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other dealers. After all, it’s an actual
house. “It includes a high-end kitchen
with appliances, a master bedroom and
bath,” he says. “You walk into what would
resemble a typical courtyard, because
most of the houses here in the desert
have a courtyard.”

While RadioActive’s Smart House
does much to drive core service sales,
cool off-shoots help to drive other sales.
“Once we capture the clientele, we can
often sell them more stuff,” Hall explains.
RadioActive, which occupies 18,000
square feet of showspace, plays host, for
instance, to a game room gallery. “We sell
pool tables, juke boxes and memorabilia.
Customers come in for one thing. but see

different car in the showroom each week,”
Hall says. They help drive business traffic,
and also help the collector who displays
them. His Lamborghini is the only car he
doesn’t sell. He does trades and works
with high-end dealerships. “We have
more Rolls Royces in our area per capita
then anywhere else,” Hall points out. La
Quinta also has a huge surplus of golf
courses (some 148 of them) and, because
of that, RadioActive’s Smart House also
features a golf cart garage.

RadioActive takes other approaches to
maximizing its sales. For example, in put-
ting together its impressive Smart House
facility, the company also put together an
ensemble of some of the best tradesmen
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with RadioActive to deck out it:
House.

Because RadioActive is in a piie
location (in the heart of a booming retail
section), it’s a great place for the other
“legends” to show off their specialties,
too. “The companies wanted to have a
showroom in this area. So, now they're
beine showcased in our building, Hall
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LI L R A g e S
oration actually makes things easier. “If
we're doing a custom home and three to
four companies are involved, I know that
when the pool guy shows up, he'll watch
my guys,” Hall says. “It’s the same with
us. When we go out, we notice things. It’s
helped us be more efficient in eliminat-
ing problems because everyone has each
other’s back. In this group, we all depend
on each other to produce.”

Also producing good results are radio

September 2008  CE Pro Showroom 21



| Showroom Strategy

spots and a Legends Group TV commer-
cial. The television ad airs, Hall says, about
500 times a month, and it plays right
before 60 Minutes. “CBS is our demo-
graphic,” he says. “Sixty percent of the
people who watch it are women over 55,
and that’s our target.” He explains, “We
already know the husband wants what we
sell. So, we're the company that the wife
can enjoy as well. We make the product
aesthetically pleasing and easy to use.”
Aside from this concerted Legends
Group advertising effort, most of
RadioActive’s business, Hall asserts,
comes from the company’s reputation
and from word-of-mouth referrals.
RadioActive also has a full-time
marketing person who hits every
construction site in the area.

Supplementing

with Service

The company runs a 24-hour-a-
day on-call service, and if a
client calls at 3 a.m., they get
connected to a tech. The tech
will even go out in the middle of
the night to fix the problem.
“Because we're in a resort town,
people often arrive at their sec-
ond home late at night,” Hall
explains. “If they can’t get their
cable box on, and we can’t walk
them through it over the phone,
we'll actually go out and fix it at
any hour. None of our competi-
tors do 24-hour service”

Going the extra mile to satisfy a cus-
tomer goes a long way, according to Hall.
“Customers talk about it on the golf
course,” he says. “No huge system is going
to be without its hiccups. If we have a
problem at 2 a.m., and a client calls and
my guy goes out and fixes it, they’re telling
the world all about it.” He adds, “The real
testimonial is when there’s a problem.
How does the company respond to make
it right? That’s what people talk about.”

Pleased With Its

Business Model

With that coveted 20 percent sales
increase in ‘07 over 06, RadioActive
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Decisions, Decisions ...

Every business owner is faced with some tough decisions. Good, bad or
indifferent, choices are made.

For Gary Hall, vice president and principal of La Quinta, Calif-based
RadioActive AV, some decisions have been better than others.

One of the best business decisions he has made, he says, was getting
rid of his sales manager. "My top salesman tried to hold the customers
hostage,” he explains. "He was our top producing sales guy, but we cut
him loose and our sales went up. He was bringing everyone down and
didn't fit our professional mode. A weight was lifted and I realized we
can't revolve around any one employee. It worked out well for us.”

The worst decision, on the other hand, was not building RadioAc-
tive's facility sooner. He says, "We hought the land eight years ago, but
waited to build to see how the economy was going.” Finally, the building
was authorized. "We'll be in four years this September,” he says, “and
once we built it, our reputation got even greater.”

believes its business plans are working.
Some competitors expanded with the
new-construction boom and have now
lost builders. RadioActive stood on the
sidelines sticking mainly with its higher-
end market, and it now has builders
coming to them.

RadioActive’s client pool is diverse. It
spans about 50 percent homeowners, 30
percent builders, 5 percent architects, 5
percent to 10 percent designers and 5
percent to 10 percent commercial.

In terms of products, the company is
in a committed relationship with several
tried and true lines. “We’re a huge JBL
dealer,” Hall notes. “We also do a lot with

GE, Sony, Samsung, Klipsch and
Crestron.” He adds, however,
that RadioActive is “not one to
jump on the bandwagon.” He
says, “We're loyal to our prod-

ucts and don’t jump around.
Most reps come to our facility
and do trainings on site because
we are so loyal.”

When Hall does decide to
check out a new line, he puts it
to the ultimate test — his wife.
“We claim everything we sell is
easy to use,” Hall notes. “So, if
my wife doesn’t think so, we
won't sell it.”

That’s not the only family
approach Hall takes to conducting
RadioActive’s business. “We never really
got huge,” he says. “We kept a family
atmosphere, and it’s personalized.”

Indeed, some of the RadioActive’s
employees have been with the company
for 13 or 14 years. “That doesn’t happen
a lot,” he says. “Some have started their
own companies, but 90 percent of our
employees are long-term.”

RadioActive also takes good care of its
clients. That’s what, Hall firmly believes,
has set it apart over the years.

Erin Harrington is a freelance writer based
in Lindenhurst, N.Y.
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