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Hello Friends,
Hopefully 2013 has started
off with a bang for all our
Greater Cleveland ACCA
members. We’ve certainly
been busy, and hope you’ll
be reaping the benefits
of those efforts over
the next several months.
Anyone in the contracting
industry knows that the
construction meltdown is
going to affect everyone.
Experts are predicting a
recession and a minimum
of 10 months for the
housing market to recover.
That means more worried
consumers and unhappy
homeowners.
Over the course of the
next year, we’ll be there
to provide a helping hand
to keep your business
going and your customers
coming back.
That’s part of the value of
your ACCA membership
– you know we’re always
working hard to make your
business stronger and far
easier to manage.

Mike Aerni
2013 President

The contracting business would be easy if there were a simple formula
to follow to generate more leads, increase closing ratios and improve
profits. Actually, there is such a formula, and it begins with marketing.
The hard-to-admit fact is you’re not running a contracting business.
True, you perform contracting services. Many do. Many fail. Yet the
ones who distinguish themselves have made an essential mental shift:
You’re running a marketing and sales business that specializes in
contracting…
1. Acquire. Too much “acquisition” money is often spent in Yellow
Pages ads, which typically produce underwhelming results and make
you a slave to the weather. That is, your budget is eaten by a media that
produces leads when you need them least. The thermometer is doing
most of your marketing, which is exaggerated further by the YP.
2. Retention means once you earn customers, you focus on keeping
them instead of “thinking” they’ll stay if you just leave them alone.
They won’t. That’s what 71% of the customers who leave you say.
Build the relationship and they’ll choose you next time. This is not
done purely with “sale mail” either, it’s done by treating them like
customers. A Customer Retention newsletter sent 2-4 times a year to
your active customers can work wonders. They’re quick, inexpensive,
and even saving one customer can pay for years of newsletters.
3. Repeat. Track your ad results so you’ll know what to repeat! You
know which media pulls, your message timing improves as you
measure results and your referral business swells from your retention
program. New “clusters” markets loom, so you merely repeat what
you did before to extract results.
Doing these 3 steps is easier with a plan, but 77% of contractors admit
to not having one! Most contractors treat a Marketing Plan as a
necessary evil… until they need sales. Then they treat it like a
necessary evil with an impossible deadline! By creating an annual
marketing plan, you can beat the season, the market, stay within budget
and, in the process, beat the pants off your competition.
Adams Hudson is ACCA’s National Marketing Partner.
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Simple Sales Strategies

How to Double Your Trade Show Leads
Trade Show expenses must be considered marketing costs. And in my
view, all marketing “costs” should be termed “investments.” Marketing
is to get leads, leads are for sales and sales are … well, if I have to tell
you this part, you’re not really in business.
Think of your Trade Display as an advertisement. A “headline” of
focus should immediately grab the attention of – and demonstrate a
benefit to – the trade show attendee. The money-loser displays are
almost always self-impressed shrines to their creators. The “we, me,
us, our” mentality that dooms advertising does the same to your trade
show display. Focus on your strongest immediate benefit to the
attendee and don’t lose sight of it.
It’s also important to remember that Trade Show crowds move in 3
segments. The aisle of walkers farthest from your booth does not want
to be bothered. They’re “strollers” who are only mildly interested, yet
are mostly looking for their benefits from a distance. That’s why your
headline needs to grab them. You won’t have a chance at attracting
them otherwise.
The middle group – slightly closer to you – are “feeders” who meander
in and out of booth range. They stop at more booths than strollers, so
you must quickly assess their interest level. These people swoop in,
walk by several booths, then swoop in again. They can definitely be
sold with the right script and follow-up.
The closest group is comprised of two types. The first type is the
“taker,” out for free stuff – the more the better – as often as possible. I
personally advocate the use of stun guns for such, but absent that, I’d
be inclined to reserve handouts for real prospects.
The second type is usually a buyer. They’re fast, on a mission and are
there to experience full value from their attendance. Buyers generally
state their cause at introduction by either saying they’re interested in
something or by responding positively to your initial query. Be ready
for these people, because doing business is why both of you are there.
Never let a buyer slip by without action. Make an appointment for
follow up. Find out who you should call on. Set up a way to accurately
determine their “true gain.” (They’ll love you for this.) Give them your
contact info and support material, thank them and – unless you’re
engaged in heavy discussion – let them move on. The worst mistake
you can make is to talk too long and have them mentally begging you
to shut up. Be professional and friendly but concise.
Above all, remember, if you don’t get contact information from
prospects, you may as well stay home. Getting their business card that
entitles them to a discount, more info, a free survey – whatever – is
absolutely the most important thing you can gain.

February 12, 2013
DINNER Meeting
Transactions are dead. Or at
least moving that way. If you
are feeling “price” pressure
from customers, you are
fighting against transactional
business. With the current
economy, surveys show that
75% of all business is moving
up the value add chain. The
pressure to sell services or
more complex offerings has
organizations focusing their
sales efforts on more
consultative selling and
complex products.
BUT WHAT ABOUT
MANAGEMENT OF HIGH
END SALES?
You need . . . The Tips!
Based on the new book: The
Tips – The 7 Elements for
Sales and Leadership that
Drive High End Sales,
Created Engaged
Customers, and Make the
Competition Evaporate, this
presentation will give you
major Ah-Ha’s, and insights
to drive results!
Speaker: Kordell Norton

THANK YOU!
ACCA Greater
Cleveland would like to
welcome our incoming
Board of Director
Officers installed on
Thursday, January 10
by ACCA Ohio
President Roger
Gundlach.
President – Mike Aerni
V. P. – Don VanHorn
Sec/Treas – Kris Guzik
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ACCA Ohio Benefit Highlight

MIX Groups
The one and only original ACCA MIX Group® program has been cited by
hundreds of America’s best contractors as their secret to success. Through the
exclusive ACCA MIX Group program, non-competing contractors form peer
groups and serve as informal advisors, even boards of directors, to each other.
MIX Groups offer the unique opportunity for contractors to learn directly from
other, similar contractors in small group settings.
For more information about the MIX Groups program, members can contact Hilary
Atkins at Hilary.atkins@acca.org. MIX Groups are exclusively for ACCA members.

The Art of Management

Encourage Employees with an
Inter-Office Contest
Do your employees feel left “out of the loop” of communication? Do they
go home and feel recognized or rewarded? Morale is a MAJOR
CONCERN for getting the most out of employees and keeping them for
the long haul. It usually costs far less to keep employees than replace
them.
Consider a contest with a business theme such as: The best idea to save
the company money without sacrificing quality, the best way to pull in
new customers or the best efficiency idea of the month or... you get the
idea.
This is a time to simply bounce new ideas and to remind employees of
their value to your business. If there’s a bonus structure in place, go
over that at the time. Focus on ways your employees can reach the
bonus level. Discuss marketing ideas that you’re planning to execute to
bring in new leads or help them close sales.
Come up with ONE theme and announce it at a company meeting. ALL
ideas get recognized, but decide on the best one and take the people who
contributed ideas to lunch or dinner, and give a small gift to the #1
Winner. Since the “New Idea” should save or make the company some
profits, you can spend far less money on this little outing, which will give
the added benefit of boosting company morale. Plus, you can implement
the other ideas submitted. Triple bonus!

Rule Breaking 101
“You shouldn’t be on your company’s mailing list.”

FALSE: You should mail letters to your salespeople and technicians at the
same time. Two things happen: 1) You find out when your letters are delivered
AND if there are any areas that receive them late and 2) Your employees who
may have missed or forgotten about the mailed offer get a reminder.

News Flash

ACCA National
45th Annual ACCA
Conference & Indoor
Environmental Expo
Feb. 27 – March 2, 2013
Orlando, FL
With well over 45 general
sessions
and breakout
workshops (we call them
Learning Labs), the ACCA
Conference is the single largest
source of successful contractor
education in the country.
In almost a week, you will
learn firsthand from the
leading industry experts in a
variety of subjects, including:
 Home Performance
Contracting
 Turning Reviews into
Revenue
 Leadership Development
 Service Measures for
Success
____________________

BWC Two-Hour Safety
Training Requirement
Both Public and Private
employers participating in the
group rating or group
retrospective rating program
that have had a claim in their
green year or year prior are
required to complete two hours
of safety training and provide
proof. The employer may be
disqualified from future group
participation if they do not fulfill
the two hour training
requirement. Companies have
from now until June 30, 2013 to
complete the training
You’ll also be able to meet
the 2-Hour training
requirement at the
PHCC/ACCA Ohio
Convention
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News & Events


2013 ACCA/PHCC Ohio
Convention & Expo
“Stay Ahead of the Pack”
March 6-8, 2013,
Cincinnati/Mason



March – No Meeting



April 11 – How Will the New
Ohio Building Code Affect Your
Business



2013 ACCA Annual Golf
Outing
July 22 at the Rosemont
Country Club in Fairlawn

 2013 Heat & Plumb the
Country
September 14 at RSC in
Valley View
ACCA Greater Cleveland
P. O. Box 13223
Fairlawn, OH 44334
Phone: 330-671-2191
Fax: 330-752-2616
E-mail: accacleveland@gmail.com
Website: www.acca-cleve.net

End of Season Musts


Depending on your weather, the season is
winding down. Take advantage with hard-hitting
end-of-season Direct Response offers.



Watch for zip code response penetration.



Continue running TOMA ads with occasional
Image and All-Purpose ads.

Thank You to Our
Sponsors
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ACCA Board of Directors
2013 Officers:

President –- Mike Aerni 216-889-8800
Vice Pres. – Don Van Horn 440-398-9415
Sec/Treasurer – Kris Guzik 216-676-9045
& Contractor Membership Representative
Board of Directors / Committee Chairs:

Associate Membership Co-Chair
Kurt Davis 330-463-1280
Golf Outing Co-Chair
Al DiLauro 440-232-1861
Associate Membership Representative
John Marshall 440-328-3050
Heat & Plumb the Country Chairs
Keith Raymond 440-244-5584 &
Brian Stack 888-850-9994
2013 ACCA Ohio Board Trustees

representing Greater Cleveland ACCA:
Brian Stack, Stack Heating & Cooling
Keith Raymond, Raymond Heating &
Plumbing
Chapter Manager: Michael Mennett

Lennox Parts Plus
For all your parts

