EARTH CONTACT PRODUC*S, LLC

Get It While It s Hot
Off The Presses.

The Seventh Edition of the ECP
Design and Technical Service
Manual has been released and
is waiting to be sent to you.
Written by Don J. Clayton PE,
the purpose of the manual is
to assist the reader to prepare
preliminary designs for project
estimations and for ECP prod-
uct selections that will most
economically ta given appli-
cation. Our goal is to take the
highly technical engineering
theories and distill them into
a user friendly format.

To request your copies
contact the ECP of ce
866-327-0007 or
email Weston Opat at
wopat@earthcontactproducts.com

earthcontactproducts.com

MARKETING SURVEY

AT 5 X

Sleight Advertising Offers Lead-Building
Resource for ECP Installers

Sleight Advertising, a full-service ad agency specializing in the Home Improvement
market, was recently appointed “agency-of-choice” by Earth Contact Products.

Since opening its doors in 1988, the agency has consistently executed breakthrough
marketing strategies for the service industry. With a specialty in effective budgeting,
the staff of 19 creative and media experts has signiycantly grown business for the
agencyts more-than 100 nationwide clients.

Sleight Advertising can provide ECP installers with comprehensive marketing
services like:

* Advertising Campaigns, including Pay-Per-Lead Advertising

« Local, Regional and National Media Research, Negotiation & Buying

A Standard and High Deynition Commercial and Video Production

A Radio, Television & web commercials
A Public Relations
* Creative Writing & Design
* Web and Interactive Design

A Search Engine Marketing
A Search Engine Optimization
* Branding & Corporate Identity

And now, through a special agreement with ECP, Sleight Advertising is offering a compli-
mentary initial consultation and evaluation of your advertising program — all at no cost.
For more information, contact Iris Sleight at 402.334.3530,

or visit www.sleightadvertising.com.

2009 Focus: Site redesigns

Which features on your web
site will be improved this year?

Home, category and product 62%
page organization
MNavigation

On-site search BT

The goal of these web site
fune-ups isn't just to attract
more buyers, but to improve
service as well.

What's most likely to be added?
Video (43%), personalized
product recommendations
(40%) and customer reviews
and ratings (35%).

Souwrce; 2009 infernel Retaier surey
of marketing pros

Faster closing/closeout

Earth Contact Products will be “The Very Best” manufacturer in our industry by

providing quality products and services in a timely manner at a competitive price.




Contacts

Earth Contact Products
15612 South Keeler Terrace
Olathe, KS 66062

Phone: 913-393-0007

Fax: 913-393-0008

Toll Free: 866-327-0007
earthcontactproducts.com

General Manager:
Jeff Tully T Ext; 11
jtully@earthcontactproducts.com

Sales & Marketing:
Weston Opat T Ext: 10
wopat@earthcontactproducts.com

Aaron Grayham T Ext: 13
akgrayham@earthcontactproducts.com

Production:
Brett Agnew T Ext: 15
bagnew@ earthcontactproducts.com

Logistics & Production:
Russell Rima T Ext: 12
rrima@earthcontactproducts.com

Accounting:
Jon-Michael Mitchell T Ext: 14
jmitchell@earthcontactproducts.com

Engineering:

Donald Clayton
dclayton@earthcontactproducts.com
Phone: 972-480-0007

Fax: 972-480-0009

ECP’s Support Companies:

Big Ape Studios

Web and Graphic Design
Jeff Fuson
816-931-9528
jeff@bigapestudios.com

Haake Companies

Insurance ¢ Consulting * Risk Mgmt.
Scott Dunnum, CPCU, ARM
913-491-1999
Scott.dunnum@haakeins.com

Sleight Advertising

Full Service Advertising Agency
Rhonda Richardson
402-334-3530
Rhonda@sleightadvertising.com

How to Exhibit at Trade Shows

In the current economy we all are trying to save money and cut costs, trying
to be prudent in managing our business. Some costs just cannot be cut while
others stand out as potentially unnecessary expenses. Advertising usually gets
the yrst look when cutting costs. Cutting this expense needs to be done with
great care and thought or you might be actually costing yourself more than you
are saving.

There are a lot of considerations that go into the decision-making. But | would
like to make the case that you ought to seriously consider sponsoring a booth
in a show related to your industry. It doesnit have to be a budget-busting ex-
perience. You can purchase a modest, portable “booth in a box” very reason-
ably. Such devices are common, particularly at local shows, and can make an
impressive presentation.

A popular version of such show booths opens and closes like a huge umbrella

and yts into a carrying case. It provides the backdrop to a 10x10 foot space and
can be a part of a display in a larger area. There are many different manufac-
turers of these including Skyline, Impact Displays and others.
Other than the portable booth, you will want a sampling of your products, as
well as photos of the types of work you have done. If not, you might consider
some kind of inter-active video that shows products in action and/or graph-
ics that visually demonstrate their merits. With the advent of Microsoft Movie
Maker, this becomes very simple. Within a couple of hours you can transform
random video clips into a business promotion video.

Most shows give space-picking priority to the exhibitors who have been
with them the longest. Yet some studies have found that where you are in the
show hall has no effect on the amount of audience you receive to your booth.
For every veteran exhibitor that requires a space in the center of the action,
or at the front entrance to the hall, or near their biggest competitor, there are
veteran exhibitors who pee from the same locations. All the same, the size of
your booth space is a very important decision, where you must weigh the need
to stand out from your competitors with a large booth, and yet having enough
budget to exhibit at all the worthwhile shows for your company.

Fliers and other types of brochures are a must; visitors are “attacked” on all
sides by other exhibitors for their time and attention and you must give them
something to remind them of you and your products when they return home.
Another possibility is to invest in a modest give-away, preferably something
that tie into your product or market, but deynitely something that is usable so
that people will want to have it. And, of course, your companyis name and
phone number — maybe an e-mail address — are on it.

If you are able to do it, | recommend that you work the booth yourself for at
least one day T and the entire show, if possible. There is nothing like getting a
feel for the pulse of the buying public to determine if you and your company are
heading in the right direction.

Participating in a trade show has so many potential side beneyts that you re-
ally have to consider all of them in your assessment of its value. Just mingling
with and comparing notes with other exhibitors, for instance, can be invaluable.
Upon exhibiting at various trade shows you will understand how valuable they
become to expose your company to prospects. So grab some comfortable
shoes and hit the show circuit reminding everyone why they should do busi-
ness with you.

Foundation Industry Upcoming Events:

DFI 34th Annual Conference
on Deep Foundations
October 21-23, 2009
Westin Crown Center T Kansas City, MO

ECP 2nd Annual
Contractor Workshop
September 14-16, 2009

Great Wolf Lodge — Kansas City, KS

www.earthcontactproducts.com







