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To use a phone is to be put on hold.
While that can be boring and even
annoying, On Hold Media Group
sees it as a marketing opportunity.

For electrical distributors, it’s an
opportunity to build an image, move
inventory, and keep your customers
up to date on events or holiday
hours, or to tell them about new
products. 

People who call your company 
are already customers. They like you.
When they’re put on hold, they
become a captive audience. When
you send the right message, you may
be able to sell even more, strengthen
relationships, and reinforce your
brand or brands that you carry.

“We grow businesses through
their phone systems in 30-second
spots,” says Allan Rhodes, president
and founder of the Plano, Texas,

company that develops the technol-
ogy to deliver on-hold messages. 
“It’s like owning a radio station. You
have all the airtime. The question is,
what do you want to say?”

Since joining IMARK Group last
year, Rhodes says 40 members with
more than 100 locations have signed
up with On Hold Media Group. The
company, founded in 2000, serves
more than 800 client sites in indus-
tries as diverse as construction and
sports franchises. The common
thread is that they all have telephones
with hold buttons. And they all use
them. 

AT&T estimates that 7 out of 10
business callers end up on hold for
45 seconds per call. The Inbound
Telephone Call Center says that 94
percent of all marketing budgets go
toward inducing a customer to call,
but only 6 percent is spent handling
the call once it is received. One in
three of those callers will hang up
and not call back. Infomax says callers
will stay on the line 25 percent longer
when they hear a message as opposed
to silence or canned music. 

On-hold messages aren’t new.
Rhodes had been in the business for
four years before starting his own
company. He owned a franchise that
sold on-hold messages and systems.
While he says the franchise was
good, the process was cumbersome.
It could take two to three weeks to
get a message created and delivered
via CD or cassette tape. 

Because of that process, cus-
tomers were reluctant to update
their on-hold messages more than
four to six times a year. 

Rhodes became intrigued by 
new technology. In 2001, he began
exploring ways to automate the
process of making and distributing
on-hold messages. He settled on 
a Web-based system as a bridge
between a company and its cus-
tomers. He named it the Production
Wizard and launched it via 
OnHoldWizard.com.

Here’s how it works. 
Say you’ve got a counter day

coming up next month that you want
to promote. You can write your own
copy and send it to the company. 
Or you can work with an On Hold
Media Group writer to craft your
message. A professional voiceover
artist records the message (you can
pick a male or female voice). Once
completed, the message is stored in
your personal online library. 

Access your library—using your
email address and password—to find
your counter day message. Select
background music from the Virtual
Music Box page. And then specify the
date and time you want the message
to launch and end. The Production
Wizard will automatically download
the message to your phone system.
You can download up to six on-hold
scripts and change them as often as
you like. 

On Hold Media Group gets
the message out

Allan Rhodes, president
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If you want to promote a particu-
lar vendor, most of the work is
already done. The Production Wizard
library contains more than 400 on-
hold messages from nearly 90 IMARK
suppliers that talk about products.
“The IMARK supplier library will 
continue to grow each month as we
gather product information from the
Promotions Plus section of IMARK’s
website,” says Rhodes. The library
also will grow through special requests
from IMARK members as well as new
product information provided by
IMARK suppliers.  

There are also prerecorded sea-
sonal messages, such as sports trivia,
back-to-school safety tips, and infor-
mation on every national holiday for
the United States and Canada. The
company also prerecords holiday
office closing hours for every time
zone, which customers can use free
of charge.

From concept to phone system,
the process is quick. It typically takes
a day or two to get a message into
the library. However, Rhodes says his
team once produced a message in 
25 minutes on a Friday for a Chevy
dealer who wanted to promote a
weekend appearance by a NASCAR
driver. “There is not another com-
pany in the U.S. that can do that,”
says Rhodes. 

By simplifying the process, Rhodes
says most clients update their mes-
sages twice a month.

“On Hold Media Group’s turn-
around time is very good,” says 
Jeannie Stoltz of the Hite Company,

in Altoona, Pa. “We do commercials
and have worked with voiceovers
before. It can be a lengthy process,”
she says. 

Stoltz, who manages the on-hold
message system that Hite began using
last fall, says the Production Wizard
is quick and easy to use. She can gen-
erate copy for messages. Or she can
call On Hold Media Group, provide
the gist of the message, and let a staff
writer handle it. Once the message 
is created and recorded, she just has
to tell the Production Wizard when
to play it.

Stoltz says she reviews messages
once a month. She changed messages
during the holidays several times, but
expects that the message lineup will
remain about the same unless there’s
a great promotion to highlight. 

Users with several branches can
customize it for each location. For
example, Hite has 14 branches. Five
locations have lighting showrooms.
Stoltz says the system’s flexibility
allows her to easily manage different
messages for different customer sets.

“We can specify spots to target
our showroom customers,” says
Stoltz. “Now when our customers
are on hold, they’re listening to things
that they normally wouldn’t be 
hearing.”

Stoltz says that it is the first on-
hold messaging system the company
has used. Hite has not tracked
responses yet, but Stoltz hopes it
leads to better customer awareness
of products, special events, and 
promotions.

Rhodes says that on-hold mes-
sages can teach customers about a
business in 30-second clips. “It’s
impossible for customers to know
everything that you do,” he says.
“And, from an image standpoint, 
on-hold messages can reinforce why
they’re doing business with you in 
the first place.” 

Some IMARK members have been
in business for more than 100 years,
says Rhodes. “They have a strong
relationship with their core cus-
tomers. And core customers always
want to know what’s new, or what
you can do to make their business
more cost effective or more 
innovative.

“This is another tool that allows 
a distributor to have a competitive
edge—which can add dollars to the
bottom line.”
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