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(. 1 GREATER CLEVELAND ACCA
2010 Officers:
President — Kris Guzik
01 & (2 * Energy Management Specialists - 216-676-9045
--.--/ 012/ 34 Vice President — Keith Raymond
34 t2 & 56 Raymond Plumbing & Heating 440-244-5584
5 2017-01.17 | 488 Secy/Treasurer — Enos Detweiler, Burton Sheet
201 92: 0.0, 4 Metall . 440-.834-1717
5 6, 188 Board of Directors / Committee Chairs:
--.12. 0011 88 4 Mike Aerni — Conserv-Air -Golf Outing 216-889-8800
5" " I & Al DiLauro —Cleveland Air Comfort-Golf Outing
--. 11- 027. 4 440-232-1861
; *10/ 17001 Jerald & Laurie Hoover, Hoover Heating & A/C
. 4 Spring Fling Social Event 440-439-2994
x 7 4 Keith Raymond, Raymond Plumbing &Heating -
20 <-: 00.. 4 = Education 440-244-5584
! 8. 6 1> Brian Stack, Stack Heating & Cooling,
/1. 7-9 0:0: 3 4 Immed. Past President 888-850-9994
( 2 #= = Don VanHorn, BTU Comfort Solutions,
. 2%1 '/(0 :2.. 4 — Heat the Town 440-398-9415
7707 7 4/ Mike Scott, Famous Supply -
1 . '(2 o Associate Representative  216-529-1010
> % /l. 7-9 9<-9 .
4 ACCA Ohio Board Trustees representing
19 " > Greater Cleveland ACCA:
201 -27 2:<: 4 Enos Detweiler, Burton Sheet Metal
v $ 7 Brian Stack, Stack Heating & Cooling (2010-2011)
--. <29 -/90 4
Blue indicates Premium Sponsors
1 %' %; +
1 @ Payment is expected in
advance or at the door
Check Cash Credit card
(

Fax: 440-543-1699 or e-mail accacleveland@aol.com
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You can learn more atww.acca.org
Upcoming webinars in May:

N

May 6, 2010
, Creating Comfort Using Manual T
66 ( - Presented byJack Rise, Jack Rise HVAC
01412 1 +*3 + Technical Tramlng' . ' |
4 ) 7 May 20, 201&ffective Financial Analysis &

Key Performance Indicators for Contractors

N Presented byTom Grandy, Grandy & Associate

4 # S5## 7*6 [

% =
P %"# &"?$ D &#$ S5E

# # 22 "F#

AH&
1 G H 2 G H
AHE? 0:<7
1)
) #
"F#
& B A#&
C = $
E 5 ! F
& &
G7 H@
129 * 09
D /1. 91-1.00
4
7819 /- # ##
> 99 =
+;<+=+* /

(%+ % %‘




In Ohio

Ohio BWC Approves New Drug-Free Safety Program

At the March 2010 BWC Board of Directors Meeting, the Board officially approved a new Drug-Free Safety
Program (DFSP) effective July 1, 2010. The DFSP replaces BWC's traditional Drug-Free Workplace
Program (DFWP).

DFSP is a voluntary program that encourages employers to eliminate substance abuse in the workplace.
Premium discounts are available through the DFSP. An employer will receive a 4% Discount at the Basic
Level and a 7% Discount at the Advanced Level. Additionally, an employer that is enrolled in Group Rating
will be eligible to stack the DFSP discount on top of the Group Rating discount. To do so, the employer must
be enrolled in the Advanced Level of the Program and their Discount will be limited to 3%.

The DFSP does not have a limitation on the number of years an employer can participate. As long as an
employer meets the requirements, they can remain in DFSP indefinitely. Employers can opt in and out of the
DFSP if they choose to do so.

The application deadline for the July 1, 2010 rate year is June 30, 2010. The application deadline for the
January 1, 2011 rate year is October 29, 2010. Employers that are currently in the DFWP must complete a
new application to enter the DFSP. Employers that are currently in the DFWP must fulfill the Program
requirements of their current DFWP to receive the discounts associated with the Program even though it is
being phased out.
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Residents must provide proof that they have prgmisposed of their old appliances.
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For more information, download the Ohio state apple program .



Business Helps

No doubt about it: If your phone doesn't ring erfgugpu’re going out of business. That's especially
true in this economy where 'waiting' for it to ringells disaster. Yet many contractors are findag
the 'old' marketing methods are not working as wethe 'new' economy.

"Contractors are stuck,"” says Adams Hudson, prasigfecontractor marketing firm Hudson, Ink.
"They know good marketing generates leads, yet doeyt want to risk marketing dollars unless they
know they'll get results. The media never guarantesults, so contractors either wing it or do
nothing." He offered a third option:

"Get smart about what works and what doesn't. Véeceatractors getting tripped up by the same
mistakes, so we compiled a list of the top erroxd laow to win in this economy.”

Here’s a quick list of "The Top 7 Ways to Genendtme Leads Now":
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Contractors can get a free report "7 Ways to Geedrlare Leads Now" that covers each of the
methods above by visitingww.hudsonink.com/Top-7-Ways-for-More-Leads.aspx.

By following just a few of the 7 steps above, cantors can turn the new economy intorafitable
economy. "When good contractors succeed, it's fmoithe community, the industry, and the
economy,"” explains Hudson. "Taking charge of leanegation helps them do that, effectively and
profitably.”

Hudson Ink www.hudsonink.comworks with the in-home service contracting tradasonally and has been chosen as the
national partner for the largest heating and cgadissociation (ACCA), plus the largest plumbingraigion (PHCC) and
specialty trade group (QSC), plus the fastest gngwlectrical products provider (ECCN). He has &lsen a speaker at
numerous national contractor conventions and hbkghed 12 books on contractor marketing.




Business Helps

How to Choose “Your” Market
By Adams Hudson

Sometimes people call the marketyone in your service areand that's a nice broad definition. This
is fine for your “All Purpose” ads, but to maximiezesults forDirect Responseve need to make sure
the message and market “match” with reasonabletadgaccuracy.

To use a tool analogy, this is like comparing Clerirocks to a Stubby ratchet drive with a 7/16”
socket. One works “okay” for many applications; ttker works perfectly on specialized applications.
The market means thmost likely respondent® your direct response offer, as chosen by what yo
plan to offer them. Markets can be “chosen” in imewable ways, including:
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Find “who’s” buying from you now based on the aboVbeen choose who youantas customers and
target them with an attractive, well-timed offeoywill succeed.



