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THANK YOU to our 

Sponsors!

Thursday, April 8

Holiday Inn, Independence
6001 Rockside Rd @ I-77

7:45 am Social
8:00 am Breakfast & Annual Meeting
8:30 am Announcements
Speaker: Kelly Denk, Frank Gates Svc. Co.

Kelly Denk, Assistant Vice President for Risk Management
Operations at Frank Gates Service Co., is well known to most of us for 
her knowledgeable and energetic presentations on a subject that is, for 
some, depressing – workers’ comp premiums and how they are
changing for our industry.

While she is the third party administrator for the ACCA Ohio 
group workers’ comp group savings program, she is also very well 
informed on all aspects of benefits and drawbacks to the current 
workers’ compensation system of determining premiums for this 
industry.    The BWC Board of Directors are meeting monthly to make 
changes – some positive and others that could be detrimental to your 
budget come January 2011.

Don’t miss this informative program!   You’ll be glad you 
learned in advance what to expect and how to budget for the coming 
year.



Below: (L to R) 2010 State Officers:
Roger Gundlach, Vice Pres; 
Jim Ellia, President-Elect
Gary Jacob, President; 
Tim Volpone, Immed. Past Treas;
Gary Kellermeier, Treasurer; 
John Sedine, ACCA Chairman of the
National Board; 
Paul Stalknecht, President & CEO, ACCA 
National
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HOLLYWOOD NIGHTS
April 10

Congratulations!
Jim Ellia

Jim Ellia, Efficient Heating, 
Bedford Hts, was installed 
President-elect of the Ohio 
Chapter, ACCA, during the 
annual convention March 26.

Less than a week away, Hollywood 
Nights is the “spring fling” fun event for 
members, friends, families & employees.

· A buffet dinner
· Chinese raffle
· Reverse raffle
· Music
· Open bar, and
· Some surprise events

Contact a board member or call the 
office if you have any questions.
Registration form is attached to this 
newsletter.

Treat your employees to a fun night out 
- a Spring Fling - before your busy 
season starts.

A party you don’t want to miss!!
Smart Words

“The secret of success is 
constancy to purpose.”

Benjamin Disraeli



installed
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Aprilaire/Research Products Corp. - Jim Blind
330-334-1624 jab@aprilaire.com

Arzel Zoning Technology, Inc. -Colleen O’Hara
216-831-6068 colleen@arzelzoning.com

Famous Enterprises - Mike Scott
216-529-1010 mscott@famous-supply.com

Federated Insurance - Brian Mazzarella
330-620-1166 bmazzarella@fedins.com

Ferguson Heating - Matt Koley
330-463-1280 matt.coley@ferguson.com

Lennox Industries - Dennis Kall
21-739-1100 dennis.kall@lennoxind.com

McGranahan & Associates - Jack McGranahan
440-835-1919 jmcgran@ix.netcom.com

Midwest Compressor, Inc. - Alex Syntax
216-941-9200 mdwstal@aol.com

Productive Air Duct Cleaning - George Grozan
800-818-3398 info@4productive.com

Residential Energy Services Co., LLC 
- George Trappe  440-835-5735
trappman@aol.com

Robertson Heating Supply - Brett Griffith
216-328-2979   brettg@rhsonline.net

Wolff Brothers - Tom Rundle
330-725-3451 trundle@wolffbros.com

Blue indicates Premium Sponsors

GREATER CLEVELAND ACCA
2010 Officers:
President –- Kris Guzik

Energy Management Specialists - 216-676-9045

Vice President -

Secy/Treasurer – Enos Detweiler, Burton Sheet 
Metal 440-834-1717

Board of Directors / Committee Chairs:
Mike Aerni – Conserv-Air -Golf Outing 216-889-8800

Al DiLauro –Cleveland Air Comfort-Golf Outing
440-232-1861

Jerald & Laurie Hoover, Hoover Heating & A/C

Spring Fling Social Event 440-439-2994

Keith Raymond, Raymond Plumbing &Heating -

Education 440-244-5584

Brian Stack, Stack Heating & Cooling,
Immed. Past President 888-850-9994

Don VanHorn, BTU Comfort Solutions,

Heat the Town 440-398-9415

Mike Scott, Famous Supply -
Associate Representative 216-529-1010

ACCA Ohio Board Trustees representing
Greater Cleveland ACCA:

Enos Detweiler, Burton Sheet Metal

Brian Stack, Stack Heating & Cooling (2010-2011)

Chapter Manager: Sandy Pogan, CAE 440-543-4011

ASSOCIATE MEMBERS
TThh aa nn kk   yy oo uu   ff oo rr   yy oo uu rr   ss uu pp pp oo rr tt   !!!!

Let us know you•re coming by email or fax: April 8, 2010
Reservation for: Payment is expected in

advance or at the door
o Check o Cash o Credit card

Company: Members:   $30
Fax: 440-543-1699 or e-mail accacleveland@aol.com Non-ACCA members: $49

No Shows & Late Cancellations will be charged; subst itutes welcome

$5.00 Additional Charge for No Advance Reservations



COMING EVENTS
2008 Coming Events 
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April 8 - What's the BWC doing that affects
our premium rates? Kelly Denk, 
Frank Gates Svc. Co./Avizentrisk

April 10 - Spring Fling Dinner - Reverse
Raffle – and more! (see attached)

May 13 - no meeting - see May 20 

May 20 -- Steve Coscia - partnering with 

ACCA-NEO chapter, this special evening 
program & dinner will be held at Quail 
Hollow, SR44 at I-90. Bring your 
employees
World-Class Customer Service

Delivering quality-focused customer service requires a 
strong leader and courageous employees - no cowards 
please.  Service professionals must set the bar high 
with no appetite for mediocrity.  In this session, you will 
learn world-class strategies to help your employees 
stay cool and calm - even during peak activity cycles.
High energy prices have affected customer behavior -
so your employees must be sharp.
Serving customers with patience, courtesy and 
professionalism is a vital element in retaining your 
current customers, and gaining new ones.  You will 
learn tactics you can use IMMEDIATELY.

WWIISSEE  WWOORRDDSS  
PPee oo pp ll ee   ww ii tt hh   gg oo aa ll ss   ss uu cc cc ee ee dd   

bb ee cc aa uu ss ee   tt hh ee yy   kk nn oo ww   
ww hh ee rr ee   tt hh ee yy   aa rr ee   gg oo ii nn gg ..

EEaa rr ll   NNii gg hh tt ii nn gg aa ll ee

Cashflow Budgeting and Collections
April 20, 2010
2pm Eastern

Cash flow problems put more companies out 
of business than any other single cause, except 
improper labor pricing. This program will take a 
close look at why developing a month by
month, department by department cash flow 
budget is critical to your company.

Hav ing  t he  ab i l i t y  t o project monthly cash 
flow requirements might just be the piece of the 
puzzle your company needs to help it continue 
profitable growth in these tough economic
times. The session w i l l  r ev i ew  a  f o rma l
collections policy, as well as provide dozens of 
put-in-place-today tips for improving your 
company’s cash flow.

About the Presenter: Tom Grandy has over 30 
years experience in industry and small business. He 
is the founder and president of Grandy & 
Associates. The v i s i on  o f  G randy  &
Associates is to “teach contractors how to 
run profitable businesses”.

You can learn more at www.acca.org



Paul Stalknecht testified before a U.S. Senate Comm ittee

ACCA's president and CEO Paul Stalknecht testified in March on behalf of the association in front of 
the Senate's Health, Education, Labor and Pension C ommittee. 

Stalknecht told the committee that more than half o f ACCA's members have fewer than 10 employees
and generate less than $1 million in annual revenue . According to the 2007 Economic Census, the 
industry employs nearly 200,000 mechanics, installe rs, helpers, and related personal. The average 
annual salary for HVACR technicians is $46,500. 

The HVACR industry, he reported, is facing a workfo rce crisis due to attrition, a shortage of skilled 
technicians, and difficulties in recruiting new wor kers. Despite the current economic downturn in the 
construction industry, the Bureau of Labor Statisti cs estimates that the need for HVACR mechanics 
and installers will grow 28 percent between 2008 an d 2018. 

This growth is fueled by government mandates and in centives to improve residential home and 
commercial building efficiencies. Current federal a nd industry programs that support job training are 
not able to keep up with the demand for skilled HVA CR technicians. 

On behalf of ACCA and based on input from members a cross the nation, Stalknecht issued the 
following recommendations and observations: 

Congress needs to develop federal policies that can  foster a change in the culture of job training and  
career counseling. Many young people "look down" on  the skilled trades that still offer tremendous 
opportunity, job security, a comfortable lifestyle,  and a career path to entrepreneurialism and 
business ownership. 

Second, on-the-job training must be part of any appre nticeship program in order to be a success. 
Many graduates still lack specific skills because t hey didn't receive on-the-job training. 

Third, federal policies should be expanded to encour age and support accredited state and local 
apprenticeship programs that already exist. Some of  ACCA's chapters partner with community 
colleges and local contractors to teach and mentor students with tremendous success.

Fourth, Congress should continue to support and exp and the roles of the Workforce Investment 
Boards where they involve local business leaders al ong with representatives from schools and trades. 

Finally, Congress should assist small businesses th at develop their own in-house training programs to 
meet unfulfilled needs, especially in rural areas. These smaller apprenticeship programs face 
bureaucratic hurdles that could be streamlined for greater effectiveness. 

Social Networking – with ACCA

Social networking is changing the face of communication amongst friends, family, businesses, and now, 
ACCA. “The staff at ACCA constantly strives to find new ways to communicate across various
platforms,” says Kevin Holland, vice president of business operations and membership. “Some of 
our members prefer traditional emails and web communications, but a growing number of contractors 
are finding that social media sites like Facebook, LinkedIn and Twitter allow them to keep up with ACCA 
happenings in real time.” Learn more at www.acca.org.
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Tank Your Competition With Tune-Ups
What if someone tried to convince you to become a “loyal customer” before you were even a 
customer?  Can you imagine how unpersuasive a headline like this would be:  “Become a Loyal 
Customer, and We’ll Take Good Care of You.”  It’d make you sound like the kind of company folks 
don’t want to do business with at all!

Essentially, this is why it isn’t effective to market maintenance agreements to the general public. A more 
effective strategy is to bring in customers by marketing tune-ups and then “wow” them with your top-
notch service.  Next, at the point of presenting the invoice, you demonstrate how they can save big with a 
regular maintenance agreement.

If they see the light, you both win.  Once your customers sign up for a maintenance agreement, they 
can count on regular tune-ups which usually lead to longer equipment life. Plus, they get other 
benefits such as priority emergency service and discounts on parts.

And you can count on going to their home twice a year to perform routine maintenance and possibly 
find an upgrade opportunity.  The best part for you is that the semi-annual tune-ups are performed 
during a season when lots of HVAC companies are begging the phone to ring – and the numbers are 
bound to be higher given the economic climate.

So whatever you do, don’t let anyone tell you that marketing for maintenance agreements works as 
well as a face-to-face when the customer is getting the bill for the tune-up. That’s when the benefits 
get their full attention. So market for tune-upsto the public thenthe MA. You’ll do much better.

To Market Tune Ups: 

§ Put a tune-up ad in your customer newsletter – or at the very least, print a story about it.  Your 
customers need to be educated about the importance of tune-ups.

§ Put an ad in your newspaper (preferably 2 col x 5 or 2 col x 7) that screams benefits loud and clear. 
You’ll get calls if you word it right. 

§ Send a powerful postcard to your demand customer base or in an area you want to work. 
§ Follow-up with a phone call. If they don’t want it, that’s fine. No pressure, please.

At this time of the year – when business slows to a snail’s pace – the way to bring in new customers is 
with tune-ups, so make sure they’re a part of your marketing strategy this season.  And once you get 
those calls, turn your tune-up customers into maintenance agreement customers.

Just remember, a call for a tune-up on a slow day can be a blessing.  Converting that call to a 
maintenance agreement customer can be a year-after-year bonanza.

The Season for Indoor Air Quality Services
By Adams Hudson

Spring is in the air, and that’s great – especially if you like pollen, allergies, sneezing and so forth. 
Yet the problems of springtime breathing issues also create opportunities for household breathing 
solutions.

One of the best times to remind customers about Indoor Air Quality issues can be when their noses
are stopped up, and they’re sniffling their way through the weeds the lawn just sprouted overnight. 
So, as you talk to customers in ads and in person, tell them what they need to know:

· Americans spend 90% of their time indoors these days.
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· Indoor air often contains higher concentrations of hazardous pollutants than outdoor air.
· Indoor air pollution is one of the top five environmental risks to public health.

We’ve been talking about this for awhile, and the support just keeps on coming.  In fact, 
researchers from Johns Hopkins University released a study this year that – not surprisingly –
found an association between increasing levels of indoor particulate matter pollution and the 
severity of asthma symptoms among children.

They followed 150 asthmatic children for six months, using monitoring equipment to measure 
the air in the child’s bedroom at scheduled intervals.  And they came to conclusions that verify 
the need for IAQ services:  understanding the effects of indoor air is important because children
spend so much time indoors, and improving indoor air quality may also help improve asthma 
health.

An important part of serving others is educating them about potential problems they face and options 
they have to resolve these problems.  So what will you do about what you know about IAQ?  Tell 
your customers.

Educate them about the pollutants that may be building within the air in their homes, help them 
identify the symptoms they may have been experiencing, and let them know about the solutions 
you have to offer.  In other words, let them know what you know, and you’ll both benefit from 
this important exchange of information.

Adams Hudson is ACCA’s National Marketing Partner, winner of the Dan Kennedy National Sales Letter Contest, 
and author of Contractor Marketing Secrets. He is also available to speak at local and Chapter events.

How to Find Out What Your Customers Are Thinking

We may not always know as much about our customers as we think we do.  Oh, sure, they’re clear when they 
want something fixed or replaced.  But there could be lots more information that would be helpful in how you 
serve, how you market and how you make contact.  And part of managing your business is getting that 
information. Look to any of the following sources:

1. Staff– Your dispatcher, your techs, your sales team, or anyone else who comes in contact with customers is in a 
position to gain their feedback.  Encourage them to listen to customers and make a note of whatever they’re asking 
about, complaining about, or being complimentary about.

2. Customer Comments– You can generate these by leaving room on invoices for customer comments, creating an 
online customer comment form for your website, or providing postage-paidcomment cards at the end of a service call.
Essentially, you’ll be saying something like, “Is there anything we can do to improve?  Let us hear from you…”

3. Customer Database– What are your customer records telling you?  There’s a goldmine of information in your files about what 
customers need and when they need it.

4. Annual Surveys– Send these out to customers knowing that those who respond could give you valuable feedback. 
And even those who don’t have just experienced a valuable “customer contact” letting them know you value their input 
and want to serve them better.  To increase response, consider offering a discount on service.

5. Competition– Watch to see what others in your industry are doing.  If you notice a great offer, chances are, your
customers are noticing it too.
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Texting While Driving Worse than Drinking While Dri ving ,
Says Car and Driver By Contributor Wireless and Mobile News on June 25, 2009 4:33 PM 

To gauge the effect of texting while driving, Car and Drivermagazine conducted road tests to 
determine just how dangerous texting and driving can be. Previous academic studies have 
shown texting while driving using simulators impairs a driver's abilities. This was the first study
in an actual car.Car and Driveralso compared the results of texting to the effects of drunk 
driving, on the same day and under the exact same conditions recording the results of the driver's 
reaction time. All of the driving was done in a straight line on an 11,800’ actual “roadway.”
After conducting the texting tests on both drivers at 35 mph and 70 mph, the test subjects then 
drank alcoholic cocktails until they reached the legal driving limit of 0.08 percent blood-alcohol
content. They then went back behind the wheel and ran the identical test without any texting
distractions. The results showed even using a straight road without any traffic, road signals, or 
pedestrians, and looking just at reaction times, the texting results were even worse than the 
negative impaired driving results.

Both socially and legally, drunk driving is completely unacceptable. A few jurisdictions have 
passed ordinances against texting while driving. But even if sweeping legislation were passed 
today to outlaw any typing behind the wheel, it would still be very difficult to enforce the law. 
Like most folks, we believe we are good drivers, but the real key to driving safely is keeping 
your eyes and your mind on the road. Text messaging distracts any driver from those primary
tasks."

The article states because the resulting of the tex ting test were so horrendous, it make the 
drinking results look good. No matter how you put it , texting and/or drinking while driving is 
dangerous.

How do your employees stack up?   What liability ar e you assuming?  Call the 
ACCA Cleveland Office for a policy statement you ca n add to your employee 
handbook.
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