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Get locked in for 2011!

This will be a 35+ page magazine geared towards, you got it, window cleaning business owners.  It will be 
distributed quarterly at first with the hopes of moving it to 6 times a year after the first year.  Then possibly 
after that, the magazine will be distributed on a monthly basis throughout the year.  The third issue will be 
closing on January 3rd for advertisers.

Why Advertise With Window Cleaning Business Owner Magazine?

Low Rates-  Significantly lower than the other industry trade magazines

High Distribution Rate-  The highest in the industry

Demographics-  Window Cleaning Business Owner Magazine goes to window cleaners that are serious 
about growing and expanding their business.  Window cleaners with thriving businesses consume more 
supplies and services

Superlative Articles!-  Articles will be written by some of the best minds in the window cleaning industry.  
The focus is on growing and enhancing window cleaners’ companies and profitability

Less Advertisements-  We are cutting our Ads off at 15 per issue so we guarantee your message won’t 
get lost amongst all of the others.  Other industry publications have over 30 ads per issue

973.874.9433

ISSUE #2

Add-ons pg. 37

Pro Window
Cleaning Spotlight pg. 06

Window 
Cleaning News pg. 36

What color is their skin? What languages 
do they speak? Do they have a distinctive 
cultural background? What’s their financial 
situation? These kinds of things comprise the 
demographic profile of the prospects you are 
targeting as future clients for your business.

A psycho graphic profile includes the warmer 
and fuzzier details about the person. What 
do they care about in life? What are their 
goals? What do they do for fun? What are 
their dreams? What’s important to them? 
Who are their friends? What could they care 
less about? What do they hate? What do 
they adore? What do they close their eyes 
and wish for at night? What would they do if 
money was no object? Are they sports fans? 
What team are they loyal to? What team do 
they hate?

Both demographic and psycho graphic de-
tails are valuable in creating a clear picture 
of who it is that you’re communicating with. 
Imagine that you’ve sat across from them 
in a coffee shop, and asked them to tell you 
about themselves. It’s not unlike a first date, 
in fact. You’re looking for verbal and non-
verbal cues, and constantly evaluating and 
redefining on the fly. You’re making decisions 
about whether or not you like this person, 
and whether or not you experience some 
ethereal ‘chemistry’. And of course, that first 

impression 
will probably 
stick for the 
rest of your 
life. Same 
goes for their 
first impres-

sion of you. Dating has a 
lot in common with selling, 
in fact.

Let’s take this a step further.

Now imagine that this “blind 
date” had somehow got the 
goods on you before they 
met you for the first time. 
Imagine that they found out 
you liked Italian food, Tim 
McGraw, and Doberman-
Collie mixes. Imagine that 
they knew you were a 
Packers fan, that you hated 
Volkswagens, and that you 
were of Irish-Romanian 
descent. Do you think they 
would have the upper hand 
in manipulating that first 
impression? Of course they 
would. Well, do the same 
thing when it comes to your 
target demographic. 

Figure out who they are before you decide 
what to say, how to say it, or even which 
version of yourself will show up on that first 
date. Be a chameleon.

If possible, build a separate, detailed profile 
for each target market that you are pursuing, 
especially if you are aware of wild variations 
from neighborhood to neighborhood. If you 
need to go bigger, create a demographic pro-
file for each little town that you are targeting, 
or each major city.

And be reasonable. Do the best 
you can without losing your mind 
or spending too much time on it. 
Spend hours on it, for sure, but don’t 
spend more than two days. And don’t 
expect a global description to fit per-
fectly. Play the odds instead.

The truth is, no two people are alike. 
Not even identical twins. We all care 
about different stuff, and have differ-
ent priorities and hopes and dreams. 
So don’t focus on the differences, 
focus on the commonalities, instead. 
Look for the things they have in 
common with other people in the 
neighborhood, and try to build your 
demographic and psycho graphic 

profile based on those things. All of this is 
part of successfully completing your “Brain 
Transplant”.

Putting it all together

So, remember, there is no such thing as the 
“correct price” for your professional window 
cleaning services. Some companies charge 
twice what you currently charge, and others 
charge half as much as you do. Whether or 
not you get away with whatever you charge 
depends on the whether or not you’re deliv-
ering a commensurate amount of value. And 
value is subjective. Value is a perception. 

Creating value requires you to step into the 
life of your target market, and successfully 
see the world – and your professional ser-
vices – through their eyes. All of this requires 
a Brain Transplant.

Once your Brain Transplant is complete, 
you’re ready for the next step in creating 
powerful, effective marketing communication. 
I call that next crucial step “Baiting the Koi”. 
Your next issue of Window Cleaning Busi-
ness Owner magazine will tell you all about 
it.

By Kevin Dubrosky

Kevin Dubrosky is the creator of the brand-new 
“Squeegeenomics Marketing Training System”, 
and host of the Window Cleaning Industry’s first-
ever Marketing Conference, called “Squeegeen-
omics 2011”, being held at the Beverly Wilshire 
Hotel in Beverly Hills, California, January 14-15, 
2011. He is also the author of the brand-new 255-
page hardcover book “$600/hr – The Ultimate Win-
dow Cleaning Marketing Guide”. Please Google 
him to learn more.
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cations that the Best Buy marketing depart-
ment comes up with has a singular focus: 

Would Buzz/Ray/Barry/Jill like this?

That’s it. If the answer is yes, then they test 
the marketing campaign. If it’s no, then they 
don’t bother. 

Think about it. Do you like baseball? If so, 
then I’d be a smart guy to try and design a 
baseball-themed marketing piece for some-
one like you. But if you hate baseball, then 
it would be a colossal waste of time at best, 
and damage my brand’s relationship with 
you at worst. 

Similarly, if I was trying to sell the Squeegee-
nomics Marketing Training System to you, I’d 
have to create a target profile of you this very 
same way, and I would need to answer the 
same kinds of questions: How old are you? 
How long have you been in the business? 
Why are you in the window cleaning indus-
try? What do you wish you could change 
about your business? What do you love? 
What do you hate? What gets you out of bed 
in the morning? What do you close your eyes 
and dream about? 

In short, “Who are you, exactly?”

Only when I can answer that question, can I 
communicate effectively with you. Thus the 
beauty and importance of the Brain Trans-
plant.

Of course, you know this already. Every time 
you meet someone new, you ask them ques-
tions, right? You ask them for their name, 
you ask where they’re from, what they do for 
work, where they live, and so on. Why? Be-
cause your instincts tell you that before you 
can effectively communicate with anyone, it 
helps to have a big picture overview of who 
they are and what makes them tick. 

Same goes for your marketing. In fact, more 
so. In real life social settings, people will cut 
you some slack if it takes you a while to put 
your finger on who they really are. However, 
when you’re trying to sell to them, they ex-
pect you to have done your research already 
- and understand them - before you interact. 
So don’t skip this crucial preliminary step. 
Take the Brain Transplant seriously.

Realize that in your city or town, chances are 
that different kinds of people live in different 
neighborhoods, too. Is that true of your local 
market? Do you have upscale neighbor-
hoods and downscale neighborhoods? Do 
you have trendy neighborhoods and nerdy, 
not-so-cool-anymore neighborhoods? Do 

Turn Scratched Glass into Pro�ts
- Most advanced system on the market today
- Is ultra-e�cient, much faster than other systems.
- Removes scratches, paint, acid gra�ti and more 
- Setup is easy and takes just minutes
- Repair at a fraction of replacement cost
- No big mess, reducing clean up time
- Uses dry grinding technology
- Recoup your costs after just a few jobs
- A green service that reduces land�lls
- No glass to put on order

Glasstastic Surface Restoration and Protection
- Niche market with little to no competition
- Specially developed Industrial Strength formula 
- Removes stubborn water spots and stains 
- Perfect solution for any glass surface
- Use on tile, porcelain, granite and marble
- No big mess, reducing clean up time
- Pleasant scented cream formula
- Shower doors, windows, windshields
- Oven glass, bathroom or pool tile, toilets

916.786.4878 www.TheGlassGuru.comwww.TheGlassGuru.com

The Glass Guru Franchise Program

The Glass Guru Scratched Glass Repair System

www.scratchremovalstore.com

www.waterstainremover.net

The Glass Guru Water Stain Removal System

Your Franchise Opportunitiy Awaits!
- Cutting-edge window restoration technologies  
- One-of-a-kind franchise niche market.
- Ground Floor Oppotunity! No Experience Necesary!
- Flexable & Scaleable!  Start from home or your garage!
- Affordable Fees! Based on Territories from $15k to $40k
- Up to 2 weeks of “Hands On” training at headquarters
- Includes complete office system including accounting
- Perfect addition to existing glass/window business
- Custom website and marketing program included 

ONLY $1365

ONLY $25

you have concentrations of various cultures 
in different areas? Probably. We live in a 
cosmopolitan world now, and the larger the 
city, the more variation you will encounter, so 
pay attention to localized fluctuations in the 
brains you are seeking to transplant into your 
own head.

My suggestion is to take it one neighborhood 
at a time. 

Of course, if you are running a large com-
pany, with 10 or more cleaning technicians, 
than likely you will have to broaden your 
targeting efforts to larger areas, like entire 
towns or hamlets within your target market, 
but in principle the strategy remains the 
same. You need to paint a picture of the per-
son you’re looking to do business with. And 
you need to build a two-dimensional picture 
of them, including both demographic and 
psycho graphic characteristics. What exactly 
does this include?

Build a psycho graphic and 
demographic profile

A demographic profile includes details about 
the fundamental nature of the person. Are 
they a man or a woman? Are they tall or 
short? Are they 30-something or 70-some-
thing? Do they have kids? Are they married? 
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Inside Front Cover
7” x 10”

$825

Full Page
7” x 10”

$550

2/3 Page
4.75” x 9.75”

$440

1/2 Page 
Vertical

3.5” x 9.75”
$330

1/2 Page 
Horizontal
7” x 4.75”

$330

1/2 Page 
Island

4.5” x 7.5”
$330

Unbelievably Low Rates:

A Sneak Peak At Our Regular Columns:

Window Cleaner Spotlight       Manufacturer Spotlight       
Contributors       Marketing      WCR On The Road     
Technology       Safety       New Products       Web     

In The Field       Managing       SEO
Sales       Money       Fun       Thinking Outside The Bucket



2010 - 2011 Advertising Form

A PDF format is the best format for submitting an advertisement.

Ads will be accepted in PDF  format from the following  programs: Adobe InDesign, 
Adobe 
Illustrator, and Adobe Photoshop.

All Ads created in Adobe  programs must have all fonts embedded in the file or all of the 
text must be turned to outlines.

All images must be in CMYK  format at 300 DPI.  

Please Note:  Window Cleaning Business Owner Magazine is not responsible for any typos or images that are not provided in 300 DPI

COMPANY NAME CONTACT NAME TITLE

ADDRESS CITY/STATE/ZIP

PHONE EMAIL FAX

Company Information

Advertising Agency

COMPANY NAME CONTACT NAME TITLE

ADDRESS CITY/STATE/ZIP

PHONE EMAIL FAX

Advertising Specifications

ISSUE (Check all that apply) FREQUENCY (Check one) AD SIZE (Check one)

Spring

Summer

Fall

Winter

2010

2010

2010

2010

2011

2011

2011

2011

1X

2X

3X

4X

Inside Front Cover

Full Page

2/3 Page

1/2 Page Vertical

1/2 Page Horizontal

1/2 Page Island

ARTWORK (Check one)

Digital artwork sent on PC disk (See AD specifications for more details)

Digital artwork attached and sent to e-mail editor@windowcleaningbusinessowner.com

Design enclosed from sketch (additional production charges will apply)

AD from previous Window Cleaning Business Owner Magazine issue     Issue #                                 Page #

Advertisement design:  Design charges are $75 an hour with a minimum 2 hour charge.   Please call for a quote.

Payment Information

ACCEPTED AND AGREED TO BY: (Signature Required)

PLEASE BILL MY:

Window Cleaning 
Business Owner Magazine

Attention:  Chris Lambrinides
47 State Rt. 94

Vernon, NJ 07462 USA
Phone:  973.874.9433

Fax:  973.827.8312
E-mail:  editor@windowcleaningbusinessowner.com

Web:  windowcleaningbusinessowner.com

X Agent for (advertiser/agency) Date

Visa           Mastercard           American Express Discover Check Invoice Me

NAME ON CARD ACCOUNT NUMBER EXPIRATION DATE AMOUNT AUTHORIZED SIGNATURE

X

PIN


