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And what qualifies me writing about this subject?  In 1965, I graduated from The 
Williamson Trade School as a machinist, completed a toolmaker apprenticeship then 
moved into field sales.  Doing business inter nationally, delivering custom engineered 
tooling and equipment systems to the metal and plastics industries, my responsibilities 
were sales, marketing and program management.  Traveling through North America, 
Canada, Europe, the United Kingdom, my role during a 40-year career working with 
tradesmen at small, owner-operated companies was: change agent.  Focusing on 
“Marketing”, the mission was to implement change, helping owners achieve growth 
and profits. These are tough environments.  Lousy morale, customers are disappearing, 
employees working long hours, losing money and sleep, with 
no business plan or marketing strategy  “like a ship without a 
rudder”.  Simply put, there is no cor relation between success 
and hours worked.  There is a direct link between effective 
marketing leadership and profitable growth.  In 2006, Marvic 
Supply Co. commissioned my services, part time, and these 
newsletters are examples of that work. 

Dynamic changes are having serious consequences on your 
business.  You probably understand the power of “Marketing”.  
With crushing workloads and daily pressures, you just don't 
have time or may lack expertise in marketing.  Regardless of past 
achievements, if you don't plan, implement and control your company's marketing, the 
future will be in the hands of your competitors.  Because “Marketing” is so important, it 
must be ranked on par with estimating, quoting, accounting, administration and 
personnel.  “Marketing” is your complete business seen from a perspective of its end 
result, that is, looking from the customers view.  The aim should be:  Out THINK, Out 
INNOVATE,  Out PERFORM your competition.   

The goals are:  Differentiate, Position, Promote  

For our construction industry, this is a wake-up call to the new normal. 

Here's a proposed road map for achieving sustainable growth and profits for your 
c o m p a n i e s .   R e m e mb e r,  
“Marketing” is a process, not a 
one-time event.  Prosper by 
us ing  these  f ie ld- tes ted ,  
“Marketing” principles.  Failure 
to act and just following 
everybody else, you could go 
out of business waiting and 
hoping someone can find you.  

Differentiate:  a proactive 
initiative for identifying your 
customers' definition of value and who you are as a company.  The idea is:  knowing 
what drives your economic/profitability engine, leveraging your best skill sets, talents 
and strengths to meet customer expectations, to successfully package and deliver those 
offerings. 
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Management's Corner - Customer's Don't Grow on Trees

Bob Lentz

FACT:  the purpose of a business is to create a customer.

What is the difference between marketing and selling?  
Marketing is where you want the company to be and 
selling is getting there.  Put another way, marketing 
creates wants and selling fills needs.

Data confirms:  small companies who commit a 
percentage of resources to effective marketing are 
consistently more profitable compared to their peer group.



Famous comedian, Yakov Smirnoff, tells a funny 
story as a young boy in Russia and his parents 
taking him to buy a new pair of shoes.  You had 
two choices of color.  BROWN and what is wrong 
with BROWN.

Today, there are wide varieties in choices and 
benefits when buying windows.  Mar vic's 
selections for name brand windows cover all 
possible combinations of what is available, 
desirable and affordable.

As Dave Smith suggested in our last newsletter, 
take time to educate yourself on the products you 
use.  Every potential customer has different 
wants, expectations and definition of value.  
There is a sequence of steps people take when 
making a decision to purchase, known as 
“hierarchy of effects”.  Simply put, the steps are:  
Awareness, Interest, Evaluate, Trial, (purchase) & 
Adopt, (a repeat purchase).  An important part of 
selling is educating prospects to realize the merits 
of owning the windows you are offering.

An effective way to do this is by Product 
Differentiation.  In other words, ar range windows into product groupings that meet your customers' specific characteristics 

and buying situations. Product Differentiation 
helps you get clarity on customer's perceived 
differences:  physical and non  physical.

Physical Examples:  
Geography, Property Location, Quality, 
Technology, Selection, Economy, 
D e l i v e r y ,  S a v i n g ' s  i n  Ti m e  &  
Convenience
Non  Physical Examples:
Image, Design, Comfort, Lifestyle, Peace 

  of Mind and Security 

Fact:  Not all windows' are created equal, and 
customers' want what they want.  Segmenting 
your market enables satisfying customers' 
particular needs, providing information that can 
match their personal requirements to your 
window brands featuring those benefits. 
Contractors' and Remodelers' making those 
distinctions, to really understand customers' 
wants will  be successful.

To help with your marketing, these “Product 
Grids” are a partial list of attributes for each 
Marvic brand name window.
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Marvic Supply "Windows 101"

SIMONTON
History - 62 years

VIWINCO
History - 26 years

SILVERLINE
History - 61 years

Andersen
History  - 100 years Eagle

History  - 146 years

Marvin/Integrity
History  - 100 years



For Assistance and Information, 
your Marvic contact at each 
location is:

Philadelphia
Phone: 215-673-4323
Mike Sandford, Ext. 10100

Doylestown Store/Showroom
Phone: 215-348-8400
Rich Singer, Ext. 10212

Doylestown Administrative Office
Phone: 215-348-8749
Beth Seale, Ext. 10905

Quakertown
Phone: 215-538-9300
Al Snyder, Ext. 10301

North Wales Store/Showroom
Phone: 215-699-5900
Jeff Ennis, Ext. 10402

North Wales Shop/Millwork
Phone: 215-699-8870
Dean LaBar, Ext. 10801

Edgemont
Phone: 610-359-1400
Bob Pennypacker, Ext. 10506

Flemington, NJ
Phone: 908-782-8595
Allen Brower, Ext. 10605

F A L L  S P E C I A L S
Effective 9/15/08 to 10/31/08

See your local branch representative for the following specials:

CertainTeed Canyon Rock Premium 
Monogram Siding Decorative Stone

Simonton Windows

Natural Ledgestone (7.5sq.') $42.20/ctn12' Panels White $77.35/sq
Designer Ledgestone (8.6sq.') $48.40/ctnStandard Colors $78.50/sq
Fieldstone Flats (7.5sq.') $42.20/ctnDark Colors $79.65/sq
Prem. Stacked Premium Colors $95.95/sq
         Ledgestone (6.2sq.') $34.90/ctn
Prem. Brookstone Flats (6.8sq.') $38.25/ctn

16' Panels White $83.15/sq
Standard Colors $84.30/sq
Dark Colors $85.45/sq

Model 5050 White Double Hung 
®

Cedar Impressions 0-101 United Inches
Standard Insulated Clear Glass7" Perfections

Half Screen, No Grids      All Colors $229.50/sq
$129.50 ea.

(Low "E" glass, grid, and screen options 
available at additional cost.)

*Special pricing quoted is for material picked up by 10/31/08 unless otherwise noted. Delivery available at 
standard delivery rates.

Thanks for your business!

We at Marvic take great pride in providing the best products and service, 
possible, to our customers.  That is our goal and always has been.  
Occasionally, even though we try to use only proven high quality products, 
we encounter service issues.  This is particularly evident with window 
products.  Invariably every window manufacturer will have defects at some 
point.  In the end, its how those issues are handled that matters the most to the 
customer.  That is where our service team consisting of Scot, Bruce, and Chip 
really shine!

Consider the following attributes of our team that benefit you:  
• Over 60 year's collective experience.
• Factory trained to handle warranty claims for windows, doors, and 

other millwork products we sell.
• Members of Andersen Windows' “Dealer Service Network”, one of only a few dealers in the Mid-Atlantic region 

to hold this distinction
• Quicker response and not having to wait for a factory representative to contact you
• Ability to give manufacturers direct feedback on products: advising what works and what does not.
• Allows Marvic, to service what we sell in a manner that benefits our customers.

Whether it is glass replacement, hardware, bad balances, or some other warranty problem our service team can help.  
(Once they even helped a homeowner chase down a cat that had escaped!)  We stand behind our products so you can 
sell with confidence.

We hope you have a great "FALL" selling season.  Thanks again for your business.  

The Marvic Millwork Service Department

Chip, Scot, Bruce



New housing starts fell to an annual level of 965,000 units in 
July 2008, an 11% drop from June 2008 and 30% lower 
than July 2007.  Housing starts are at the lowest level they 
have been in 17 years.

ndCertainteed Roofing has recently introduced a 2  color to 
their Symphony synthetic slate line.  The new color “Capital 
Blend” is a rich mixture of gray, green and mulberry slates 
that can be installed from the pallet without any premixing.  
Symphony's 50 yr. limited transferable warranty and 
exceptional UV fade resistant surface technology make it an 
attractive alternative to a natural slate roof. Check it out at 
www.certainteed.com.

Prices of nearly everything Marvic distributes continue to 
rise even as we see oil and gasoline prices begin to fall.  
Roofing and Siding manufacturers have all announced price 
increases going into effect on or before September 1.  
Marvic will be raising our prices on September 1, 2008 
accordingly.

1. Roofing 2.Siding & Accessories

Shingles 6-8% Siding Panels 6-8%

Rolls 8-10% Siding Accy 2-10%

Cements & Coatings 5-10% Trim Coil 5-7%

Industry NewsI N D U S T R Y  N E W S

"Windows 101" continued from page 2....

Product features, benefits and industry standards common among the 
manufacturers' listed :  

(A) Casements for new construction and replacements
(B) Certified/Compliant with EPA “Energy Star Program” 
(C) Limited Lifetime Warranty, minimum 20 years on glass, 10 years on 

components
(D) Service, Marvic Supply and the manufacturers' factory service 

network.  
(E) While the spotlight for this article is 'windows', each brand name 

company offers doors as part of their product lines as well. 

Position:  your company on “Top of the Visibility Reach To get started, two worthwhile books are recommended:  
Pyramid”.  Imagine the base of a pyramid.  Are you Credibility Marketing, author, Larry Chambers, and 
Invisible?  Local?  Regional?  How do you generate Guerrilla Marketing Excellence, “The Fifty Rules for Small 

qualified leads?  Now, it demands foresight to increase Business Success”, author, Jay Conrad Levinson.

awareness, communicating relevant messages that Work smarter.  Develop a mind set for “Marketing” to help 
educates and inspires people to select your company first.   you do less of what doesn't matter, and more of what does.  
Individuals make important decisions by seeking “Marketing” does Matter.  Finally, self-employed doesn't 
guidance from someone who has credibility.  mean you're out there all by yourself.  

Promote:  your company's distinct benefits to specific, Bob Lentz could be your part time marketing department.  
target market segments, with aggressive direct mail Phone/Fax:  610-847-3028  •  E-mail:  boblentz@rcn.com
campaigns.  Become a recognized authority, a messenger 
of solutions for interested prospects who value your 
specialty.       
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