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Cancurrend with a salt economy is a whole st of
learmning curves for busines owners, Bven wihen
the econaayy & at Is most clement, compandes

face umpredictabde challenges. When i It time to
restructured Shondd | order a hising freeze? What

absoutt the proposed cxpansion? The mew plasma
wall for the showrooms.. shoukd those plans be
put on passeT O, perhaps, now B the thme to di-
versify your offerings, adding mone bang for
vour client’s buack.

And what happens io the business compo-
nents that are (odbEn -
neously) deemed low priod-
ties—like marketing or
schrertising? s it sensible 1o en-
gage in marketing activitbes
wihile dghtening e belt?

Theere: are: meo simple an-
swers to these questions, but
according to Lesle Stevens,
president of Eclipse Market-
ing, & dowm ecomomy s exactly
why dealers must spend mon-
ey on marketing. fust & few
YRR agn, CONFActs were
falkirg into the dealers laps.
Taday, not anly due to the eco-
nomic shamp, bat also the influx of more cus-
toim installers indo the channiel, deabers mast
aggressively seek new business, and they muast
maintain communication with previoss clients.

Theese ressons, compounded by the coperd-
encs of working with dealers on a project-by-
project basls, charified for Stevens that custam
integratbon dealers need more than fust liter-
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ture an & piecemesl basis, but rather & camplete
salution o setematicaly fmne business
through their doars.

"Based on that, we [Eclipse Marketing] devel-
oped GrowthWoarks, an all-inclushe, tumbey
marketing program that stans with a semi-cus-
tom marketing plan and implementation of it
over the course of several manths,” Stevens said,

Stevens asseris that dealers have always
recognined the need to market themselves,
buit until recently, it was mot particulasy we-
gent to di so. Mow, hawey-
er is o different climate,
and dealers ans starved for
information on marketing
their companies. Stevens
st how management an«
marketing classes at CE-
DIA, MAHE and Ebectromic
House Expaos fill up quick-
by, and believes that it re-
Bects how interested deal-
ers are in marketing
thermseles,

As o commmon sobution to
this murketing dearth, many
dealers outsource thels
neids on @ project-by-project basks, or attempl
b0 o it themisedves, yielding a non-cohesiee mar-
keting campaign. Instead, Stevens argues, to
capture “mind-share® of & target markes, there
neonils o b three separate occurrences, such as
dlirect mail, press artickes or advertising that
presents the messape o the targeted audience.
“And since dealers ape in the busines of design-
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iy aumel [ msaalling Entegrabid systemms, not mas-
hsting. they aften anly talk aboit the need to be
conskstent and cooedinated with their meesmsage.”
st ncibin].

Eclipse Markoting, o deabgn/ marketing ar-
ganization with diverse specialists, parsyed
thieir collective experbemncs in the AV indistry,
busilder market and destgn services nio eoeat-
ing GrowthWaorks. Prior to founding Eclipse,
Seevens served in high-profile positions with
Shamp and ChannelPhes.

Offering dealers valusble marketing curricu-
lam Is not a new concepd; seminars and classes
growe roee sophisticated with each intustry
event GrowihWerks, however, is the onhy
tumkey program with laser-heam focus on cus-
tom dealers and a “soup-to-nins® appeoach.
Though Eclipse’s program chanens new bemin,
the response already las been firmmable,

“luast ourt of the starting gate, we'ne peceived
msany requests for GrowthWarks,” Stevens not-
ed. “Yes, we are offering exchusbves 1o dealers
wino request them,®

Some notable dealers cusrently valved with
Gresihioeks e Randy Wilsan ol Wilson Home
Theater, Andy Wilom: of Proling, Bill Anderson of
Cenests Audio /Videa and Greg Simmons of Ea-
#le Sentry. Stevens alo talking to buying groups
that hanve expressed mgerest in the new program.

Prices for the proogram, which mnge from
511,500 00 514,500, inchade all costs of deskm,
production, stock photograplyy, printing, postage.
ad design, mail lists, shipping and printing. Al e-
penses mquired for the fous- o six-month cam-
paign are inchided in the program fee.
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“We umderstand that cost Is a big concem fos
iy deakers,” Stevens sald, which I8 why the
program |5 partially customized for each dealer,
and at the same thme, a template, The program
itsed] consists of the same ools—literanane, di-
rect el and pulbiie redaions-—howeer, sach
tol features the dealers” individial projects,
plarmoar shobs and onempany gos. This is an e-
sentind edement in an industry comprised of cal-
oirful persanalities.,

[hae to the tepid sconomy, businesses with
thphit bodgpets tumally want to guarmntes a solid
petumm o thelr investmend. *[Thad] can onby be
determined by sales.” Stevens added, “Growth
Wiorlos is not o sales program, its 8 marketing
ProgIan designed o drive potential customers
1o the dealer, However, we understaomd the im
portance of sabés poals, which B winy GGrowth-
Winglos inchades semi-ous tom literatune amd
presentation bodders.”

According (o Randy Wilson, “ln these iimes
when every dallar counts, Eclipse Marketing has
pait together a Gorllla Masketing Packege’ that
will get you and your company In frong of your
target audience. Whether your focus ks increas
g, your curment customer base, o7 entering into
2 new muarketplace with the buillding communi:
iy, this four- to six-manth progmm tabes mini
mal time for the dealer and provides maximam
retiarn for your dodlae.”

GrowihWorks also represents shifting
iremsids and parndigms in the cusiom sysiems
sector, The significant presence of big box re-
tallers Hke Best Buy and Clresit City In the in-
dustry is one development that may requine
dealers to step wp bo the plate and “Educato
thedr local market about [what is] ‘trae in cus-
tom installation,™ according to Stevens, Self-
prommotion via marketing is a feasibde way to
-',p.'lrl.' that inftiative

Anoiher trend necessitating the need for mar-
kr'-:ing ::nlbr';g:ir':»; is the expansion of custom work
ineo track and custom homebuilding, [t proving
fertile business ground, and more and mione
dealers ane exploring ways to forge alllances with
builders, architects and interior designen

Homebullders, however, generally lack
basle knowledge of pre-wiring or “luture
proofing.” and optional upgrades, let alone
how to work collaboratively with dealers.
Because the biggest concern [or the bublder
aften is cost, the custom dealer nesds to
|'Z|'.1rl:.-'4'r|1|.|'.'|t|- thiern about the holtom
line costs of such a project. [t's also essen-
tial to artculate the unique (but seemingly

intangible) value of rr'-.'hu.l,:-lu,n-_g'_.' in the
home, and how that also translates into
dodlars for the builder

“The dealer can accomplish this by wtiliz-
kg thie Bullder Program contained in Growtls-
Works, which includes, among & number of
iols, A sermd-customized poess and advertis-
g campadgn, dinect mall and literatune,”
SRR daic.

Once the builder understands the basic
tenets of pre-wine and upgrades, the dealer
nesds to assist them in effectively promoting

the exciting new features (o homeowners. To
that end, Growth\Woals' Builder track provides
Eiveratume for convenient distribution in model
homes and option centers, specifically direct-
ed to the homebayer, about the patential of
resldenital technodogy:

For more [rformunnon on Crowth Works, con
It S9.363 S840 or eciipremartering@oor neL
OF ST i actipsamarketing met
Margor Dodwiny B managiog editor of
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