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Customer Service  
 

By Adams Hudson 
 

Godfather II was on an old movie channel, running as background noise, 
when I heard a couple of familiar lines:  “Keep your friends close and 
your enemies closer.” And the old standard:  “This is the business we have 
chosen.”   
 

Nobody’s suggesting you get your business model or life mentors from 
characters in the Godfather series, but there are a couple of things these 
phrases bring to mind.   
 

First, in seasons like this, you’ve got to keep your friends (a.k.a. 
customers) close. And your enemies?  Well, let’s call them “competitors,” 
shall we? Watch what they’re doing marketing-wise to lure away your 
friends. Don’t be blindsided by someone else’s aggressiveness when your 
friends are simply waiting for reminders that you care about them and 
their family.   
 

Second, the business that you have chosen is one that provides valuable 
and many times life-saving services to improve a customer’s comfort and 
wellbeing in their home.  How well you convey this message depends on 
how well you employ “customer service” in everything your company 
does.  However times are changing, the basics are still in force:   
 

Be responsive to customer requests – and to their concerns.  Treat 
incoming calls and requests for service and estimates like the golden 
opportunity they are.  Schedule a call quickly and at a convenient time for 
the customer.   
 

Once you’re in the home, make it your goal to identify and solve your 
customer’s problem.  But as you present their solutions, be sensitive that
they’re as concerned about spending money on repairs and upgrades as anyone.  
 

Make sure you impress on them the value of your service.  Also, in times 
of risk, the “risk-reducers” of warranties and guarantees, testimonials 
from satisfied customers and anything else you can use to bring 
reassurance, will help the customer cross the purchasing threshold.   
 

And then, by all means, follow-up.  A customer that stays satisfied after 
the sale is one who refers you to friends, calls on you again and lets you 
know by their continued trust:  you are the company they have chosen.   
 

Adams Hudson is ACCA’s National Marketing Partner. You can request his free marketing 
ezine and free marketing reports by emailing FreeACCAstuff@hudsonink.com. 
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I Spy Something… Competitive 
 

When business folks hear the phrase “competitive intelligence” for the 
first time, one of several reactions may follow:   1) a blank stare with a 
simple “huh”; 2) a vague connection between “intelligence” and 
“spying” raising an eyebrow about ethics; or 3) a nod to the strategic 
implications of knowing your competitors, analyzing their strengths 
and exploiting their weaknesses.   
 

If you’re in the middle of those categories, have you ever wondered 
about the difference between “competitive intelligence” and, let’s say, 
“espionage?”  There’s quite a bit actually, the main thing being that one 
is prudent, strategic and legal – and the other?   Not so much.   
 

Competitive intelligence begins with external information – what you 
see, what you read or what you hear in your own marketplace.  For 
example, “competitive intelligence” is not just knowing the names of 
your competitors and where their businesses are located.  It’s knowing 
the neighborhoods they serve, what their target markets are, how the 
value of their service compares to yours, what services they provide 
that you don’t, and what their guarantees are.  This is information you 
can use to give you perspective about your competitors and their 
strengths and weaknesses.   
 

In other words, intelligence takes information and places it within a trend. 
Because it’s external – gleaned from conversations with your customers, 
analysis of competitor marketing materials, word of mouth, etc. – it’s 
something that you’ve been given and gained freely.  Intelligence follows 
ethical parameters that lead to strategic ends. The point is, you need to 
gather intelligence, and then you need to put it to use.   
 

As a part of this effort, we have often recommended that you shop your 
competitors to determine what they offer compared to what you offer, 
then be prepared to present this difference in black and white to your 
“let me do some shopping” customers.  That’s still a good idea, but 
keep going.  There are three basic kinds of intelligence to collect:   
 

Strategic Intelligence – This is the analysis of competitor actions and 
available information that helps you see their current strategy and 
future goals, along with the measures they’ll employ to achieve either.  
 

Tactical Intelligence – This is basic information that will affect a 
customer’s decision – pricing, guarantees, hours of operation, services 
provided, special offers.   
 

Counter Intelligence – This is how you defend your own internal 
information. Your competitors may very well be seeking intelligence 
on you.  Don’t be paranoid – but be responsible.  Just as an example, 
watch the information you put in emails that can be forwarded without 
your knowing it.   
 

Simple Sales Strategies  
 
 
Need training that is easily 
accessible and that you can 
view anywhere, and at
anytime? ACCA's "HVAC 
Essentials" computer video
training packages provide
real-world training in plain 
English, when and where 
you need it. 
 
We take complex concepts 
and break them down so
they are easy to understand, 
in self directed video training 
that you can start and stop as 
you need.  
 

Yeah. ACCA has that for you. 
 

  “I Wonder if ACCA  
  Has That for Me?” 

SmartWords 
 

“You have to put in many, 
many, many tiny efforts that 
nobody sees or appreciates 

before you achieve 
anything worthwhile.” 

 

Brian Tracy 

 

Did you know that HVAC ducts 
can be used for wireless system 
monitoring? RFID tags with 
sensors can send data back to a 
central reader, eliminating the 
need to route wires through a 
building. That helps building 
managers and builders save 
time and money. Check it out at 
www.dailytech.com/Study+HVA
C+Ducts+Used+for+Wireless+
Monitoring+Technology/article1
9395.htm. 

Techno Tidbit 



 

 
 
 
 
 
 
 
 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 
 
 
 
 
 
 
 

 
 

The Goalsetter’s Gold List 
 

By Adams Hudson 
 

1. Take Action. Your marketing plan starts with your sales goals. Then 
attach a % of sales to the marketing budget. Conservative goals get 3 ½ 
- 5% of sales. Moderate goals get 6-8% of the sales. Aggressive 
marketers should go for 10% of the sales. 

 

2. Get it in writing. I don’t care how many times you’ve heard this. 
Do it because works. The basics to include: Sales goals, divided by 
seasons or months, budget during that time period, number of leads, 
closing ratios, and profit margins. If you’ll ‘plant’ the seed, you’ll 
find something may grow from it. 

 

3. Share the Goal. If your staff, techs and salespeople don’t know your 
plans, how do you expect them to follow them? Really, this critical 
step gets overlooked. Have a meeting. Lay it out. Get the feedback, 
suggestions and the support. You’ll be amazed at what like-minded 
concentration will do. 

 

4. Get the tools. If your ads are weak, get rid of them. Seriously. A 
broken hammer won’t work any better than the last time you tried it. 
Get your ads designed or written for performance. I can do it or have 
it done by an expert in your town. Your most expensive ad – the 
Yellow Pages – is the one that needs fixing first.  

 

5. Adopt a Customer Retention Campaign. This is the number 1 most 
disregarded area for contractors… and the most lucrative if done right. 
Get our newsletter or someone else’s, but get a retention program going.  

 
ACCA to Launch QA Contractor Recognition Program  
 

ACCA announced that it is launching a new “Quality Assured” (QA) Contractor 
Recognition Program in 2011. QA is the first nationwide recognition program for 
HVAC contractors, and is aimed at recognizing participants that follow requirements 
in the ANSI/ACCA 5 QI Standard (HVAC Quality Installation Specification). The 
Quality Installation specification is available at www.acca.org/quality. 
 

New announcements and application information will be coming in early 2011. 
For more information or questions about the QA program, contact Wes Davis 
at wes.davis@acca.org or 703-824-8847. 
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ACCA National 

 

Three Points of Growth That 
Can Put You Out Of Business! 

 

ComfortU 
 

December 21, 2010 
2pm Eastern 

 

There is a problem in the 
industry when we talk about 
growth. The problem is that 
most contractors believe
“The more work we do the 
more profit we will make –
right?”  Maybe, and maybe 
not.  There are three stages 
of growth that can literally put 
a contractor out of business.   
 

This session will identify 
three dangerous points of 
growth and will provide
practical tips on how to grow 
through those stages. We 
will look at potential cash 
flow problems by viewing a 
Sample Company. We will 
also identify the danger of not 
departmentalizing your
company.  As a company
grows one department can 
easily be subsiding, but
management never sees
it…until it is too late. If your 
company is growing you
need to attend this session! 
 

About the Presenter: Tom 
Grandy has over 30 years 
experience in industry and 
small business. The vision 
of Grandy & Associates is 
to “teach contractors how to 
run profitable businesses”.  
 

You can learn more about
this ComfortU seminar at
www.acca.org. 
 

News Flash ACCA Benefit Highlight 

The Art of Management 

Rule Breaking 101 

“Calling customers is as simple as dialing their number.” 
 

FALSE: Preparation for the call is essential.  You should have all your 
tools ready; key points to questions; knowledge of your company products 
and services, the customer with whom you’re speaking, and knowledge of 
your company policies and procedures.  Not so simple, eh? 
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