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Profit Class Worksheet 2
EXECUTIVE DASHBOARD WARNING LIGHTS

“What Fire to put out FIRST!”
		  Ideal Conversion		  Actual Conversion
CSR		  Rate (70% or better)	 Rate

		  ________________		 _________________
		  Below ideal: 	(1) check training
					     (2) check trip charge rate

TECH		 Ideal Conversion		  Actual Conversion
		  Rate (70% or better)	 Rate

		  ________________		 _________________
		  Below ideal: 	(1) check training
				    (2) check trip charge rate
*a low trip charge can sometimes feed unqualified leads to the techs.

TECH		 Target Ave. Sale		  Actual Average Sale
		  Plumbing			   Plumbing

		  _____________		  ______________
		  HVAC Service		  HVAC Service

		  _____________		  ______________
		  HVAC Replacement		 HVAC Replacement

		  _____________		  ______________		
	

			   Service		
			   Target	   Actual	
Direct Labor Cost	  25%	    _____	
Equipment Cost	     0%	    _____	
Material Cost		  15%	    _____	
Gas			      2%	    _____	
Profit			    18%	    _____	
Overhead		   40%	    _____	
Voluntary Overhead		    _____	

			   Replacement
			   Target	Actual
Direct Labor Cost	  15%	    _____
Equipment Cost	   25%	    _____
Material Cost		    7%	    _____
Gas			      2%	    _____
Profit			     18%	    _____
Overhead		    33%	    _____
Voluntary Overhead		    _____
If Labor Number is off: check 1) pricing, 2) call 
back rate, 3) hourly efficiency for over staffing.
If Materials is off: check 1) pricing, 2) theft, 3) 
overstocking. If Overhead is off: check unneces-
sary expenses and/or actual sales goals.
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Actual Emails we have received from clients
RE: Direct Mail
From: Richard 
Penning, Penning 
Plumbing
Mike, Per your 
inquiry, we have 
been sending 
thank you cards

Hi Mike
After Dec. internet 
advertising (our 1st month) 
I have these results. 
Jobs           = 16
Investment  = 728.00
ROI            = 5669.00
That is $7.79 for every 
$1.00 spent 
Keep up the good work.

RE: Direct Mail
From: David R. 
Singleton, Inc.
We have been using 
Mike's postcard pro-
gram since just after 
the power meeting.

for a little over 5 years. The 
results  are:
21,912 mailed at a cost of 
$18,406.00
1290 sales for a total of 
$659,582.00
I think we will be continuing 
to mail unless I were to go 
brain dead.

RE: Google 
Adwords
From: 
Scott Wickstrom 
Wickstrom 
Plumbing 
Heating & Air

We have tracked over 9K in sales 
from first time customers and 25K 
in sales from existing customers. 
We just started Mike's Thank-you 
program the past couple weeks 
and have almost 2K in sales. 
Overall it's kept us going. 
	 Just today had a nice 
shower valve change out from 
a first time customer. I would say 
I am very happy with the results. 
Give Mike a call and he'll talk to 
you about what he does. 

RE: Google Adwords
From: Amber Sewell, 
Lutz Plumbing
Mike,
After the first month of our inter-
net marketing campaign, we 
have received a return on our in-
vestment of $5.40 for every $1.00 
spent.  So far so good!  

RE: Direct Mail
From: Doug Santoro,
General Plumbing, Inc.
I'm out of my office 
this afternoon but I 
had to respond. Mike's 
postcard program 
has kept our phones 
ringing. We mail cards 
every month except 
Dec. - Feb. because

that is our busy season and we have all 
that we can handle. However, things slow 
down after Feb. hitting the usual low spot 
around June. We have Mike mail out an 
amount that he and I discuss each month 
so I can control our work load without 
having to deal with fluctuating manpower 
needs. It allows for a controlled pattern for 
growth if that's what you want to do or you 
can simply maintain at the level you are 
now. That's your choice but the direct mail, 
if done with the right ad piece, can pay 
for the initial investment quickly so that all 
you are really doing is to keep respending 
the same money over and over. Also, track 
your results so you know what works and 
what doesn't. One surprising fact is that 
people hang on to our coupons. We did a 
call a few weeks ago where the lady used 
a coupon she received from us in Oct. 
2006. 
	 It has worked well for us and it's 
time for our next mailing to go out. Give 
him a call, I know I will.


