Partner Success Stories

Tim Miles

"Tim doesn't just have one success story – he has a book full of them, and it's a bestseller, and I can get you a copy of it for free if you like. Now, he doesn't solicit business, and he actually says "no" to far more people these days than he says "yes" to, and his criteria for saying "yes" are actually kinda weird. But hundreds of businesses have made infinitely better decisions because of the way Tim looks at the world."

***
As an advertising consultant, Dave Young has guided the growth of small businesses as diverse as a Portland Roofing company and a Manitoba Jeweller. His clients regularly experience double-digit yearly growth.

Dave Young loves the strategic uncovery session. 5 years ago, he was brought in by an outside marketing company who was struggling to create a successful ecommerce site for single furniture store. They were able to follow the blueprint that Dave handed them and create a multi-million dollar company which creates successful ecommerce sites for any kind of retailer, supporting inventory, point of sale, blogging, email and social media systems.

When his clients were unable or unwilling to write blog posts and other content for their web sites, newsletters and other uses, Dave helped formulate a method for extracting content using professional interviewers and copy editors. Using his methods, his company has helped business owners produce upwards of 50,000 words per year when they were unable to write their own blog posts on their own because they didn't have time, writing skills or confidence to do it on their own. He and another of our Partners formed a company called Shortcut Blogging.

Dave Young has been hired for web site optimization projects in the U.S., Canada and 4 Australian states. 

Dave Young's uncle was Albert Einstein's electrician at Princeton. True.

***

Wizard of Ads Partner Monica Ballard was in new territory:  a roomful of scientists who specialize in swine genetics. The team was spending the morning listening and learning about the business and the diseases that plague the industry. These airborne illnesses devastated some farms, resulting in huge piles of carcasses. Not only were these animals an unsightly source of more disease to neighboring farms but, quite simply, they were expensive to haul away. The company showed the Wizardly team photos of piles of dead pigs and admitted that one-third of a herd dying was considered “normal” in the industry. 
Reeling from that information, the group decided to take a break. But not before Monica blurted out, “If your pigs keep dying, can you still call them livestock?”  Everyone in the room laughed. But that phrase became the headline for the company’s first print ad: one that featured the photo with the carcasses and the revelation that it didn’t have to be that way.  The photo rocked the swine industry with half the company’s competitors shocked that this company would print such a thing and the other half patting them on the back for having the guts to tell the truth! 
Sometimes your most genuine and impactful marketing can come from candid and relaxed conversations, so take the time to LISTEN and truly HEAR. 

******
Steve Sorenson

Help business owners set up their company to run without them so they can enjoy as much discretionary free time as they desire. When the company can run independently of the business owner, it is sellable for much more.

I started and built 2 businesses to almost 2 million in sales. First business built in 3 years in Wisconsin. 2nd one in Hawaii in a little over a year. 

 Story of Tony grew faster than he was comfortable with and is scared to ask any more advice. 

I help businesses prepare to handle the increase in growth that great marketing is going to give them. Sometimes I use what I call Business Triage: If you need your business running smoothly before you grow, I can help you turn it around to achieve this. 

***********
Clay Campbell

We have a furniture store client that was thinking of changing their name.

Our idea was to run a contest and let their customers suggest names for their store, then the owners would pick the name they liked best. We offered $5000 to the person who's name they chose.

We wound up changing their name; and that resulted in some major free advertising. They were losing market share and business to their competitors when we took them on.

And two years later they are growing at 30% over last year in Chicago and Milwaukee.

They had the best November Dec and Jan they'd ever had.

We did all this without having a sale.

I am a small business owner myself, having founded the Kentucky Opry in Western Kentucky. In 2013 we are celebrating 25 years. I relate and understand well the problems small business owners face. I started on a shoestring - we grossed $33,000 the first year.

We have built our business into a million dollar a year enterprise on a shoestring advertising budget.

I specialize in helping business owners make their advertising dollars go farther, bring in more customers, and help them come up with ideas,  that generate more revenue.

***************
Story #1: Airtemp Heat and Air
 

I met Ron Dowdy about a year after he bought AirTemp. When I met him he had two phone lines and four trucks. His entire campaign consisted of a schedule on ONE station in Nashville (WSM AM). It didn't take long to start seeing results. Within two years his business had more than quadrupled. After two years of the campaign he went from two phone lines to twelve and from four trucks to seventeen.
 

 

Story #2: Rooms To Go
 

Rooms to Go spends $4 Million per year in Nashville but $0 in radio. I discovered that it is a privately owned business and through some digging and research, I was able to get the phone number and email address of the owner. So, I called and spoke to his assistant. She told me to email her and she would make sure Jeff got my messages (yeah right, I thought). So, I started sending emails about once a week or so. The emails were a little off the wall, but always made a point about marketing. Stuff like comparing the Salaries of the Yankees to the Salaries of the Marlins and making the point that it isn't always the one who spends the most that wins (stuff like that).
 

After several weeks of sending emails (with no response), I called his assistant back. She told me he really liked my emails. She thought that if I sent a couple more that he would probably give me an appointment. Sure enough, a couple of weeks later my phone rang and its the owner of Rooms to Go. He liked my ideas and was willing to do a three month experiment with it in Nashville (which wasn't exactly what I was telling him he should do, but I went with it). We focused on growing the Next Day Delivery segment of their business (which they had been doing for about six months with very little response). 
 

The company went from doing 4-5 Next Day Deliveries per week to doing 20-25 by the end of the three month experiment (500% growth).
 

Anthony Oldham  

***************
Through a networking group in Townsville, Australia I reconnected with a Dentist I had met in a previous position who had just gone out on his own and bought an existing dental practise.

 

When we first began discussions, Kirwan Dental now Absolutely Dental was turning over $300,000 AUD and saw approximately 30 new patients per week. Wizard of Ads Australia took on Absolutely Dental as a client and began a radio advertising campaign worth $27,500 for the first 12mths. Once this was rolled out, we looked at the internal recall system which was never a set system; rather it was ad hoc and utilised mainly sending out a reminder letter when the 6-mth recall came up. We incorporated a strategy of booking forward appointments at the time of the current appointment which made the recall system a lot more structured and easier to execute.

 

The results in 12mths:

1.       The practise grew $860,000.

2.       The average new patient amount grew from 30 per week to 96 per week.

 

Sarah Ripley  |  Marketing Consultant
*************
Paul Boomer:

In 2007 The Herzig Eye Institute came to me asking for help with increasing their website's conversion rate/effectiveness with lead generation.

During a four-month period, the website was completely reworked. The copy was rewritten, pages were added, pages were removed, design was altered, and other persuasive aspects were addressed.

After relaunching the site - and within the first 6-months - The Herzig Eye Institute experienced a 604% increase of online conversions netting them approximately $1.3-Million in additional potential revenue.

-------------------------------

Zede's Sewing Studio was experiencing no growth for several years. After reviewing their marketing strategy, we stopped all their marketing efforts and focused all on non-traditional marketing including online marketing, e-newsletter, and blog writing. 

Focusing their marketing budget on non-traditional marketing, reduced Zede's Sewing Studio marketing budget by 87%. With the saved money, Zede's Sewing Studio was able to move to a new location. 

Removing traditional marketing and moving their business increased Zede's Sewing Studio gross sales by 24%.

-------------------------------

PETER NEVLAND

A Small Business Success
In March, 2012 Peter Nevland began working with Classic Air's One Hour Heating and Air Conditioning in Virginia Beach.  They had plateaued their growth and actually shrank in 2011, using direct mail and newspaper offers combined with general tv branding ads, the yellow pages and internet SEO.  He convinced them to combine most of these ineffective mediums into one audience, radio, and leave a little for direct mail offers that worked.

He bought heavy frequency on 10 stations, used one new phone number, offered a $49 Miraculous Tune-Up and created a new character, Bandit, to make Todd, the owner, more interesting.  He told them that the biggest problem he'd have was having enough staff to answer all the phone calls.  In 6 weeks that number went from 0 calls to 80/week.  When summer came they didn't have enough people to handle all the service calls, like Peter said.  Then in the off-season he began maximizing their existing list of comfort club customers.  Two letters that cost $6600 yielded $168,000 in air conditioner replacements.  This year, they're 32% ahead of where they were last year.  They've hired lots of new techs to meet demand.  They're "cautiously optimistic".

Writing Workshop Demand
In the Fall of 2011, Vicki and Peter Nevland went on tour, and a friend of Peter's told the University of Arkansas Razorback Writers program about his writing workshops.  They do an after-school program with college students teaching writing to at-risk kids in the Fayetteville area.  They paid him to teach a full day of writing workshops with one of their schools.

In 2012 they called and asked him to do 4 days of workshops with 4 different schools in the area.  Teachers raved.  Kids traded their fears for stunning writing skill.    Peter gave them feedback about what they did well and what they could do even better.  They beamed.  Then he gave the teachers exercises that would continue to reinforce the lessons he had taught them once he was gone.  In 2013 they called me again.  "We'd like you to come for 10 days to 2 weeks of workshops.  We'd also like you to teach our teachers how to get the writing out of kids that you do.  We'd also like you to present to all the curriculum administrators in Arkansas.  Could we have you sign some papers for our grant funding proposals?"

He said, "let me have Victoria check my schedule."

http://HowToWriteWorkshops.com
...Making it simple for you to write powerfully
***************
Adam Deathrage

Adam Deatherage has been using paid programming slots to produce his version Advertainment, advertising thats entertaining, in the form of the anti-infomercial for nine years now. 

Successes: 

Johnson’s Furniture

After a year sponsoring the show Johnsons Furniture doubled the sale of their Tempurpedic beds which are not the lowest priced, they are the highest priced beds in the store with an average sale of about $4000. The owner has thus vowed to nerver leave the show. Another benefit is the reduction of the number of visits a customer makes to the store.  Typically it may take 3 or 4 visits before a purchase is made but with the “let us meet you on TV first” aspect of the show it cuts the number of visits to the business down by 1 or 25% increasing your bottom line with less foot traffic.

Absolute Insulation Products

After advertising on the radio for over 3 months Absolute Insulation had not one phone call. After one month with Adam Deatherage had more than a dozen calls. The business has grown to from one truck to five trucks in two years.

The Last Straw

This is a Home decorations and accessories store. I created a word flag “Decorize” in the show and slowly but surely customers would come in and say “I’m ready for you to come “Decorize” my home. The designers at the store visit your home by appointment then bring back decorations and accessories before you get home. The average sale is in the thousands.

My greatest success so far is helping a Automotive Repair Client go from 2400 cars per year to 3600 cars per year in one year without using any forms of mass media and an ad budget of less than $12k for the year. 

Thanks,

Manley Miller

************

CRAIG ARTHUR

Country Solar… Solar Panel installation business

Was working from home with no employees… just a husband and wife. 

Doing about $350,000 a year.
No advertising… just some adwords.

Almost 2 years later…

Has moved into a shop and storage facility

Has 3 teams and trucks on the road

Now doing $210,000 per month
Media

First year we invested $24,000 on one radio station

now investing over $110,000 on 3 radio stations

Message

Started with a generic ad about solar.

Next ad introduced the line "93% of people who get a quote from Country Solar buy from Country Solar." (the actual amount) that's when things started to really happen.

Then introduced a price point in all ads…. no other solar firm promoted a price.

*************
Chuck McKay

Steve Beckley resigned as the service manager of the local Mercedes dealership in 1972 to start his own repair facility, Beckley Imports. He focused on automobiles imported from Europe – BMW, Audi, Range Rover, Rolls Royce, SAAB, Mercedes, Porche, Bentley, Volvo, etc. and grew the facility from a single bay to 15 service bays.

Steve said, “Chuck, you need to help me bill another million dollars a year so I can sell this business for enough to retire on.”

Beckley had used postcards to reach a list of foreign car owners about six times a year. Chuck told him to make two changes – first, stop speaking like an advertiser. Instead, tell those fascinating stories of customer experience or employee experiences. Second, stop addressing “Dear Import Car Owner,” and send separate cards to each brand. Send a Mercedes story to a Mercedes owner, for instance.

Within 30 days Beckley's income increased by $50,000 per month, and that level has sustained (an immediate $600,000 annual increase. Since the postcards were printed all on one sheet, there was no increase in cost.

Interesting end to the story: in the process of preparing his business for sale (hiring a manager and taking himself out of the office each day) he discovered that it was making too much money to sell. He's now an absentee owner, who spends several months a year traveling.   

***************

--RYAN PATRICK
Back in 1999, I was working as Creative Director for a cluster of radio stations in southern Illinois. I was given a production order for a new haunted house attraction called TF Haunted Screampark in Paducah, KY, about 45 minutes south of the station. "TF" stood for "Talon Falls" (also the initials of the Screampark's founder, a popular photographer named Todd Ferren.)

Todd asked us (Zimmer Radio) and other area stations to produce their own ads. I chose to try something different and used the first 35-40 seconds of the 60 second ad with a theatre-of-the-mind story that was influenced heavily by The Blair Witch Project. It was set in the abandoned (or is it?) community of Talon Falls. Less hokey, more eerie. It sent chills up the spine and accurately captured the spooky feel the client was wanting to convey.

They were blown away by the ad. They chose to scrap all of the other radio station's ads and run mine exclusively. It was a tremendous success and TF Haunted Screampark had a heck of a first year.

The following year, Todd contacted me again and asked if I would be his exclusive producer. I said yes. 14 years later, I'm still his exclusive producer. Every year, we tell a new story based on that year's theme for the Screampark. 

Over the last 14 years, TF Haunted Screampark has grown into four different haunted attractions at one location - TF Haunted Screampark, The Dead End Haunted House, The Blood Creek Haunted Hayride, and the Big Top Carnival Freak Show. Every weekend in October, thousands of people ascend upon the TFHS to get the pee scared out of them. 

In 2011, The Weather Channel named the TF Haunted Screampark one of the Top Ten Hallowscreams.

And, as they say, imitation is the most sincere form of flattery. When TFHS opened, they were the only major haunted house in town. Now, 14 years later, there are at least a dozen large haunted attractions in southern Illinois and western Kentucky. And quite a few of them have copied the themes from our radio ads. 

Many have tried, but none have ever come close to matching the success of TFHS. They continue to be the gold standard for haunted attractions…not just in our area, but in the entire United States. And I'm proud to have been a part of their success from the beginning. 

******************

JEFF SEXTON:

Translating Years in Business to Something The Customer Actually Cares Enough to Pay Money For

Before we took on the client, a Builder up in Canada who specialized in Pole Barns and Steel Buildings, he was already established and successful, but he wasn’t growing, and his attempt to branch out into home building was losing money, failing to gain any tracture in the market place, and stuck building lower-priced and lower margin homes.

Also, at the time, the client’s advertising wasn’t taking advantage of the inherently larger than life personality of the founder, and seemed to focus on the fact that they had been in business since the early seventies.

The first thing we did was through out the “in business since 1973” crap and replaced it with the number of pole barns they’ve actually built. The number was a little over 1100. And it was a real number, which we not only used in the ads, but updated for each new ad. This became so well noted by radio listeners and prospective cusotmers, that they began asking the builder, “what number building will my building be?” 

At the same time, we created a Mother Boyle-like characture (from the old Columbia Sportswear ad) out of the company’s founder, and current owner’s father. We used this family dynamic to show a sort of vulnerability in talking about a semi-obsessed Father and over-demanding boss, that gave credibility to our quality claims, which were then substantiated by the specific and exact number of barns built. One of the catch-phrases was “My names on that building, so it’s going to be built my way -- the right way.” 

We combined the building number and the “My name’s on the building” meme by putting a serialized and signed hot-caste bronze plaque on every new pole barn and steel building -- turning a commidity commercial building into a serialized piece of custom-made prestige-building art. 

Over two years, this strategy grew the Pole Barn and Steel Building  company over 40%, increased margins by roughly 2%, and turned the owner of the company into a local celebrity. We also gave them a several month backlog of projects that allowed them to walk away from less-desirable and less-profitable building projects. The company ended up being able to dictate the terms of construction instead of getting beat up by the bidding process.

During that same two years, we used the credibility and local fame we built up for the commercial construction company to springboard the home building company into a higher margin market segment. They went from building $200K homes to building $500K homes, and went from losing money on the home building division to making a profit. 
