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Letter from the
Executive

By Steve Woodring,

Hello Friends,

Can you believe it’s
already a new year? It
seems like there’s always
a new opportunity or
challenge that keeps us
working to be the best
here at ACCA-WPA.

I know you feel the same
way about your business.
You can never learn too
much, do too much, or be
too successful.

That’s part of why your
ACCA membership is so
valuable. The latest news
and industry updates are
delivered right to your
doorstep, helping you
stay a step ahead.

Even though seasons
change and years pass,
our commitment to
serving you stays the
same. Let us know if
there’s a way ACCA-
WPA can be better in
2012.

Steve Woodring
ACCA-WPA President

Marketing

Planning Is The Path To Profit

By Adams Hudson

A simple marketing “attack” plan gives you a strategy that considers the
needs of your market and provides a year-round plan to meet those needs.
It gives you a calm, rational approach to anticipate the slow times and
gives you ways to keep promoting yourself when business is booming.

To get your “strategic thinking” in gear, look to these ways to get on the
right course:

1. Quit thinking your “old” marketing will suddenly have “new” results.
Amazingly, contractors crumble up thousands of dollars in “dead” ads a year.
If it's not helping your image or your lead count, chunk it.

2. Quit depending on the Yellow Pages as your salvation. Over 70% of
contractors spend half their entire marketing budgets here. If it's not pulling an
equivalent lead count, that's a big mistake. Trim your YP down to 21% of your
marketing budget. If you can get away with less, do it.

3. Zig while your competition zags. You cannot stand out by sameness.
That's so obvious, but contractors still use the competition as a model. And
that's a bad idea. Your ads and marketing message should be the most
unique thing you have. Parade your unique benefits over the “same old thing”
offered by your boring competition.

4. Set a marketing budget. This is so simple, yet not one in eight contractors do
this right. If you're aggressively pursuing market share, it'll cost you 8-10% of your
sales budget; moderate marketers spend 5-8%; conservative marketers spend
3.5-5%. If you're trying to be “aggressive” but spending 2% of your sales on
marketing, you're looking for diamonds at the price of cubic zirconium. Spend
what it takes.

5. Set a marketing plan in motion, no matter how small. At the most basic
level, divide your year into quarters and define which ones are your peak
seasons and which are “off-peak.” Figure exactly what you'll spend to
promote what during that time. Then decide “how” you'll deliver that message
(media). You're ahead of most of your competition just by doing this.

Your marketing plan should give a great deal of weight to marketing
timing. The good news is that, after you build it, it can run itself. I don’t
mean, “Build it and forget about it.” I mean you can build it, chart its
results, monitor it, and then only modify what needs work. After the first
real planning efforts, your workload is tremendously reduced.

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

©2011 Hudson, Ink Corp.



Simple Sales Strategies

“Unlearn” the Teachings
of Youth and Inexperience

Through your school days and beyond, I’m sure you heard sayings
along these lines: “If you’re good at what you do, you will be
rewarded.” That’s a comforting thought, right? It keeps you trying
to be the best at what you do. So when you are sure your level of
competence is far higher than the average Joe’s, you’ve got it made.

Well, that may be the prevailing theory, but let me alert you to one
small detail. That theory isn’t based on fact or actual experience.
Nope. The voice of experience tells you the sad truth: you can be
good at what you do — and not be rewarded.

What makes the difference? Sales and cash flow. Sorry to seem so
“obvious,” but if the application of that answer were truly that
obvious, everybody would be successful.

Many people perceive selling as a simple task: persuading someone
to buy something. Your objectives should be much broader than
that. A good salesperson builds a relationship that benefits both
parties in the long-term. Selling involves:

= Helping a customer identify needs, fears, problems, voids,
discomfort, loss, desire. (Commit these to memory. They
haven’t changed in thousands of years.)

= Presenting information that solves these problems.

= Providing follow-up to maintain satisfaction, encourage
future “solutions” and referrals. (Thus begins the cycle
anew.)

Simply put, selling is the single business activity involving a person-
to-person communication process during which the salesperson
uncovers and satisfies the needs of the buyer to the mutual, long-
term benefit of both the consumer and the contractor.

Your sales are the truest reflection of your company’s health. It is
the surest measure of your ability to get your message heard,
understood, and acted upon in your market.

It’s tempting to think that being good at what you do will bring you
success. But the wisdom of experience reminds us all of this important
distinction. To be competent, you must be good at what you do. To be
successful, you must know how to sell your goodness.

“l Wonder if ACCA
Has That for Me?”

Looking for the most up-to-date
info in the industry? ACCA has
formed a new subsidiary
company to oversee the
association'’s growing media
programs.

The company, ie3media, Inc., is
a wholly-owned subsidiary of
ACCA, focused on creating
new value for ACCA's
members and customers
through expanded online,
mobile and print services.

For more information, visit
www.ie3online.com.

Yeah. ACCA has that for you.

SmartWords

“Action is the

foundational key to
all success.”

Pablo Picasso

Product Spotlight

QA Orientation

The skills and business
practices needed to operate a
successful quality oriented
business would take several
weeks to teach. These
orientation sessions provide
an introduction and overview
of the QA program.

Learn more when you visit
www.acca.org/store.




ACCA Benefit Highlight

Residential Financing

ACCA is pleased to announce access to exclusive residential financing options
through a new partnership with GE Money (www.acca.org/members/financing). ACCA
contractor members now have access to:

= A wide variety of consumer financing promotions, ranging from deferred interest
promotions to reduced interest rate / reduced payment promotions, meeting
many different consumer needs at competitive prices

= Fast funding within 24 to 48 hours upon completion of the work

= Access to 24/7 training on how to sell financing and integrate it into the sales
process

The Art of Management

The “Must Do” List For Placing “Help
Wanted” Ads

When you place an ad for salespeople, you’re sometimes limited by
budgets and word count. Here are the things you must express as soon
as possible to get the best applicants:

®  Your company name should be in the ad. If not, your interviewer needs to “sell”
the company as one looking for the highest quality salesperson right up front.

®  Product knowledge can be overstressed sometimes, but it helps to tell your
applicants that they'll be expected to be able to understand the product's
benefits from the customer's perspective. Too often, technically minded
applicants dazzle interviewers, when it's the customer who needs to be
impressed.

® If you want experience, state it in the ad. If you want to discourage rookies,
do so quickly. Be very careful about legal limitations on applicant
qualifications. Contact the EEOC if you're at all unsure.

®  Make sure you talk compensation early or put it in the ad. If your plan has
benefits over your competition, say so!

®  Put contact information in the ad. P.O. Boxes are occasionally a turn off, but
regardless, be very clear about who is to be contacted and during which hours.

Finding good help can be a daunting task. Make it easier and more
productive by placing ads that will get your company the best results.

Rule Breaking 101

“Once you're tired of an ad, you should pull it.”

FALSE: You’re far more likely to get tired of an ad before your customers
and prospects. As long as it’s pulling in leads and sales, leave it alone.
Repeating your successes can only increase your profit. Trying to fix
what’s not broken can only damage your bottom line in the long run.

News Flash

The Latest from
ACCA National

44th Annual ACCA
Conference
& Indoor Air Expo

Las Vegas, NV
March 5-8, 2012

For the first time in over a
decade, ACCA is heading
to Las Vegas and is going
all-in for contractors with
new line up of learning
labs.

Unlike any other ACCA
conference, there will be
more options for learning
how to take your business
to the next levels of
profitability and success.

The all-new structure of
Learning Labs — with some
45 minutes learning labs
and some 90 minute
learning labs — will feature
contractors sharing how
they broke through barriers
to get to the top in their
market.

You will leave this event
with tips, tricks, and
techniques that will boost
your business and show
you how to stop thinking
small and “Raise the
Stakes” in your life and
your business!

For more information see
www.acca.org/education/
conference.




