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duction. It has a 69.5 ft x 46.5 ft wide
sunshield, about the size of a tennis
court, and a 22 ft primary mirror. Hubble is much smaller in comparison,
and WEBB will primarily use infrared
versus HUBBLE that uses UV and optical. Construction of the telescope is
very unique because all components
must be built in either a vacuum chamber or clean room with accuracy and
precision. Several innovative technologies have been developed including
the primary mirror that has 18 separate segments that must unfold and
adjust shape after launch.

BULLITT CENTER GETS
“LIVING BUILDING” STATUS

Construction is moving forward on
Columbia University’s new medical
and graduate education building
in New York City. The 14-story glass
tower’s design incorporates many
curves, sharp edges and every floor is
different with some elements that flow
between multiple floors. The design
was created to maximize light and
builders are planning to meet LEEDGold standards for sustainability.
The concrete building with embedded
steel features an innovative posttensioning system with a Cobiax voided
slab system to lighten the loads.

In Seattle, WA, a commercial office
building, the Bullitt Center, receives
highest sustainability certification
in the world, the Living Building Challenge. Producing 60% more energy
than it used last year, the 6-story
building had to go through the most
rigorous certification process based
on 7 categories: site, water, energy, health and happiness, materials, equity and beauty. The $32.5M
project, completed in 2013, has a
computer system that can sense
changing weather conditions, automatically open or close windows, controls shades, and advanced wastewater system. It is 80% occupied.
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TOM AND DOROTHY HAWTHORNE REMEMBER
NORTH COUNTY VETERANS AND THEIR FAMILIES

A Great Charity Project for Our Industry
—and for the Escondido Community
Written by Tom Hogarty

The man who has become a legend in his
own time in San Diego’s –as well as California’s
--construction industry and his lifetime and
lovely companion have generously proven their
dedication and commitment to their industry and
their hometown.
Seeking to pay tribute to those who served our
nation in good times and bad—and who have
6
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recently fallen on some bad personal times in their
lives—Tom and Dorothy Hawthorne provided the
very generous donation that allowed Interfaith
Community Services to purchase an old medical
building and its land on Escondido’s North
Ash Street. Groundbreaking ceremonies took
place in February. Extensive renovation work
is underway for what will be a state-of-the-art
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10,000 sq. ft. Veteran & Family Resource Center.
The Center is part of Escondido based Interfaith
Community Services’ initiative to address veteran
homelessness, while also making a contribution
to Escondido’s built environment. Interfaith is
the largest social services agency in North San
Diego County. Last year the agency worked with
over 19,000 “neighbors in need.” Its mission to
help those individuals stabilize and improve their
lives. The agency does that with food and basic
needs as well as social and supportive services,
employment, and housing and shelter. The goal:
“helping people help themselves.”
The general contractor is Johnson & Jennings,
General Contracting, a leading San Diego based
firm specializing in commercial construction. When
completed and in operation, the Veteran and
Family Resource Center—said to be the second
largest construction project yet undertaken by
Interfaith— will provide a permanent home for
the Agency’s in-place 20-bed Recuperative Care
Program for homeless veterans being discharged
from the VA hospital. At the same time it will
expand that program to serve 13 homeless nonveterans who are recuperating from hospital stays.
Going far beyond simply offering housing services,
the Center will also provide a service center to
help veterans—and their families-- prepare to
enter or reenter the work force by helping them
with job seeking resumes. Its first floor street entry
level will house a 12 bed Transitional Care Housing
Center, an education and conference room,
three private consultation rooms, and 13 open
office spaces, geared to offer counseling as well
as economic development to empower the
disadvantaged in the North County community.
The Center will also create facilities to care
for female veterans recovering from hospital
stays and will provide resources and support for
760.466.7790

families and children in the greatly underserved
region of eastern Escondido. Beyond alleviating
some of Escondido’s chronic homeless program,
the presence of the new building will save over
$11,000 each month in facility costs by eliminating
rent and mortgage fees.
The facility and its campus will be as unique as
the Hawthorne’s. As one of the only five post-operative recuperative care providers nationwide certified to work with the US Department of Veterans
Affairs, this Veteran and Family Resource Center
will fill a much-needed role in providing professional care for veterans in North County’s hub.
The Veterans and Family Center will also
enable Interfaith Community Services to more
effectively empower recuperating veterans as
well as their struggling North County families—
to achieve healthy and thriving lives. Last year
Interfaith empowered over 19,000 homeless and
low-income community members to establish a
pathway towards independence.
Said Interfaith Executive Director, Greg Anglea,
“When people come to us they usually are broke
and they are coming to ask for help because they
have nowhere else to turn. They either don’t have
a family to turn to, or their families have the same
problems. Their friends are not able to help them.
Neither is their church. We are their last resort.”
With the Tom and Dorothy Hawthorne
generous contribution which allowed Interfaith
to purchase the old medical building and its
property, the 36 year old Interfaith Community
Services organization has launched a program
to raise donations throughout the North County
community to address the many renovation costs.
To date, Interfaith has raised $1.8MM towards what
is in full a $3.15MM project. Naming opportunities
are available for such big ticket items as facility’s
INTERFAITH Continues on Page 8
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INTERFAITH Continued from Page 7
landscaped grounds ($25,000 to $50,000) as well
a $10,000 naming opportunity to cover such
amenities as signage and lighting, parking lot and
handicapped parking, picnic and recreational
areas, and various planters, flowers, plants, trees,
and landscaped rock. As a direct result of Tom
and Dorothy Hawthorne’s personal commitment,
many San Diego area contractors and material
suppliers have pledged their support in the realm
of material donations, in kind, or reduced labor
costs.
Statistics show that today there are more than
1,600 homeless Veterans on the streets of San
Diego, a figure Tom and Dorothy, and Interfaith
find to be “utterly unacceptable”. Already in
place is an Interfaith special program for these
homeless, hospitalized veterans. Upon their
discharge, Interfaith provides temporary housing,
physical care, counseling, life skills, and help with
income and employment. In 2014 the organization
helped more than 1,000 veterans with housing,
food, employment, and counseling.
Executive Director Anglea says that The
Hawthorne’s provide the “People to People
Connection” by not just providing the funding but,
as Tom said, “I plan to be here to help them.”

(Left) Interfaith Executive Director,
Greg Angelea with Tom Hawthorne (Right)
Contractors, architects, and material
suppliers who want to join Tom and Dorothy
in helping people help themselves, should
contact either Greg Anglea,
Interfaith Executive Director
(760) 489-6380 x 230
email ganglea@interfaithservices.org
or Robert A. Adams, Interfaith Chief
Development Officer at (760) 489-6380 x 206
email radams@interfaithservices.org

TOM HAWTHORNE ON HIS
DONATION TO INTERFAITH

“Our involvement with Interfaith Community Services’ Veteran
and Family Resource Center came from wanting to get more involved with local efforts to help the Escondido community and
veterans. Interfaith Services provided that opportunity when they
came to us with this project. The City of Escondido was changing
the zoning laws that would eliminate properties available that were
not tax revenue based or employment generating. The building
at Escondido’s North Ash Street was such a property. When the
owner at that time became aware of the changing zoning laws the
property became available at a reduced price. This required immediate action to purchase.
The challenges that veterans face had been on our minds. We wanted to do something to help! My
earlier involvement in my own military service and Dorothy’s experience helping wounded veterans
through the Gray Ladies service had a big impact on both of us. We decided that this project was an
excellent way for us to give back to our community on a local level by helping veterans and their families. This is when Dorothy and I decided to make the donation to Interfaith so that they would be able
to purchase the building and land needed for the Veteran and Family Resource Center.
The contractors, subcontractors and suppliers have been very generous in supporting this community effort as well. There is still a great need for resources and donations. I hope that others will decide
to be a part of this important project!”—Tom Hawthorne
8
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(Left) Gary Hawtho
rne and
Paul Hawthorne(Righ
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Tom Hawthorne has made the observation that despite having a home in Escondido, and
being a member of its Chamber of Commerce, he really isn’t known there—certainly not
to the degree he is recognized county and statewide. This phenomenon continued through
recent years. Witness this: In 2008, Tom and his brothers—all younger than the almost 87year- old dynamo-- took an abandoned, weed-infested derelict of an Escondido property
and transformed it into the flagship store of Hawthorne Brothers’ Toolshed Equipment Rental.
Tom and his brothers took over the old eyesore site on Escondido’s Mission Avenue, just off
Broadway, and transformed it into a modern two-acre one- stop supermarket for all sorts
of small to mid-sized construction machinery sales and rentals. Toolshed Equipment Rental
observes its seventh anniversary this August.

toolshedrentals.com

Escondido • CA

SALES & RENTALS • DELIVERY AVAILABLE • OPEN SATURDAYS

WE BUY GOOD USED EQUIPMENT TOO!

2007 CAT 420E Stk# #2189 4X2,
E-Stick, (JD or CAT) Joy Stick Controls,
Q/D, 3922 Hrs...................$39,900

2006 DEERE 210LE Stk # 2185,
4X4, Gannon, M/S Ripper, Dual
Down Pressure, 3770 Hrs.....$24,900

2004 FORD F750 Stk # #2229
7 Speed, 31K GVWR, All Sprayers, 12,534 Mi.................$34,990

CONTACT OUR SALES EXPERTS AT (760) 743-6700
LOCATED AT 156 W. MISSION • ESCONDIDO • CA • 92025
760.466.7790
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U
S
D
S3RD Annual Construction Engineering & Management

GALA

April 11, 2015

Held at the new Conrad Prebsy
Aztec Student Center

For the fourth consecutive year, the SDSU Construction, Engineering and
Management Gala have helped raise money to fund the SDSU CEM
program. This year was no exception, and came with a bit of a surprise.
Near the end of the event, Andy Berg from NECA had announced that
the event had raised $115,000, but that wasn’t all… shortly after Andy’s
announcement, Jim Ryan from AGC revealed there was a problem with
the amount, that Harper Construction will be matching that amount to
bring the total raised to $230,000!

10
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After several years of
being involved with the
CEM program, Jeff Harper
of Harper Construction
wanted to do something
special. Over the last 3
years, Harper Construction
has seen the CEM program
in action. They were invited
to speak in front of classes,
worked alongside Ken Walsh and have witnessed first-hand how he runs
the program. Harper has hosted field trips to their offices, and even hired
a graduate. Jeff was impressed with how the program nurtures students,
and how it invites the local industry in to provide feedback, encourage
summer internships, participate in the Reno competition preparation,
and support the industry’s future workforce.
“We wanted to be a part of that growth and give back. We wanted
to invest in those kids and the future of our industry,” Jeff said. “We also
wanted to encourage others to step in to the story, and help raise the
rest of the money they need for the program.” The goal of the fundraising
is to help fund the program and to keep current with today’s standards.
It will also help with student and faculty travel expenses while attending
important outreach meetings, seminars and competitions throughout
the country. With the Gala’s fundraising and Harper Construction’s
matching donation of $115,000, it brings the CEM program one step
closer to achieving its goal. Great job Harper Construction!

760.466.7790
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HUB also has an expansive online service center. Their
website offers over 20,000 products and information,
online catalogs, sales flyers and news items. Their Virtual
Order Desk mobile app allows customers to get a quote or
place an order 24 hours a day, 7 days a week, 365 days a
year. HUB even has its own YouTube Channel called HUB
TV that features product information and instructional
videos.

For more information,
contact a local HUB location
or visit www.hubhasit.com

HUB-SAN MARCOS’S
AWESOME TEAM

TWO SAN DIEGO
LOCATIONS!
SAN MARCOS
804-B Rancheros Dr.
San Marcos, CA 92069
Phone: (760) 744-8124
NATIONAL CITY
402 West 35th Street Suite A
National City, CA 91950
Phone: (619) 409-7227

HUB REALLY DOES HAVE IT!
HUB Construction Supplies & Equipment has been
providing quality products and knowledgeable customer
service since 1957. With a slogan of “Hub Has It!” HUB
specializes in concrete accessories but carries over 7,000
items including all major brands of power tools, safety
supplies, erosion control, and framing hardware. Of the
14 locations spread throughout California and Arizona;
including a rebar fabrication and detailing facility; two
are located in San Diego— San Marcos and National City.
Founded by Robert Gogo in Colton, California, HUB was
started in a 25’ x 25’ garage that had 20 items to sell or
rent. "I opened with a staff of two - myself and someone
to answer the phones while I was out," says Gogo. "I made
all the sales calls, deliveries, product pick-ups and even
typed invoices.” Hub quickly outgrew the small garage,
first expanding it to 100’ wide, and ultimately moved to
a 34,000 feet warehouse it currently occupies in San
Bernardino.
12
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HUB is an employee-owned company, and has very little
turnover of staff. HUB boasts an impressive team, the San
Diego locations have 10 employees with over 10 years
experience. They strive to work with each customer to
identify and understand their specific needs. The nation’s
top brands are represented, and HUB works with suppliers
to provide top-quality products, information and customer
service.
"It all goes back to having good personnel who like
what they do and care about the customer," says Gogo.
HUB even offers free soda, popcorn, and ice (ice machine
where customers can fill their ice chests). "We're more
than just a supplier, we're a company that really helps our
customers,” Gogo says. “We don't always bid low, but we
do service them as best we can. If we can't come up with
an answer right away, you bet we're going to find it out and
relay it on. Anyone can supply something, but there are
very few companies that really want to help. And that's
what makes our jobs fun."

APRIL 2015
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NATIONAL CRAFT
CHAMPIONSHIP
SAN DIEGO CRAFT CHAMPION
AWARDED
SILVER MEDAL
Article provided by: ABC San Diego
Photos by Jennifer Mouritzen

Sheet Metal
Silver Medalist
Kevin Strahler
San Diego Sheet Metal Craft Champion Kevin Strahler of
Murietta with West Coast Air Conditioning represented the
Associated Builders and Contractors of San Diego and won
a silver medal at the ABC National Craft Championships. The
Championships were held at the ABC National Workforce Development Conference in Fort Lauderdale, Florida March 3-6,
2015. This prestigious competition brings together the top
apprentices and trainees in the country who vie to be named
“number one” in each of thirteen trades.

petition, each spent several weeks studying and practicing
his skills at the ABC Apprenticeship Training Trust lab facilities
in Poway. They received guidance and tips from ABCSD’s instructors and previous competitors.

The first part of the competition features a written test of
the competitor’s technical and theoretical knowledge. On day
two, apprentices and craft trainees are assigned their workspaces, and given the plans, tools and materials they need
to build professional projects. Judges observe and inspect
The 2015 Silver Medal bring San Diego’s total to 17 med- the ongoing work being performed. When time is called, the
als won by San Diego competitors in 14 years of national judges move in for the final inspection. All of this takes place
competition, including a winning streak of five straight years. before a live audience. Results were announced in award
Strahler and his ABC San Diego Craft Champion teammates, ceremonies the final day.
Electrical champion Daniel Siordia of Clairemont, representing Rowan Electric in San Diego; and Plumbing champion
All three competitors are congratulated for well representDaniel Baldwin of El Cajon representing Interpipe Contract- ing San Diego and demonstrating their trade skills in front of
ing, faced off among national finalists from local, regional construction professionals from across the country.
and state competitions around the country. Prior to the com-

760.466.7790
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P.S. It’s the law.
CONSTRUCTION LAW BY PAM SCHOLEFIELD

10815 Rancho Bernardo Road Ste 105• SAN DIEGO, CA 92127 • TEL: 858.613.0888

THE SECRET TO
ENHANCING YOUR CHANCE
OF SUCCESS FOR CLAIMS
AND DISPUTES
In my line of work, I run into a significant number of contracts. Some terms
forever stand out in my mind as being
especially bad for either one side or the
other and I thought I’d start sharing them
in a new feature I call: “Bad Term of the
Month.” My first award winner resides in
a general contractor’s form subcontract,
and states as follows:
“Subcontractor acknowledges that
Delay without fault on its part are reasonably foreseeable and that the time
and cost impacts thereof are fully included in the Subcontract Price and completion time requirements.”
The subcontract then provides the
following definition:
“The term (“Delay”) as used above
and elsewhere in this Subcontract
means: delay, disruption, loss of productivity, inefficiency, suspension, stoppage,
obstruction, impact or hindrance to the
commencement, prosecution or completion of the Work, the Project, or the several parts of either, for any cause whatsoever, whether or not (i) anticipated or
foreseeable, (ii) caused by cumulative
impact or otherwise, (iii) concurrent with
other sources of Delay, or (iv) on or off a
critical path. The term “Delay” shall include reference to individual as well as

16
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multiple instances and periods of Delay.”
Read together, these terms have the
subcontractor agreeing that Delays are
“reasonably foreseeable” when they are
not anticipated or foreseeable (what?).
And, worse, the sub agrees that its price
and time for its work cover such delays.
How can a Delay be both foreseeable
and not anticipated? How can a subcontractor’s time for performance or
price include the duration and cost for
a delay that the sub did not anticipate?
See what I mean?

a claim or dispute. Those steps include
documentation, documentation and documentation. Good documentation is so
important that it deserved being repeated three times!
Let’s get down to the basics:
1. Daily Reports
Set aside time daily to document
the day’s events (daily reports or journal) and make this a habit regardless
of whether you are required by your contract (or boss) to do so. Use your tablet,
laptop, or good old-fashioned paper and
ink!

Despite signing on to bad terms,
Document everything, all commuthere are steps any contractor or subcontractor can take to enhance their chanc- nications, even verbal discussions held
es of coming out on the winning end of on site. Document visitors, owners and

inspectors who visit the jobsite, weather conditions, rental
equipment, crew sizes, any unusual occurrences, etc.
The importance of documenting in “real time” cannot be
emphasized enough - key details may be forgotten if prepared
later - plus, documenting from memory lacks credibility. Realize that complicated and costly issues can end up going to
litigation 2 or 3 years after the work is done, and the individuals on the job will have forgotten most of the details. You (and
your company) will thank you when you have daily reports to
refer to when testifying later.
2. Logs, logs, and logs
Here are three types of logs you should keep routinely and
in a format that you find easy to use.
Submittals
1) Each submitted item
2) Date submitted for approval
3) Contractual return date
4) Actual return date
5) Notes (i.e. “revise and resubmit” or “release as noted”)
6) The above information should be repeated for each
re-submittal
RFI’s
1) RFI number
2) Brief description
3) Date submitted
4) Date returned
5) Disposition
Change Order Requests/ Change Orders
1) Change request number
2) Brief description
3) Date submitted
4) Date returned (or date of directive)
5) Amount quoted (or fill in total value afterwards if T&M)
3. Meeting Minutes
Keep notes from meetings yourself. Promptly review minutes if they are prepared by others and distribute changes to
all attendees for items that are wrong or missing from the minutes.
4. Phone Logs
Keep a phone log detailing all calls including call time, and
if there was no answer, whether a voicemail was left, and the
content of the voicemail either outgoing or incoming. Don’t
rely on text messages to be saved forever, immediately forward
them to your email or other secured data storage system.
SCHOLEFIELD Continues on Page 18
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SCHOLEFIELD Continued from Page 17
5. Confirm it in Writing
Remember – there are no exceptions – create a paper trail
for everything. Follow up on all verbal decisions and directives
in writing, even if just via a confirming email that you will proceed unless you are told not to. Whether or not to proceed
with extra or changed work without a formal written change order or directive has to be decided on a case-by-case basis, but
confirming in an email that you’ll proceed unless you are told
otherwise is sometimes your only choice to avoid delaying the
entire project. To verify your “confirming” email was received,
“cc” at least one other person and include a question to the
person you send it to which will likely prompt them to reply to
that specific email.

This magazine was produced by:

IT PAYS TO
ADVERTISE IN CNV
PUBLICATIONS!

6. Keep it Clear
Attempt to include only one issue per email and list the
specific reason in the subject line. Do this even if you have
more than one item to discuss. For example, if you are following up on one change order request and two RFI’s, send three
different emails to keep the communication string clear for
each item.

CALL CNV FOR ADVERTISING OPPORTUNITIES IN
SAN DIEGO’S LEADING CONSTRUCTION MAGAZINES!

Tel: (760) 466-7790 www.contractor-news.com

Keep mindful of the proper chain of command, but “cc”
others if an issue is becoming critical and you are not getting
the information or direction you need.

Disabled Veteran

7. Single Most Important Item – Keep it Professional!
Believe that everything you write will be seen by a judge
or jury at some point – don’t write things that you’d be embarrassed or ashamed of if someone you respect were to read it.
DO NOT EVER make off-handed, negative or sarcastic remarks
about co-workers, colleagues and anybody else involved with
the project. If the project goes into litigation, the opposing side
will get a copy of the communication and will use it against
you.

BUSINESS
PARTICIPATION

San Diego Unified requires 3%
DVBE/SDVOB participation on all
publicly bid construction contracts

Documentation does not have to be overly time consuming
or difficult. Keep it simple and routine using any method that
works best for you. While it often seems like an exercise in
busy-work at the time, it is often the only evidence to prove or
disprove a claim. And, remember the old legal saying: the one
with the best documentation wins!

WHAT CONTRACTORS NEED TO KNOW
• 3% DVBE/SDVOB participation required
• Good Faith Effort no longer applies

General Disclaimer

The information in this article is based upon California law and is for general
information only. Any information or analysis presented here is intended solely
to inform and educate the reader on general issues. Nothing presented or
referenced to, regarding facts, documents or applicable laws, constitutes legal
advice. Before acting or relying on any information, including any information
presented here, consult with a qualified attorney for your specific situation.
Scholefield holds an active PE license in Colorado, an undergraduate
engineering degree from the University of Florida, and received her JD from
the University of San Diego.
APRIL 2015
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• DVBE/SDVOB prime contractors meet the
requirement by default
• State of California certifications are required
for DVBEs
• Federal verification letters are required for SDVOBs
*DVBE participation requirement applies to contractors, suppliers,
manufacturers and equipment providers

info@contractor-news.com
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For assistance finding Disabled Veteran
Business contractors, suppliers, manufacturers
and equipment providers and/or confirming
DVBE/SDVOB status, contact the following:
SDUSD Business Outreach
Karen Linehan, Outreach Program Manager
Ph: 858-627-7232
Email: klinehan@sandi.net
Alma D. Bañuelos, Outreach Coordinator
Ph: 858-573-5852
Email: abanuelos@sandi.net
Web: www.sandi.net/page/934
California DVB Alliance
Southern California
Michael Sabellico, Executive Director
Ph: 760-822-9534
Email: m.sabellico@dvba.org
Web: www.dvba.org
Elite SDVOB Network
San Diego Chapter
Gregg Torwick, President
Ph: 619-654-8376
Email: gregg@diamondpacificinc.com
Web: www.sandiego.elitesdvob.net

CONTRACTOR NEWS
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MEMBER
SHOWCASE
& MIXER

March 25, 2015
At the San Diego
Auto Museum

INCREASING YOUR
RETURNS ON ADVERTISING
Written By:
Small Business Administration
Visit: www.sba.gov
At this very moment, there must be at
least nine other companies competing for
your customers. Some are in your line of
business, while others may be in an entirely different industry. All are trying to convince your customers to buy their goods or
services instead of yours.
How can you win sales in this competitive environment? One way is with advertising. To understand how advertising
works and how to obtain the best results,
begin by refreshing your knowledge of the
marketing basics.
Take another look at the marketing
texts on your bookshelf, library, or bookstore - standards such as the Guerrilla
Marketing series and others listed in the
Resource Directory on page 77 are helpful. Review the fundamentals of targeting a
buyer segment and marketing strategically
to that particular niche.
Determine who your existing customers
are, and define the target market you want
to reach.
Know what you’re truly selling, which
is probably not only your product or service, but also an intangible such as status, self-enhancement, or peace of mind.
These have been called the secret motivators of sales. Once you determine the
intangible benefits of your product or service, you’ll have a clearer sense of who
else offers that intangible and what advertising approach and image you need in
order to compete successfully.
Taking into account target market,
sales message, images, and competitive
environment, determine your underlying
objectives in running an advertising campaign - objectives such as expanding the
wholesale side of your business or developing a more affluent clientele.
Equally important, establish a realistic advertising budget. By rule of thumb,
22
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it should amount to three to five percent
of your annual revenues, although you’ll
need to consider adjusting up or down depending on the extent and spending levels
of your competition. This budget should
cover any community sponsorships you
may provide, as well as your advertising
in newspapers, magazines, newsletters,
on radio and television, by direct mail,
and any other promotional avenues you
choose.
Think Like a Buyer
If you’re like most small businesses,
you receive frequent calls and visits from
advertising representatives, all with convincing stories. It can be confusing to try

APRIL 2015

to compare and weigh the advantages
they cite. To decide if a particular advertising option is right for you, think the way
a buyer does.
Think like a buyer to assess which media connect you with the greatest concentration of people you’re trying to reach.
Examine not only demographics and geographic areas, but also programming or
editorial style. Is your target market likely
to watch this TV channel, listen to this radio station, or read this magazine or newspaper? Are they likely to trust and respond
to the advertising they find there? Does
the medium or publication cover the geographic area where your likely customers
are located, without including so broad a

info@contractor-news.com

region that you’re paying mostly for exposure you don’t need?
Take the time to watch, listen, and read for yourself. Know your
media firsthand, and get a feel for whom their audiences are.
Likewise, think like a buyer to figure out what would make
people buy from you, rather than from companies selling either
the same products and services or different ones that provide
the same psychological benefits. In short, arrive at what’s called
your “Unique Selling Proposition,” or U.S.P. - the unique or special
benefit to customers that sets you apart from the competition.
Your U.S.P. tells people the specific advantage they receive if they
buy from you, so instead of saying you have the largest inventory
in the country, put it in customers’ terms: they get the unbeatable
convenience of 500 models to choose from and next-day delivery. That’s your U.S.P.
Six Essentials of a Successful Ad Program
If you are new to advertising or if you’re using media or publications you haven’t tried before, it’s important to assign your
ads to outside specialists rather than try to create them yourself.
These specialists may be the creative group at an advertising
agency, a freelance writer and designer, or the ad department
of the newspaper, magazine, TV channel, or radio station where
you plan to advertise. Such people are experienced in translating
information about a product or service, target market, U.S.P., and
goals into advertising that suits each medium and conveys an effective image and sales message. Moreover, it’s extremely helpful
to work with and learn from specialists for several years before
you consider doing advertising in-house.
Whether you work with specialists or create advertising on
your own, here are six guidelines to follow in developing an ad
program:
• Do your homework - start compiling your own ad file. Collect
ads you like as well as competitors’ ads to give you ideas. Read
books on advertising; include anthologies of the best ads of the
year and how-to’s by advertising greats.
• “Sell the sizzle, not the steak.” The old rule about selling
products based on the benefits and excitement they provide has
proved true time and time again, so focus on your U.S.P. and on
those intangibles that motivate human behavior and generate
sales. This rule does not apply to Yellow Pages ads, which do sell
steak, but it remains the essence of all other advertising you do.
• Stick to your own image and personality; stay with the basics
of who you are. Make sure that the personality and image projected in your advertising ring true.
• Work as a team with your ad rep or ad agency. The best advertising results from a synergy of your expertise in your business
and your ad specialists’ expertise in advertising. Carefully explain
your product, market, and goals, and let the ad people go from
there to develop their ideas. Advertising is a give-and-take process, and both sides need to communicate and work together
without dictating until the outcome feels right.
• Give each advertising medium you choose a fair test. Advertising rarely brings sales overnight. Run your ad at least five
ADVERTISING Continues on Page 24
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times - or at least two months in weekly publications - to test the
market properly. Often, consumers need to get used to seeing
your ad before they’ll act on it. Results take time.
• Don’t overlook current customers. Nobody sells you better
than a satisfied customer, so in your efforts to gain sales from
new prospects, remember that you can build sales equally well
through customer referrals and repeat purchases of existing clientele. Maintain a mailing list and, at your earliest opportunity, start producing sale notices, newsletters, catalogs, or other
goodwill and sales-generating materials for current customers.
Some of these items lend themselves to a direct mail campaign
targeted at new prospects as well.

What’s In an Ad?
Print ads generally have four written parts - headline, support
copy, call to action, and company name - plus a visual. Visuals
are usually more important than copies; they’re more effective in
attracting readers’ attention and can instantly present your product or service in a dramatic and motivating way. Unless you’re
commissioning your own original artwork or photography, the visuals you’ll use will probably be either drawings and photographs
from your suppliers or non-copyrighted artwork (clip art) found
in clip art books and scrap art computer programs. Choose the
strongest visual among them - the one that best draws the eye
and explains what you’re selling - and move on to copies.
The most prominent piece of copy, your headline, must not
only work with your visual, amplifying its meaning, but also attract attention with a word, phrase, or sentence announcing a
benefit that appeals to your target market. One expert wrote that
a headline is that final, mind-changing, sales-clinching comment
you’d make when leaving the office of a prospect who, until then,
had responded with nothing but negatives. Others point to the
enduring effectiveness of the standard headlines “Sale,” “Free,”
and “Buy now and save.” Collect ideas that are right for you from
your salespeople, the ads in your file, and advertising books. Remember, it is not so much the words, but the ideas they express
that sell; determine your message, then find words to convey it.
Below the headline, support copy explains the headline premise and adds secondary benefits and any assurance readers
might need to dispel suspicions raised by the headline, such
as the assurance of “same great quality” when you’re offering a
“new low price.” Following this copy, a sign-off is a call to action
urging the reader to respond (“Call for an appointment today,” or
“Remember, sale ends March 21”).
Your company name, traditionally at the bottom of the ad,
should include your address and phone number. Make your
phone number larger to help stimulate response by phone. Add a
cross street to your address (e.g., “5730 Sheridan, at La Monte”)
if you’re a new business or if, for other reasons, people might
have difficulty finding you.
The next step is to combine all these visual and copy elements into an eye-catching, easy-to-read ad formatted to the
dimensions stipulated by the publication. It’s best to study the
ads in that publication in advance and consider what your ad
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might look like in order to stand out on the page. Experiment
with different layout ideas rendered in thumbnail sketches, then
fine-tune your ad to fit the layout you prefer. Obviously, it’s highly
advisable, if not imperative, that when you’re doing ads in-house,
the person composing your ad has design experience. Not only is
skill required to make an ad look right, but the quality of your ad
must compete favorably with others appearing in the publication.
It’s also a good idea to prepare your ad well ahead of the
deadline. This way, you can put it aside for a few days and then
review it with a fresh perspective while there’s still time to make
revisions.
As a final check, lay your ad on a page of the publication
where it will appear; make sure it stands out from the articles
and other ads on the page.
Avoid These Pitfalls
Perhaps the greatest obstacle to good advertising is excess.
Ads can end up so crammed with ideas and features that they
appear dense and uninviting. If over-designed, they can be
more artistic than motivational, obscuring the sales message. If
over-written, they can become too subtle or cute. Certainly, some
of the best ads ever created are clever and visually arresting, but
good ads must also sell.
Similarly, selling points may over-promise. Use “largest,” “best,”
and other superlatives only if you can back them up. Avoid any
claim that could be construed as deceptive.
In addition, make sure the overall tone of your ad is upbeat
and appealing. Emphasize the solutions you provide, not the
problems you address. Get outside opinions on your new advertising concepts to be certain they carry the personality and
message you intend.
Tracking Your Results
Establish a method to determine how customers found you
and keep track of the results. Some companies routinely ask
“How did you hear about us?” of every new customer who phones
or visits. Others have a “Referred by” box on each invoice.
Whatever system you use, unless you’ve done a coupon promotion and can simply count the number of coupons redeemed,
tracking is the only way you can assess how effectively your advertising is working.
Tracking tells you which ads or media bring inquiries and which
bring sales - a key distinction. If you track by invoice, you can also
determine how much revenue each ad dollar is producing.
Most important, tracking helps you decide how to readjust
your advertising program periodically to make your budget work
its hardest. You’ll know when to discontinue certain media and
publications and when to pump more money into others. You’ll
be able to see which Yellow Pages directories and headings pull
hardest for you, and you’ll know when results are dropping off
from previously good sources, signaling that it’s time to give them
a rest.
In the end, advertising is a trial-and-error process. You may
need to spend several years trying out various advertising options
and assessing results to know which target markets and media
mix work best for you.
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Four Ways to Keep Cash Flow
High During Busy Season
By: Glenn M. Gelman & Associates

1940 East 17th Street Santa Ana, CA 92705 Phone: (714) 667-2600 ext. 267
Email: mkarver@gmgcpa.com Website: http://gmgcpa.com
Everyone struggles to keep up when business really
takes off. Projects come all at once. You may hire additional field workers to meet the demand. Payroll is stretched
because payments which come in on your new projects lag
months behind the large sums you lay out weekly to pay
your workers.
This type of project financing concern is not yours alone.
All construction contractors face this type of project financing snafu to some degree. The basic problem is your
firm gets paid months after you need the money to run your
projects.
There is something you can do to counteract the project
financing snafu. The following are four great ways your firm
can keep your bank balances high during busy season.

#1: Tighten Up Your Collections

You work very hard to gain new projects. You strive to
keep your estimating department in shape to bid projects
effectively. You coordinate your project managers, who
oversee your existing jobs, to keep all your customers happy. As business picks up, you have every right to demand
your customers also pick up the pace in paying you.
The "pay when paid" obstacle all of your customers will
give you doesn't have to be an "all-or-nothing" answer.
Good relationships with good customers over periods of
time create synergies you can and should take advantage
of. For example, good customers you can rely on will lay out
money to your firm if necessary, out of their own bank accounts, just to keep your firm "moving brick."
There is a different tack for you to take with firms which
are not giving you new work. Don't be shy about leaning on
them a little more aggressively than your active customers
so you can support your current cash needs. You've earned
the money. Remember, your firm has established payment
terms for a reason. Net 30 is Net 30. But no need to bring in
the "big guns" like liens right away
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Before going to extremes, you can try to get retainage
payouts on completed projects, get upfront or "startup"
payments from some customers, and re-read your existing
contracts to identify payment deadlines you may not have
been aware of-- but your customers may be bound by-- to
get access to cash.

#2: Control Costs

Have your accounting manager or controller justify
his or her job by insuring all your firm's money has a high
spend-to-earn ratio. A high spend-to-earn percentage
means most of your purchasing and spending decisions are
creating new revenues for your firm.

Spend-to-earn ratio =

Cash spent during the period to
make new money
Total cash that came in during
the period

If you need help identifying the spending which will yield
more revenues, contact your accounting or tax consultant.
This will insure your firm continues to bring in the revenues
it needs to support its cash flow requirements.

#3: Use A Debt Management Plan
(or Make All Borrowing Strategic)

We all know what it’s like to go to the bank to borrow
money when we need funds. But that may not be a good
time to borrow. If your firm needs money that badly, it’s
probably better to earn it at that time than to borrow it.
Borrowing based on need works against your firm.
Primarily, it puts you at a disadvantage when negotiating the interest rates, the term of the loan, and other
covenants which will be decided upon. In other words, borrowing based on need compels you to accept terms which
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are not so favorable -- terms you would not otherwise have
accepted -- because you need the money.
Using a debt management plan means all borrowing
must be strategic in both utilization and in payback. Strategic in utilization means the funds need to be used for a
specialized purpose. So the funds are not only slated for
a particular purpose, but also actually spent on what the
borrowing was intended for. This purpose-driven borrowing avoids sloppy usage of working capital lines of credit,
where keeping the balance high means paying a lot of interest.
Strategic payback of debt means using a structured
payback period with regular payments of principal and interest. The alternative to strategic payback is paying the
minimum on debt like credit cards, where interest accumulates over time and principal is not paid down at all. In
either case, avoiding high interest cost is a good cash management strategy.

#4: Employ Strategic Tax Planning

Use a good financial reporting system to generate
monthly income statements which are fully accrued and
adjusted. This increases your view on profitability.
Talk with your accounting and tax advisers if you don’t
get a monthly income statement which is fully accrued
and adjusted. These reports can be formulated for you at a
reasonable cost. They can be run month after month at the
click of a mouse.
Knowing your true profits year-to-date is the first step
toward effective tax planning. Once you can see whether
your firm is posting a year-to-date profit or loss, and you
see the magnitude of that profit or loss, you may be able to
carry back the loss to prior years and recoup a cash refund.
Or you can write off some major deductions to offset the
profits that would otherwise create current or future tax
liabilities.
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About Glenn M. Gelman
& Associates
Glenn M. Gelman & Associates CPAs and Business Advisors was established in 1983. The firm serves hundreds of
business and individual clients throughout Southern California. We are committed to providing superior audit, accounting,
tax, and business advisory services in a manner that is timely,
professional and personal. As a local firm, with national and international resources, Glenn M. Gelman & Associates attracts
talented and experienced staff members who provide clients
with service that exceeds expectations. For more information,
email: mkarver@gmgcpa.com or visit http://gmgcpa.com
760.466.7790
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