




By Trish Brock

It’s no exaggeration to say that sales is the primary focus for

manufacturers and dealers alike these days, with both big and small

decisions often being put on hold until sales improve. 

Prospecting, competing better, attempting to differentiate, improving

skills, diversifying product and service offerings—everyone is

scrambling to get sales in the door. 

In some cases it has become so frenzied that organizations are

operating in a totally reactive mode. 

Planning has given way to “seat of pants” responses, with the timeframe for

forecasts limited to weeks and days. Given the economic climate we are living

in, all of this is understandable.

With sales first and foremost on everyone’s agenda, I began to question how

those efforts were being led and supported. 

Salespeople today are very much on the front line and doing battle under very

challenging conditions. How well equipped are they, I wondered. Do they have

what they need to win or are they winging it at each meeting and with every RFP? 

Do they have strong, knowledgeable leadership behind them or are they left to figure

things out on their own? Are they in a good position to compete or are they

floundering in chaos? 

In order to get at the answers, under the condition of anonymity, I

interviewed seven salespeople that are in positions of dealer sales,

manufacturer’s rep and manufacturer sales. 

continued on page 14

Salespeople

Speak Out
How it looks

from the field…
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They are all excellent at what they do,

strive for success, and usually achieve it.

They are valued as key employees and

they were all generous with their time and

opinions.

Their responses to my questions were

revealing, with some being fairly

consistent while others differed greatly

depending on the position and company.

Either way, for organizations that want to

increase their chances of winning, it’s

worth hearing what the feet on the street

have to say about making sales happen.

Question 1: Do you have the appropriate
sales support materials, such as sales
collateral, web site, readily available
materials for bid responses, etc.?

“The tools I use are good and getting

more automated although they aren’t

quite there yet. The more automated they

get, the better (and less time consuming)

they will be.”

“The tools I am supplied with are fabulous

and always being updated.”

“As a manufacturer’s sales person my

tools are good and luckily, so are my

dealers’. Not all the dealers, however,

have good materials and it slows down

the process considerably for everyone.” 

“In regards to bid responses, every

response is a reinvention. It is totally

inefficient and takes me out of the field for

two weeks every time. Then I have to

catch up on the sales calls I wasn’t able

to respond to during that time frame.” 

“My bid responses are done at the home

office, which is a huge help as the

process allows me to stay in the field.”

“We have a lot of good materials and are

getting more efficient, but bid responses

are still time consuming and cause a lot

of brain damage.” 

“Neither my firm nor the manufacturer I

rep for has much of the things you asked

about and, what they do have is little and

of poor quality. I have asked, but nothing

ever happens. I have to create my own

materials. It’s time consuming and not

very professional, especially when

compared to the competition.”

Question 2: Do you get training to
improve your skills, has the training
been helpful (vs. just a few nuggets of
information) and do you use the training
you have received?

“Training could be improved upon. With

budget cuts, there are fewer people to

help us. There is a lot of product training

but not much sales or professional

development training. It would be really

helpful if we had that—it’s always good to

learn and improve.”

“As with any training, I take what works

for me within my own style. I get a lot of

product training and my boss helps me

when he is in town to improve my skills.”

“The large manufacturer I work for is

aware of the need, but nothing is being

done. When I was hired (five years ago) I

was simply expected to figure it out and

that hasn’t changed. There is a shotgun

approach at the home office that says if

you call on enough people, you’re bound

to get something. Problem is, I’m

expected to call on people that I know

aren’t my buyers which is taking time

away from calling on qualified prospects.

I’m very frustrated with the lack of

strategy involved—it’s just faster and

harder. Quantity doesn’t equal quality.”

“I have received no training on either

product or sales past the first indoc-

trination into the company. I also haven’t

been to the factory and my boss visits

only every 5-6 months.”

“My sales training was horrible and very

antiquated. It wasn’t strategic for a

manufacturer’s rep at all, but focused on

increasing the number

of cold calls and ironing out my elevator

speech. It was a waste of time.” 

“My company has a lot of good training

and programs that are available. They

really make the effort to develop people

within the organization including their

salespeople.”

Question 3: Do you get help, support
and guidance from your boss or
management? Are they able to help and
give you ideas to sell more effectively?
Do they get training?

“My boss always makes himself available

and I always get help.”

“No. Everything is on the fly. They haven’t

received training to my knowledge.”

“My boss is too political and slow to

respond. My company has focused on

taking waste out of the process but has

failed to recognize that the client

relationship is still time consuming. With

fewer resources, I am now being asked to

do things that negatively impact those

relationships and ultimately my sales.”

“Most salespeople in this industry are

farmers. Management needs to have

more experience to teach people how to

dig for new business, train, coach and

generate fresh ideas. You can’t just give

salespeople a quota—you need to show

them how to do it.”

“Thank goodness I’m not new because

there is no one available to train or

mentor. It is management by crisis—

everyone is jumping from one fire to

another. There is no long term strategy.”

“I’m experienced and tenured. What I

need is for my boss to help remove

obstacles so I can do my job. It doesn’t

happen.”

“My boss is a really nice guy. He wants to

help and tries, but doesn’t really have the

experience.”

continued on page 15
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Question 4: Do you have opportunities to grow profession-
ally, and is that important? Does your organization think that
this is important?

“Being in sales is like being in my own business and my
company is there to help. There is no training, but if I found a
training class, they will consider it and usually support it.”

“No. They say there is, but there are no opportunities. They are
not investing in people—it’s all about short term survival.”

“It’s important, but everything is on hold now. It’s starting to hurt
our efforts.”

“It’s a flat organization and there is not a culture for growth. I
haven’t even had a review in over two years.”

“As people are getting laid off, a lot of young people are being
hired, probably for financial reasons. It’s a mess. Loyalty is
becoming an issue. When the economy turns around, there will
be a lot of people jumping ship, including me.”

“Personally, I have opportunities to grow. My organization
recognizes that opportunities for growth are important and there
needs to be more of them in general.”

Question 5: What percentage of your time is spent selling vs.
doing administrative stuff?

“20% selling, 80% doing administrative, time posting, etc. When
the economy was good, those numbers were reversed. If they
want me to sell more, they need to let me sell.”

“85% selling. My company is completely set up to support the
sales process.”

“50-50. There is too much duplication in the process and we
can’t bog down salespeople with too many hand offs. We
shouldn’t worry about what drives the back office—we have to
be fast when it comes to getting from point A to B.”

“90%-10%. My company has simplified many processes for
salespeople. It’s very nice.”

“60%-40%. Wish I had more time to sell.”

“30% selling-70% administrative, and I’m being generous. If I
could spend more time selling, I would be more successful. I
can’t be successful if I can’t be in front of opportunities. There
are new business opportunities out there, but if you’re bogged
down taking care of stuff that support people used to do, you
can’t win. I have less time to network and dig up business.”

70% - 30%

75% - 25%

Question 6: Does your organization ask and listen to what you
need to be more effective?

“They ask, but there are too many political agendas. I’m not sure
anyone really listens. And when we are asked, I have to be very
careful about what I say. Again, it’s the political agenda thing.”

“What?”

“Yes.”

“Yes. Periodically they will check in to see if what we have is
working, often one-on-one. They listen. It’s a huge company, but
has a small company feel. There are no politics per se.”

“I was given a questionnaire to complete, but there has been no
conversation. I haven’t seen anything since.”

“Yes, they’re pretty good about it.”

“No. It’s too bad because I have a lot of ideas. Any ideas must
have an immediate return. It’s whack-a-mole reacting to
whatever pops up. It will be interesting to see what it’s like
around here in two years.”

Question 7: What would help you, as a sales person, to be
more effective and to win more business?

“I wish my company would listen to salespeople more instead
of paying so much attention to the home office. Salepeople are
in the street and talking to buyers. They need to back up the
salespeople if they want more sales.”

“I need more face time with prospects, because I’m totally
bogged down with admin stuff.”

“I have had every type of sales training imaginable over the last
15 years. I would be more effective if I understood the

company’s strategy—if there is one!”

“Manufacturers need strong dealers to survive. As a
manufacturer sales person, I understand that right now
it’s particularly hard for dealers and they can’t count on

manufacturers for help, especially the weaker dealers. We
allocate our resources where there will be a return, and that

is with innovative and entrepreneurial dealers.”

continued on page 16
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“With all the cut backs, etc., now commission structures are in
play, and I’m not getting compensated for some of the business
I’m doing. Now that is being taken away. I have lost trust in my
boss and my company and will be leaving as soon as I get the
right offer.”

“Too many people think salespeople are prima donnas, but
people at the home offices aren’t out in the field and don’t
understand. We are working harder than ever (and I’m OK with
that because that is what this economy is about) but home office
thinks that selling is easy. I just wish it happened like that.”

“I’m working as smart as I know how and my company supports
me—just hang on I suppose.”

It’s important to remember that all of these people are
successful and committed professionals who are working very
hard and doing their best in a challenging time. Each are
passionate about their careers and were anxious to share their
opinions, experiences and in some cases, frustrations. All
intended for their comments to be helpful — they want to make
a difference and hope that their comments are heard and taken
seriously.

Even though it was a smaller group, their comments echo
throughout the industry and need to be heard.

Salespeople are the engines that keep our companies running.
If we are to weather this recession, we must consider the needs
of those on the front lines.

More than ever they need support, tools, fresh ideas, education
and leadership in order to be successful. 

If companies want more sales—and who doesn’t?—it might be
helpful to ask some of the salespeople on the team what they
need to win. It could mean the difference between surviving and
thriving.

What do you think? Do you have some great ideas? Join the
conversation and let your comments be known on my new blog.
trishbrockassociates.wordpress.com

“ F I N E  A R C H I T E C T U R A L  H A R D W A R E  F O R  Y O U R  F I N E  F U R N I T U R E ” ®

w w w . m o c k e t t . c o m

Latest and 
Greatest  

in Power &  
Communications 
Grommets.

 / ” 

 

Convenience

Trish Brock, Principal of Trish Brock & Associates, 

is a well-known industry consultant. Her cross-

functional consulting group specializes in helping

dealers solve identity, branding and sales support

collateral challenges. She also conducts Perceptual

Market Assessments and Culture Evaluations to better

define market positioning and effective brand

messaging. She can be reached at 720-277-3035 or

at  tbrock@trishbrockassoc.com.

mailto:tbrock@trishbrockassoc.com
http://www.mockett.com
trishbrockassociates.wordpress.com
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A lot has changed in the office furnishings
world over the past 100 years. We’ve
moved from roll-top desks to executive
suites; from metal typing desks to
collaborative work environments; from
filing rooms to media rooms and from
water coolers to relaxing break rooms.

Through it all, Peabody Office Furniture
has been there supplying the Boston
metropolitan area with quality office
furnishings and related accessories. A
mainstay of Boston’s history since 1899,
Lorenzo Peabody first opened Peabody’s
as a typewriter and supplies shop. 

After joining the family business in the
1930’s, Lester Peabody was, until his
recent passing at the age of 101, the
backbone of the company for more than
70 years. 

Continuing in Lester’s footsteps, Jonathan
Peabody, current chairman of the board,
and his son Christopher, vice president of
sales, have kept the family business 

moving forward, assisted by current
president, Richard Vaughn, to maintain
and enhance the foundation built many
years ago on customer service, attention
to detail and commitment to the com-
munity it serves.

An aligned Knoll dealer for many years and
most recently a member of the OFUSA
organization, Peabody’s client base is
made up of 80% corporate and 20%
education and healthcare, a segment the
dealership’s management team antici-
pates will be growing as the result of a new
healthcare division recently started.

Despite being one of New England’s
oldest office furniture dealers, Peabody
still faces the challenge, as most
dealerships do, of bringing in new busi-
ness during these difficult economic times. 

“We wanted to reinforce our history of
competency, dependability and perm-
anency in the marketplace,” said Vaughn
who has been working with a PR firm over
the past two years to develop a new brand

that showcases the longevity of the
company while maintaining its core values.

“The products we offer have their own
branding through manufacturers but we
needed our own identify independent of
those products we represent—both
internally and externally,” said Vaughn.
“The brand must create and leave an
immediate impression in the client’s mind.
Differentiating yourself through creative
branding can be the determining factor on
why your firm was selected versus your
competition.” 

“We wanted to come up with a tagline that
showcased our experience, our invest-
ment in the future and let everyone know
that we are in it for the long haul,”
continued Vaughn. “We have always
reinvested in the company to stay one
step ahead for four generations and the
resulting tagline — One Company, One
Family: Creating Business Solutions for
Over a Century — created the message
we needed to move forward.”

continued on page 19
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By Alicia Ellis



Dealer Profile } continued from page 18

MARCH 2010                                                                                                 OFDEALER                                                                                                PAGE 19

“While many dealers are satisfied with branding their web site and
marketing materials, we feel that in order for a brand to really be
successful, it needs to be lived both externally and internally,”
explained Vaughn.

Internally, Peabody reinforces its brand by encouraging each of
its 30 employees to be active in contributing to marketing efforts. 

Quarterly contests challenge employees to come up with ideas
to incorporate Peabody’s brand into the Peabody window display,
web site, mailers, postcards, and product brochures. A recent
example that asked employees to come up with an ad theme
tying in Knoll’s Generation chair with the multiple generations of
the Peabody family generated some great ideas and resulted in a
$500 prize for the winner and lunch for their entire department.

Externally, the Peabody brand is incorporated into every piece of
business communications that leaves their offices. Fortunate to
own the downtown Boston building where their main office has
been located for over 40 years, ample window space has allowed
Peabody to build its brand while promoting many of the A&D firms
they work with. 

“We provide design firms with the opportunity to design our
display windows utilizing their energy, creativity and style with our
products,” said Vaughn. “They have complete and unfettered
access to express their design creativity to the Boston 

marketplace. The design firm and Peabody both benefit through
recognition and reinforced branding.” 

Peabody further extends its reach through participation in many
charitable causes both locally and nationally. Besides donations
of furniture and financial support, everyone in the company is
encouraged to participate in worthwhile causes and often do so
as a team. 

Employees have developed their own internal programs to help
charities as well. On “Jean Fridays” employees are allowed to
dress down but must contribute $1 to do so, with the money
collected going to a local charity. Turkey baskets are created for
Thanksgiving and delivered to families in need; presents are
donated during the Holidays to a local children’s organization.

Employees also participate in the Avon Walk for Breast Cancer,
“Daffodil Days” for the American Cancer Society, and the Pan
Mass Challenge bike-a-thon in support of cancer research. In
addition, Christopher Peabody serves as a judge for
CANstruction, an annual food drive contest to benefit The Greater
Boston Food Bank.

With the fifth generation of the Peabody family poised to enter
the business in the next few years, the tradition of excellence first
laid down by Lorenzo and Lester seems secure for many years
to come, as the organization continues to learn from the past and
moves into the future.

http://www.trishbrockassociates.com
mailto:tbrock@trishbrockassociates.com
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Aside from the issues of increasing

operating margins and controlling costs,

one of the prime questions dealers must

ask is, What new programs, products or

services can be offered to my clients

and prospects which will result in both

revenues and profits? And an important

secondary concern is how to elevate the

status of the dealership to something

more than just a commodity broker of

office furniture to that of a trusted finan-

cial advisor for office furniture assets. 

Because end-users aren’t buying much

new furniture these days, an important

service to offer clients is the refurbishing

of their existing furniture. And as a part

of that process, wouldn’t it be interesting

to offer the client the ability to turn those

newly refurbished office furniture assets

into some much needed working

capital? 

Here’s how it works: The end-user

contracts with your dealership for the

refurbishing of the existing product. The

‘new’ workstations, seating and case-

goods are now worth much more than

they were before. Now suggest to the

client the opportunity to execute a “sale

and leaseback” of the furniture. The

resulting cash influx provides not only

the funds to pay for the refurbishing

project itself but also supplies additional

working capital for the company. 

In a much different scenario your client

unveils plans for a much anticipated

relocation to a new building. How do

you, as an office furniture financial

advisor, position your company as

something other than just another

furniture schlepper? 

Knowing your client’s needs for the

existing furniture are now short term,

you can focus on the tax and balance

sheet advantages of a sale and

continued on page 21

We’ve all been hearing the news for well over a year now: The office furniture industry is in a depressed
state and industry volume is down some 35%.  No matter how you do the math, there is only about
60% of the volume out there than we once had.

&
Win the 

Hearts    Minds 
of Your 

Customers and Prospects
Become an Office Furniture Financial Advisor

By Larry Shapiro
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leaseback of the existing furniture. The furniture now has much

more value than it will have in two to three years and your

client can cash-out on that value right now. Your client gains

the use of cash and doesn’t have the hassle of unknown

residual values at the time of the move. And you and your

company have become positioned as a trusted furniture

advisor. 

These examples are just two of many potential situations in

which the solution is not at all about the furniture. Instead, the

focus is on financial considerations and how to structure a

deal that will be to the best advantage of the client and

end-user. The dealer principal can now assume the role of the

knowledgeable resource on such matters. 

Sale-leaseback arrangements can help improve a company’s

balance sheet and its performance ratios. As these ratios show

improvement, your client can then make a more positive imp-

ression on banks, venture capital funding groups and the like. 

Furthermore, there are also enormous tax advantages relative

to the expensing of the lease payments themselves. For these

reasons—all of them financial statement-oriented—the

conversation is best conducted at the highest levels of the

prospect’s offices. This discussion is for the CFO of the

company, not the facility manager. And this dialog is one best

conducted by the dealership principal. And it is that

peer-to-peer conversation which best sets your dealership

apart from the competition. 

Because customers demand 
more every day, we’re prepared 
for whatever comes your way.

Need 10 offices in 10 business days or less?
What about 20 chairs? Or maybe 10 tables?

No problem and at NO premium, our Quick 
Delivery program, To You In 10 Days or Less,

you covered.

Contact your National District Manager or visit us online for additional 
information, or to learn more about our high quality, stylish products.

800.482.1717
www.NationalOfficeFurniture.com

About the author: Larry Shapiro is an office furniture industry veteran of nearly 40 years. He has worked

with dealerships in multiple capacities and is currently national director of CORT’s Strategic Client

Services. For additional details on CORT’s sale-leaseback program, contact Larry Shapiro via e-mail

at larry.shapiro@cort.com. 

mailto:larry.shapiro@cort.com
http://www.NationalOfficeFurniture.com


MARCH 2010                                                                                                 OFDEALER                                                                                                PAGE 22

It’s a common lament: End users frequently overlook capable
vendors in favor of the lowest bidder. But how often does that
really happen? While the RFP process masquerades all
information in terms of cost, it’s almost never about cost alone,
and a number of issues regularly factor into awarding a contract. 

Let’s dig a little deeper into the decision-making process, and
see where you can outshine your competition and affect the
client’s cost-benefit analysis in your favor.

Services
The type, level and consistency of your service offerings are of
primary importance during the bid process, but only as they
apply to this particular client on this particular project. 

Take the time to understand your client’s needs, and then
determine which of your service offerings are most applicable. 

Be sure to narrow your focus to only those services relevant to
this bid, or you risk diluting your message. 

Once you’ve identified the best services to fit the client’s needs,
show them how you’ll employ those services to help their project
succeed.

Expertise
You have valuable skills and experience your clients don’t have.
That expertise translates directly into benefits the client will reap
if they select your company. 

Effectively showcasing your expertise, especially as it rounds
out those areas where your client may be light, will add value to
your bid beyond just dollars. 

A word of caution: Be careful to position your expertise as a way
to support the client’s existing knowledge base and not as a
replacement for it. Making the client feel threatened or insulted
is one of the quickest ways to get off the shortlist, and may even
eliminate you from future bids.

Reputation
A positive reputation within the industry can give you significant
leverage. Being known as a dealer who is budget-conscious,
deadline-driven, innovative and resourceful will move you ahead
of your competition. It’s also wise to cultivate an image as a
friendly and fair bidder among the companies against whom you
regularly compete. There may come a time when your success
hinges on your ability to partner with them on large or complex
projects.

Now that you’ve identified some tools to help tip the scales in
your favor, it’s time to get serious about demonstrating that you
and your competitors aren’t equal.

Know your competition
Determine where you hold key advantages over your
competition for this bid. Consider things such as competing
projects that are already occupying your competitors’ resources;
geographic limitations the other bidders might be facing, and
previous similar projects on which a competitor may have
performed poorly or left behind an unhappy client. 

While it’s rarely effective to call out another bidder’s weak-
nesses, you can gain significant traction by showcasing your
capabilities in areas where you know the competition lacks
positive results.

Know your client
Many dealers spend a lot of time scoping out their competition,
but devote little or no energy to learning about their clients. 

This fundamental oversight is usually obvious to the client
throughout the bid process, either because they don’t receive
the type of questions they expect, or because the bid response
contains information that has no bearing on the project at hand. 

continued on page 23

Why Price (Almost)
Never Wins a Contract By Julie Knudson
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Fortunately, this is easily exploited by a savvy bidder. Research
your client’s industry, history, progress and plans for the future.
Know their competition, their collaborators and even their
investors. 

Provide them with project examples and client references they
can relate to such as accounts similar in size, structure, region
or industry. By showing the client that you understand their
needs, you demonstrate your value as a project partner.

A word about low-ball bidders
You know who they are—the dealers known for submitting
below-market bids incapable of covering the barest of costs just
to win the contract, and then hammering the client with change
orders that blow the project budget to smithereens. 

Their original bids are so low the client can do little but salivate,
yet you know the outcome will be an enormous mess. 

I'm frequently asked if it’s acceptable to warn clients about
low-buck bids, and my answer is always the same: If the client

isn’t experienced enough to spot an errant bid on their own,
they're unlikely to understand the scope of the problems you're
trying to help them avoid. 

On the other hand, if the client is wise to the ways of the industry,
your warning may appear to be nothing more than a self-serving
and under-handed attempt to exclude a competing bidder. 

Either way, your reputation won’t benefit from the interference
and you’ll spend time repairing your damaged image when
instead you should be focused on improving your bottom line. 

Your best defense is to maintain your integrity and present a fair
and comprehensive bid response.

An RFP is designed to generate competing bids based on a
single set of criteria, and price is most important only when all
other things are equal. 

Formulate your response in a way that demonstrates your
competition can’t match your services, expertise and reputation,
and the true value of your bid becomes clear.

A former facilities manager, Julie Knudson now helps industry vendors create successful bid response
packages, marketing materials and thought-leadership articles. For more information please visit her web
site, www.olympicbay.com. She can be reached directly at 425-374-4664 or julie@olympicbay.com.

http://www.olympicbay.com
mailto:julie@olympicbay.com
http://www.darran.com
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Few people in the office furniture industry today would argue
that we are not currently in a world of reduced opportunity.
There are fewer prospective sales and therefore, fewer
chances to win.

That means our teams today must be better at closing the
sales they do have a shot at than ever before. Unfortunately,
though, many dealers have discovered the salespeople they
thought were hunters, are in reality annuity farmers or simply
order takers. 

So how do we grow the content of our funnel in today’s
business climate, given the current state of the tools and
abilities that our teams have? 

The answer to that question must begin with a greater
emphasis on new business development training and a
consistent and persistent message from dealer ownership and
management that clearly defines the company’s expectations
for success. 

In some locations failure to meet quota has become
acceptable and all too often, lack of accountability within the
sales forces has become the norm.

That’s not a viable approach for long-term business continuity.
Track your opportunities, know who they are assigned to and
monitor where they are in the sales process. Have regularly
scheduled meetings with each account executive to review
successes and failures and make it clear that failure is not an
option for the long term.

Commit to getting out from under the requirement to be the
low cost provider for your current and prospective clients and
start selling the value of your offerings/services from Step One
in the cycle. It is critical that we position our dealerships as
the source of best value, not as the lowest net price provider.

Teaching how to do all that must be Mission One. There may
have been a time when the volume of the sale supported lower
margins, but not today.

Let’s sell our entire package and focus on what differentiates
us from the other dealers in our market and the ways we can
make a difference for our customers and their projects. 

And let’s not turn our backs on the basics. I understand the
potential of the new generation of sales and marketing and
customer outreach vehicles—the Internet, social and business
networking, blogs and all of the other electronic tools. I use
them all myself to hunt for opportunities and network. 

But these tools can be very time consuming. Don’t let your
account executives get into the habit of sitting at their
computers and networking online during prime selling time
(9-4), when they should be out in the field, face to face. 

A successful account executive needs to schedule specific
time periods for electronic research and those periods should
be before 8 AM or after 6 PM. 

During prime time, your sales team should be out traveling,
meeting face to face or communicating directly by phone with
prospective clients. 

Let us not forget either that another large part of the average
day is overseeing projects while working with designers and
project managers. Without the proper discipline, it’s only too
easy to get caught up in busy work and distractions and find
ourselves with no time to sell. 

Now is a time to return to old school selling—face to face,
shaking hands, listening to needs and developing relation-
ships. People still buy from people that they like and trust and
at some point value always comes into play!

So when do we sell value? Answer: At all times in the sales
process. It starts at the very beginning and stays that way right
through to the punch list and beyond. 

As owners, managers and AEs, let us hold each other
accountable for the task of selling. Our industry depends 
upon it!

the
Last
word

gregnemchick
WorkPlace Furnishings, Inc.
President & CEO
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