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·  boilers, water lines, faucets, commodes, gas line checks. 
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 Jim Tyrell, Federated Insurance, is a wealth of knowledge when it 
comes to group health strategies and how to address the concerns that most 
business owners have in regard to providing healthcare to their employees.  
Healthcare is one of the largest expenses that business owners face today, 
and Jim will discuss ways to provide a rich benefit plan to employees while at 
the same time controlling the overall cost as he explains how to set up a 
multi-year health care plan that can benefit everyone – the employer, 
employees, and their families long-term.    
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·  Our members and employees provide free heating maintenance 

services and water audits and plumbing repairs to elderly/disabled, 
low-income homeowners in the Greater Cleveland area to insure 
proper operation and save lives. 

·  Volunteers provide a ray of sunlight, a smile and a helping hand to 
people who need it the most. 

·  Volunteers service and repair unvented room heaters and central 
furnaces, boilers, water lines, faucets, commodes, do gas line 
checks.                  �����		��	������ �!
����		��"
�#��������	�  

Register now using the attached forms and plan to participate in 
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Tim Volpone - Closest to 
Pin 2nd shot Lake #4 

 
   Jeff Hutton        Laurie Hoover       Duane Burdick   Tim Volpone       
    Longest Drive     #16           Longest putt       Longest drive #9          Closest to pin      
 

          
             Enos Detweiler                 Going for that $10,000   Committee at work  
    Closest to green in 2 - #5                                      Hole in One (sorry, no one got it)  
 
 

                                  
Winning Team     2nd Place Team     3rd Place Team 

 BTU Comfort Solutions          Burton Sheet Metal                                         Hutton-Bushnell  & R E Michel    
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   New ACCA Member: JD Indoor Comfort 
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GREATER CLEVELAND ACCA  
2010 Officers:  
President  –- Kris Guzik      
 Energy Management Specialists - 216-676-9045 

Vice President  – Keith Raymond 

      Raymond Plumbing & Heating       440-244-5584 
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)        
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This is the 7th year for ACCA to provide safe heat & 3rd year for PHCC to provide water audits & 
plumbing repairs for elderly/disabled, low-income homeowners in the Northeastern Ohio Area!  

 We need YOUR help on September 25 ! 
How Can I Participate? 
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October 14  –  Fraud – Michael Bohinc, CPA 
           Keeping Score, Inc. 
 
November 11  – Kurt Schlass, HR Specialist 
            Group Management Services  
 
December 9  – Using Social Media  
            Chris Knipper, KUNO  
 
January 13  – Mike Weil,  Editorial Director�

Contracting Business Magazine  
 

  

 
 

ComfortU offers a large and growing library of on-
demand recorded webinar training, created 
exclusively for ACCA and the professional 
contracting industry. A low-cost, no-risk 
monthly subscription  gets you and your 
company's employees access to nearly 100 on-
demand seminars, right now. There's no 
commitment!  
              LIVE WEBINARS: 
September 2, 2010 
Fall PM 
Presented by: Jack Rise, Jack Rise HVAC Technical 
Training 

September 20, 2010 
Identifying and Controlling the Five Profit Killers  in 
Your Service Department!  
Presented by: Tom Grandy, Grandy & Associates 

September 23, 2010 
Right-Sizing Your Business  
Presented by: Randy Stutzman, FMI 

 

FROM THE ARCHIVES: 
With nearly 100 on-demand 
webinars (and growing), the ComfortU library is a 
unique resource for contractors and HVACR 
professionals.  Here is just a sampling:    
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You may know what you should charge per hour 
in each department, and you may have an idea of 
the level of profits you should be generating, but 
do you know what you need to track each month 
in order to hit your goals? This session from Tom 
Grandy shows you the 24 key performance 
indicators against which each and every service 
technician should be measured. Subscribers can 
watch it.  
 ��
 '�"0���$
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Commercial and residential customers are very 
different from each other. Eric Knaak of Isaac 
Heating & Air Conditioning shows how to 
successfully lead a service department that 
delights both marketplaces. %)���������
���
,����

��#  
 

Check it out and if you’re not a subscriber, now is a 
good time to become one and take advantage of these 
educational opportunities. You can learn more at 
www.acca.org 



 
 
 
 

Testimonials Turn Your Claims Into Sales  
 
You can tell your prospects all day long how great you are, but it sure goes a lot farther when someone 
else backs up your view of yourself.  That’s where testimonials come into the picture.   
 
Plus, there is a strong implication that testimonials from real people are ‘true and unbiased’ whereas a 
salesperson’s claims are often perceived as neither.  Remember that if you make a statement about 
your service or superiority, it’s a claim.  If a customer who has used you says the same thing, it 
becomes a fact. So, if you’ve got a happy customer, put it in writing, and you’ve got a testimonial.   
 
Where Do Testimonials Come From?   
 
The problem with testimonials is that many people say they’ll give them, but never find the time.  They 
got busy.  They meant to.  They would, but it’s just that… oh, phooey.  Don’t worry.  There are easy 
ways you can help them find the time.  In fact, you’ll do it for them.  To help get this praise into print, 
stick to a few ground rules:   
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What to Do With All the Testimonials? 
A great place is one or more pages in your Sales Presentation Binder to help prospects see that others 
may have shared similar concerns, lived in a similar house, or same neighborhood. Your closing ratio 
will increase using testimonials. Pages of testimonials are very powerful motivators.  
 
A strong assemblage of testimonials will undoubtedly increase the credibility you deserve while 
settling unspoken fears, and increase your sales as a result.  Use them and profit.  
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The Power of the Word “Free”  
 

By Adams Hudson 
 
Truths don’t change. There’s one I love, but gets misconstrued: “You must give to get.” It works in 
business, friendships, marriage, child-raising, and was the core mantra of a peaceful teacher 2,000 
years ago.  
 
Giveaways work. Free stuff works. The most powerful marketing word that exists is “free.” I wish I 
could come up with a better one, but it hasn’t been invented yet. That’s why I love the intelligent use 
of this word.  
 
But it also maddens me too. That’s because giveaways are everywhere, continually overused, over-
said, and in one huge way, very overrated.  The giveaway has become the circus barker’s byword of 
“too good to be true,” thus the occasional “gimmicky” description. The result is that legions of 
potential customers respond first with, “what’s the catch?” When used unwisely, the word “free” repels 
as many – or more – than it attracts.  
 
When to use it: In Direct Response ads (one of the five basic message ‘types’ of ads you definitely 
should use) free is the gateway to response. It lowers the barrier to leads, and gains acceptance, causing 
those seeking a risk-free way to gain your service offering to be magically drawn to the phone. But 
only when used as a way to offer something of value and validity that supports the core offer.  
 
In other words, when testing air quality, installing UV filtration, or working on humidity solutions, 
offer a free “safe air” filter (with your logo on it of course) or something related to the quality of their 
air. This supports and increases the value of your already highly-prized service and pulls it closer to 
irresistible. This is critical. Why? 
 
The entire reason you run Direct Response ads is to create a flood of leads, based on the irresistibility 
of the offer. “Free” things add to that attraction. When you insert a limitation or a deadline, you drive 
home the “sense of urgency” which means the lead count rises even faster in an effort to “beat” the 
limitation.  
 
So use “free”, but use it wisely. If you do, you’ll gain more results, better customer relations, and more 
bang for your marketing dollar. All because you were willing to “give to get”.  
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Motivate Your Employees Without Spending A Dime  
 
You may think that it takes expensive bonus plans or compensation packages to motivate 
your employees. But while those things make nice additions to a paycheck, they’re not 
necessarily the best way to get the most from your employees. In the same way your 
customers are triggered to buy from you for emotional reasons, your employees are triggered 
to greater performance based on the desires for: 
 

·  Activity.  No one likes to spend the day twiddling their thumbs. Having enough work 
makes an employee feel productive and important – and thus, motivated. 
 

·  Ownership.  When an employee has a share in the results of your company’s efforts, a 
pride of ownership develops. It’s part of the team mentality that says, “Hey, I helped do 
that!”, and it leads to greater job�� atisfaction and performance. 

 
·  Competence.  Believe it or not, your employees want to know that they’re doing their job 

correctly – and being the best at what they do is a strong motivator for success. 
 

·  Achievement.  No one says, “Hey, aren’t you glad we missed the sales numbers this 
week?” Employees are motivated by knowing what they’re aiming for and having the 
tools to get there – even if it’s a challenge.  

 
·  Recognition.  Giving credit where credit is due goes a long way toward happy, loyal 

employees. And once they’ve earned you’re praise, they’ll be looking for ways to repeat 
the success – for them and for you. 
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“Selling with the tax credits is complicated.”   
 

������  4
	������������������
����������������
������������ �
���5�����
�����������
���
��� ������ ��� �������� ������� �������� ���� ������� ��� 
� ��������� ���������� ����
����
��������������
�����*�����)�����
���������������)�
 ���
�����������������
��
�������
���������������������������
���� 2���������������������� �����������������  �



�
�
�
�
�

�

� Comfort From An Old Friend 
 

By Adams Hudson 
 

In times like these, the image your company projects is more important than ever.  Why? It’s simple… 
 

A customer concerned about his own cash flow is carefully considering the spending choices he 
makes.  When he has a need, he wants to turn to a company that is trustworthy, honorable, reliable.  
He’s looking for someone who has been a friend to him in the past and/or will be a friend to him in the 
future.   
 

He’ll look for the company that projects an image of quality and caring, giving him a feeling of 
reassurance. And he’ll be especially wary of the company who is trying to make a fast buck in a slow 
time – at his expense.   
 

What that means to you is that, in times like these, your reputation becomes your survival. Your 
reputation, of course, is fed not just by the quality work you do but also by the image your marketing 
projects.   
 

In many cases, products and services provided by contractors are seen as “essential,” not as luxury 
items.  That’s a plus.  Does anyone really expect to live without air conditioning?  Not in this century.   
 

So, you’re already ahead of the game because you’ve got what customers need (as far as products and 
services go). And yet there’s one more step.  Your customers also need to know who you are and who 
you will be to them.   
 

That’s in the image you project.  If you intend to be the friend they’re looking for, tell them so.  If you 
intend to be trustworthy, honorable and reliable, make sure they know. 
 

HVAC contractors provide one of the most welcome types of services customers can receive – you 
help make them comfortable in their own home. That’s the work you’re called to do.  To keep that 
work coming, project an image that makes customers comfortable with who you are. 
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When Leads And Sales Don’t Come,  Who’s to Blame? 
 

Any contracting business can hit a rough patch from  time to time.  The key to 
overcoming it is knowing what went wrong and what t o do about it. Take a look at the 
following common problem areas and their solutions.  You can easily avoid the “blame 
game” in a way that generates leads, increases clos ing ratios and improves profits.   
 

1. Low phone traffic? – Look to your marketing for the trouble it’s causing  you. The 
purpose of marketing is to level out weather-driven  leads.  If it isn’t, chances are, 
you’re either badly under-marketed or you’re spendi ng good money on bad marketing.   

 

Solution:  Follow a four-point plan for identifying with you r audience – research, resell, 
reap, and repeat.   

 

2. Many leads, few sales? – If you’re getting many leads, but few sales, that’s  not a marketing 
problem.  That’s a selling problem.  Sure, you may get some unqualified leads, but the 
salesperson is usually too quick to blame “price, p roducts or people” instead of “poor 
presentation and preparation.”   

 

Solution:   Draw a clear distinction between you and your competition by delivering a 
comprehensive, yet brief, sales presentation that builds confidence and trust in you, your 
company and your recommendations.  Talk about your prospects’ needs and problems and how 
you and your products or services will provide the right solutions.  Provide your techs with 
“presentation” training that will help them be better prepared in front of prospects.     

3. Many leads and sales, but no money – You’re spending lots of money and lots of energy 
and getting lots of work done – but it’s not paying  off for you.  Take a look at your 
overhead, scheduling and any waste, of course.  Als o recognize that the real culprit 
could be your pricing strategy.  If you’re trying t o be the “cheapest in town,” your 
competition isn’t running you out of business – you ’re doing that to yourself.  When 
you’re losing money on calls, you’re better off fin ancially not showing up at all.   

 

Solution:  There are two pricing strategies for special offers – one is a penetration strategy, which 
means that you are basically seeking entry into a customer’s home.  This strategy works if your 
technicians are properly trained to look for additional work and trained to consult with the 
customer.  If they aren’t – and if your technicians merely walk in and perform the maintenance 
work – you are going to lose money and opportunities. 

 

The second strategy is to price for profit. By pric ing for profit, your customer will perceive 
that your service has more value, taking these two factors into account: 1) What they 
consider value for the price; and 2) How your price  is positioned against the competition. 
The key to price for profit is being able to demons trate value. Your responsibility is to 
make certain that your technicians inform your cust omers about the value they are 
getting. 

 

So, put your finger on the problem above, and focus on the solution. You’ll find that solutions 
are much easier to live with!  
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After nearly 13 months of the Ohio Specialty Contractors (ACCA & PHCC) working on this legislation, 
SB289 was introduced on August 11 by Sen. Steve Buehrer.    
 
We believe the strongest argument here is that licensing for plumbing, HVAC, hydronics, refrigeration 
and electrical contractors will provide added safety for the consumer** .  When they have work 
done, they’ll know that the company has credibility.   Here are some highlights in the Bill as 
introduced: 
 
·  If you’re already licensed by OCILB, you will not have to take another license – yours will become 

a universal license;  if you’re in residential only and meet the qualifications, you will earn an ‘R’ 
license for residential only.  

·  Yes, grandfathering qualifications have been built into the Bill for residential only – no 
grandfathering for the commercial / universal license.  

·  Makes some changes to the operations of the OCILB sections including majority vote for actions 
taken and representation on the sections by ‘R’ license-holders only. 

·  20% of the fees received by OCILB will be used for enforcement – i.e., investigators and follow-up 
action on violators of the law. 

·  Licenses will be issued in the name of the individual AND the company.   (Note:  only one license 
required per company although multiple licenses are permitted within one company.   Also, a 
license cannot be held or used for more than one company) 

·  Violations within a company will be charged only to the license holder responsible for the work 
done (currently, all license holders are held responsible and can be fined or licenses revoked)  

·  Retakes of license exams will be allowed the first time 60 days after the initial exam and 
thereafter, only one time per year.  

·  Current law requires anyone applying for licensure to provide proof of a background check along 
with the application. 

·  License holders who do not assign their license to a company must put their license in escrow 
until such time as a company can be assigned. 

·  Penalties and court action can be taken against any contractor in these trades – licensed or not 
licensed. 

·  Permits homeowners to work on their own property – licenses required to do any work in the 
trades licensed other than for personal use.    

·  Complaints must be in writing and filed within one year of alleged violation.   Investigations apply 
to those projects requiring permits (approvals) but are not limited to only those projects! 

·  Adds contractor representation to the Residential Construction Advisory Committee (i.e., adds 
representation by those who have direct hands-on responsibility for applying the code in the field)  
RCAC is the entity in Ohio that reviews and recommends the Ohio Residential Code.     

·  Maintains the ability of the municipalities to register, require permits and collect fees for work by 
contractors in these trades in their communities.    

**  Consumer Protection:   We believe this Bill will help nullify the problems created for consumers by 
“scam artists” and “fly-by-nighters” that prey on unsuspecting homeowners;  provide additional 
resources for consumers to address problems with contractors; and provide a sense of greater 
security re: qualifications of contractors for the municipalities to register residential contractors.  


