 
insight into who they are and what interests them.

Let’s use Predictable Profits for example.

As I flipped through many industry-related 
magazines like Entrepreneur, Success, etc., looking 
for what I believe to be a “market match” with my 
services, I came across Inc. Magazine.

The median age is 42…

Male/Female ratio is 67/33…

77% are business owners…

63% are risk takers…

They have an average net worth of $1.1 million…

…And so forth, giving me more detailed 
demographics on my ideal client.

Then I dive into the magazine and look for images 
(what they look like), advertisements (what they’re 
interested in), and comb around on their blog 
looking for popular content, topics, frustrations, etc.

...Which all allows me to better paint a picture of my 
ideal audience and what interests them.

For existing companies, this exercise is equally 
powerful.  

Remember what we talked about earlier: 80% of 
your profits come from 20% of your customers.

The quickest way to double, 
triple, and even quadruple your 
business is to get more of these 
customers.

Think about it… If you’re doing a 
million dollars now, with 20% of 
your customers providing 80% of 
your profits… If all you did was 
attract just 5% more of your ideal 
clients, your sales would instantly 
go up by $40,000!

http://www.PredictableProfits.com
http://www.JustMediaKits.com
http://www.JustMediaKits.com
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How much do you think it will really take for you to 
attract a mere 5% more of these ideal clients?

Well, throughout this article and the others I have in 
store for you, you’ll see how easy it really is…

Once you’ve identified who’s spending the most 
money with you, look for some common patterns:

• What products/services are they buying from 
you?

• How did they find out about you?

• What problem are you solving for them?

• Why do they continue to do business with you?

• What does your product/service mean to them?

• If applicable, what industry are they in?

The more information you gather from them, the 
better (in fact, I created two worksheets for you – 
Exhibit 1 and Exhibit 2 – in this newsletter. They’re 
also downloadable inside of your Predictable Profits 
Members’ Area).

I’ll say it again: the more information you gather about 
your ideal clients, the better.  

In my own company, I’ve gone so far as to put 
all the common characteristics on a 
mind map. I’ve got information about 
their demographics. For example, 
one indication of my ideal client - 
demonstrating they have an open-mind 
and are committed to their goals - is 
that they tend to invest in personal/
professional growth products. They also 
love their customers and want to serve 
them at the highest level. They have 
a positive, “can-do” attitude. They’re 
techno-literate (in other words, they 
know how to use a computer). They 
value trust and transparency. They 
love marketing and are obsessed with 
growing their businesses…  

Of course there’s more, but you get the idea.

Then we talk about the common “enemy,” or the 
common thing that drives my ideal clients nuts. It’s 
things like people who make excuses, “in the box” 
corporate executives, and companies who are “just in 
it for the money” instead of really creating value for 
their prospects.

I go into their frustrations – the types of fears, 
worries, and concerns that keep them up at night. 
This is important because, if I’m going to serve them 
at the highest level, I want to make sure I alleviate 
their frustrations to the best of my ability - within 
the context of my product or service.   

My ideal client has frustrations like feeling they have 
to work without ever taking a break or a vacation, 
because if they did – they’d feel like their business 
would fall apart. It’s also issues like customers being 
unable to find them, fighting price wars, getting 
poor repeat business, wasting time and money on 
advertising that fails, and feeling like their business is 
stuck. Perhaps you can relate to all or part of that…

I’ve identified their primary desires and added an 
image of my ideal man and woman. Heck, I’ve even 
given them names: Erin and Justin.

I have a crystal clear picture of my ideal client – and 
you need to have one too.

And I’ve included a worksheet for both B2B and 

http://www.PredictableProfits.com
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B2C businesses to help you obtain clarity on who 
exactly your ideal client is…

Now, on to point #2… 

This is often where I see many entrepreneurs get 
stuck. #2 reads: 

Even when you do identify your ideal client, you have 
a statistically improbable chance of knowing what the 

right bait is…

Robert Cialdini, Noah Goldstein, and Steve Martin 
wrote a book called: “The Small BIG: Small Changes 
That Spark Big Influence,” and they managed to prove, 
scientifically, that the longer you know someone, the 
less likely it is that you’ll be able to identify their 
preferences.

Let’s face it: if you’ve been in business for 10 years, 
you’d think you’d have a pretty good understanding 
of who your customers are, right?

According to Cialdini’s study, though, people had an 
accuracy rate of only 36% when they predicted the 
preferences of people they’d known for a decade.

In other words, you are NOT your customer, and you 
can’t assume you know them either.

In a million years, I never would have guessed that 
the majority of my one-on-one coaching clients 
say the reason they continue to do business with 
me is that I help them become better versions of 
themselves.  

Now, being a bit egotistical, I thought it was because 
they believed I was the top expert in growing a small 
business… However, while they did believe I was 
qualified, it was because I was the best at helping 
them become better versions of themselves - and 
in turn, helped them create better versions of their 
customers.  

As one client said: “Charlie, working with you puts 
a different spring in my step, and it’s because of our 
work together that I can’t wait to go to work in the 
morning.”  

So, what does that tell you about my ideal client? 

For one, it tells me that they put a high value 
on someone who helps them feel awesome. Of 
course, this is just one key ingredient that goes 
into my overall message to attract my ideal client. 
There’s more that goes into the entire formula for 
persuasion.

You need to know what the right bait is… 

This is the nucleus of your entire marketing strategy. 
It guides you on what headlines to write, what article 
topics to share, what products/services to offer, etc. 
When you’ve nailed the messaging, you’re attracting 
more of your ideal clients effortlessly, the sales cycle 
is shorter, the conversion rate is higher, you get 
more repeat business, your average customer value 
skyrockets, and your business is one step closer to 
dominating your market.

Take the time to do this exercise, and when you go, 
I think you’ll agree that it might just be the most 
valuable use of your time since you started your 
business.

Go to Your Members’ Area 
to download the worksheets!

http://members.predictableprofits.com
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If you’re a football fan, you’ve likely found yourself 
frustrated in recent weeks.

This aggravation, however, has nothing to do with 
your favorite team’s play on the field. Instead, it likely 
builds during commercial breaks.
 
You see, I have a feeling you probably noticed two 
startups saturating the airways with advertisements 
(to the point it’s almost annoying)...

DraftKings and FanDuel.

According to iSpot.tv estimates, the fantasy sports 
companies have combined to funnel $107 million 
into the networks’ coffers – just since Sept. 1. 

Nearly half that spending was during national NFL 
broadcasts on CBS, Fox, NBC, ESPN, and NFL 
Network.

DraftKings ads alone aired 16,259 times last month. 
Add up the airtime, and it comes to 135 hours and 
25 minutes of 30-second spots (or more than 5 ½ 
days of commercial messaging). Again, this is just 
during last month…

One thing is clear:

The advertisements used by DraftKings and 
FanDuel must be working. If they weren’t, we 
wouldn’t be seeing such relentless promotion.

Of course, the recent legal attacks have only 
enhanced exposure for both companies.

Here’s a look at the surge in Google searches for 
DraftKings (red) and FanDuel (blue) since football 
season started:  

 
Although I’ve grown frustrated by the commercials, 
as a direct-response marketer, I appreciate the 
method the two companies use to monitor response.

Watch any of their commercials and you’ll see 
a couple factors that make it easy to determine 
whether the advertisements are working.

(In case you’re not a sports fan, here’s a link to a 
sample commercial: http://www.ispot.tv/ad/Ak1x/
draftkings-fantasy-football-giant-check) 

Most notably, each one ends with an offer and a 
specific promo code. These change all the time.

My guess is that both vary based on network, 
location, and the time the commercials run - so each 
company can monitor which channels, locations, and 
times bring in the most new customers.

It’s amazing how few companies put tools in place 
to monitor ad response, especially offline. After 
all, it only makes sense that you should know if 
your advertisements are making a return on your 
investment.

So, as part of your offer, take a tip from DraftKings 
and FanDuel – use a special code, custom URL, or 
unique phone number. Each of your ads should have 

Lessons Learned from Two Startups 
Spending Millions a Month on Advertising

By Insiders’ Club Member, Tom Trush

http://www.PredictableProfits.com
http://www.ispot.tv/ad/Ak1x/draftkings-fantasy-football-giant-check
http://www.ispot.tv/ad/Ak1x/draftkings-fantasy-football-giant-check
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its own tool for monitoring and measuring response. 

Look around offline and you’ll notice most don’t. 
That’s because large amounts of advertising is done 
for branding purposes or “just to get the word out.”

As an entrepreneur or small business owner, your 
budget usually isn’t big enough to allow for this 
luxury. 

Here’s a typical branding ad:

A general branding ad often includes a logo, slogan, 
text talking about the company or product, and 
maybe a website address.

On the other hand, a direct-response ad often 
addresses the needs of the readers/prospects more 
than the company. It includes details about a 
problem and solution, and always has a specific call-
to-action.  

Here’s a direct-response ad:

You’ll notice a direct-response ad usually has more 
text. Now, of course, that’s not always the case… 

However, more text is often needed when you’re 
addressing a problem, introducing a solution, and 
persuading someone to take a specific action. 

After all, you only have one chance to persuade in 
your advertisements, so as the saying goes: “The more 
you tell, the more you sell.”

When creating direct-response advertising, I use 
an 8-point checklist. You may recognize these 
requirements from a piece I shared earlier this year 
titled “8 Items That Make ‘Dangerous’ Ads Deliver 
Leads.”

Here they are:

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

• Does this piece avoid the appearance of being 
an ad?

http://www.PredictableProfits.com
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• Is the message focused on the prospect, instead 
of the business?

• Is the piece too valuable to throw away?

• Does the piece have a headline that lures in 
prospects?

• Does the piece target a single audience?

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

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

American advertising pioneer Raymond Rubicam 
famously said, “The object of advertising is to 
sell goods. It has no other justification worth 
mentioning.”

Unfortunately, many entrepreneurs and business 
owners get too caught up in “building brand 
recognition” or “increasing awareness” to remember 
that your advertising should create measurable sales.

If it doesn’t, fix what you’re doing until it does.

So remember…

•	 You can’t get what you don’t ask for. 
Prospects will rarely do anything until 
you ask them, so a clear call-to-action is 
critical. Keep in mind: the next step doesn’t 
necessarily require your prospects to buy 
something. Have them take any action that 
moves them deeper into your sales funnel.

•	 Keep your conversations casual. If you 
wouldn’t say it during a discussion with a 
friend, keep it out of your advertisements. 
Write the same way you speak. Your 
“mission-critical, industry-leading solution 
for the next generation of vertically 
integrated manufacturers” is meaningless to 
prospects.

•	 Find the way to do it better. Almost anyone 
selling ad space wants you to believe your 
advertisement must be seen several times 
before prospects remember and respond 
to it. Don’t fall for this lie. If you’re not 
generating the leads (or sales) you need, 
keep testing different headlines, offers, and 
audiences until you find what works best.  

 

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

http://www.PredictableProfits.com
http://www.escapetheexpected.com
http://www.writewaysolutions.com
http://www.writewaysolutions.com
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, I’m trying to calculate the 
average lifetime value of my customers; however, they 
range in size. The top 4% of my clients are worth over 
$1,000,000 a year to my business, whereas 96% of my 
other clients range anywhere from $19 to a few 
thousand. I’m not sure this gives me an accurate 
representation of my average customer. What’s the best 
way of doing this?”

ANSWER:

Very good question!

For starters, 
it’s always a 
good exercise to 
determine the 
Average Lifetime 
Customer Value 
of ALL your 
customers. Then, to 
drill down deeper 
in situations where 
there is a big “fat 
tail” in the bell 
curve, I find that it’s 
best to break down 
the Lifetime Average Customer Value according to 
segments.

Such segments may include product/service type, 
industry, or demographic.

For example, I worked with an entrepreneur who 
owns a high-end construction company. He may 

renovate a residential kitchen for $80,000 while also 
working on a different commercial project worth 
over $2 million. To group these customers into the 
same segment would not give a fair representation of 
the “average” lifetime customer value, so he’d separate 
his clients into commercial and residential segments.

You see, the whole point of understanding the 
Average Lifetime Customer Value is twofold, it’s 
letting you know:

1)	  How much money you can afford to acquire 
a new customer

2)	 Trends in customer buying behavior

If you have a 500 members in a gym, averaging 
$50.00 on a monthly membership and $75 in 
supplements, t-shirts, and drinks – you’ll want 
to track your Average Lifetime Customer Value 
to find ways you can increase the customer value 
incrementally with gym members. If you have 
20 members paying $200 a month for a personal 
training session, that’s another segment.

Segments drill down deeper into giving you more 
information. You can then try to optimize each 
segment’s performance and maximize the profits.

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

MIND THE 
GAP

As you draw nearer 
to your goals, it’s 
natural to set the 
posts even further 

away. Learn to love 
the gap between 

where you are now 
and where you 

want to be.
(PAGE 1) 

THE RIGHT 
BAIT

Catching different 
fish takes different 

bait. You have 
to know what’s 

going to work to 
“hook” your ideal 

customers.
(PAGE 3)

GROW YOUR 
20%

If 80% of your 
profits come 

from 20% of your 
customers, it only 

makes sense to 
grow that best 

20%!
(PAGE 4)

CHASE THE 
WHALE

Your BEST 
customers are 
going to be 

the ones that 
actually make the 
difference. Focus 

your efforts on the 
biggest, best catch.

(PAGE 4) 

LET THE DATA 
TELL A STORY
We can’t assume 

we know our 
clients’ preferences 
– in fact, it’s more 

likely that we don’t. 
Dig into the data 

and let it speak for 
itself.

(PAGE 6) 

TRACK 
OFFLINE TOO
In direct response 
advertising, you 

have to track 
how your ads are 
performing – and 

it’s even more 
important offline, 
when the tracking 

isn’t built in.
(PAGE 8) 

WHAT’S YOUR 
MESSAGE?

Your direct 
response ads have 
to speak TO your 

audience. This 
checklist will help 

you hone your 
message and grab 
their attention.

(PAGE 9) 

DO IT BETTER
If your ads aren’t 

converting, 
don’t just keep 
on dumping 

money into them. 
Test alternative 

pitches, headlines, 
graphics… Find 

what works!
(PAGE 10) 

5

10

IDENTIFY THE 
“WHO”

To know your ideal 
customer, you have 
dig into the details. 
You should be able 
to answer all kinds 
of questions about 

them.
(PAGE 5) 

STUDY YOUR 
SEGMENTS
Your customer 

base (and lifetime 
customer value) 
might be all over 

the board… Divide 
your customers 
into categorical 

segments to study 
them even deeper.

(PAGE 11)

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

• November 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:

November

November 1st - All Saints’ Day

November 4th - Use Your Common Sense Day

November 7th - Pumpkin Destruction Day

November 10th - Marine Corps Birthday

November 13th - World Kindness Day

November 15th - National Clean Out Your 
Refrigerator Day

November 19th - American Made Matters Day

November 21st - Family Volunteer Day

http://www.PredictableProfits.com
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November 23rd - Doctor Who Day

November 26th - Thanksgiving Day

November 27th - Black Friday

November 30th - Cyber Monday

November Weekly Observances

1st - 7th - World Communication Week

2nd - 6th - Give Wildlife A Brake Week

9th - 13th - National Young Reader’s Week

15th - 21st - International Fraud Awareness Week

16th - 22nd - National Global Entrepreneurship 
Week

23rd - 29th - Better Conversation Week

November Monthly Observances

Adopt A Turkey Month

Aviation History Month

Lung Cancer Awareness Month

Movember

National Native American Heritage Month

Vegan Month

Good reasons beget good profits. Check 
November’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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