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For Immediate Release 

Thompson Pump Wins US Government Bid to 
Help Rescue Hurricane-Distressed Puerto Rico Region

Company’s Volunteers, Equipment Provide 200,000 with Water

Port Orange, FL – More than five months after Hurricane Maria decimated Puerto Rico, local company 
Thompson Pump and its workers are still on the island helping citizens recover from the aftermath of the worst 
storm in the country’s history. Thompson Pump’s tireless efforts helped save an entire community from a 
potentially catastrophic flood and provided safe drinking water to more than 200,000 citizens. 

Hurricane Maria’s sustained winds of more than 150 mph and 30-plus inches of rain left behind a shocking path 
of destruction. In the immediate aftermath of the storm, Thompson Pump was among the companies contacted 
to place bids on a relief contract from the United States Army Corps of Engineers. Thompson subsequently was 
given the go-ahead by the government agency and immediately mobilized a team of workers, traveling to Puerto 
Rico to formulate a strategy to help save a large community of residents living downstream from the Guajataca 
Dam. 

When the dam’s spillway failed, it caused an outpouring of water resulting in major erosion that necessitated the 
evacuation of 70,000 area homes. During and immediately after the storm, there was a real fear they could lose 
the dam entirely.

“We were going into a situation with a lot of unknowns. We hadn’t seen the jobsite yet, other than in photos 
from the Corp and satellite images. The area was remote, with no cellphone coverage and few supplies 
available. We planned to be one hundred percent self-sufficient, to the point that we would be prepared to camp 
at the site,” said Bobby Zitzka, National Sales Manager for Thompson Pump. “Because of the experience of the 
team, we were confident we’d be able to overcome any obstacles.” 

In less than 24 hours, a team of 13 Thompson Pump workers were on the ground in Puerto Rico. All told, 35 
Thompson staff members have been in the area at least once during the crisis.

“The selflessness of our people has been remarkable,” said Chris Thompson, President of Thompson Pump. 
“The number of our employees who volunteered to put their own lives on hold to help the people of Puerto Rico 
is outstanding. I’m really proud of the way our team came together to accomplish this challenging project.”



Ten complete systems consisting of 18” pumps, suction and discharge lines, and elbows and fittings were 
needed to provide relief. The process of staging this equipment and delivering it to the jobsite was an arduous 
one. Ultimately, due to the volume of equipment necessary to complete the job (approximately 25 truckloads 
of equipment and supplies, including fusion trailers, skid steers and service trucks), the decision was made that 
two systems would be flown over to expedite the implementation, while the rest would arrive by barge.

As Thompson Pump began the job of lowering the dam’s water level, thus alleviating the possibility of major 
flooding, the U.S. Army Corps of Engineers realized Thompson’s workers and equipment could be utilized for 
yet another vital purpose – providing drinking water for almost a quarter of a million people desperate for it.

Within days of the equipment’s arrival in Puerto Rico, the first two pumps were used to reroute water from 
the Guajataca lake reservoir to a canal feeding three water treatment plants. The remaining eight pumps were 
deployed in a similar manner shortly thereafter, allowing clean water for the community’s citizens for the first 
time in weeks.

Thompson Pump is still providing an integral role in the recovery process. Their pumps continue to operate non-stop. 
Workers continue to be on the ground providing ongoing maintenance and around-the-clock pump operation assistance. 
Their working agreement was recently extended by the US Government, assuring Thompson Pump’s presence in Puerto 
Rico for at least six more months.

Thompson Pump, a 48-year old family-owned company based in Port Orange, Florida, is a full-service manufacturer and 
provider of high-quality dewatering pumps, pumping equipment and engineering expertise for dewatering, bypass, and 
emergency pumping applications worldwide. 



For Immediate Release 

Tony Chachere’s® Celebrates 45th Anniversary of
Creole Cuisine, Family Tradition

Opelousas, LA – What began 45 years ago as a retirement hobby for a South Louisiana Chef has turned into a 
nationally recognized brand led by multiple generations of family members. Now, as Tony Chachere’s Famous 
Creole Cuisine celebrates this milestone anniversary, it operates out of a 40,000 square-foot facility and 
employs more than 75 full-time staffers.

In 1972, Tony Chachere fulfilled a lifelong dream, publishing his Cajun Country Cookbook. Among the many 
recipes in the book was his favorite homemade seasoning. He quickly sold 10,000 copies, and Gulf Coast 
residents began asking where they could purchase his trademark blend. Before he knew it, Tony Chachere’s 
Famous Creole Cuisine was born.   

Under the leadership of Tony’s grandson Don, the company has reached new heights. New creations are 
continually being added, and today, the Tony Chachere’s products include sasonings, marinades, dinner mixes, 
sandwich sauces, roux & gravy mixes, fish fry mixes, Bloody Mary mix and more. 

“It has been such a privilege to watch the company expand, first locally, then regionally,” Don Chachere said. 
“Today, our products are available nationwide and are even sold outside the United States. We believe we’re set 
up for many more years of sustainable growth and we owe it all to the support of our loyal customers.”

Tony Chachere’s Famous Creole Cuisine was founded in 1972 by Tony Chachere, the “Ole Master” of Creole 
cooking. Tony Chachere’s Famous Creole Cuisine continues to be family owned and operated and is located in 
Opelousas, Louisiana. Employing over 75 people, the family maintains a tradition of Creole authenticity in their 
comprehensive line of seasonings, mixes, marinades and sauces for both pantry and table.

http://www.tonychachere.com



For Immediate Release 
 

Bonita Springs Mitsubishi Owners 
Acquire Fort Myers Mitsubishi

Fort Myers, FL – Just months after bringing a new Mitsubishi dealership to Bonita Springs, Jeff Johnson and 
Bill Doraty have acquired a second store in the area, Fort Myers Mitsubishi. The official announcement was 
made this morning.

The purchase of Fort Myers Mitsubishi strengthens their presence in Southwest Florida, enlarging their footprint 
throughout Fort Myers, Bonita Springs, Naples, Cape Coral, Lehigh Acres, Estero, Immokalee, Marco Island 
and Punta Gorda.

Johnson and Doraty expect their rapid success at the Bonita Springs dealership to be duplicated in Fort Myers. 
The Bonita Springs store has already cracked the Top 25 in sales for all Mitsubishi dealerships nationwide 
despite being open for less than four full months.

“We believe we have tapped into a very good market for our type of automobiles,” said Johnson. “Mitsubishi 
is a hot brand right now in the car business. Nissan just acquired a major stake in the company. They believe 
in their cars and so do we – or we wouldn’t have made the decision to make the investment into a second 
dealership.”

Fort Myers Mitsubishi is located at 3388 Fowler St in Fort Myers. Combined, the Fort Myers and Bonita 
Springs stores will have more than 300 new Mitsubishis in stock at any given time. Johnson says he and Doraty 
expect to create approximately 15 new jobs in the coming year at their two locations.

Financial terms of the transaction were not disclosed.

Bonita Springs Mitsubishi and Fort Myers Mitsubishi are dedicated to conducting business in a way that 
promotes the highest principles of integrity. Each location offers a large selection of both new Mitsubishi 
vehicles and pre-owned cars, trucks and SUVs. All new Mitsubishi vehicles are anchored by an industry-best 
5-year, 60,000-mile New Vehicle Limited Warranty; and a 10-year, 100,000-mile Powertrain Limited Warranty.



For Immediate Release 
 

Jones Homes USA Debuts in Charlotte Area 
Aiming to Boost New Home Designs

  Local Long-Time Building Specialist to Spearhead Project 

Weddington, NC – Jones Homes USA has announced its upcoming expansion into the Charlotte area. Known 
for innovative designs and advanced technology and energy features in its new homes, Jones Homes will soon 
be breaking ground in the Falls at Weddington. Plans are to have the first homes ready by late Spring 2019.

Jones Homes USA brings a stellar reputation to the area. Part of a worldwide real estate development company, 
it’s recognized in the U.S. for multiple communities in Central and East Florida – building more than 1,000 
homes in the past several years.

The Falls at Weddington is located in Weddington, one of the most desired, upscale neighborhoods in the entire 
Charlotte area. The 244-acre development is ideally situated near I-485.

Rob Kreisher, a known and well-respected real estate and building professional, is charged with the task of 
overseeing the construction of the Jones Homes projects. Kreisher has a long history both in the area and at The 
Falls at Weddington – where he played an integral role in the initial sale and development of the community.

“We are excited for the opportunity to offer some of the most exquisite homes in the country built by a trusted 
name like Jones Homes,” Kreisher said. “Better still, they will be located on some of the most coveted sites in 
the area. It’s a combination that’s pretty hard to beat.”

As is the case with all Jones Homes, The Falls at Weddington will offer the finest in contemporary living, as 
well as abundant social activities catered to residents seeking opportunities to interact with their neighbors while 
still maintaining privacy.

Numerous floor plans will available from which to choose, offering a variety of options to suit any lifestyle and 
budget. Each Falls at Weddington dwelling will contain a wealth of high-quality extras and upgrades typically 
not seen in most residential communities. 

More specific details will be announced in the near future.

Jones Homes USA is part of the Emerson Group, a premier international real estate development company that 
has built dozens of communities in the United States, the United Kingdom and Portugal since the company’s 
inception in 1959. They are dedicated to creating outstanding communities for today’s families and offering 
homes with innovative designs, exceptional luxury appointments, and the latest energy features and home 
technology.

JonesHomesUSA.com



For Immediate Release 

iHeartRadio Honors JKR Advertising as a Top Agency Customer
Nation’s Largest Radio Group Recognizes Agency for Business Effectiveness

Maitland, FL – Today more than ever, traditional AM/FM radio continues to be a cost-effective advertising 
option for America’s automobile dealers. Because of this, a tremendous working relationship has developed 
between iHeartRadio and JKR Advertising & Marketing … leading to the media giant honoring the automotive 
advertising leader as one of their top partners.

Top iHeart executives hosted JKR Partners Jeff Johnson, Richard Brauns, Kevin Baumann and Jon Albert in 
New York this past week, recognizing them for their work.

“It was amazing to hear JKR’s partners talk about why they love radio, how they see the evolution of radio over 
the past several years and why they continue to recommend it,” said Jonathan Faulkner, iHeart Media Senior 
Vice President of Digital. “They understand that broadcast radio drives consideration and awareness.”

The wide-reaching scope of iHeart (it owns more than 850 stations nationwide), along with radio’s ability to 
affordably target large numbers of specific listeners multiple times, make iHeartRadio a valuable advertising 
tool for JKR’s clients. In fact, it is so effective that JKR ranked second in Tier III (local/dealer) automotive 
agency in the United States for iHeartRadio advertising placement. 

“It was very interesting to see the impressive research the iHeart executives prepared for us,” Johnson said. 
“We were able to see how JKR compared to other agencies, not only in terms of media billing but also how 
remarkable our schedules were in causing a significant lift in our clients’ Web traffic.” 

In addition to Faulkner, JKR met with John Mackenzie, Divisional Vice President of Automotive, Midwest and 
Southeast; Joie Davis, Vice President of Automotive, North Florida; Cameron Brown, Division Vice President – 
Digital Sales; and Nancy Andreatas, Senior Account Manager.

Founded in 2007, JKR Advertising & Marketing delivers all aspects of automotive retail advertising. JKR 
provides market analysis, creative, radio, TV, print, public relations and digital. JKR’s experience, knowledge, 
and dedicated focus result in the overwhelming majority of clients outperforming their peers, markets, and 
competitors. Clients include individual dealerships and multi-brand, multi-store groups.

www.jkradvertising.com
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Many automobile dealers don’t take advantage of the opportunities available to them through 
public relations (PR). It might be because they don’t think it’s really necessary … or maybe it’s due 
to the common misconception that PR and a dealer’s typical monthly advertising are essentially 
the same thing.

Though they do have a little crossover, by definition, advertising and PR are quite different. 
Advertising involves creating paid announcements for use in different types of media, such as 

radio, television, digital or print. Meanwhile, 
PR is a strategic process of communication 
that fosters a positive relationship between a 
company and the people in its market. 

How does PR work? PR professionals build 
connections with media outlets and are 
therefore able to communicate a dealer’s 
message to a specifically targeted audience using 
a variety of different channels. They prepare 
and send details on strategic, newsworthy 
story ideas to journalists who, if they decide 
to, publish unbiased articles on the subject 
matter. This is why PR is given the term earned 
media. The ultimate goal is to get a dealership’s 
name out to the public and generate as much 
positivity as possible.

“PR professionals can be an integral part 
of a dealership’s marketing mix,” said Dean 
Turcol, a veteran public relations director 
who advises numerous dealerships across the 
country. “Positioning a dealership as a positive 
force in its community builds a favorable 
perception and increases overall awareness of 
the business. As long as dealers frequently take 
actions that complement their brand, products 
and services — activities that warrant genuine 
attention and recognition — a well-executed 
PR plan is an extremely effective reputation-
building tool.” 

Automotive PR is always seen as being 
extremely credible because it is presented 
to consumers in the form of a third-party 
endorsement of the dealership. When the 
media presents the dealer’s message favorably 
in a newspaper article, TV story or the like, 
it has the effect of supercharged word-of-
mouth marketing — the best kind of referral 
available. Newsworthy story ideas could 
include dealership achievements/milestones, 
charitable sponsorships, noteworthy 
accomplishments of employees, special events 
and facility renovations. 

Turcol also points out that PR is especially 
important when a dealership suffers damage 
to its reputation — real or perceived. 
“During times such as this, a public relations 
professional should always be consulted,” 
he said. “The importance of keeping an 
automobile dealership’s reputation intact 
cannot be overstated.” 

In recent years, trust and transparency have 
become every bit as important as product 
quality, making public relations more necessary 
— and impactful — than ever before. Highly 
skilled PR teams are experts in making sure an 
automobile dealer’s expectations align favorably 
with public opinion.  

PUBLIC RELATIONS
The Non-Traditional Way to Get Your Dealership Noticed
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director of media relations for JKR Advertising & Marketing  \ jweis@autosuccessonline.com  \      @JKRAdvertising

“This is a hard store to get to off the freeway. We tell people on the phone we 
have the spinning truck and they immediately know who we are. The AutoSpin 
is a great way to advertise a lease. It has pushed a lot of traffic and people in 

just to see it in the air. We have tried lots of different vehicles on it and it’s been 
awesome. It’s a great deal. Try one.”

 Bill Snape, General Manager of Tim Dahle Ford Spanish Fork, UT

•  BRINGS IN INSTANT SALES
• COSTS LESS THAN A 

30-SECOND SPOT
• RUNS 24 HOURS A DAY

1-800-936-2319
as.jan19.autospin.halfvert.indd   1 12/20/18   9:39 AM

00-JohnWeis.indd   2 12/20/18   3:31 PM



30 www.ucfalumni.comPegasus

m
a

r
c

h
f

a
p

r
il

 2
0

0
9

score!score!



31

m
a

r
c

h
f

a
p

r
il

 2
0

0
9

www.ucfalumni.com Pegasus

score!THESE CLUBS ARE ALL ACES
Sport club competitors are athletes of a different kind.
 bY John weis, ’94

 michelle Akers, ’89. Brandon marshall, ’06. Phil Dalhausser, ’02. Tom Lawlor, ’06. 

 These star athletes have carved their own niche in uCF sports lore, but 

each achieved fame in entirely different ways. While Akers and marshall were 

scholarship athletes who played nCAA-sanctioned sports, Dalhausser (2008 

olympic gold medalist in beach volleyball) and Lawlor (a recent ultimate 

Fighting signee) played on uCF sport club teams.

 in other words, while Akers and marshall garnered headlines for their 

work in soccer and football, respectively, the recent olympian and the world-

class fighter toiled without much notice. Akers was an All-American at uCF in 

the late 1980s before becoming an olympic gold medalist in 1996. marshall 

emerged as a standout wide receiver as a senior at uCF and now is an All-Pro 

for the Denver Broncos.  

 Dalhausser, conversely, played on outdoor sand courts by the uCF pool, 

and Lawlor wrestled in gyms that were virtually empty. undaunted by their 

more humble beginnings, both men have gone on to stardom. 

 Who’s the next unknown to make it big? There are certainly many ath-

letes from which to choose.

 uCF sport clubs started with crew and wrestling nearly 20 years ago. 

Today, they’ve ballooned to 33 men’s and women’s sports, with three more 

up for review soon. The growth can be attributed to several factors, includ-

ing Title iX, economic conditions and other athletics budget cutbacks. (Title 

iX prohibits sex discrimination for athletics in any institution that receives 

federal funds, which resulted in a more equal division between men’s and 

women’s sports.) in addition, many of the sports the clubs participate in 

simply are not available on an nCAA-sanctioned level. 

 no, they might not be on scholarship or play in bright lights, but they 

are impressive athletes nonetheless, contends steve schade, president of the 

uCF sport Club Council (sCC), which was formed in 2003 to be the govern-

ing body of the ever-expanding list of sport clubs. “They are very committed 

to their sports, and it takes a great deal of time and effort to keep them at a 

competitive level,” he says.

 Like nCAA-sanctioned varsity sports, club teams have coaches, they prac-

tice on (and off) school property, they play against teams from other schools 

and they have leagues and conferences in place. But that’s where the similari-

ties stop, according to Jason Balma, sports club risk management coordinator.

 “What makes sport clubs so amazing is that they’re completely student-

driven,” Balma explained. “in many of our sports, the players have to serve as 

their own athletic directors, coaches and schedule makers. it’s a tremendous 

testament to how dedicated they are.” 

 Balma, who’s also a volunteer wrestling coach, adds that some sports 

actually have to collect dues from their players to remain active. For example, 

ice hockey players have to pay more than $1,000 per player per season.

 For Ashley mitchell and her women’s rugby team, the game is a labor of 

love. “quite often, we have to use our own money and personal vehicles to 

get to away games, especially if they are in Florida,” she explained. “To get 

to places like Georgia or Alabama, we have fundraisers so we can rent vans. 

We’ve had car washes; we’ve worked conventions, and we recently worked at a 

festival in Winter springs.”

Men’s And woMen’s bAdMinton
f Doubles played in the spring; singles played in the fall
f  Home matches played at UCF Recreation Center and downtown 

Orlando; away matches played at other universities, including UF

Men’s And woMen’s bowLing
f Club boasts more than 100 members
f  Both teams have competed multiple times for national championships
f  This season, the women won their first three tournaments while 

the men captured two of three

Men’s Crew (rowing)
f  Club for 18 years
f  Team predominately rows boats of four or eight people, plus 

person who steers, called the coxswain
f  Club gave UCF its first state, regional and national championships
f  First UCF team to compete internationally

Men’s CUong nhU
f  A form of martial arts combining seven traditional forms of self 

defense
f  Member of the Cuong Nhu Oriental Martial Arts Association

Men’s And woMen’s eqUestriAn (sAnCtioning Pending)
f Helps support the Pegasus and the UCF Knight mascot program
f Club features more than 60 members
f  Volunteers at Freedom Ride, a National Handicapped Riding 

Association event

below is just a sampling of the growing roster of sport clubs 
available at UCF. For a complete list, visit www.sportsclubs.ucf.edu. 
there, you’ll find a link to each club’s specific web pages that 
contain information about the sport, schedules, how to make 
donations and more.  



score!

32 www.ucfalumni.comPegasus

m
a

r
c

h
f

a
p

r
il

 2
0

0
9

 Kyle Carpenter of the Tri-Knights 

Triathlon Club says that, despite the lack of 

funds, he’s proud of what he and his team 

accomplish. “i have friends who play nCAA 

sports here at uCF, so because of me they see 

what sport club athletes go through compared 

to what they do,” he stated. “They understand 

things are easier for them, especially when it 

comes to travel, but they also can clearly see 

that there are other athletes on this campus 

who work just as hard as they do.” 

 Despite their non-scholarship status, 

sport club players are still student-athletes 

in every sense — meaning they must 

achieve balance between academics and ath-

letics. “it’s difficult to do,” said Jeff Cohen, 

who is captain and president of the men’s 

roller hockey team. “i know that i am here 

first and foremost as a student, but i do 

set aside time every day to tend to hockey 

things. if i don’t get everything done, it 

waits until the next day because my studies 

come first.”

 So, who’s going to be the next UCF sport 
clubs star like Phil Dalhausser or Tom Lawlor? 
He or she might be playing on a team right 
now — with a little less fanfare than Michelle 
Akers or Brandon Marshall, but with just as 
much talent. 

Men’s iCe hoCKeY
f  Member of American Collegiate Hockey 

Association Division III
f  Finished third nationally last season
f  Home games played at RDV Sportsplex; away 

games played in locations such as Georgia, 
Michigan and Tennessee

Men’s Kendo 
f  Kendo is “Japanese fencing”
f  Team practices in Education Building gym

Men’s KiteboArding
f  A water sport in which the competitor is  

propelled by harnessing the wind’s power
f  Currently tied for first place in the Collegiate 

Kiteboarding Association

Men’s And woMen’s LACrosse
f  Last season’s women’s team finished 12th in 

the nation
f  Women play away games that include matches 

at UF, Pitt and Vanderbilt; men play against oc-
casional NCAA competition (Division II and III)

woMen’s Mixed MArtiAL Arts
f  New, still-developing club
f  UCF’s version of what is one of the world’s 

fastest-growing sports 
f  Planning exhibition nights to be held on 

campus

Men’s roCK CLiMbing
f  Events include climbing and bouldering  

(climbing without ropes)
f  Member of USA Climbing 
f  First-ever nationwide College Climbing Series 

coming this spring; UCF will host regional 
competition

Men’s roLLer hoCKeY
f  Member of National Collegiate Roller Hockey 

Association
f  Team finished third in nation last year  

(out of about 70 teams)
f  During the season, team plays 3-4 games  

over the course of a weekend 

Men’s And woMen’s rUgbY
f  Club for 11 years
f  15-person game with no pads
f  Men’s team is a member of Florida Rugby 

Union and USA Rugby
f  Men’s team plays matches versus other schools 

all across the country; women’s team hopes to 
go to nationals this spring

Men’s And woMen’s sUrFing
f  Club for 15 years
f  Currently ranked first in National Scholastic 

Surfing Association standings
f  Club has three teams based on skill levels and  

a total of 33 members
f  2009 National Scholastic Surfing Association 

Eastern regionals will be held at Sebastian Inlet

woMen’s swiMMing
f  Season takes place during fall and spring 

semesters
f  Team trains five days a week on campus
f  Includes competitive swimming and diving

Men’s tAbLe tennis
f  Club for nine years
f  Currently 14th in the National Collegiate  

Table Tennis Association rankings

Men’s triAthLon
f  Triathlon includes a one-mile swim,  

a 26-mile bike ride and a 6.2-mile run
f  Member of USA Triathlon
f  Current member Nick Dunnett is posting  

times that could be good enough to make  
him a future Olympian

Men’s voLLeYbALL
f  Club for 10 years
f  Member of NIRSA in cooperation with USA 

Volleyball; last year’s squad finished third 
nationally

f  Past team members include Phil dalhausser, ’02, 
a professional beach volleyball player and 2008 
Olympic gold medalist 

Men’s ULtiMAte Frisbee
f  Member of the Ultimate Players Association
f  Team ranked 19th nationally at the end of  

last season
f  Away games have been held in places such  

as Las Vegas, California and Texas

woMen’s wAter PoLo
f  Club for nine years
f  Member of Southeast Division of Collegiate 

Water Polo Association
f  Home matches are at pools off campus;  

away matches include tournaments at places 
such as FIU, UF, University of North Carolina 
and University of Georgia

Men’s wrestLing
f  Assistant Coach is Zach Sanford, a former 

wrestler and three-time All American
f  Club team recently wrestled against Purdue 

University’s vaunted Division I varsity team
f  Former competitors include Tom Lawlor, ’06, 

a three-time national champion in his weight 
class who recently signed with Ultimate 
Fighting. Lawlor lost only one match in his 
entire National Collegiate Wrestling Association 
career — and that was as a freshman

f  Won nationals in 2003-2004 and 2004-2005; 
finish in Top 5 most years (third last season)

John Weis,’94, is a freelance writer who has spent more 
than a decade in advertising, marketing and public 
relations. He also has extensive media experience as a 
radio news reporter and a broadcast coordinator for 
the Orlando Magic Radio network. More information 
can be found on his website, www.weiswords.com.
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NEVER GO BACK

Never Go Back is not a diet book. Instead, it allows readers to identify the root causes of their weight gain 
and gives them the motivation and the tools to identify the “food triggers” that start them down the road to 
gaining weight. A popular health and fitness expert and best-selling author, Dr. Joe Christiano has the insight to 
challenge readers to never go back to their former weight. Co-author Dwight Bain is a noted psychologist and 
counselor who brings additional understanding and support to the emotional, behavioral relational, and spiritual 
causes of obesity.



SO YOU WANNA BUILD A HOME?

Author Thad Reardon, a South Carolina-based home builder, shares the benefits of his three decades of 
experience by explaining the process of building a custom home from Point A to Point Z. Using real-life 
stories and amusing anecdotes, Reardon shows that building a custom home doesn’t have to be a daunting 
experience.



DON’T BLAME THE COACH

Don’t Blame the Coach is a comprehensive guide for high school student-athletes who aspire to win athletic 
scholarships for college. The book provides tips and tactics for parents and guardians to get their young people 
noticed by collegiate recruiters and scouts.



TAKING CONTROL

While many self-improvement books are helpful and offer good advice, most miss an important element. They 
point you in the right direction but fail to offer a clear, concise road map to success. Taking Control is an easy-
to-read, helpful “how-to” guide to achieving personal and professional heights you never thought possible.



ROBOTIC UROLOGIC SURGERY

Robotic Urologic Surgery is an essential, comprehensive textbook-style guide for urologists to use as a ref-
erence when establishing a robotics program, refining their surgical techniques, and providing information to 
patients. The book is edited by Dr. Vipul R. Patel of Advent Health in Celebration, FL, who is widely known as 
the World’s Most Experienced Prostate Surgeon. (Note: I was brought in to write and lend insight on the chap-
ter about Marketing Robotic Urologic Surgery.)
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FOR IMMEDIATE RELEASE 
 
For more information, contact: 
Nathan Ivey, President and CEO, Seed to Oaks (502) 791-6257 
 

Local Nonprofit Holding Open House August 22 to  
Showcase New Facility; Public Invited 

Seed to Oaks Sought Larger Space as its Mission to Help People in Need Expands 
 
LOUISVILLE, KY — Seed to Oaks, a rapidly growing, Louisville-based nonprofit organization, moved into its new 
8,000-square-foot headquarters at 710 East Broadway in late July. In celebration, Seed to Oaks will be hosting 
an Open House on Thursday, August 22, from 6-8 pm at their new location. Everyone is welcome to stop by 
and tour the new facility. 
 
The nonprofit strives to assist the community’s most vulnerable citizens by engaging businesspeople and faith-
based organizations in service programs beneficial to people in need and their neighborhoods. Its initiatives 
include a job placement program, health clinics, neighborhood assessments, summer tutoring programs, and 
seminars where members of faith-based groups learn how to implement the organizations’ programs. “I 
realized these programs that find people where they are and improve their lives and communities needed to 
make a difference beyond what we could achieve without the collective efforts of a caring, knowledgeable 
team,” said Nathan Ivey, President and CEO of Seed to Oaks.  
 
In three years, the nonprofit has achieved the following results: 

• Placed nearly 70 people into full-time jobs, 69 percent with criminal histories, in collaboration with 18 
businesses. 

• Facilitated more than 25 free health clinics across five Kentucky counties, with 40 health partners, 
serving more than 2,000 people. 

• Trained and supported churches in two states to host academic summer academies. 
• Guided 22 faith communities across six states to discover actionable insight into their own 

neighborhoods through Neighborhood 360º Assessments 
• Empowered 55 churches to provide economic, health, and education programs to their communities. 

 
In 2018, Seed to Oaks raised more than $550,000 to operate the organization that has had an economic impact 
of about $1.4 million based on the value of salary creation, volunteer hours, educational attainment, medical 
services provided, and reduced costs of recidivism. “Every life change matters to me,” Ivey said. “Our team at 
Seed to Oaks is motivated to work even harder with each positive story we hear. That’s when we feel blessed.” 
 

#### 
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CASE STUDY
Thompson Pump Bridge Street Bypass Solves 

Potential Sewage Contamination

THE ISSUE
An old, worn-out bridge in a Virginia city was badly in need of replacement, but tearing it down and 
constructing a new one could create long-lasting sewage problems far more serious than anything caused by 
a faulty bridge. The bridge would need be replaced while still preserving the integrity of the existing sewage 
system through which seven local pump stations flowed. 
The job was made difficult due to the close proximity of the sewage system to the area in which new 
construction would occur. City officials were afraid – and rightly so – that the vibration caused by driving the 
new bridge pillars into the ground would create fractures in the underground pipes, leading to the spilling of 
catastrophic amounts of sewage at the jobsite.

THE SOLUTION
Thompson Pump was contacted by subcontractor Shaw Construction to install the new utility work for the 
project, which included bypassing the existing gravity sewer during bridge construction and rehabilitation of the 
two existing gravity siphon chambers. 
Thompson Pump was chosen because of its expertise in bypass work and its long-standing relationship with the 
contracting firm. The decision was made to use three Thompson 12-inch oil-less vacuum-assisted pumps and 
18-inch HDPE pipe to bypass sewage from a manhole in front of the old bridge to a manhole on the other side 
of it – a distance of about 550 feet. These calculations were based on wastewater flow data provided to Shaw 
Construction and Thompson Pump during their initial meeting with the city’s sewage authority.
Thompson Pump fused the pipe and strung it across the bridge using a crane. Once in place, the bypass was 
activated, allowing construction of the new bridge to commence last summer after months of planning. 
From the very beginning, Thompson Pump Sales Engineer Steve Lyon’s flow meter gave him real-time water 
flow readings, and it did not take long to realize that the flow was significantly higher than anticipated. 
There were a several reasons why this occurred. The area received above-average amount of rainfall that 
allowed groundwater and storm water to enter the collection systems (inflow and infiltration). New buildings 
had been built in the area, including an addition to the VA Hospital and several residential communities. Tidal 
fluctuations also added to the ever-changing flows. All told, what was expected to be about 14 million gallons 
per day turned out, in reality, to be 19 million.

THE RESULTS
“We were very confident the pumps could handle the extra flow; we just knew we would have to run them 
harder,” Lyon said. “Our two pumps ran at all times during the project, which lasted about five months – and 
there were times when the back-up pump was also in operation because of the increased water flow.”
Thanks in large part to the Thompson Pump bypass system and its flawless performance, the construction 
proceeded as planned without interruption and was completed in January. Once finished, Thompson’s temporary 
bypass was removed and it was “business as usual” when the new bridge opened.



How Public Relations Helped Our Client Grow
Case Study #1: Zeno’s World’s Most Famous Taffy

Client Background
Since 1948, Zeno’s World’s Most Famous Taffy has been a fixture on the Daytona Beach boardwalk, providing 
beachgoers with fresh taffy and other confections. The company’s presence in Daytona Beach is long-standing, 
pre-dating the raceway by about 10 years.

When John Zeno Louizes took over the operation from his father, their kitchen measured less than 150 square 
feet and was in operation 18-20 hours per day in order to meet demand. That, along with the desire to further 
expand, prompted him to move the kitchen off-site just a mile or two from the store. From there, they enjoyed 
slow and steady growth; however, Louizes was determined to find a way make Zeno’s a national brand, 
expanding into new markets across the country. 

Enter Benedict Advertising & Marketing
Zeno’s approached Benedict Advertising & Marketing seeking assistance with Public Relations as a way to 
accelerate growth and position the company as a major player in its industry. Benedict’s PR team went to work 
conducting deeper research about the candy and confection business. 

The one thing that continually stood out and differentiated Zeno’s from the rest was that they had many 
more flavors of taffy than its competitors. At the time they had 95 distinct flavors … but that number, while 
impressive, seemed uninspired. Benedict recommended they boost the number to 101 flavors. One-hundred-one 
has a certain appeal and balance to it, as evidenced by the wonderful children’s movie 101 Dalmatians, and it 
sounds better than 95.

When Zeno’s increased its number of flavors to 101 it made the company newsworthy. As mentioned earlier, 
competitor offerings were not nearly as comprehensive and no other candy maker had come close to reaching 
triple digits in flavors.
 
As Benedict prepared to pitch the story, they were certain they could obtain a sizeable amount of local and 
regional press for their client. But in order to achieve Louizes’ goal, a national hit was necessary, thereby 
placing Zeno’s on the national stage – a place they’d never been. So, in addition to garnering local TV 
and newspaper coverage, Benedict pitched the story to a top national industry trade publication – AND IT 
WORKED! 

Candy Industry magazine, published by BNP Media in Michigan, took the story and ran it in its print and 
online issues. Widely known and respected, Candy Industry magazine is considered one of the mainstays of the 
business. 



Enter First Source Distributor
First Source is a major distributor of candies, confections and gourmet foods, serving several well-known 
specialty shops throughout the United States. Zeno’s came to the attention of one of their buyers who read the 
article. First Source then contacted Zeno’s to see if they would qualify as a vendor. After a bit of back-and-forth 
and considerable due diligence, First Source welcomed Zeno’s onto their roster of suppliers.

Unbelievable Results
Once a skeptic of Public Relations, John Zeno Louizes is now a firm believer, as the impact on his company has 
been very significant. The company made about 125 thousand pounds of taffy prior to the article’s publication; 
as a result of the new supplier agreement with First Source, Zeno’s has increased production to 325 thousand 
pounds! By any standard, this is quite a remarkable outcome. One item in an industry trade publication led to 
Zeno’s nearly tripling its business.



How Public Relations Propelled New Local Chain Restaurant Launch 
Case Study: Jimmy Hula’s

Client Background
Founded in Central Florida in 2011, Jimmy Hula’s is a fast-growing restaurant chain featuring its popular “surf 
shack” theme. It specializes in what they describe as “Food Nirvana”, as all selections are made fresh daily. 
Menu offerings include award-winning fish tacos, island-style burgers, soups, salads, craft beer and wine. 
Reflecting its goal of having a prominent position in the fast casual dining segment, Jimmy Hula’s has taken on 
an aggressive expansion plan, including in the Daytona Beach area.

In 2016, local residents Jose and Vanessa Cifuentes purchased the rights to open the first Jimmy Hula’s in the 
Daytona Beach area. 

Enter Benedict Advertising & Marketing
Jose and Vanessa Cifuentes realized the importance of retaining a local advertising agency that held well-
established relationships with local and regional press. In conjunction with Jimmy Hula’s corporate entity, the 
Cifuentes’ hired Benedict Advertising & Marketing. 

Benedict suggested a multi-tiered Public Relations strategy that would include:
(1) The initial announcement of the new Jimmy Hula’s restaurant
(2) The Grand Opening and subsequent reaction
(3) After the Grand Opening, a planned menu expansion to include weekend brunch

The Benedict PR team immediately approached the Business Editor of the local newspaper, the Daytona Beach 
News-Journal, with the exclusive story of a new restaurant coming to the area. The close relationship Benedict 
cultivated over time with the editor resulted in two articles on the announcement of the restaurant’s expected 
arrival. After securing these stories, the PR team then pitched the Orlando Business Journal, the largest regional 
business paper in Central Florida. All of these efforts garnered these headlines.

With the Grand Opening set for early January, the PR team sought ways to earn additional articles on the Grand 
Opening. They suggested an exclusive, in-depth interview with the owners who commented on what “a dream 
come true” it was to open a restaurant in their hometown. Additionally, it was decided that pitching the food 
critic to come and sample the Jimmy Hula’s menu was a way to get even more coverage. Each of these once 
again proved to be successful, as Benedict secured another front-page story in the News-Journal, plus additional 
articles on the Grand Opening and the reaction to the new restaurant.



Jimmy Hula’s brings West Coast flair to Ormond Beach

The final piece to the multi-tiered PR puzzle was a pitch to the local press that featured the menu expansion. 
This brought the local food critic back to Jimmy Hula’s to sample the new weekend brunch items, and the 
critic’s excellent experience resulted in another large article in the paper.

Strategy Breaks Chain Sales Records, Prompts Further Area Expansion
Using a skilled local advertising agency possessing deep contacts with the local media – and no paid advertising 
– the Cifuentes’ restaurant shattered the chain’s previous sales record for a new store. 

Jimmy Hula’s corporate office took notice presenting the Cifuentes’ with a pair of honors – the “Top Opening” 
award for the largest single grand opening week in company history; and the “Highest Grossing Month of Sales 
in Company History.” 

The sales momentum of the first restaurant has led to the construction of a second Jimmy Hula’s location in the 
area … which will also be owned by Jose and Vanessa Cifuentes. The couple says that without the PR generated 
by Benedict, the level of success they’ve enjoyed would not have been achieved at their hometown restaurant.
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• Control the Deal!
• Who’s Your Biggest Co-Op 

Reimbursement Advocate?

PLUS: 

Lower SAAR 
Numbers Bring 
Mixed Advertising 
Opinions

I N  T H I S  I S S U E :

DEALER INTELLIGENCE is a publication of JKR Automotive Advertising & Marketing, 
a full-service ad agency handling the complete marketing needs for over 115 
automotive dealerships nationwide. If you have a question about making your 
dealership more successful, call Jenny Gray at (225) 603-5915 or visit JKRads.com.
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  DON HERRING MITSUBISHI

When the “lowest-price-wins” online car-buying 
software was introduced about fifteen years 
ago, it was a fantastic idea. Dealers were happy 
to accept lower gross profits because their sales 
volume significantly increased. 
But over time competition has changed the 
entire online sales landscape. As more dealers 
subscribe to these services and copycat 
companies emerge, the already small per-car 
profits continue to shrink. 
This phenomenon has made dealers begin to 

think about seizing control back from these online companies – and for good 
reason. Even the original creator of the software whose philosophy once was, 
get as many cars as you can to market and sell them as fast as you can, now 
thinks it’s time for a sea change. He believes it’s more important in the current 
automotive marketplace for a dealership to focus on promoting itself to raise 
brand awareness. Therefore, it is no longer advantageous for a dealer to 
conduct business only on the premise of selling cars for the lowest price.
His opinion is supported by reports generated from today’s popular dealer 
data-gathering software services such as Vistadash. As long as the dealer’s 
ad campaign is executed properly, these reports typically show a direct 
correlation between when traditional radio and TV ads run and an increased 
number of online impressions, thereby enhancing the dealership brand. (Note: 
If you are not currently utilizing these valuable reports, please reach out to us. 
We’ll be happy to show you the process.)
When a dealer doesn’t invest in branding, they’re relinquishing control to 
online buying services and settling for lower profits per car.
Remember, there are many competitive deals out there for the consumer, 
so a good percentage of them are buying cars for reasons other than just 
the lowest price. What’s just as important is showing the customer you can 
provide them with the solution to their problems, such as trade value, credit 
issues, etc. 
Focused, effective advertising gives you the chance to not only brand your 
dealership but also lets consumers know you have solutions for all obstacles 
to a vehicle sale.

Control the Deal!
Richard Brauns, Senior Partner, JKR Advertising & Marketing

UNIQUE SALES AND 
ADVERTISING
 CONTINUED FROM PAGE 2

Together, we’ve managed to 
grow the Mitsubishi market 
100% year-over-year in the 
Dallas area compared to 18% 
across the rest of the country. 

DI: What advice would you give 
an underperforming Mitsubishi 
dealer?

VS: First, it’s very important 
to keep advertising! When 
dealerships are struggling they 
sometimes try to “save their 
way to profitability” … and 
when this happens, advertising 
and marketing are often the first 
things to go. After 45-60 days 
they really begin to feel the 
effects of this decision and a lot 
of guys, once they make those 
cuts, never go back; they just 
continue to shrink until there 
isn’t much left. 

Second, take advantage of 
Mitsubishi’s generous dealer 
incentive program. When you 
look at the numbers, only 
about 20 percent of dealers 
nationwide are achieving their 
goals. The manufacturer has 
huge incentives on the Eclipse 
Cross which helps us get deals 
approved – and it’s why we 
have the heaviest supply of 
them. 

Finally, I’ve noticed many 
dealers sell other brands in 
addition to Mitsubishi. When 
this is the case, Mitsubishi 
often gets pushed to the 
side and becomes a bit of an 
afterthought. As I mentioned 
earlier, you need to invest 
capital to experience year-over-
year improvement. 

INDUSTRY NEWS AND INFORMATION PUBLISHED EXCLUSIVELY FOR MITSUBISHI DEALERS AND MANAGEMENT

Lower SAAR Numbers Bring 
Mixed Advertising Opinions
– But There’s Really Only One Right Answer

Who’s Your Biggest Co-Op Reimbursement Advocate?

The Problem
Often, a dealership needs a helping hand to obtain co-op 
reimbursement and that’s where a capable automotive 
advertising agency can make an enormous impact. Without 
such a strategic partner, a dealer must depend upon himself 
to find the balance between remaining compliant with 
manufacturer guidelines and not sacrificing ad effectiveness 
or quality. Can the dealer differentiate himself from nearby 
dealerships selling the same cars? Not always; it takes a 
great deal of creativity and skill. 

The Process
When procedures are followed properly, the first step is 
sending the proposed verbiage to the manufacturer’s ad 
bureau for pre-approval. After the pre-approval is obtained, 
the ad is produced and aired. When the ad cycle is complete, 
the co-op process really kicks into high gear. 

The next step is acquiring every invoice from all radio/TV 
stations: making sure the dates and dollar amounts are 

The recent SAAR reports indicate this year’s brutal winter 
brought sales numbers down a bit from initial projections. 
This has prompted some dealers to begin re-evaluating their 
advertising plans for the rest of the year. 
One school of thought has dealers contemplating major 
advertising cutbacks. But their savvy, experienced counterparts 
realize there are still thousands of people looking for cars every 
month. They understand now is not the time to cut their ad 

exact, getting every script with the accurate verbiage, station 
signatures and notary stamps … and making copies of video 
productions. If there are discrepancies, correspondence to 
station reps is made to correct them. When a stations’ totals 
are over budget or significantly short, an explanation must 
be secured before moving forward. Only when everything is 
complete can the co-op materials be sent to corporate for 
reimbursement.
It’s a daunting task but it’s one you don’t have to do alone.

The Proposal
If you don’t believe you are utilizing your manufacturer co-
op program to its fullest, it’s well worth a phone call to an 
automotive advertising agency with the experience and know-
how to point you in the right direction. You’ll not only feel a 
tremendous amount of pressure lifted off your shoulders, 
you’ll also be able to return your focus on what you do best – 
selling cars! 

budgets; instead, it’s actually time to go on the attack, seizing 
the opportunity to gain a greater market share.
“The best defense is a good offense.” This famous quote is 
heard frequently when describing how high-powered sports 
teams win their games. Military leaders have also been known 
to adopt it for their strategy on the field of battle. The general 
premise is when you’re on the attack, it puts the enemy in a 
defensive position. 
Dealers using this strategy when fewer customers are 
purchasing vehicles tilt the proverbial playing field in their favor, 
getting more than their fair share of sales while their competition 
cuts back on their advertising or, worse yet, goes completely 
dark. There is no reason to settle for being “a little below 
average” when you can continue being great!
This formula has worked well before – in times tougher than what 
we’re currently experiencing. During the recession a decade ago, 
dealers who “stayed the course” reaped the benefits, not only 
during those lean years but immediately afterward when things 
began to return to normal. How? By continuing to advertise 
during the recession, they remained top-of-mind to consumers 
after it was over.
The bottom line? Don’t let the SAAR Reports – or anything else – 
deter you from advertising. The dealer who sends the consistent 
message: this is who we are, this is what we offer and this is why 
you should buy from us is the one who wins during less-than-
ideal times.  

Vernon Scott is General 
Manager and Partner at Don 
Herring Mitsubishi of Irving, 
TX. The dealership is part of 
the Don Herring Mitsubishi 
Group, which has been 
with the brand since 1988 
and consists of three Texas 
locations: Plano, Dallas and 
Irving. 

In his 30-plus years in the 
industry, he has earned a 

reputation as a developer of innovative strategies that uplift 
profitability and morale at his dealerships. 

Vernon talks to Dealer Intelligence about what his experiences 
have taught him, as well as his unique mindset for inventory 
and marketing that has made Don Herring Mitsubishi a force 
in the Dallas area. 

Dealer Intelligence: Prior to joining Don Herring Mitsubishi, 
you were a Dealership Performance Consultant for the Ford 
Motor Company. What was that job like?

Vernon Scott: I had been in the retail side of things for more 
than a decade and though I’d done very well for myself and 
our family, I was missing out on the important events in my 
kids’ lives. I didn’t want to leave the car business so I moved 
into the consulting role. 

My job at each store was to evaluate everything – people, 
processes, marketing, BDC, fixed ops – and come up with 
a plan to move the needle. You don’t get a lot of time when 
you’re a consultant; just 60-90 days to show results. If you 
didn’t get it done, they’d thank you for your efforts and send 
you on your way. Though there was some pressure I enjoyed 
it and was the top rep eight of the twelve years I worked for 
Ford – and there were more than 30 of us nationwide. 

While I am able to apply a lot of what I’ve learned from Ford 
and the other positions I’ve held, I also know there are things 
about the Mitsubishi brand that require a different approach.

DI: Would you give us an example? 

VS: We intentionally keep the number of used cars we offer 
to a minimum because Mitsubishi’s price points are very close 
to the average used-car transaction. As a result, almost 90% 
of our sales are new Mitsubishis. This isn’t a strategy I would 
use for any of the other stores I’ve owned in the past, but 
it works very well with Mitsubishi. Our customers enjoy the 
excitement of owning a new car plus a warranty that’s one of 
the best in the industry. 

DI: You also have a somewhat unique perspective on 
advertising. 

VS: I used to be a big believer in digital marketing and was 
very successful with it during the early 2000s. But now that 
almost everyone is doing it, there is a significant reduction in 
the effectiveness of what’s available. It’s great when you’re 

the only guy in the market doing it, but not so much when the 
field is leveled out. 

One of the unique things we’re doing with JKR, our 
advertising agency, is generating our own organic lead traffic 
through our website. When we get a lead acquired directly 
from our website and convert it into a showroom visit, we 
deliver at about a 45% rate. Conversely, when we work with 
a typical lead provider, we see a 6-8% delivery rate. So there 
are obvious advantages to not being dependent on the lead 
providers.   

DI: In addition to acquiring your own leads, what else are you 
doing from an advertising standpoint?

VS: A dealer requires an effective marketing team to give 
them some fresh ideas. I’m pretty good at it but in my role 
I have a lot of things going on and advertising is just one of 
them. So when I arrived here, I began looking for an agency 
and was told about Rowe Jones and JKR through a mutual 
friend. 

In addition to their fantastic creative, JKR knows how to buy 
media better than anyone and they’ve also provided us with 
a number of very effective direct mail pieces. I have utilized 
advertising agencies for 30 years and JKR is clearly the best.  

DI: They say imitation is the sincerest form of flattery. Talk 
about what’s happened in your market since Don Herring 
Mitsubishi began posting its increased sales numbers.

VS: There’s no doubt we started what I like to call the 
“Mitsubishi brush fire” in Dallas. Credit goes to Don Herring 
Sr. for seeing the vision and believing in the plan! We made 
the necessary investments and our dealerships took off.

The other Mitsubishi dealers close to us took notice and 
began to do the same – and they are also now enjoying 
success. Of the six Mitsubishi dealerships in the area, five 
have now invested in their dealerships and all have benefited 
greatly. In the Dallas market, Mitsubishi is now a recognizable 
brand; two years ago I’m not sure you could say that. 

CONTINUED ON PAGE 4

UNIQUE SALES AND ADVERTISING STRATEGIES 
Bolster Texas Mitsubishi Dealer’s Bottom Line Even in the best of circumstances, automotive co-op reimbursement is an arduous process due to the ever-increasing 

manufacturer rules and regulations. But it’s also a necessary one, because dealers depend heavily on these dollars to help 
offset their advertising costs. 
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Who’s Your Biggest Co-Op Reimbursement Advocate?

Radio Advertising Value is Higher than Ever

The Problem
Often, a dealership needs a helping hand to obtain co-op 
reimbursement and that’s where a capable automotive 
advertising agency can make an enormous impact. Without 
such a strategic partner, a dealer must depend upon himself 
to find the balance between remaining compliant with 
manufacturer guidelines and not sacrificing ad effectiveness 
or quality. Can the dealer differentiate himself from nearby 
dealerships selling the same cars? Not always; it takes a 
great deal of creativity and skill. 

The Process
When procedures are followed properly, the first step is 
sending the proposed verbiage to the manufacturer’s ad 
bureau for pre-approval. After the pre-approval is obtained, 
the ad is produced and aired. When the monthly ad cycle is 
complete, the co-op process really kicks into high gear. 

The next step is acquiring every invoice from all radio/TV 
stations: making sure the dates and dollar amounts are 

exact, getting every script with the accurate verbiage, station 
signatures and notary stamps … and making copies of video 
productions. If there are discrepancies, correspondence to 
station reps is made to correct them. When a station’s totals 
are over budget or significantly short, an explanation must 
be secured before moving forward. Only when everything is 
complete can the co-op materials be sent to corporate for 
reimbursement.
It’s a daunting task but one you don’t have to do alone.

The Proposal
If you don’t believe you are utilizing your manufacturer co-
op program to its fullest, it’s well worth a phone call to an 
automotive advertising agency with the experience and know-
how to point you in the right direction. You’ll not only feel a 
tremendous amount of pressure lifted off your shoulders, 
you’ll also be able to return your focus on what you do best: 
selling cars! 

Even in the best of circumstances, automotive co-op reimbursement is an arduous process due to the ever-increasing 
manufacturer rules and regulations. But it’s also a necessary one because dealers depend heavily on these dollars to help offset 
their advertising costs. 

In a recent blog post, renowned marketer Roy H. Williams correctly points out the value of radio advertising has never been 
higher than it is right now. “Radio advertising is more cost-effective today than it has ever been, mainly because rates have 
been suppressed by the myth that no one listens anymore. This is great for media buyers. Bad for station owners,” he writes, 
perfectly explaining the current radio landscape. 

So many people – automobile dealers included – are being led to believe that broadcast radio has lost some of its punch; 
hence, the suppressed rates Williams mentions. But the fact is, there are still huge numbers of people listening to radio and, as 
such, market penetration is still exceptionally high. Here are just a few reasons why radio advertising is still very powerful.

More than 90% of Americans aged 12-plus listen to radio each week. That’s an audience of more than 250 million 
people! 

Radio advertising also works perfectly in tandem with other forms of advertising. For example, a recent Radio Advertising 
Bureau (RAB) study showed radio ads and Internet together resulted in a more than five times greater recall ability than Internet 
advertising alone. 

Broadcast radio is affordable enough to allow dealers to advertise with both reach and frequency. Reach by itself is 
good, but frequency is also needed for an ad campaign to achieve maximum effectiveness. 

Radio allows dealers to select the genre of station that mirrors the interests of their typical customers. Because a radio 
station’s audience is extremely well defined, this targeted approach helps avoid wasted advertising dollars.

Most important, radio advertising possesses the power to create active car shoppers, pushing them into the buying funnel.
When someone listens to a radio program, they’ll eventually hear advertisements. When a specific ad – yours – piques curiosity, 
it compels customers to go to your Website for more information or visit your showroom.

Don’t believe the myth that radio isn’t a great way to get your message to the people in your community – because it’s quite the 
opposite. 

Auto Retail Advertising and Risk

Mike Murphy Kia is located in Brunswick, Georgia, a short 
distance from St. Simon’s Island. The store opened in 2008 
and Mike has been the sole owner since buying out his 
business partner during the early days of the dealership. 

Part of the Kia network for nearly 20 years, Mike has seen the 
brand grow from an industry afterthought into a major player, 
becoming a huge Kia advocate in the process. He talks 
to Dealer Intelligence about the journey, his store’s recent 
renovation and his thoughts on advertising.

Dealer Intelligence: You recently finished a complete 
remodel of your store. What was that like and how have your 
customers responded to it?

Mike Murphy: We were working out of a trailer and it 
seemed to take forever but the end result has been worth 
it! The store was remodeled from the ground up using the 
Kia CORE model. It was a big investment but it now looks 
like a brand-new Kia gallery facility and we’ve had one 
record month after another since it was completed in May. 
In the process, we were also able to expand our service 
department, another benefit for our customers. 

The timing of the remodel couldn’t have been better. Right 
now, a lot of people used to driving premium-brand cars 
are trading them in for Kias. For example, we recently took 
in a Tesla for a Niro and a Tahoe for a Telluride. These are 
customers who are used to buying cars in a facility that’s 
open, neat, clean, comfortable and friendly – and we’re now 
able to provide that for them. 

I look at it this way: the BMW and Mercedes-Benz emblems 
mean something. The Kia emblem does, too. Kias are driven 
by people who are smart with their money. They realize they 
can get the same quality and comfort features without paying 
tens of thousands more than necessary to get what they 
want. 

DI: What do you believe is the best way to get customers to 
come to Mike Murphy Kia from an advertising perspective?

MM: I believe it’s very important to have a prominent 
presence on radio. Today, few people under the age of 
70 are reading newspapers, and direct mail is often just a 
throwaway. With radio, listeners can access your Website or 
Twitter account immediately after hearing your ad – and when 
they do, you need to have a real person ready to help them. I 

believe a minimum of 400-500 Gross Rating Points weekly is 
what is necessary to have a successful advertising campaign.

I’ve worked with the same agency, JKR Advertising, since 
2002, when I was in management with a group of Kia stores 
in Louisville, except for a brief three-month period when we 
decided to try something else. During that time, our sales 
fell off 50-60 percent. We quickly returned to JKR, things 
went back to normal and I’ve been associated with them 
ever since. Our Account Executive, Doug Johnson, is always 
available, even when I need something on short notice … 
something I appreciate.

As long as you have the right hooks (price, trade, payment, 
credit), if you have the correct inventory and can really offer 
what you’re saying in your ads, you’ll move the needle 
because JKR has the creativity and experience to make it 
happen. Of course, it’s up to the dealer to appraise cars 
appropriately and sell add-ons for back-end profit to really be 
successful.

DI: What is your current inventory mix?

MM: Right now, we have 145 new and 50 used. We can 
offer a new Kia for a lower price than you can get on a used 
car … and customers get a legitimate 10-year, 100,000-mile 
limited powertrain warranty and a 5-year, 60,000-mile limited 
warranty. When we sell used cars, it is often to people who 
are struggling financially – and then it becomes all about 
interest rates. I would much rather sell a new Kia than a 
used car, but of course, I still want the used-car and truck 
business, too. 

DI: Mike Murphy Kia is among the national leaders in 
Customer Satisfaction Index scores for both sales and 
service. How does your dealership achieve such high 
numbers?

MM: It’s about the staff, the culture, following through, always 
being available and even asking customers for input. My wife 
makes sure everyone is up to date on their testing and does a 
great job behind the scenes. When you become an employee 
at Mike Murphy Kia, you also become a member of our family.

It all comes down to a couple things: treat employees with 
dignity and pay them well … and they will buy into what 
you’re doing. 

New Facility and Advertising Philosophy 
Help Georgia Kia Dealer Set Monthly Sales Records All car dealers are exposed to two inherent and interrelated forms of risk: creative and financial. In managing risks, successful 

auto retailers have the capacity for both and a willingness to periodically step outside the comfort zone to take calculated risks, 
probe opportunities and seek greater gains.

Creative Risk 
In auto retail, the most difficult assessment for risk is in the creative as judging the value of creative work is very subjective. Not 
everyone will like an ad. It’s human nature and can’t be avoided. Why is this? How is this so?

The Shape of the Message 
Auto-retail advertising is very different than typical consumer advertising. If the message doesn’t address the common 
objections people have when buying a car – price, credit, down payment, monthly payment and trade value – the message will 
falter. 

Most Often, it’s the Media Plan 
Good creative, even great creative, will never overcome a weak 
media plan; however, a strong media plan will often overcome so-so 
creative. 

A powerful media plan can partially mitigate the risk of uninspiring 
creative, but do not get the idea that creative doesn’t matter … it 
matters a lot. A robust media plan plus a powerful message always 
leads to success.

In auto-retail advertising, a dealer will see that a campaign is working 
within a week to 10 days, and at the end of a month, the results are 
even clearer. If it wasn’t effective, examine the media plan first, the 
creative second. And always keep in mind that proper frequency is 
fundamental to selling cars.

Minimize Risk 
The way to minimize risk is sticking to fundamentals: having a strong 
media plan, focusing on frequency and addressing the common 
objections people have when buying a car.

Maximize Your Ad Strategy 
If the pitch focuses too heavily on creative, be wary. If the plan focuses on franchise branding, be wary. If the pitch fails to 
emphasize frequency, be wary. 

In Conclusion 
Auto-retail advertising isn’t very complicated; however, it does require discipline. 

• Always address at least two of the five major objections your prospects have when buying a car

 Price – Credit – Down Payment – Monthly Payment – Trade Value

• To sell cars, make sure your media plan emphasizes frequency, frequency and frequency

• To sell even more cars, increase reach

• Keep the message clear

• Be consistent

• Resist the temptation to be overly clever

• Keep your people fully informed of the latest ad campaign

When you stick to these central principles, improved sales will 
always follow. 



Join us for breakfast or lunch and your 

dealership will be the big winner.

BREAKFAST OR LUNCH  |  WEDNESDAY, NOVEMBER 13, 2019. 

Don’t miss a great meal as we serve up our proprietary recipe, 

that unlocks your markets, drive digital traffic to your website and  

ultimately more traffic to your stores. We guarantee you’ll leave 

full, and fully satisfied that JKR can help you sell more cars.

Click to RSVP or email: 

jbullock@jkrads.com
Click to RSVP, or email: jbullock@jkrads.com

ACTUALLY, 

THERE IS A SURE THING IN VEGAS. 

Don’t miss a great meal where we serve up our proprietary recipe

that unlocks your markets, drives digital traffic to your website and

ultimately more traffic to your dealership. We guarantee you’ll leave

full and fully satisfied that JKR can help you sell more cars.

Click to RSVP or email: jenniferb@jkrads.com

Join us for breakfast or lunch, and your 

dealership will be the big winner.

JOIN US FOR BREAKFAST OR LUNCH 

WHILE YOU’RE IN VEGAS. 

BREAKFAST OR LUNCH  |  WEDNESDAY, NOVEMBER 13, 2019. 

Don’t miss a great meal as we serve up our proprietary recipe, 

that unlocks your markets, drive digital traffic to your website and  

ultimately more traffic to your stores. We guarantee you’ll leave 

full, and fully satisfied that JKR can help you sell more cars.

Click to RSVP or email: 
jbullock@jkrads.com

We’re expecting a full house. 
Click to RSVP, or email: jbullock@jkrads.com

Click to RSVP or email: jenniferb@jkrads.comDon’t miss a great meal where we serve up our proprietary recipe

that unlocks your markets, drives digital traffic to your website and

ultimately more traffic to your dealership. We guarantee you’ll leave

full and fully satisfied that JKR can help you sell more cars.
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