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Vic Aleshire has come a long way since his initial days as a contractor focused on low-income 
weatherization.  Since he got started in 1989, Vic has been looking to differentiate from other 
insulation and heating and cooling contractors.  Although the weatherization work was steady, 
Vic noticed middle and high-income people had similar comfort and safety problems and were 
willing to pay to fix them.  So, Vic targeted these customers and focused on solving their 
problems with air sealing and other home performance solutions. 
   
In 2000, Vic started the Comfort Company, based 30 miles south of Columbus, Ohio.  In two 
short years, the Comfort Company has doubled their gross sales and Vic expects to continue their 
exponential growth by the end of 2003.  His insistence on high quality service and offering the 
“whole package instead of a piece” has driven this success.  Vic says, “We’re not the cheapest 
wheel on the display rack.”  He makes it well known that he will back his truck up and walk 
away from a job if the customer is not interested in doing it right the first time.  It sounds crazy, 
but judging by their referral business and the reputation he has built in Ohio, the strategy is 
working.   
 
The Comfort Company has a diversified set of products and services.  They sell and install 
several types of insulation and high efficiency heating and cooling equipment.  However, most of 
their revenue is driven by the services they offer.  The Comfort Company offers diagnostic 
testing, air sealing, duct sealing, combustion safety testing, training, and consulting services.  
Currently, Vic has a staff of seven mostly comprised of technicians but the sales staff is growing.  
For the past two years, Vic has primarily acted as his own marketing and sales department. 
 
Vic says, “You can have the best inspectors in the world but you can’t teach everyone how to 
talk to people and educate.”  Fortunately, Vic has lots of practice and credibility.  Vic is a 
certified instructor for Bacharach, a national company with products and services for combustion 
technology, heating and cooling, and environmental monitoring.  For more than twenty years, 
Vic has trained weatherization contractors in the field on the proper use of blower doors and air 
sealing techniques.  He has also been an active participant in the Affordable Comfort 
organization, often acting as a speaker at their conferences.  Locally, Vic is a certified instructor 
for Ohio codes training and the Comfort Company is very active with the local Home Builder 
Associations, banks, and state programs focused on energy efficiency.  These affiliations and 
contacts obviously increase referral business and reputation but it isn’t enough.  So, how does 
Vic proactively market his services? 
 
Vic believes strongly in spending the money and time to participate in local home shows and 
expositions.  He has done the Columbus, Dayton, and Cincinnati home shows in the past couple 
years and each time generated enough leads for 5-6 months of work.  At each show, Vic uses a 
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opportunities into jobs.  During inspection, they use a digital 
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