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JACK CANTWELL BUSINESS PHILOSOPHY
1. Provide ongoing value for Clients
2. Equally important - Give back to the Community

COMMUNITY INVOLVEMENT
Lebanon Valley Chamber of Commerce
Member of the Military Affairs Committee
Winner of General Frank Smoker Beyond the Call Award
Ambassador of the Year
Gommunity of Lebanon Association
Former Board Member (15 years)
Businessperson of the Year

Lester Leffler Community Service Award

Myerstown-Elco Rotary
Active Member, PR for Flags for Heroes

Mary Gate of Heaven Church, Myerstown
Lector. Cantor, Choir
Compeer of Lebanon County
PR volunteer
The Anne Fund
Sports Memorabilia Auction PR
Ithaca College
Former Board Member
Edgar “Dusty” Bredbenner Distinguished Alumni Award
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MARKETING
We Plan. | Write. You Win.

Call Jack Cantwell at Skylimit Marketing
717-269-0288 for a free consultation.

You can also email jack@skylimitmarketing.com

or visit www.skylimitmarketing.com

W Marketing keeps getting more compli-
cated. So many media and other choices
to plant your message.

B So many technologies to master.

M So many ways to delegate your
responsibilities (Ok, Al, write my ad).

M Hey, STOP. Take a breath. Marketing
always starts the same way; if you fail

to do this, it does not matter what

else you do.

IT IS ALL ABOUT RELATIONSHIPS.

| have had a long career. | have worked with clients of many sizes...
from McDonalds; domestic and International for over 25 years, and
countless large and small businesses of all sizes, many for 5 or more
years each. What is the common objective? Understand who your
customers are, who they are doing business with, and how they
communicate to serve their customers.

Your job is to become the expert. Care about their problems. They
worry over the quality of the sesame seed bun supplier, and so do you.
Your problem is my problem. Every business has a “jargon.” Learn to
speak like they do.

Unless you start the process by walking in their shoes and bonding
where their journey leads, the rest does not matter. Amazingly, with this
knowledge in hand, the actual strategy is easier to figure out...print or
broadcast advertising. PR, Sales Promotion, Al, social media, etc., fall
into place because you can more logically figure out who your cus-
tomers can influence and what to do about it.

A recent example is the client’s small business, which has an event
scheduled. A renowned model train artist will appear at his model train
store. Who wants to see a professional artist? How about art students?
We sent an email to school art teachers. We received a great response,
and we expect to see many art students, customers, model train lovers,
and local families at the event. This all started with understanding the
store owner and his dream and showing him you do, too.

Yes. It’s all about relationships.




