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CEOCFO: Mr. Marshall, would you tell us the idea behind ServiceTrade?
Mr. Marshall: The idea behind ServiceTrade is that service contractors and in our case, commercial service contractors 
need to embrace technology to give their customers the level of customer service they expect after being conditioned by 
the likes of Amazon, Google, and Uber. They expect that when they buy something there is a certain element of 
engagement around that purchase that is best delivered using technology because the old modes of service delivery 
around phone calls and personal service just cannot scale to meet the always-show-me-what-you-are-doing requirement 
of customers these days.

CEOCFO: How does ServiceTrade come in?
Mr. Marshall: ServiceTrade helps commercial service contractors such as refrigeration, heating, alarm, fire sprinkler and 
fire suppression systems companies use technology to become more important to their customers and to grow their 
business. We provide mobile and web applications for customer service and field service management. We also provide 
recommendations around other technology that we endorse because we do not develop or support applications that run 
every part of their business. 

CEOCFO: Are you talking small service providers such as the local plumber or larger organizations?
Mr. Marshall: Our sweet spot is companies with between $5 and $50 million in annual revenue. Generally, that means 
they have between twenty and two hundred service technicians. That two hundred is a little arbitrary but we are generally 
serving companies that do not have a lot of internal IT administration and infrastructure. We are looking to sell to folks 
who want to buy solutions to their business problems. We are a SaaS cloud-based platform. We are not suited for folks 
who are invested in deploying servers and managing networks and operating systems and things like that. We sell to folks 
who want to shed themselves of all that aggravation. 

CEOCFO: Are companies in these industries looking for a better way or are they not recognizing there is an 
alternative?
Mr. Marshall: Every audience that I engage when I am speaking at events agrees that customer expectations are 
growing and that the idea that leaving behind a hand-written invoice as the record of their work is fading. They recognize 
that people have been conditioned by Amazon for some level of online engagement. When I ask our audience if they buy 
from Amazon and if they ever look at pictures of what they’re buying, they say they always look at the pictures. I ask them 
if they ever call Amazon and they tell me they never call Amazon. We ask if Amazon communicates with them online and 
they tell me of course they do and they receive three or four emails every time they buy something. I ask them if they think 
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their customers are having this same experience with Amazon and they tell me of course they are. So I ask them why 
they are not being held accountable to show the customer what they have done for them in photos or videos? To give 
them notifications of services delivered and give them recommendations for additional services? Customers will be 
happier if they experience this online instead of having to deal with phone calls and paper that are fleeting, aggravating 
and hard to recall in the future. 

CEOCFO: Many applications do not work well. How do you ensure what you are providing does the trick?
Mr. Marshall: One of our most popular features is recording photos during the service call to show the customer what has 
been achieved for them because often the customer is not going to go on the roof or inspect the ductwork, but it is 
important for them to see that you have done something so that they trust you. As human beings, we learn from images 
and stories. Prospective customers ask me how much I am going to charge them for all that photo storage and I explain to 
them that we already have seven million photos stored online with Amazon, and Amazon makes three copies of each and 
stores them across multiple datacenters. Amazon sends me a $50 bill for all that storage every month. No, I am not going 
to charge you for photo storage. The reason that commercial service companies can move forward is because SaaS 
technology now makes it so inexpensive to do so. They do not have to hire IT, they do not have to buy servers, and they 
do not have to manage storage. They do not have to do any of that because Amazon is doing it for them through the 
ServiceTrade app. 

CEOCFO: Are you working more with companies in larger cities that would tend to have a fleet of technicians 
rather than smaller areas where it is still somewhat mom and pop?
Mr. Marshall: I would say yes, generally speaking, we work with companies in larger cities where there is more 
competition for the customer, and usually we work with commercial service contractors, not residential. The difference is 
that the residential consumer is very fickle; they will follow any Groupon or any Angie’s List invitation wherever that leads 
them as opposed to the commercial contractors whose customers are invested in longer-term relationships. We do not 
deal with the residential side, which is very advertising heavy, we deal more with the commercial side that can take 
advantage of our features for sales and long-term customer engagement. 

CEOCFO: How are you reaching out to potential customers?
Mr. Marshall: One way that we reached out to commercial service companies was by writing a book using examples from 
their everyday experiences to describe what we do. The book is entitled The Digital Wrap: Get Out of the Truck and Go 
Online to Own Your Customers. All of our customers spend a lot of money on their fleet of trucks and they will spend 
anywhere from $1,000 to $5,000 to wrap each of those trucks with their logo, their brand promise and their contact 
information. These truck wraps make marketing impressions upon prospective customers and their existing customers as 
technicians are delivering service in their service area. We use the term Digital Wrap to describe how to embrace digital 
technology to create marketing impressions throughout the service cycle. For example, whenever a technician is en route 
to their customer, they can press a button in the ServiceTrade application to notify the customer what time they will be 
there based on their GPS location, and we will send that notification. That makes a helpful impression with the customer 
like the truck wrap, but it is stickier because generally, we do not delete those kinds of emails. After a service 
appointment, the customer receives an after-service notification that drives them back to the service contractor’s website 
for a media-rich report from that service call. If there are any repairs to be performed, the quote arrives as an email with a 
link to a web page that has photos showing what is broken and how they plan to fix it. These are all steps a service 
company historically had to do anyway but when they are done digitally, the contractor becomes easier to do business 
with, earns the customer’s trust, and builds a strong reputation. 

CEOCFO: How do you keep up with changes in technology?
Mr. Marshall: Our open architecture allows ServiceTrade to share customer service data across applications, so 
businesses aren’t tied to an antiquated application just because it’s where their data lives. They can choose best-in-breed 
applications across the organization that uses the same data set. Unlike an all-in-one provider, we are free to focus on 
advancing customer service and service management and we do those things exceptionally well. Our application works 
on Chrome and Safari web browsers, and we are encouraged by what we see so far from Microsoft Edge as it replaces 
Internet Explorer. On the hardware side, we support Apple (iOS) iPhones and iPads and Samsung Android devices. The 
Android market is fractured and supporting every brand of Android device is a burden. Our approach to keeping up with 
technology is to select the devices and applications that are winning in their share of the market and go with them.  

CEOCFO: Are there industries where you have not entered or where you have not gained traction that you are 
looking at now?
Mr. Marshall: We work well with commercial fire sprinkler, fire alarm, suppression system companies; that is our heritage 
and what we know. We are doing well with commercial mechanical contractors. It is a huge market and a big area of focus 
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for us. Everyone in the developed world uses mechanical contractors for heating, air conditioning, refrigeration, 
environmental controls and things like that. We are currently not doing much in the way of, for example, pest control. We 
are doing very little in the way of landscaping. Here and there, we find companies in those industries that are committed to 
serving their customers a certain way, and we work well for them. We are not actively targeting some industries yet 
because we believe there are plenty of fields to be plowed with the folks we are already committed to in the mechanical 
and fire protection industries.

CEOCFO: Why use ServiceTrade?
Mr. Marshall: Our customers have historically only purchased applications for accounting. Accounting applications are 
typically older technology that is not set up well for customer service. We encourage our customers to explore best-of-
breed applications, whether for accounting, customer service, customer relationship management, their website, or email 
marketing. We are not trying to be their accounting system, nor are we are trying to be their email marketing system. We 
are 100% focused on customer service. Our focus makes us the best provider for what they should strive to be the best at 
-- which is providing amazing customer service. When the market begins to crave what I would call bacon-wrapped filet 
mignon service and you are still serving up chuck steak service, you will not be relevant to any of your customers 
anymore. You will be standing flat-footed the same way the taxi companies were when Uber entered their market, and 
now they are fighting for Uber’s leftover scraps. Our message is if you focus on customer service you won’t get Ubered 
and everything else will just take care of itself; profit will take care of itself, and growth will take care of itself. That is why 
they should focus on ServiceTrade.


