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Like Sitting 
  on a Cloud

Harvest is HON’s latest finish option. Its softer, more subtle 
woodgrain delivers a higher-end look at an affordable price. 
Available in laminate and veneer, Harvest replaces our  
Medium Oak finish in January 2011. 

Harvest. The look of things to come.

© 2010 The HON Company

Furniture Solutions Catalog
Managing a solid furniture operation requires access to the most

effective building blocks. United’s annual Furniture Solutions Cat-

alog offers resellers a solid foundation. Designed to make the

greatest impact on customers, the 360-page collection of best-

in-class furniture selections supports small, single-unit or bigger

project purchases. 

Research shows that on average, resellers distributing stand-alone

furniture catalogs generate furniture revenue at a rate more than

four times those who use only full-line office products catalogs. 

United’s Furniture Solutions catalog contains more than 5,500 se-

lections, including all in-stock items and thousands of special-

order upholstery and finish options. 

The catalog is arranged by major product categories and subcat-

egories to help customers quickly locate products. 

Within the categories items are organized using a “good-better-

best” selection strategy.

Office and building accessory items are also featured throughout

the Furniture Solutions Catalog to tell—and sell—entire entire in-

terior stories, while information icons, facility solutions, and sug-

gested companion and accessory products work to make

planning an office much easier. 

The Catalog also includes reference guides, planning guides and

an industry glossary to allow customers to educate themselves.

Alera Furniture Line
Alera is United Stationers’ comprehensive proprietary furniture

line that presents a broad selection of durable products with

standout designs and high-quality veneers and finishes. 

The line, which undergoes continual evaluation using dealer and

end-user feedback, is constantly evolving with new products

being added to the mix on an ongoing basis. 

United understands the importance of single-source distribution

and marketing support solutions for dealers today. 

In response, numerous marketing tools are provided to support

the Alera line, including the Alera product library binder which fea-
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Axis. Balanced.

tures an array of full-color product brochures and warranty in-

formation, the Alera fabric and finish guide, an illustrated

pricer, quarterly flyer and periodic product promotions and an

Alera showroom program. 

Visual Planner
To further assist resellers, United offers them Visual Planner, a

web-based furniture layout tool that can develop space plans

in four easy steps. 

Featuring drag-and-drop functionality that makes office space

design simple for resellers, Visual Planner includes all 5,500

available Furniture Solutions Catalog items, including special

order items. 

A key benefit of the Visual Planner is that it empowers the

sales person to substantially shorten the sales cycle by

streamlining otherwise involved furniture layout configurations

for customers during the sales process itself. 
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The convincing power of comprehensive,

on-the-spot office configuration illustration

is central to closing smaller projects and

getting the opportunities for the larger,

multiple-piece sales.

Resellers can also leverage the power of

Visual Planner functionality to increase

lead generation. 

With an option to feature the tool on their

own websites, resellers can offer cus-

tomers and prospects direct access to a

fast and easy medium to begin the sales

process. 

When a customer engages Visual Planner

to design their own workspaces, an email

message is sent to the reseller alerting

them of visitor activity on their website. 

This easy-to-learn tool also features auto-

matic updates of available products within

the United portfolio for added conven-

ience to the reseller.

Raising the bar even further for effective

reseller support tools, United will introduce

several new program enhancements in

2011. Plans are currently underway to en-

hance the furniture product portfolio with

expanded special order capabilities in-

cluding complete lines of several brands

new to United. 

These new furniture lines will span impor-

tant vertical markets including education,

hospitality and healthcare furniture, and in-

clude true custom furniture ordering as well. 

New product portfolio items will be avail-

able through a new special order furniture

website to ensure that resellers have ac-

cess to products they need, and in the

correct lead times. 

The Visual Planner tool is also being up-

graded to contain complete key supplier

product libraries.

United’s 2011 Furniture Marketing  pro-

gram enables individual resellers to

strengthen furniture business and position

themselves to capitalize on growing de-

mand for category solutions as the econ-

omy continues its recovery into the future. 

United combines these marketing strate-

gies with sales support, customer service,

business management programs, in-depth

inventory and nationwide distribution with

rapid delivery and more. 

For more information about United Sta-

tioners’ 2011 Furniture Marketing pro-

gram, please contact your United account

manager. 
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It’s time that someone combats the increas-
ing level of hysteria and even silliness sur-
rounding social media and online social
networking.

That silliness has reached its height with re-
cent writings by the man that I consider to
be the top sales trainer in the USA, Jeffrey
Gitomer. Now, don’t waste your time e-mail-
ing me about how much more famous he is,
how much more he makes, etc. than I do. I’m
painfully aware. That said, I think Jeffrey (and
many other trainers, he’s just the top of the
heap) have gone off the reservation. His lat-
est stance (summarized) is that, “Social net-
working is today’s cold call; stop cold calling
and start Tweeting.”

Nonsense. In fact, let me go further:
If you are a professional business-to-

business salesperson, and you take that ad-
vice as written, you are committing profes-
sional suicide. Period.

First of all, let’s define online social network-
ing: Online social networking is the commu-
nication with others, through LinkedIn,
Twitter, Facebook, YouTube and other such
sites, with the objective of generating busi-
ness interest. 

Online social networking—which I will here-
after refer to as OSN—can be a good piece of
a selling strategy, depending on what you are
selling. For most business to business sales-
people, it is not a strategy in and of itself.

Now, let’s talk about why my stance—which
will surely get me criticized as a techno-
phobe or some other nonsense—is the cor-
rect one. 

For most of us, one of the big appeals of a
selling career is the fact that you can control
your income through your own efforts.
There’s a basic equation that expresses this:

(Quantity of sales activity)
x

(Quality of sales activity)
=

RESULTS

In other words, the more you do it, and the
better you are at it, the more results you get.
For most sales environments, we express
that in terms of ratios – i.e., X amount of calls
leads to X amount of appointments, which
leads to X amount of proposals and X
amount of sales. 

Even Jeffrey Gitomer still recog-
nizes this principle. His common put-

down to those who believe in cold
prospecting is, “Go ahead and make 100

cold calls. You’ll sell one of them.” 

But there are no ratios with OSN. No one can
tell me (or you) how many Tweets lead to an
appointment, how many “likes” on Facebook
lead to a proposal or how many videos on
YouTube lead to a sale. The basic principle
and appeal of professional selling—controlla-
bility of achievement and income—is gone if
you rely on OSN as a primary selling strategy.

So why are people preaching it so hard?
Simple: It’s marketable as all get out to
salespeople. Ever since cold prospecting
has existed as a method of new business
generation, there have been (a lot of) sales-
people who disliked it and looked for a way
around it. 

And there have been trainers who have cap-
italized on this tendency by claiming they
had the “magic button.” They’ve been wrong
in most cases, and continue to be. 

But there’s no rejection when you Tweet;
there’s no hang-up when you put up a Face-
book page. Hence, there’s a ton of appeal for
many salespeople about OSN.

Now, I’m not totally against OSN. I do believe
it plays a part in the business-building activ-
ities of most salespeople, but it’s a limited
part and no substitute for the proven funda-
mentals that have driven sales success for
so many years.

What are those fundamentals? We’ll take a
look at some of them starting next month. 

Troy Harrison is a sales consultant, trainer, and
the author of “Sell Like You Mean It!” Learn
more and subscribe to his weekly E-Zine, the
HotSheet, at www.SalesForceSolutions.net.
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You’re rolling out next year’s goals with an
updated sales compensation plan and
both you and your staff are nervous. And
if you aren’t prepared and thought through
your logic, you should be nervous!

It is a fact that adjusting compensation is
a tense time for most sales teams. On the
one hand, your company needs to both
grow sales results and control the budget. 

On the other hand, most sales people earn
a significant portion of their income from
commissions and even if your plan is great
for them, you are messing with more than
money, you’re impacting their lifestyle. 

First, it is important for you and your sales
staff to understand that a well-designed
compensation plan needs to be tweaked
every year due to evolving market condi-
tions and company goals. 

Aligning the compensation plan is crucial
for a healthy company. In addition, the op-
timum plan ensures that sales reps con-
tinue to earn top dollar when they focus
on high value sales activities. 

What can you do to make certain that the
new sales compensation plan has a posi-
tive effect on morale and productivity?
Here are five tips: 

n Keep It Simple. You’ve probably
heard this before, but it’s worth re-
peating. A complicated or confusing
plan will only frustrate and frighten
your staff. Keep the plan as simple
and straightforward as possible to

motivate allegiance to the new pro-
gram.

n Be Fair. Take a look at your budget
percentage for sales compensation. I
always recommend that you look at
your budget as a percentage of gross
margins, not revenue. Then ask your-
self these questions: 

n Is this budget fair for both the
company and the employee? 

n Is the percentage fair for both top
performers and under
performers? 

n Does it pay the most for those
sales activities which have the
most value for the company? 

n Keep Top Performers Motivated.
Every company has a sales budget.
To keep in budget, many plans wind
up taking too much from the top per-
formers so that they have enough
budget left to pay the under perform-
ers. Instead, make your plan fair
based on percentage of sales, activi-
ties and results. If not, your top per-
formers will not be motivated and will
eventually leave. 

n Spell it Out. Create a spreadsheet
for each sales rep, inputting their
numbers from last year alongside their
goals for next year. Model the new
sales compensation plan at different
levels of performance, ranging from
75% to 150% of their goal. Ask your-

self, “Are the goals realistic for a good
performer? Are the percentages and
rewards fair?” If you can’t answer yes,
neither will your sales team. 

Not Everyone Needs to Like It. By def-
inition, your under performers do not
want to be paid for performance.
Consequently, they are going to be re-
sistant. In the end, they need to know
that rewards come with results. 

n Roll It Out One-on-One. Pull your
staff aside one at a time to explain the
new sales compensation plan, illus-
trating the expectations and benefits
each person will experience individu-
ally. Be sure that their questions are
answered and that they leave this
meeting feeling heard, supported and
motivated. 

It’s important to think through your ap-
proach before rolling out your new plan.
There may be a few bumps in the road, but
with these tips, you’ll improve your chances
for success and a more profitable future.

Danita Bye is a founder of Sales Growth
Specialists, a sales turnaround company
that works with clients to build a
successful, sustainable sales culture
thrives under all market and competitive
challenges. She’s a speaker and author of
Yes You Can: 67 Tips to Raise Your Sales
Results in a Recession
http://67tips.salesgrowthspecialists.com
Copyright. 2010. Gordon Bye. 

How to Introduce a 
New Compensation Plan 

Create Positive Momentum
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In every workshop I present I always
ask two key questions: 

“You call yourself a salesperson.
So, what makes you different
from your competition?” 

and

“What is it that sets you apart
from the bottom feeders?” 

These shouldn’t be tough questions to
answer but most often I receive 
answers like:
n Well, they get ME!
n Our pricing is really good.
n We give the best service around.
n We care about their business.
n When they need something, we

respond immediately.
n We have our own drivers…, 

and on and on!

Usually my next question is, “Can your competition
do that, too?” The obvious answer is; YES! 

Simply stated, many of the people we send into our
customers’ offices via the in-person visit or tele-
phone call have little or no idea of what they can do
to be perceived as being different or of greater
value than their competitors. 

They fail to understand that it is the professional
sales person today who wins at least 80% of the
business and most of the money.

Having spent most of my life working within our in-
dustry—from dealership owner to national sales fa-
cilitator/trainer—I sometimes feel I have seen it all
and often, it is not pretty! 

I am constantly amazed at the inefficiency of so
many people who call themselves “salespeople.”
The awful truth is that most of these people waste
at least 70% of their time doing “stuff” that con-
tributes little to their bottom line. They reside in a
comfort zone of mediocrity and, truthfully, that’s
where they will stay!

While I’ve seen some positive signs that our sales-
people are beginning to understand the techniques
of selling and how to be perceived as valuable assets

Overcoming 
Mediocrity
Five Characteristics 
That Will Set 
You Above Your 
Competition
By Steve Hilmer
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to their customers, I’m also disappointed
that so many still do not comprehend what
the consumer actually wants or needs. 

They fail to realize that the only thing they
have to sell is productivity—how to help
their customers become more productive!
It has absolutely nothing to do with selling
a bunch of products with little regard as to
how they are used or why!

Products are important, of course, but not
in and of themselves. Far more important
is what the product does and how it helps
the customer become more productive!

A silly example I use is this: “I can sell any
customer a 1953 Buick if I can prove to
him it will solve ‘real world’ problems such
as reducing the cost of absenteeism, in-
creasing profitability or reducing insurance
premiums.”

We need salespeople who can identify
what is most important to their customers
and then attempt to satisfy those needs.
Where to source another “me-too” stapler
is not a pressing problem for most busi-
nesses; increasing productivity is.

So what separates the professional sales-
person from the ordinary? Here are just a
few basics:

n Attitude. Selling can be defined as
“an exchange of enthusiasm.” A posi-
tive attitude and thought process are
critical! I like to use the “Three ‘E’s of
Selling: Energy, Excitement and Enthu-
siasm.” If a salesperson displays these
three characteristics, they most often
will be successful in selling.

n Image. A positive image is as critical
for success as your attitude. Remem-
ber the old adage, “Look good, feel
good…kick ass!” Unfortunately society
has increasingly embraced a more ca-
sual dress code while the classic busi-
ness suit, dress shirt or blouse and
freshly ironed slacks or pants have
often given way to short-sleeved, pat-
terned shirts, ill fitting, un-ironed pants
and shoes that defy description. 

Just like attitude, image is who you are

and shabby attire says that you are not
professional and certainly not welcome
at the higher levels of a company. An-
other great adage: “You can always
judge a person by their shoes!”

n Self Confidence. A salesperson who
attended one of my workshops once
told me in all seriousness, “I avoid the
decision makers because they might
find out what I’m doing here.” WHAT? I
can’t make this stuff up! 

Top salespeople have a self confidence
that enables them to feel comfortable
speaking with the most important peo-
ple in their customers’ offices. Recep-
tionists and low-level buyers cannot
and will not give you the big order, nor
can they make the decision to give you
all of their company’s business. Only
upper level management can do that
and you must get comfortable working
with them.

n Problem Solvers. Salespeople must
be constantly looking for problems that
exist within their customers’ place of
business and be able to suggest solu-
tions to those problems.

So many times I hear, “Gosh, I don’t
want to be the bearer of bad news all
the time.” If you believe this, you cannot
be successful selling in this industry.

Problems exist in every business and
you can help solve many of them if you
are aware of your surroundings. 

Always be asking how and why certain
procedures are being done. Be the
“what if” person. “What if we try this?”
or, “What if we try that?” 

Separate yourself from the thundering
herd of mediocrity; always be asking
questions of everyone. Be inquisitive!
Telling is not selling but asking ques-
tions and providing solutions is!

n Imagination. As George Bernard
Shaw once stated, “Some men see
things as they are and ask, Why; I
dream of things that never were and
ask, Why not?” 

This phrase, also spoken by Bobby
Kennedy, is a favorite of mine and it
pretty well sums up my feelings about
creativity. 

The very best salespeople dream or
imagine possibilities that mere order
takers never think about. 

Top salespeople dream about solutions
and possibilities. They are creative
thinkers and spend time imagining what
can be done. They are not deterred by
negative thinking. They are not afraid of
failure; rather they embrace it, recogniz-
ing that failure is necessary for success. 

To paraphrase Thomas Edison’s expla-
nation of how he arrived at the design of
the incandescent light: “I didn’t fail ten
thousand times; I successfully elimi-
nated ten thousand ideas that didn’t
work.”

There you have it: my top five attributes of
the highest caliber salespeople in our in-
dustry. While there is certainly a great deal
of information we could discuss further,
the above material can get some conver-
sations started. Please call or write me
with any comments you might have. 

Also, you can find ALL you need to know
about professional selling from the S.P.
Richards University online, where we’ve
posted sound recordings of examples you
can use in your sales efforts.

Remember: Mediocrity belongs in your
rear view mirror!

During the course of a
career that spans over
40 years, Steve Hilmer
has trained over 10,000
salespeople, sales
managers and
customer service

professionals in the business products
industry.  As founder of Steve Hilmer &
Associates, he is available to provide
coaching and consulting to dealers on
sales and customer service. For more
information, contact Steve by phone at
847-226-7859 (E-mail:
steve.hilmer@comcast.net)

Overcoming Mediocrity ~ continued from page 44
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Those of us who were history majors have
very few opportunities to discuss our studies
openly without causing others to sneak away
to avoid the threat of “death by boredom.”

Therefore, anyone who doesn’t want to hear
about the lessons we can gain from the first
Thanksgiving and how that history can apply
to your dealership may “leave the class” by
skipping the rest of this column.

The first Thanksgiving celebration was
shared sometime during the fall of 1621 by
the remnant of the “Pilgrims” who sailed to
what is now Plymouth, Massachusetts, and
the Abnaki (also referred to as the
Wampanoag) Indians who helped them sur-
vive their first full year in the New World.

I use the word “remnant” because historians
believe that only 50 souls from the original
110 passengers and crew that arrived on the
Mayflower survived that first winter of 1620. 

The Pilgrims were simply not prepared for
the difficult weather conditions they found
and had inadequate plans for feeding and
sheltering their families. 

Had it not been for a Native American named
Squanto, who taught them how to obtain
sap from trees, plant corn, hunt and other-
wise plan for the coming winter, most histo-
rians believe the colony would have ceased
to exist. 

The Pilgrims understood that Squanto and
the Abnakis had given them the resources to
survive and created the first Thanksgiving
holiday to demonstrate their gratitude to God
and their new friends.

So, how should this piece of history influ-
ence us, as we celebrate the upcoming hol-
iday and move towards 2011? 

Well, the first and most obvious lesson we
should learn from the origin of Thanksgiving
is that our troubles are not as bad as those
of the Pilgrims!

How they could celebrate with the knowl-
edge that over half of their original members
were dead is beyond my comprehension. 

Talk about a life and death situation; the Pil-
grims understood that type of event all too
well. 

And yet, the Pilgrims found things to be
grateful for and celebrated their blessings
because they learned lessons that allowed
the remaining group members to gain a pos-
itive perspective on their lives. 

Today, many owners and managers in our in-
dustry and other business enterprises are
experiencing constant anguish as they at-
tempt to survive in an extremely difficult
economy. 

I am certain that sometimes it is hard for 

them and possibly you to find things to be
thankful for. 

Some may even feel like they are dealing 
with a life or death situation, because of the
immanent possibility of losing a job or a busi-
ness. 

If you are currently feeling discouraged or
worried, let me urge you to follow the exam-
ple of the Pilgrims by learning what it will
take to survive in the future. 

You have an advantage in this process, be-
cause a myriad of business resources are
available to you. 

Back then, only Squanto and the Abnakis
had the answers that enabled the Pilgrims to
survive in the Massachusetts wilderness. 

In fact, your problem may be the exact op-
posite of what the Pilgrims faced; there
might be too many possible solutions to the
issues you face. 

However, like the Pilgrims you must seek out
someone, or a group of people, who can be-
come a “Squanto” for your business. 

In the past, the term “Independent Dealer”
has often been associated with isolationism
and proudly so. 

However, the sheer complexity of the chal-

Learn, Change, Celebrate
By Tom Buxton
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lenges our industry faces, not to mention the
trials and tribulations in our overall econ-
omy—should make us realize that being an
island unto ourselves is no longer profitable
or especially wise. 

Isn’t it time that you begin to trust others to
assist you in solving the difficulties that your
business is facing?

This year, I have seen numerous businesses
fail because they did not seek assistance
until it was too late. 

I have also been privileged to observe other
entrepreneurs pull their businesses back
from the brink by asking knowledgeable ac-
quaintances from their wholesalers, buying
groups or other providers to become part-
ners rather than merely vendors. 

Those businesses that are surviving and
thriving in this economy are run by leaders
who understand the power of collaboration
along with the inevitability of change. Here
are a few of the changes you might need to
consider.

Expanding your product offering in order to
feature new lines of business like:

• Managed Print Services
• Furniture (Yes Furniture)
• Jan San/Break Room
• Promotional 

Changing your cost structure by:
• Stocking more/Stocking less
• Outsourcing more deliveries or adding

additional trucks and personnel
• Adding or cutting back on inside/out-

side salespeople
• Changing your management team and

style

All of these bullet points involve change and
if you evaluate them quickly by partnering
with trusted advisors, your company can
face 2011 with a plan and a budget designed
to make it thrive. 

When you have a budget and a plan it’s time
to celebrate and there isn’t a better time than
November 25 to begin the party. 

Imitate the Pilgrims, because in spite of chal-
lenges that were far more serious than most
of us will ever face, they found a way to
learn, change and celebrate. And if they did
it, we certainly can!

Happy
Thanksgiving!

Tom Buxton is founder and CEO of InterBiz-
Group, a consulting firm that works with inde-
pendent office products dealers to help
increase sales and profitability, For more infor-
mation, visit www.interbizgroup.com.
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As we enter the 2010 home stretch,
you may be inclined to celebrate
what you have accomplished over
the past year as well as reflect on
your shortfalls. 

Did you accomplish your goals? Did
you execute your sales strategies
as you had intended?

Are you prepared to start all over
again in just a few short months?
And what are you going to do differ-
ently in 2011 to get better results?

November was always an anxious
time for me as a sales leader, just
knowing that it was time to begin the
planning for the new year and work
on budgeting and quota setting
once again. 

We all know how important it is to
set time aside for this type of plan-
ning, do the data analysis, look at
the trends in your business and as-
sess the strengths and talents of
your sales organization. 

But before we get ahead of our-
selves, let’s remember, the year is
not over! And there are things can
you do, perhaps more tactically,
between now and the end of the
year to set yourself up for success
in 2011. 

One of the best
practices you

can adopt for Q4
is to launch an ag-
gressive sales con-
test to create fresh
focus and motiva-
tion that will carry
you through the
end of the year

and during the
holiday months.
This month, I'd

like to share some key elements for creat-
ing a successful sales contest and ideas to
make it focused, fair, and fun.

Focus: Before you begin a sales contest,
it's important to put some careful thought
into its design and key elements. 

Begin by considering your contest’s ob-
jectives, your budget, as well as rules and
guidelines. 

Put your contest plan in writing and share
it with everyone in a team meeting. Launch
the contest with enthusiasm, clear inten-
tions and confidence in everyone's ability
to win while emphasizing the objectives
and the value to them for participating.

By participating, they may win something,
of course. Be certain, however, to com-
municate the residual value—new busi-
ness earned now, improved retention
rates, selling additional product lines—
and highlight the effect all of that will have
on the next 12 months! 

They may not connect these dots, so it’s
important to do it for them. Answer any
questions and confirm that you have
everyone's support and buy-in.

You don’t want anyone feeling as though
the contest is confusing or unfair or viewing
the reward as not sufficient for the effort. 

That’s why it is very important to plan in
advance and anticipate how everyone in
the team will be affected and motivated.
Use the following checklist: 

n Describe the contest in great detail
n Explain the key objectives for the
business
n State individual and team goals
n Explain how they will be measured
n Discuss any assistance and tools to
be provided
n Explain how and when you will re-
ward the contest winners

Fair: Everyone participating needs to feel
that he or she has a great opportunity and
an equal chance of winning, regardless of
the various individual levels of experience. 

For instance, the contest might not be
perceived as fair if winning is based on
selling the most. 

Winning goals should be different for each
sales rep based on their position, individ-
ual expectations, and level of experience.
This way they are competing against
themselves, rather than directly against
another sales rep. 

As an example, you could establish activ-
ity goals for the number of appointments
expected within a certain timeframe and
number of accounts closed. 

We recommend including a team element,
such as rolling up individual goals into
team goals and making it possible for
teams to accomplish their collective goals
and win as well as individuals. 

When you create a team-driven contest, it
makes it possible to incorporate all em-
ployees and other departments rather
than just your sales organization. 

This takes fairness to another level: When
all employees feel that it’s not just “sales”
that get opportunities to earn extra money
and are perceived as the only group that
contributes to the organization’s success.

For example, if you’re having a push to
achieve the year-end quota for the com-
pany, and you hit that goal, then everyone
who contributed can share in the winnings.

We have seen, in such contest circum-
stances, delivery, customer service, and
accounting staffs all begin to push and
challenge the sales reps to succeed, since
they all have some skin in the game.

Fun: The contest won't be any fun if the
prizes and rewards are not something de-

CONTINUED ON PAGE 49
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Winning Sales Contests

By Krista Moore
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sirable. If the contest is perceived as too dif-
ficult, boring, or not worth the rewards of
winning, then that is exactly what it will be. 

Be creative and establish a memorable
theme that you can easily incorporate
throughout your program. It’s also a good
idea to have some timely, smaller rewards
along the way, rather than waiting for one
grand prize. 

Cash rewards tend to be more of an incen-
tive at this time of year, since everyone could
use some extra cash around the holidays. 

Consider the wants and needs of your team
members and what would truly motivate them. 

Perhaps it is a weekend at a local spa,
earned days off work, an iPad or a gift cer-
tificate to a wonderful local restaurant. 

Keep in mind, common electronics or items
that you have in the warehouse are not likely
to be much incentive.

I remember witnessing how fun a sales contest
could be a few years back when I visited The
Phillips Group in Middletown, Pennsylvania. 

They had an all-employee contest that in-

cluded a large plastic tree called the Money
Tree. The tree had white envelopes with var-
ious dollar bills ranging from $10-$100. If
someone received recognition from a cus-
tomer or was an overachiever for the month,
they got to pick from the Money Tree. 

There was certainly an element of surprise
because they didn't know what was in each
envelope. But what made it even more fun
was the sales manager who was highly en-
gaged in the contest and dressed up in an
elf costume to give out prizes. 

You can imagine my surprise the first time I
meet this gentleman in person; he was a 6'
2" elf with green stockings, pointed ears, and
gold, curly toed shoes!

Adding an element of chance or surprise into
a contest makes things more fun for everyone. 

For example, we've often recommended
contests built around earning points and the
more points earned, the more times your
name gets put into a hat for a particular
drawing. 

Contestants earn points for certain activities,

and the more you do and earn, the greater
the likelihood of winning. But there is still an
element of chance involved; anyone could
get lucky.

Most important, I want to emphasize that NOW
is a great time of year for a sales contest. 

Competition sometimes goes slack during
the holiday season. It also is a great time to
get appointments; prospects tend to feel
more generous around the holidays, and
more likely to give you some of their time. 

There’s no reason why a festive season can-
not also be a profitable season. So put a
contest together. Give it focus, make it fair,
and by all means have some fun!

Krista Moore is president of K Coaching, LLC,
an executive coaching and consulting
practice that has helped literally hundreds of
independent dealers maximize their full
potential through enhancing their sales
strategies, sales training and leadership
development. For more information, visit the
K Coaching web site at www.kcoaching.com.
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