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end, his recommendation for purchasing a mailing list is 
to go through it before sending out postcards.

Abbott says it’s worth the extra cost to purchase a 
mailing list that tells you whether someone owns a pool. 
And when it comes to purchasing a list, there are two 
ways to go: If you’re hiring a company to handle printing
and mailing for you, see if they can also procure the list. 
“That saves you the hassle of researching providers, 
buying a list and then potentially having to reformat the 
list to meet your printer’s requirement,” Abbott says. 
However, if you’re going to buy a list yourself, there are 
hundreds of options — and he recommends sticking with 
larger, well-established national list providers. 

Once Todd determined what addresses had pools in 
his area, he started working with that list regularly and 
building on it. “It has been my experience that, once you 
buy a list for an area, you should not have to go back and 
repurchase a list,” he says. “Pools do not normally get up and 
walk out of the backyard. And for someone buying a list, 
look at it as a foundation or an addition to their own list.”  

From there, make sure your direct-mailing strategy 
will provide the best ROI. Abbott recommends doing 
your first estimate when your target market is likely to 
start thinking about hiring someone to build or maintain 
a pool. “For example, if pool owners in your area start 
opening their swimming pools in March, then your first 
mailing should occur in February,” he suggests. After 
that, he recommends sending your mailer to the same 
people at least two more times at approximately three-
week intervals. 

Todd sends mailers twice a year. “In the spring, people 
may be thinking about liners or green clean-ups,” he says. 
“In the fall, they may be thinking about winterization or 
new safety covers.” While he’s seen success with postcards, 
Todd says he gets the best results with personal letters.

Abbott points out that the most effective format can 
only be determined by splitting your target market, sending
two different formats to each half, and waiting to see 
which garners the better response. If you do go with 
postcards, Abbott recommends going with a minimum of 
6 by 8 inches. “When designing your postcard, keep in 
mind that the entire purpose of the headline and graphics 
should be to get people to turn over the postcard and 
read the other side,” Abbott says.

Whatever format you choose, Abbott says direct 
marketing requires a compelling message, hitting the 
right target market and mailing at the right time of year. 
And, as Todd reminds, after buying a list, check the first 
500 to 1,000 addresses to make sure the list is usable 
before licking the stamp. n

BRETT LLOYD ABBOTT, president of MYM Austin, Inc., a marketing 
firm geared toward pool builders, focuses exclusively on pools in 
order to garner better marketing results for his clients. “We’re selling 
a product that most people would deeply emotionally love to have,” 
he says. “You don’t have to do a whole lot more than show them a 
photograph of a beautiful swimming pool to get them excited about it.”

Even in a technology-driven age, direct-mail marketing can still 
be effective for pool companies. The key is finding a mailing list that 
accurately targets pool owners in your area. If you decide to purchase 
a mailing list, take precautions. Derrick Todd, owner of Aquanut 
Pool Care in Greenville, S.C., learned this the hard way.

While his experience purchasing a mailing list went well, Todd 
had to look for another list provider because the first didn’t have 
information on his service area. The second company supposedly had 
6,000 addresses for the area he wanted. With a budget of $3,000, he 
sent out 5,000 mailers. “Normally, within one to four days after the 
mailers hit, your phone starts ringing, but nothing happened,” he says.

Todd started making phone calls. The first 20 people didn’t have 
pools, and most lived in apartments. “We started going through 
the list [they] sold us and found that 75 to 80 percent of the list 
was bad,” Todd says. “It took my team and me four months to go 
through the list using Google Earth to look at every house and find 
the ones with pools.” 

Of the 6,000 addresses provided to Todd’s company, only 1,400 
were good. While he did eventually get a refund from the company 
for the cost of the list and some postage, much time was lost. In the 
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CLOUD PHONE SYSTEMS

The landline is dying. Lack of mobility pushes many service 
industries, including pool professionals, to rely heavily on mobile 
devices to communicate with staff and customers. The downside? 
Everyone has your cell-phone number, and you can’t transfer or 
forward calls like your office setup. That’s where cloud-based 
phone services are coming into play, offering businesses a 
complete business-phone system without the limitations of landline 
service. Here’s a look at four cloud-based phone services 
available to pool professionals.
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WHAT IS 
THIS ‘CLOUD’ 
EVERYONE’S 

TALKING ABOUT?
From Wikipedia: 

“Cloud computing is 
a phrase used to 

describe a variety
of computing concepts 

that involve a large 
number of computers 
connected through a 

real-time communication
network such as 

the Internet.”

SendHub
sendhub.com

AVERAGE COST FOR 15 
EMPLOYEES: $100 a month includes 12 free field-tech phone lines, 
three lines at headquarters ($75), and one central phone line 
($25). Unlimited plans start at $25 per month, per line. Phone lines 
are free, with up to 30 voice minutes and 100 texts per month
TECHNICAL REQUIREMENTS: Internet or mobile data connection; 
smartphone, tablet or PC/Mac
FEATURES: Auto attendant, call transfer, file sharing, admin controls, 
transcribed voicemails sent by email, and in-depth analytics
“SendHub adds a work-phone line to the device your 
technicians are already using, via an app, protecting the 
user’s privacy while giving administrators full control over 
the communication [during work hours],” says Ash Rust, 
cofounder and CEO. “For example, when an employee 
leaves the team, their SendHub number can be removed 
from their account and given to their replacement, so there’s 
no interruption in business.”

Fonality
fonality.com

AVERAGE COST FOR 15 EMPLOYEES: 
While the price varies depending on customer needs, the average 
cost is $30 a month per person
TECHNICAL REQUIREMENTS: Reliable high-speed broadband Internet 
connection
FEATURES: Phones are included. Local and nationwide long-
distance, conference calling, instant messaging, contact-center 
features
In most cases, Fonality users maintain their existing mobile 
numbers, and smartphones utilize full collaboration mobile 
apps. The system is designed for businesses with more than 
five employees. “With our Find Me/Follow Me feature and 
mobility application, business calls can be made to and 
from your favorite mobile device without revealing personal
mobile numbers,” says Jeff Valentine, chief marketing 
officer. “Your company gains a professional and polished 
image, and a consistent experience regardless of location.”

Grasshopper
grasshopper.com

AVERAGE COST FOR 15 
EMPLOYEES: All plans include unlimited features and no limits on 
users. Prices are based on the minutes needed for the plan. Plans 
start at $12 a month, which includes no minutes, just a six-cents-a-
minute charge. Two-thousand minutes a month costs $49, and the 
max plan includes 10,000 minutes a month for $199
TECHNICAL REQUIREMENTS: This service requires a phone number 
where calls can be forwarded, such as a cell phone, landline, and 
VoIP solutions like Skype and Google Voice
FEATURES: custom greetings, extensions, departments, voicemail to 
email, incoming faxes
Grasshopper provides toll-free and local numbers and 
the management system for all incoming calls without the 
installation of hardware or software. “The key to remember 
is we’re not providing dial tone; we’re connecting all the 
devices at your company under one umbrella,” says Taylor 
Aldredge, Grasshopper’s “ambassador of buzz.” “When 
your customers call, they get a seamless experience like 
they would get at any Fortune 500 company,” he adds.

ShoreTel Sky
shoretel.com

AVERAGE COST FOR 15 EMPLOYEES: 
$400 to $600 per month 
TECHNICAL REQUIREMENTS: Quality Internet connection, ShoreTel 
desk phones (for desk employees), and a minimum of five lines
FEATURES: Long-distance, customer support, voicemail to email, 
conference calling, call routing, call logging to CRM [customer-
relationship management] systems
ShoreTel Sky is a cloud-based VoIP system. “All calls, both 
inbound and outbound, can automatically be logged in 
the CRM system, so the company retains a full audit trail of 
every communication with each client,” says Keith Nealon, 
president and general manager of ShoreTel cloud division.  
“Calls made by service employees in the field on a mobile 
device will also be logged. This is a game-changer for 
pool service companies where ‘service’ is the lifeblood of 
business.”

The Entrepreneur’s Phone System


