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e Home to 800+ businesses AND FUN TOYS EQUAL A
e AA+ Standard & Poor’s rating MEMORABLE MESSAGE.

* Business visitation program

* Job creation incentives

e Employee recruitment assistance

 Sth in Ohio for number of manufacturing jobs

e Solon Schools #1 in Ohio

* |[nternational business programs

¢ Redevelopment grants

 Active chamber of commerce

 Business Friendly Community Partnership charter member

It had been a tough vear,
so John Sonnhalter's
business-to-business
communications firm
gave its industry and
media contacts a hand
and a bulldozer ..

* Money Magazine'’s Best Places to Live: #42 in the U.S. an_cll]il fm?:.lél:t'( f squishy
e In F squis |
| " . I =
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rived in separate, unmarked
boxes — all pieces of a mes-
sage that became clear once all three

Prime industrial, office and retail sites at packages were opened.
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trial markets than its B2B competitors.

"Most of our clients are manufac-
turers who are looking to go after the
professional tradesmen — people who
use their hands to fix things and to
build things," Sonnhalter explains.

He wanted to reposition his Berea-
based firm as "B2T,” or "business-to-
tradesman,” as a way to show that the
30-year-old company knows its clien-
tele. Looking for a fun way to commu-
nicate that shift, Sonnhalter went for
the difficult-to-put-down stress ball.

“This has been a stressful year for
everybody,” he says. "We thought that
people would get it and would use it."

A vellow bulldozer was the first in
the series, accompanied by a note
card that communicated the first of
three messages: “Not afraid of con-
struction sites.” 1 he second toy was a
forklift with the message, "Not afraid
of factory floors.” The payoff mailing
was a foam hand with a note bear-
e d__l;l - ing SU;'InhaltCT"S repns}itiusinf slogan,

i [ ckages available ac “Not afraid to get our hands dirty.”
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