Making Profit Happen!
(For the coming issues of The Don Hutson Report, be sure to check out
our special offers at the end of the newsletter. Most are complimentary.)

Early in my business career, an expert on the subject told me that there are three ways to
increase profits. One is to increase revenue, next is decrease expenses, and thirdly, do
both! I wish it was that simple.
Today, in the hyper-competitive space of almost every sector, getting money to the
bottom line is trickier than ever. Here is a list of things to consider that can potentially
increase your profits:
1. Add a new profit center. I recently suggested to a client that in light of this
Pandemic, every employee who has any customer contact should get on the phone
and start calling their customer base. These calls would not be intended to sell them
anything. Instead, the purpose of the calls would be to find out how each client’s
landscape has changed, and what problems they have that only recently appeared.
As that type of information is compiled, consider what kind of solution (whether
tangible or intangible) you could collaborate with them to create. This might reveal
an entirely new profit center.
2. Identify and evaluate new ideas with a contest. Based on the information gained
from the concept shown above, get your employees to suggest new products,
services, or other ideas. Offer prizes for the top five or ten. You might be amazed at
what they come up with!
3. Cease price-cutting. Rather than discounting, give your clients a premium of some
type that they see as desirable. (Make certain that the cost of goods sold is less than

the cost for the premium clients want.) This is a good way to build value rather than
cut price. Example: I know a speaker whose fee was $10,000 but the client’s budget
was only $8,000. The speaker said he would take the $8,000 if the client would
purchase $2,000 worth of his books (in which his cost was $500). The client took the
book purchase out of their training budget and made it happen. Everyone was
happy.
4. Do better needs-analyses. If you and your colleagues can perfect your needsanalysis process with your prospects, you can gain information that is enormously
valuable. Let’s say that your needs-analysis with your clients is so in-depth that you
can identify their needs far better than your competitors do. Subsequently, you
uncover something that represents their highest priority value point then craft a
solution nobody else has thought of!
5. Have a cost-saving contest. Let’s say there’s a recession going on and the CEO
announces that costs must be cut, and he wants salaries and sales commissions to be
the last thing he cuts. So he invites everyone to participate in a cost-saving contest.
He wanted each of them to come up with the most creative idea they could. When
you tap “collective intellect” like this, you will be amazed at the ideas that
materialize. You will have also heightened your staff’s awareness of the need to cut
costs now and continue using each of these initiatives going forward.
6. Know your numbers. Legendary business guru, Dr. Peter Drucker, once said, “If you
can measure it you can manage it!” I concur, so we need to know our numbers.
What kind of numbers? Here’s a starter list:
a.
b.
c.
d.
e.
f.
g.
h.
i.
j.

Total revenue
Breakdown of revenue by product category
Breakdown of revenue by customer
Total expenses
Total expenses by category
Average sale ($ amount)
Average sale by salesperson
Records regarding customer turnover
Records regarding new accounts established
Records of new product development activity

This sort of information will give you a wealth of latitude regarding what needs to be
done to increase revenue and decrease expenses.

7. Maximize relationships. My friend, Jeff Blackman, refers to relationships with both a
“little r” and a “Big R”.
The “little r” relates to your attributes for relationship building where such issues
as those below count:
a.
b.
c.
d.
e.
f.

Likeability
Trust
Humanity
Sincerity
Courtesy
Personality

The “Big R” relates to what you can do for your customer, like:
a.
b.
c.
d.
e.
f.

Maximizing gain
Reducing loss
Assuring satisfaction
Providing security
Enhancing performance
Producing results

Based upon the information you have gathered through comprehensive needs-analysis
provide your clients all the pertinent value they want – within reason and your corporate
budget. Build value rather than cut price. When you do this better than your competition
you will increase your wins and make profit happen – for now and from now on!

In the past couple of “Don Hutson Reports”, there was a link to my 4-minute
video on dealing with the Pandemic. It was one of sixteen videos that I and
my fellow Speakers Roundtable members produced for those on our lists.
(Your access is free.) I think you’ll want to check them out as there are
some solid insights in them! Here’s the link:
https://speakersroundtable.com.
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