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I’ve got
property in
Las Vegas.
The MGM is
holding my
luggage.
But I still
like going
to Vegas …
although I
now avoid
the MGM. 

My wife and I were
married in Vegas. It’s one
of the few cities that open-
ly admits that marriage is
a gamble. If you don’t
believe me, visit the Clark
County Courthouse and
you’ll see that they sell
marriage licenses out of
pari-mutuel machines.

Anyway, I decided to
take my wife along to
CONEXPO. For sentimental
reasons, we stayed in the
same hotel where we
spent our honeymoon.
The only difference was
that this time I went into
the bathroom and cried.

I had planned to take
Hilda to a few shows while
we were in town. But as it
turned out, the Metal
Forms exhibit was so
incredibly busy during the
convention, that by the
time I got back to our
room, I was too exhausted
to do much of anything.

It’s clear that Metal
Forms continues to main-
tain a solid and positive
image in the marketplace
among both dealers and
contractors. This was con-

firmed by the large num-
ber of people who specifi-
cally sought us out at both
World of Concrete and
CONEXPO.

We discovered that the
noticeable increase in
booth traffic was a direct
result of our on-going
marketing efforts through
our web site, advertising,
direct mail, and on-going
dealer communications.
(Our “moose” contest also
attracted a lot of atten-
tion.)

It’s encouraging to
know that our branding
efforts continue to pay off
resulting in customers
asking for Metaforms®,
Poly Meta Forms® and
Speed Screed® by name.
Apparently, following my
lead, Metal Forms is doing
things right.

Interestingly, some of
our customers became our
best sales people … talk-
ing to other show atten-
dees who wanted to learn
more about Poly Meta
Forms® and our Speed
Screeds®. The accolades
and good wishes from
dealers and customers
were heart warming.

On our final night in
Vegas, Hilda and I finally
got an opportunity to visit
a casino. I’ve never been
one to believe in gambling
systems, but that night I
began to notice a pattern
when it comes to betting.
Whenever I bet, I lose.
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Add Some “POP” to Your Counter 

Metal Forms Corporation has put together a new point
of purchase (POP) display for Poly Meta Forms®. It
contains:
l 4” poly form with twist stake pocket
l “Great Curves” ad
l Poly Meta Forms® Brochures
l Pocket Catalogs

It’s small, compact design fits easily onto your counter
without cluttering your workspace. Master Dealers can
receive up to 5 free displays and dealers stocking poly
may receive 2 free displays. Additional displays can be
ordered for $25 a piece. Non-stocking dealers will pay
$25 per display. To order, fill out the order form that
was enclosed with this newsletter and fax or mail it in.
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We are making it even easier to take advantage of
our Master Dealer Program. This year, we’ve added an
additional package to include our dealers that don’t
sell powered equipment. Commitment Package C
requires dealers to carry Steel Forms, Stakes, and Poly
Forms in the following quantities:

l 200 – 10’ lengths of Straight Steel Forms
-Or-

100 – 10’ lengths of Straight Steel Forms and 
2,000 steel stakes

l 20 – boxes of Poly Meta Forms® complete with 
hardware (40 buckets of pockets)

You’ll receive the same benefits as the rest of the
Master Dealers:
l Price Discounts
l Terms 
l Sales Leads
l National  

Marketing and 
Advertising Support

l Samples
l Sales Support
l And more!

For program details or
to become a Metal Forms Master Dealer, e-mail me at
mel@metalforms.com.

2005 Master Dealer Program

Congratulations to Dave Myers! He’s the Proud New Owner of a Mini Moose!
I want to congratulate Dave Myers, Sales Manager at

Form Services, Inc. Dave is the proud new owner of the 200
pound mini-moose that accompanied the Metal Forms sales
staff in the booth at World of Concrete.

Event marketing, like holding an open house or spon-
soring industry/product-related seminars, typically has
three main objectives: 
l Generating sales; 
l Building strong customer bonding/connections; and 
l Generating product awareness.

When used correctly, event marketing can be one of
the most effective and least expensive ways to educate
and train customers/prospects and generate additional
sales. According to a recent survey, event marketing pro-
vides a greater return on investment (ROI) than advertis-
ing, sales promotion, public relations and Internet adver-
tising. 

If you can help your customers get more from the
products you sell, you’ll be doing both yourself and them

a favor. At the same time, you’ll be establish-
ing your dealership and your staff as knowl-
edgeable resources. This can help you retain
existing customers and attract the attention
of prospective customers as well. 

So how do you begin? Invite your suppli-
ers to present educational seminars on their
products and services. If practical, hold the
event at your facilities so that seminar
attendees have an opportunity to see your

operations first hand. During the seminar, be sure to
take some photos for your newsletter and/or website and
offer copies of the photos to your customers for their
newsletters/websites as well.

Utilizing “Event Marketing” 


