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Hello Friends, 

 

We’re officially into Fall 

now, and though this time 

is considered by many to 

be a “slower” season for 

contractors, it shows no 

signs of getting any less 

hectic for those of us 

here at the Greater 

Cleveland ACCA. 

 

If you’re playing your 

cards right, the same can 

hopefully be said for 

your business. Between 

IAQ, upsells, Customer 

Retention pushes and 

service and Maintenance 

appointments, hopefully 

your business should be 

hopping. 

 

If it’s not, use the tips 

you find here in your 

issue to stimulate your 

market. Or, if there’s 

something we can do at   

the Greater Cleveland 

ACCA to help your 

business, just let us 

know.  We’re here to 

help make sure you 

succeed, so don’t 

hesitate to ask for the 

tools you need. 

          Brian Stack 

              2012 President 

 

How to Lose Customers, Sales, Referrals and 
Repeat Income without Really Trying  

 

By Adams Hudson 
 

I’ve got a great idea. Why don’t you tell your customers how to waste 

energy dollars with poor maintenance? Then you could slam ‘em with the 

hard facts about how stupid it is to pay full price for every service. Oh, oh, 

I’ve got it: Get in their now-stunned-little-faces with the fact that if/when 

they have a mid-season breakdown; they can just wait ‘til you’re good and 

ready to show up! By then, that unmaintained wreck of a system will 

probably need yanking anyway. Ha! That’ll show ‘em! 
 

Sad Truth: If you don’t have a Maintenance Agreement program, you’re 

basically doing this … you’re just not telling customers. You’re also subtly 

inferring that repeat business isn’t that darned important, nor is preventive 

maintenance – and that you’re not real interested in recurring revenue.  
 

Happy Truth: The best way to assist your customers is with courtesy, 

professionalism and excellent service, right? And the best way to extend 

that view is by showing them how they can save money on your service 

calls, improve the energy efficiency of their home comfort system and 

extend its life while they’re at it.   
 

It begins with the service call.  When you’re in a customer’s home, the first 

thing you must do is establish a need.  Most breakdowns can be traced back to a 

lack of maintenance, which makes selling a maintenance agreement a given – 

as long as the information can be conveyed to the customer.   
 

Figure and present prices.  The way to be successful is to show customers that 

a MA doesn’t cost them money – it saves them money. Therefore, after figuring 

out the prices in an organized fashion, you should show options for having the 

work done under the regular price structure and under your MA.   
 

Equipment repaired and cleaned.  When the customer sees the need and 

savings, the logical response will be “go ahead.” You then proceed with the 

reason you’re there:  serving customers and saving them money!   
 

This is easily done with a MA program. It can be marketed and sold 

through your Service Department as calls come in, or more effectively, by 

pro-actively marketing for tune-ups. Either way, the point of purchase is 

the technician’s “conversion” to the MA as a path to saving and peace of 

mind for customers – and the path to prosperity for you.  
 

You get more loyal clients – who buy faster, pay more, refer more and are 

essentially a replacement sale waiting to happen. All with locked-in 

service during the time you need it most. 
 

Adams Hudson is ACCA’s National Marketing Partner. You can request his free 
marketing and sales ezine by emailing FreeACCAstuff@hudsonink.com. 

Letter from the  

President 
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The Give and Take of Negotiating Price 

 

Many a hard-working contractor has suffered the repercussions of 

getting more business than he can afford.  And I mean that literally.  

He becomes known as someone who’s willing to cut his price to get 

the job.  But the lower his prices, the smaller the margin, and the harder 

he has to work to keep up.  In a system like that, it’s tough enough to 

just break even, and sometimes, he even loses money on a call! 
 

Be careful of not “validating” the lower price. 
 

When you’re among other bidders, your first thought is to adjust 

pricing.  It only makes sense: The buyer is obviously shopping, and 

this typically equates to “the lowest price wins.”  
 

But if you just cut the price without a reduction in product or service, 

your prospect can only assume that your initial price was a rip-off.  

This is not a good opinion to encourage.   
 

When the issue is value: 
 

Be able to spell out the benefits of doing business with your company.  

By doing so, you’re helping your customer organize his thoughts so he 

can make the right decision.   
 

Restate why yours is best, giving credible benefits over technical 

features. Your prospect may say, “But I don’t need the <feature>,” and 

you say, “Great. I love talking with someone who knows what he 

wants. If I can remove that feature and sell it to you at a discount, 

would you want to go ahead and make a decision?” 
 

If you can accept the condition, you’ve sold a system. 
 

When the issue is price: 
 

When customers reject your offer based on price, they’re only taking 

money into consideration.  There’s a lot more to the purchase, and 

you’ve got to make that clear to the customer.  You’ve got to believe in 

your own mind, “For what we do, we’re the cheapest in town.”   
 

Substantiate your reason. “I understand that you want the lowest price 

on your job – don’t we all!  I’m willing to give you the best in terms of 

quality, service and price ... but I need to know what it’ll take to earn 

your business, and get you what you really want.” After that, be quiet. 
 

The prospect will be forced to state the price and what he expects. 

Your job is to figure the concessions to make it work. 
 

Remember, in the absence of value, every price will be perceived as being 

too high.  The result will be “fight or flight.”  Your prospects will either 

feel the price is too high and prepare for negotiated combat or simply feel 

that the price is outlandish and prepare to leave!  (Well, actually, they start 

preparing for you to leave – which is never a good thing.) 
 

 
 
 

Leadership 
Transformation 
Seminar – 1 CEU  
 

Leadership is the ability to 
create Followership and 
make your direct reports 
successful.  There are two 
things that leaders do, they 
coach and they praise.  
Leaders that don’t coach and 
praise end up with cultures 
that revolve around blame 
and excuses of why things 
don’t get done.  In the 
seminar we review: 
 
·         It is all about 
Leadership and getting 
people to follow you 
·         What causes a loss of 
followership? 
·         Moving people from 
their Stress-Self to 
Leadership-Self 
·         The journey to 
accountability 
·         What stops teams from 
winning? 

 

ACCA Greater 
Cleveland would like 
to say thank you to all 
of the Techs, Member 
Companies, and 
Volunteers that 
participated in 
another successful 
Heat & Plumb the 
Country on Saturday, 
September 15th.  We 
hope you can join us 
in 2013! 
 

October 11, 2012 

Breakfast Meeting 

THANK YOU! 

Simple Sales Strategies 
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ACCA Ohio Benefit of the Month – License Bond Program 
 
ACCA Ohio's Bond Program allows members to purchase plumbing, 
HVAC, sewer and water bonds at a discounted cost for all municipalities in 
which they work.  
 
The program is underwritten by Federated Insurance with the guidance and 
support of ACCA Ohio. The Association works very closely with Federated 
and municipalities throughout Ohio to insure that the bond program covers 
member needs. 

 

 
 

Contractors Still 
Positive about 
Growth 
 
The Contractor Comfort Index 
(CCI) for August shows that 
contractors are remaining 
positive about short-term 
growth as the summer heat is 
starting to fade. For August 
2012, the CCI is 60. The CCI 
also shows that contractors are 
feeling better about growth 
than they were 12 months 
earlier when the CCI was 53. 
 

 

ACCA Publishes New 
ComforTool  

On CAZ Testing 
  
ACCA, the nation’s largest 
association of indoor 
environmental systems 
professionals, has published its 
latest ComforTool for ACCA 
members to help educate 
customers. The newest 
addition to this series of fliers, 
“Why Did The Home Inspector 
Say I Needed To Call In 
Another Expert?” covers what 
combustion appliance zone 
(CAZ) testing is, why the test is 
performed, and why home 
owners need to call another 
professional to correct any 
issues. 
 
 ComforTools are provided to 
ACCA members at no cost and 
cover a variety of topics related 
to system design, installation, 
and maintenance.  ACCA 
members can download the 
new ComforTool, and any of 
the other ComforTools in the 
library, for free at 
www.acca.org/comfortools. 

 

“If you raise your price, you’ll lose customers.” 
 

FALSE: As long as the value you offer warrants the price you’re charging, 
customers have no reason to complain. This is especially important to 
remember as inflationary concerns are on the rise. Don’t be afraid to charge 
what you need to in order to keep profit margins profitable. 
 

News Flash 

The Art of Management 

Rule Breaking 101 

ACCA Ohio Benefit Highlight 

 
 

Review Your “Review” Technique 
 

It’s the time of year that makes managers and employees alike cringe 

– the annual performance review. First, if you’re not doing these, you 

should be. Everyone needs a gage of where they are and where they 

should be. Second, if you are, here are a few tips to make the process 

at least a little less painful for both you and your employees: 
 

1. Start when you hire. That means articulating exactly how 

performance will be judged so that employees know what areas 

to focus on – and aren’t surprised by the criteria you bring up in 

the review. 
 

2. Get feedback. A review isn’t just about you talking while your 

employees listen. It’s an exchange between you and your 

employees on past performance and future goals. If you do all 

of the talking and none of the listening, your employee is likely 

to leave the review feeling frustrated and unlikely to improve. 
 

3. Be direct. Everyone makes mistakes and has areas of weakness. 

Don’t try to tiptoe around areas that need work, but also be sure 

to praise areas of accomplishment or improvement. 
 

4. Have goals. Know exactly what you want your employee to 

change or accomplish by the next review. Having this time limit 

also means that progress is ongoing and not put off indefinitely. 
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¶ October 1, 2012 

ACCA Breakfast Meeting 
Leadership Transformation 
Meeting 

¶ November 8, 2012  
ACCA Breakfast Meeting 
Topic TBD 

¶ December 13, 2012 
ACCA Breakfast Meeting 
Managing Workers’ 
Compensation Claims 

¶ January 10, 2012 
ACCA Breakfast Meeting 
HVAC Industry Update  
with Mike Weil 
  
 

 

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 

Fall Focus 
 

 If you haven’t sent your Customer Retention 
newsletter yet, that’s your top priority. Get it 
out now. 

 

 Fall allergy season is in full swing. Take 
advantage by offering IAQ solutions. 

 

 Contact stations to purchase holiday airtime 
(November 15 – December 15). 
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Lennox Parts Plus  
For all your parts 

 

 

 

 

 
2012 Officers:  

President –- Brian Stack 888-850-9994 Vice 
President – Mike Aerni 216-676-9045 
Sec/Treasurer – Kris Guzik 216-676-9045  
 
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 & 
Don Van Horn 440-398-9415  

 
ACCA Ohio Board Trustees representing 
Greater Cleveland ACCA: Kris Guzik, Energy 
Management Specialists Keith Raymond, 
Raymond Heating & Plumbing  
 
Chapter Manager: Michael Mennett 

 

ACCA Board of Directors 

 


