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Hello Friends, 

 

May is upon us and that 

means temperatures are 

on the rise. Of course, as 

the heat index continues 

to climb, hopefully so 

will the number of calls 

to your business.  

 

But, if the phone’s not  

ringing, regardless of the 

temperature, you can use 

marketing to stimulate 

the sales you need. After 

all, you’re working with 

the weather, not for the 

weather.  

 

If there’s anything that 

we here at Greater 

Cleveland ACCA can do 

to help your business be 

better in the coming 

season, please, be sure to 

let us know. We’re here 

to make sure that you – 

and your business – get 

the utmost out of your 

ACCA membership. And 

it’s our pleasure to serve.  
 

Sincerely, 

 

Mike Aerni 

              2013 President 

 

How to Choose “Your” Market 
 

By Adams Hudson 
 

Sometimes people call the market, anyone in your service area, and 

that’s a nice broad definition. This is fine for your “All Purpose” ads, 

but to maximize results for Direct Response, we need to make sure the 

message and market “match” with reasonably targeted accuracy. 
 

To use a tool analogy, this is like comparing Channel Locks to a 

Stubby Ratchet Drive with a 7/16 socket. One works “okay” for many 

applications; the other works perfectly on specialized applications. The 

market means the most likely respondents to your direct response offer, 

as chosen by what you plan to offer them. Markets can be “chosen” in 

innumerable ways, including:  
 

 Age of Home – Very important based on the message. We aimed a ductless 
system replacement to known homeowners with plaster wall, appealing to their 
love/hate/respect of same. Highest response rate for this specialized system in 
the company’s history.  

 

 Travel Radius – Smart if you want to select short drive times between  
respondents and stagger your mailing/zoned inserts accordingly. 

 

 Age of System – Perhaps the most meaningful indicator of system 
replacement. (You’d better be keeping up with this for your own in-house list as 
we’ve been advising for years.) 

 

 Frequency of Repair – Another ‘in house’ list segment that solves your troubled 
customer’s problems. The highest percent response we ever got was aimed at 
owners of a particular type of system (gas air conditioner) that had been 
troublesome. The manufacturer wisely wanted to end the complaints. Though a 
small list, the contractor sold 22% of the list new systems. 

 

 Shared Circle of Influence – Here you agree with a tangential business owner 
to write and send an approved endorsement to their base, including information 
about your company. Shared endorsement is like being introduced to thousands 
as a known and trusted friend, with similarly outstanding results.  

 

Find “who’s” buying from you now based on the above. Then, choose 

who you want as customers and target them with an attractive, well-

timed offer. You will succeed.  
 

Adams Hudson is president of Hudson, Ink, a national marketing firm for contractors 
and is ACCA’s National Marketing Partner. You can request his free sales and 
marketing training resource by emailing FreeACCAstuff@hudsonink.com.  
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Use The “Feel, Felt, Found” Close for More Sales 
 

World famous sales trainer Zig Ziglar made a fortune in sales before 

he made another one as a trainer. Then another one as an author… 

and another as a top speaker.  
 

His sales career lasted so long because his methods worked and were 

repeated by thousands of students.  One of his best and most famous 

closes is adapted here for your HVAC sales. 
 

Your prospects are in a bind.  They stammer their objections and 

you respond.  They seek an understanding that you may have about 

your systems and offer, but they’re left woefully without… and can’t 

make a decision. Here’s the most personable and helpful way to get 

them over the hump while using the genius of testimonials, all rolled 

into one: 
 

“Mr. Homeowner, I can totally understand your concern and 

feel the same way.  In fact, many of our other <QTY> 

installations over the past <#> years felt the same sense of 

indecision.  But almost all of those people got other prices, 

too.  They did their research and weighed it all out.  
 

What they found after spending, oh, 8-20 hours of additional 

appointments and shopping time is that our value was 

highest.  They got all the benefits you see offered here  

<point to proposal> from us – but even at a higher or lower 

price from others – weren’t able to beat the value. 
 

Either way you want to go is fine with me.  You can spend a 

lot more time shopping to arrive at the same conclusion, or go 

ahead and schedule this installation now.” 
 

See how simple and persuasive that is? If you have a Presentation 

Binder containing your competitor’s bids, you’ll be even more 

persuasive by showing them what others offer. But you can see that 

this relatively short close uses almost every persuasive trigger known 

without being pushy.   
 

If they remain hesitant, a quick flip to your testimonials (also should 

in your binder) may put them over the top. 
 

But remember, you express empathy in “I feel.” Then you recognize a 

similarity in “they felt.” Soon thereafter, you save prospects from the 

time and hassle of more shopping to reach the same conclusion with 

“they found.”  
 

The “Feel, Felt, Found” close is among the most time-tested, clearly 

logical and emotional closes you’ll ever use.  I feel you felt that 

others found the same thing to be true.  
 

 
 
 

The Affordable Care Act 
& OSHA Recordkeeping   

Updates 
 
Federated Insurance will explain the 
Affordable Care Act and what it 
means to business owners under 
50 employees. 
Some of what we will be discussing: 
• The Federally mandated 
exchanges in relation to Ohio 
• Full time equivalency (the 
definition of full time employee) 
• The increasing of Medicaid 
availability in Ohio for those earning 
less than 133% of the Federal 
poverty limits 
• ACA Approved health 
plans and what they will look like 
• What's going to do 
premiums/ its costs 
 
This program takes a step-by-step 
approach, instructing your 
employees how to fill out all the 
necessary paper work, logs, and 
forms. Summit's OSHA Record 
keeping will teach you how to 
properly record incidents and keep 
you in compliance, including all up-
to-date requirements 

 
Thursday, May 9, 2013 
7:45 a.m. Holiday Inn 
Independence 
 
 

 

ACCA  
Greater Cleveland  

would like to invite you, 
your employees, and your 

customers to our 2013 
Annual  

Golf Outing 
 

Monday, July 22, 2013 
Rosemont  

County Club 
Fairlawn, OH 

 
Sponsorship 

Opportunities Available! 

 

May 9, 2013 

Breakfast Meeting 

 

Simple Sales Strategies 
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Frank Alexander Legislative Day 
May 14, 2013 in Columbus! 

Join your fellow members and represent the Plumbing-Heating-Cooling 
and HVACR industry on May 14, 2013 as we meet with our elected 
legislators about issues affecting your business. Before heading to the 
Statehouse, we will hold a briefing to prepare you for those meetings.  
Together, with strength in numbers, let's take our pro-business message 
to the Statehouse. We can't let uncertain economic conditions drag us 
down and keep us up at night. Instead, be strong and stand up for your 
industry!  
Legislative Day is a one-day event with an issues briefing to kick-off the 
event, meetings and evening reception, attended by state Reps and 
Senators, at the Statehouse Crypt. 

 

 
 
 

Ohio State Fund 
Workers' 

Compensation 
Seminar 

 
 

Frank Gates is pleased 
to once again offer 
Frank Gates University, 
our annual Ohio State 
Fund Workers' 
Compensation Seminar 
Series. A copy of the 
Seminar registration 
flyer with agenda is 
attached.  
 
These annual 
Seminars provide your 
members important 
BWC updates, 
premium reduction 
alternatives and safety 
related information.  
 
If you would like to 
attend, please send in 
the completed 
registration as soon as 
possible, if you have 
not done so already. 

________________ 
 

May 22  
Holiday Inn 

Strongsville, 

Cleveland 
 

“There’s no such thing as too much selling.”  
 

False: When every contact from you to your customers is a sales piece, the 
relationship does more than suffer – it can downright wither and then die. Why? 
Because your customers want to know you appreciate them for more than the 
checks they write. Show them you do, and the sales will follow as a natural result. 
 

News Flash 

 

The Art of Management 

 

Rule Breaking 101 

 

ACCA Ohio Benefit Highlight 

 

 
Why Financing Is Smart Management 

 

Have you taken a close look lately at the financing options you’re 

offering customers? The range among contractors can be anything 

from being willing to accept credit card payment to offering “same as 

cash” financing.   
 

Whatever the duration – 18 months, 12 months, 90 days – high-income 

customers like “same as cash” because it helps them manage the cash 

flow during a big-ticket purchase. Typically, the financially savvy will 

follow the requirements and keep coming back for more services.   
 

But there’s also the other side of the spectrum – lower-income 

customers who simply do not have the upfront resources to take on a 

large household improvement.  Offering financing terms not only makes 

it tempting, but actually makes it possible for them to make a decision.   
 

Contractors have used the services of such companies as G.E. Finance, 

Wells Fargo, American General, Service Finance Company, as well as 

local finance companies.   
 

Regardless of who you choose, it may be wise to remember that they are 

not necessarily all alike.  That illustration was made for us once when a 

client had sold four jobs that were turned down in financing.  Because 

one of these was a retired couple who owed no one, he was perplexed 

enough to try another finance company.  The result was financing for 

not just one but all four jobs to the tune of $11,000 in sales.  So, was 

that worth double-checking with another company or not?   
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No Meetings June, July, and August 
 

 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 
 

 

Thank You to Our 
Sponsors 

 

 
 

 

 
 

 
 

 
 

 

 
 

 

News & Events 

 

May Days 
 
 Your last minute tune-up and 

preventative maintenance offers should 
be ready to go out. 
 

 Pre-season replacement offers can 
snatch leads from competitors “waiting on 
the weather”. 

 
 If you miss sales now, you’ll miss them 

for the year. Don’t be afraid to be 
aggressive. 
 

http://www.acca-cleve.net/
http://accaconference.com/
http://www.arzelzoning.com/arzelzoning/
https://www.federatedinsurance.com/ws/fi/index.htm
http://www.famous-supply.com/
http://www.lennox.com/
http://4productive.com/
http://robertsonheatingsupply.com/
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Lennox Parts Plus  
For all your parts 

 

 

 
 

 

 
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:  
Al DiLauro, Cleveland Air Comfort 
Keith Raymond, Raymond Heating & 
Plumbing  
 
Chapter Manager: Michael Mennett 

 
 

 

 

ACCA Board of Directors 

 

 

http://robertsonheatingsupply.com/
http://www.lennox.com/
https://www.federatedinsurance.com/ws/fi/index.htm
http://www.arzelzoning.com/arzelzoning/

