
physical activity. For every hour of workout,
you earn 60 points toward rewards from well-
known partners such as Barnes & Noble, Best
Buy, Game Stop and iTunes.

Following three years of research,
development, and engineering, along with
market analysis and trial programs, S2H
finally has product in the marketplace. Sounds
great? Sure, it is! However, the saying “if you
build it, they will come” doesn’t always hold
true to form.

Take it one step further: not only does
S2H have product, but distribution as well.

•But, that’s wherein the challenge lies. S2H
is an early stage company with product and
distribution seeking to build a brand, sell
product to the consumer market, and drive
traffic to a website. Considering a marketing
budget of zero, this is nothing short of a
herculean task.

So, what’s next? There is no silver-bullet.
Rather there is a need to plan, execute,
analyze, optimize, execute and repeat...

We’ve all heard it said that there is no “I”
in team. But in the entrepreneurial arena,
that notion is key. Without a team, the correct
team, take your equipment and go home. You
might as well avoid the inevitable defeat.

S2H is fortunate enough to have a great
team. It’s small but very talented, dedicated,
and resourceful. Working together, the team
at S2H has managed to execute many
creative and innovative marketing tactics
which have yielded significant momentum
of product sales and acceptance. In just
four months following the launch, several
thousand units have been sold with sales
increasing weekly. Online community users
are growing in number. And, product is
being shipped to 14 countries.

At S2H, partnership is the key to existence.
S2H has and continues to partner with key
athletes and celebrities to promote and endorse
the company, product, and mission. S2H
has partnered with Boston Celtics Captain
Paul Pierce who shares the same mission to
get children active. Pierce became a board
member of the company and is advising 52H
on healthy lifestyle programs for children and
actively promoting the S2H brand through his
own Truth on Health and FitClub Initiative.

Furthermore, S2H partnered with Ethan
Zohn, former “Survivor” winner and
professional soccer player. He will be a strong
advocate for physical activity and S2H. Zohn’s
broad, national appeal will be a strong asset
as S2H strives to share its message with the
nation’s youth and their families.

Myriad industry collaborations have enabled
S2H to leverage the companies organizations
marketing and PR resources to gain exposure.
Other resources include collaboration
with uniyersities including NJIT on web
development, with Rutgers on technOlogy
assessment, Stevens Institute ofTechnology on
atrial program, with Columbia University on
a small business consulting program. Each of
these collaborations. provided signiflcant.value
and would have:otherwise been unaffordable
for an early-stage company to obtain such
services from industry. V

Never underestimate the power of viral
marketing and social media marketing. You
know about Facebook, Twitter, blogs, search
engine optimization, etc. Do you know how
to use them to your best advantage? It’s
much more than just establishing a Facebook
page or a Twitter account and hoping users
follow you. Rather this is an. iterative process
that requires daily attention. It can be time
consuming but it’s critical. In a few months
52H achieved nearly 900 Twitt&r followers;
partner Paul Pierce has over 1.5 million. In
the same time, while 52H friended nearly 700
Facebook fans, Pierce has more than 50,000.

Bottom line: You need to do everything you
can to reach your market. Send your product
to bloggers and reviewers anyone who can
promote it. While it is necessary for S2H to
sell product to earn revenue, it is equally
important for 52H to attract users. That
means you have to drive traffic to your website
for exposure.

So, while “location, location, location”
are the three most important things in real
estate, “exposure, exposure, exposure” are the
three most critical aspects of marketing for
entrepreneurs. Network, enter contests, apply
for awards, blog, tweet, post on Facebook,
Linkedln, etc. Leave no stones unturned.
Remember there is no silver bullet, rather
many necessary tasks. •

Steven M. Dalton &
Melissa V. Skrocki

Q My product contains a pesticide. Do
I have to register it as a pesticide
with the Environmental Protection

Agency (“EPA”) under the Federal Insecticide,
Fungicide and Rodenticide Act (“FIFRA”)?

AA product that contains or is treated
with a pesticide must be registered
with the EPA if a claim is made that

the product controls germs oç pathQgens.
Registration is not required, hqwever, if the
product qualifies for the “treated thticles
exemption”. This exemption applies where
a pesticide is incorporated to safeguard the
product and the merchandise is marketed such’
that the limited purpose of the pesticide is
clear to the consumer. Treated products that•
are advertised as having broader public health
benefits do not qualify for the exemption.

Given today’s . competitive marketplace,
companies may look to market goods as having
benefits extending beyOnd their traditional sèope
and purpose. The EPA actively enforces FIFRA
against manufacturers and distributors who
market pesticide-treated products. Companies
should carefully consider FIFRA requirements
in the context of existing marketing rnaterials
and prior to the commencement of marketing or
distribution campaigns, when making cont’r&tual
representations, and when contemplating
acquisition of assets or other entities:

Seth A. Trapper is the president and chief executive officer of Switch2Health Corp.

Steven M. Daltonis a shareholder at
QiordanoHalleran & Ciesla, PC. in the
firm’s Environmental Practice Clioup.
Melissa VSkrocki j a senior dssbciate in the
firm’s Corporate and Business Practice Group.
They can be reached at (732). 741-3900 or at
sdalton@ghclaw.com and mskrockighclaw.com.
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