

















VISION 2012 continued from page 36

B Margin Management for
Sales Professionals
Phil Barnette, United Stationers

You'll learn how to understand and man-
age pricing decisions and recognize how
those decisions affect your income. Top-
ics include product sensitivity and pricing
intelligence, managing customer con-
tacts and how to increase prices and re-
tain your customers. You'll find out what
pricing decisions you control and how
the competition is approaching pricing.
It’s all about sales professionals making
more money without having to sell more.

B Winning with E-mail in a Digital World
Keith Ruehl & Dianne Lucca,
United Stationers; Nate Romance,
Exact Target

In order to win big through e-mail cam-
paigns, you need to know which elements
are right for you and your customers.
Don't let the complications of the digital
world slow you down. This seminar

NNV

ExTEND YOUR VOICE WITH

AMPLIVOX'

PORTABLE SOUND SYSTEMS

teaches you how to use an Integrated
Digital Marketing Program to navigate
through the world of digital. Topics in-
clude the power of e-mail relevance and
advanced e-mail techniques. You'll see
firsthand how it all works together.

W Market Xpert

Rick Marlettte, OP Software

You’ve heard of Item 411...you may have
heard about United’s Market Xpert...but
do you know how to get the most out of
this system? Come and hear from the
developer of the program how to best
utilize the vast amount of information
that is at your fingertips with Market
Xpert. You'll learn about best practices
and shortcuts that can give you the
knowledge you need and that could help
you close that next deal.

Bl Outbound Campaign Services

Curt Heick, Rich Buel & Tracy Romano,
United Stationers

It’s time to learn how United Stationers’

Outbound Campaign Services can help
drive business growth by serving as an
extension of your own in-house market-
ing and sales departments. Discover the
keys to prospect pre-qualification, data
cleansing, brand awareness building,
lead generation and more.

Your Share

W Public Sector Dealer Panel

David Haugh, United Stationers

Facilitated by David Haugh, the head of
United’s Public Sector Management
Group, this session will provide an
overview of United Stationers’ strategic
consultative support that is available to
eligible public sector-focused resellers.
Hear from a panel of independent re-
sellers who will share their experience
engaging with the Public Sector team
and how they were able to achieve bid
success.

CONTINUED ON PAGE 38

Multimedia Lecterns, Podiums and Lecterns

A STYLE FOR
EVERY SPEAKING NEED

Dealers: Call to Profits

AmpliVox has added to its most popular
podiums with versatile new choices.
0
14 choices in clear or tinted.
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650 Anthony Trail, Suite D., Northbrook, IL 60062 - 800-267-5486 - ampli.com
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VISION 2012 continued from page 37

B Expansion of Furniture Programs B Universal Brand Reveal The Substance discussion will evolve

Steve Schwarz, United Stationers

Enter the exciting world of furniture and
learn how you can maximize margin and
lift sales by capitalizing on this product
category. During this session, you’ll gain
an understanding of new and innovative
furniture programs which allow you to
get the furniture you need, when you
need it, where you need, it and at a com-
petitive price!

M Selling Technology Products in Today’s
Market
Steve Schwarz, United Stationers

The technology market is probably the
fastest changing market we deal in.
Come and learn what’s changing, why
things are changing and most impor-
tantly, how to address these changes.
This session will provide insights into
how to capitalize on United’s programs
that can help you embrace the change
and win in this space.

Jon Monge & Glenn Moore,
United Stationers

During this seminar, you’ll engage with
Universal’s brand manager to under-
stand exactly how Universal is posi-
tioned against commodity brands and
ways you can gain more margin along
the way. Universal comes not only with
40 years of history but also with a broad
line of 1,200 office products in over 50
different product categories. You'll also
see how Universal is rebranding to give
you more brand power, support and
margin flexibility!

B Cashing in with Cleaning & Breakroom

Mark Pelletier, United Stationers

Growing any new or challenging piece of
business is all about receiving programs
filled with Substance and Support. Dur-
ing this seminar, you’ll learn about
United’s offer of “Substance and Sup-
port” to maximize and cash in on clean-
ing and breakroom sales opportunities.

around new products, promotions and
training to educate and build category
confidence. Additionally, category sales
and marketing tools are supporting items
designed to assist in getting your clean-
ing and breakroom message out to your
customers. You'll learn how to utilize
these tools with your seasoned field sup-
port management team to help market
your initiatives on the street.

B United Dealer Training - The Ultimate

Training Experience
Phil Barnette & Kevin Lah,
United Stationers

Today’s sales professionals have to be-
come specialists to earn credibility and
the trust of their customers. When you
attend the UDT workshop, you’ll learn
about the new programs and tools that
will give you the knowledge and skills
necessary to compete and succeed in
today’s business environment.

CONTINUED ON PAGE 39
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VISION 2012 continued from page 38

Vision 2012 at a glance

Thursday, November 15
Tuesday, November 13

o ] 7:00 am - 8:00 am: Breakfast ........... Venetian Ballroom A-E & L
Main Airport Arrivals ........ccocceeeviieeeiineenn. Hotel Groups Entrance
9:00 5:00 pm: 8:00 am - 9:30 am:
LY am = B pm. ) General Session .......ccccveeeecieeeeennennn, Venetian Ballroom F-J & K
Group Registration ..........ccceieerieieni e Artist Foyer
6:00 9:00 pm: 9:30 am - 3:30 pm:
0 pm =9 pm. ) The Experience & High Engagement Zones............ Exhibit Hall D
Welcome Reception and ................... Venetian Ballroom A-E & L
Buffet Dinner 11:30 am - 1:00 pm: Lunch ............... Venetian Ballroom A-E & L
6:00 pm —9:00 pm: HP Party .......ccccceeeeceeeeeieen. TAO Nightclub
Wednesday, November 14 h VISION 2012
7:00 am - 8:00 am: Breakfast ........... Venetian Ballroom A-E & L ( ) ENGAGE
8:00 am - 10:30 am: V
General Session .......ccceveiiiiienieene Venetian Ballroom F-J & K MindShare MarketShare YourShare

10:45 am - 11:30 am: Seminars ..... Titian & Veronese Ballrooms

11:30 am - 12:45 pm: Lunch.............. Venetian Ballroom A-E & L Friday, November 16

12:45 pm - 4:30 pm: Seminars ....... Titian & Veronese Ballrooms

4:45 pm - 5:30 pm:
Closing General Session .........cccue...... Venetian Ballroom F-J & K

Breakfast on Own

Transfers to Airport and Main Departures

CONTINUED ON PAGE 40

See f If how th ds of
MAXIMIZE REVENUE. oo e
M I N I M I ZE TI ME_ Planner to increase productivity while

reducing both time and expenses in
the furniture sales process.

- Go from an empty space to a
completely specified office in four
quick and easy steps

« Use tens of thousands of popular
items from the United Stationers
Furniture Catalog as well as leading
manufacturer libraries

For a free demo call 508.735.7412
or ron@visual-planner.com

\ | VVISUALPLANNER

Click here to see
Visual Planner
in action

United Stationers dealers: Make sure to visit the Alera booth (#552) during the Vision Conference on November 15th
at the Venetian Las Vegas to see a demo and get a $150 discount towards new subscriptions.
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Supplier Expo: The Experience 2012 continued from page 39

The Expo at this year’s Vision will have an extra dimension as The Experience 2012 combines an industry trade show with multiple "High
Engagement Zones" that demonstrate high-power solution-selling at its finest. Listed below are exhibitors as of September 25, 2012.

EXHITOR BOOTH  EXHITOR BOOTH  EXHITOR BOOTH  EXHITOR BOOTH  EXHITOR BOOTH
Accentra, Inc................. 235  Consolidated Stamp......722 ~ HON Company .............. 308  Media Sciences............. 638  Saunders
ACCO Brands Inc........... 608  Cosco Home and HSM of America............ 346 Millennium Mat............. 341 Manufacturing Co......... 442
Acme United Corp. ......231  Officé ProdUCtS ......... 841 Henkel - A Dial Mohawk Paper........... T1g  SCACBAN e 647
Acroprint Time Recorder Crayola.......ccccoeeveveneee 219 Corporation................... T23 Monarch Marking Selco Industries, Inc.......560
Company ......cccoceeeveenee. T12  DDMS....ccoieiinnen. 455  Heritage Bag (Avery Dennison........... 706 Sharp Electronics.......... 215
Acsellerate............... 455  DMI Office Fumniture....221  COMPANY oo 302 NOPA . 531 ShurTech Brands..........813
Advantus Corp. ............. 413 Deflecto....cccvvvvevecenenee. 819 Hewlett Packard........... 616 National Office Smead
Alera/United Brands......552  Digital Gateway......... 455 ?:)%Engagement ous Furniture......cccocoevevevnes 807  Manufacturing Co. ........ 701
Amax/Stanley Bostitch .716  DiverselD, LLC ........ 28t Encagement Navigator Paper......... 633 J.MSmucker Co..........T15
AMPIVOX e 220 DIVETSEY.rroorersrrorren 548 ZON .o 4op  Neenan Paper.......... 236 S0l0 CUp v 6
Animated Vision ............ 321 DiXi€ oo 837 High Engagement Nekoosa Coated Solo/U.S. Luggage....... 124
7 746 Products .......cccccevevevnnee 532 Sonv Electronics T4
Anle Paper Dixon Ticonderoga Co. ..738 M€ i Nib Nish/abiliy 0 - y EIECIION(CS ...........
Company, InC. ............ 647 House of Doolittle.........652 - oD ONE ..o Soporcel North
Domtar Paper Co........... 809 :
. OPMA .....covverieiirenes 714 America.......ccevvvvveneee 633
AOSWare ........cccovveennn. 238 . Iceberg Enterprises.......540
Drimark Products, Office Part 242 Soundview P 815
Appointments Direct ....615  INC. .covevvevevreerrceeernee, T10  Identity Group ............... 558 (CE TATNES o OUNCVIEW Faper.........
ACHSHC 1o 742 Durable Office IMALON ..o g1g  Office SN, INC. ... 220 Southwortf
ACA-GIANCE o 708 Products ..........cccevueuee. 536 Impact Products LLC.....T41 OfficeWare.........cccoeue.. 757 Spracht........cccceevvienne.
Avery Dennison............ 202 Duracell........ccccevevevnenee 646 ANt PIUS o 201 PM Company ................ 533 Stout.....ccceeivivieiriene,
Balt/Best-Rite ... 436 ECi. e 455 Independent Pacon Corporation......... 452 SUZANO ....ococvrvcrrenne,
BIC USA. NG 995 Elmer's Products, Inc. ...213  Stationers .............o....... 735  Paris Business Systgms
. Products .......ccccevevvvenenee 217 Solutions Ltd................. 642
Cw Energizer Battery .......... 304 Innovera Powered
Bi-silque .....cccovvrerinee 339 .
: by CIOVEr .....cocvvereernan 318  Pentel of America.......... 401 Tennsco........cceeeeeeveee. 650
EqualitylS........ccccoco...... 234
Boardwalk / i Pilot Pen 720 Thalerus Gr 546
United Brands............. 350 ES ROBDINS ... 205  International Paper.......307  FHOLFEM .ooovvvsrc. ACTUS GIOUD ...
Boise Cascade-............. 739 Esselte....ccccverrnnen 756 Jumptech PINNACIE v 698 M 725
Brittania................ 455  Eveready Battery Co.....304 Kantek, INC........ocrcvvernnee T2  Plantronics...........ccce..... 534 Tombow USA ................ 451
Brother International Evolution Software........ 541  Katun Corp/ P;_ XS oomoreon T18 [P PO "
Corporation................... 332 Media Sciences............ 638 OTAMENCA ..oovessvvvsen Trend Enterprises, Inc....T17
Falcon Safety ) Printroni 333
Burnes of Boston Products, INC........oo....... 207 g'rg}ggg% r?ell?rk 125 TETOMIK v THMEGA wvvvveevereeeveenns 551
(DAX) o 440 Fellowes, Inc................. 326 Lathem Time. """"""""" 933 Procter & Gamble......... 645 United Stationers .......... 402
Bush Business FIFEKING .o 518 Quality Park Products....T40 i ersai/united
Furniture ....cococoevevevnee 736 Lee Products................. 337
. Rayovac...........ccceveunee. T21 Brands........cocoeeveriienenee 416
Business Management Fiskars Brands Inc. ....... 749 )
usiness Manageme Lexmark International ...803  geq Chegtah VEICro USA .o 539
International.................. 657  Floortex .....cccovvvevnennes 654 .
Logic Block................... 515  Software..........cccoewee.... 625 ) .
Verbatim Americas........ 535
Canon USA.......cccceuevnee. 604  Fortune Web Loditech 240 Rediform 704
Carl Manufacturing Marketing .................... 740 HOOMECM...oooiirrrrrrr 280 OTIOH e Victor Technology.......... 617
USA, INC. oo 640  Fuji Film MBS DEV.cvrvvv 340 Rubbertnaid Commercial = gy oo T8
North America............... T22  MMF Industries............. 335 T
Carson-Dellosa Safco Products 296 Vitech
Publishing.........cccccoevnaee T9  GOPD,LLC.......co........ 449 Marcal.......cccevvvevenne, 815 T T Communications............ T16
Chartpak, Inc................. T13  General Electric............. T14  Martin Yale Industries....208 SABS-T o 751 Webster Industries......... 222
Chenille Kraft Company..T5  Georgia Pagific............ 837 Master Manufacturing..737 ~ Samoil COMP v 753 Xerox SUpplies ... 403
City of Hope .......ccvueee. 602  Global Industries............ 434 Max USA Corp.....ccoeuene. T1 SAMSONTE..cvverercren 447 Zebra Pen Corp. ............ 747
Clover Distributing ........318  Go-Jo Industries............ 232 MaXelloooomoo g7 SAMSUNG oo 537
Colgate-Palmolive Co.....T3  Green Mountain The Mayline Group........ 445 Sanford Brands.......... 214
Coffee Roasters ............ 759
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By Troy Harrison

What if | told you that Number One char-
acteristic of a good sales rep is simply to
be a decent human being? We have op-
portunities to demonstrate character—or
lack of character—every day in our selling
careers.

Our success or failure in those opportuni-
ties will, over the long run, determine our
career trajectory. | can train for a lot of
things, but | can’t train someone to be a
good person.

We all have opportunities to demonstrate
character in our sales world, and I’d like to
discuss some indicators of good or bad
character:

How you treat people whom you per-
ceive are no help: This is a big one. The
reason the man | mentioned above hung
up on me was that | was of no further use
to him, and if | was of no use to him, it
wasn’t worth the niceties to keep a rela-
tionship whole.

| get that and I’'m no angel, either. I've dis-
missed interviews within 10 minutes be-
fore. The key is that | always attempt to do
so politely.

| take the same attitude with networking
contacts, etc. Again, I’m not perfect, but |
always hope that making the attempt
counts for something; and | think it does.

How you confront problems: Think
about the following situation: You have an
angry customer and you know it. Do you
confront the problem head-on by calling or
meeting with the customer or do you duck
and run?

Ducking and running might be comfort-
able, but it is seldom the best solution. You

will gain respect, even from people who
are dissatisfied with your performance, if
you confront problems head-on.

Truthfulness: A very good friend of
mine was applying for a selling job re-
cently, and she had just been fired from
her previous employer.

She asked me how to handle her recent
firing when it came up in the interview. |
advised her to be truthful.

| told her she should explain that she’d
been fired, honestly tell the interviewer
what her numbers were (they weren’t bad),
and what she’d learned, if anything, from
being fired. She did so.

Today she is employed in what just might
be her own personal dream job and I’'m
confident that she wouldn’t be if she’'d
tried to “spin” the situation.

You have promises to keep: The big-
gest complaint about salespeople (well,
besides pushiness) is that they make
promises to customers and then don’t
keep them.

Want to differentiate yourself? Keep your
promises!

Of course, sometimes the biggest part of
keeping your promises is knowing what
promises NOT to make.

| had a situation recently where I’'m pretty sure
| could have sewed up a recruiting assign-
ment by simply making a commitment about
the characteristics of the final candidate.

The problem was that | wasn'’t sure | could
keep that commitment. Searches tend to
be unpredictable and the particular char-
acteristic my potential client was asking
about might or might not be present in the

final candidate (I base my recommenda-
tions on anticipated performance; charac-
teristics that don’t correlate to perfor-
mance aren’t part of my process).

Result? | got the assignment after a couple
of weeks’ more selling and | got it on terms
that | knew | could fulfill. Sometimes the
quick and easy route becomes hard later.

| look at this list and think that just about
all of the items on it should be obvious.
Unfortunately, they seem to become less
obvious every day.

In many ways, good old fashioned charac-
ter is something that has fallen out of fash-
ion in our society. Don’t be a victim to that
trend. Be the kind of person your cus-
tomers could trust with their dogs and
you’ll be the kind of person who is very
successful in selling.

Troy Harrison is the author of “Sell Like You
Mean It!” and the president of SalesForce Solu-
tions, a sales training, consulting and recruiting
firm. For information on booking speaking/train-
ing engagements, consulting, or to sign up for
his weekly E-zine, call 913-645-3603, e-mail

TroyHarrison@SalesForceSolutions.net or visit
www.SalesForceSolutions.net.
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By Tom Buxton

Every once in a while numbers can convey important concepts more
effectively than words.

So this month | thought | would share with you a selection of the
numbers that | have found to indicate relative costs within the office
products business.

These numbers have been derived from my experience with hun-
dreds of independent dealers and could be useful to you as a bench-
mark for your own company’s costs and margins.

However, | do not claim that these are valid for every dealer or every
circumstance. Please use them as guidelines only.

Above Average Dealer Cost to Do

STOCKING NON-STOCKING
Warehouse & Delivery 6.3% 4.0%
Selling/Sales Management 9.2% 8.9%
Occupancy 2.2% 1.5%
Office 3.9% 2.9%
Admin/Officers 6.9% 6.1%
otal Cost to Do 5% 4%

Your profit and loss statement contains all of these numbers and
should be used to guide your enterprise.
Many dealers within our industry do not create budgets. However,

with the constant changes we are seeing within our business, could
this be the year to step up to that task?

By comparing your own actual numbers with these guidelines, you
might be able to create a budget for next year that will ensure higher
profitability, while leaving room to fund growth initiatives.

Do you want to grow jan-san, furniture, promotional, supplies, etc.?
What will it cost and how will you provide capital for the plan?

Most of these questions can be answered by examining this year’s
sales and your overhead.

You will also need to know two other pieces of information: What is
your gross margin and how does it compare to others in our business?

An above average gross margin, not including rebates, ranges from
30-33% within full stocking dealers to 27-29% in stockless (except
for copy paper) dealers.

Could you raise it by a point or two for 2013? For many dealers that
one action alone will enable them to invest in future growth. Hope-
fully, you will agree that it is worth the risk.

What do you want to do in 2013? Better starting planning now, be-
cause your company’s future can be very bright and bringing 5% to
the bottom line is definitely possible.

Please feel to email or call me with questions or clarifications about
these numbers.

Tom Buxton, founder and CEO of the InterBizGroup consulting organization,

works with independent office products dealers to help increasesales and
profitability. For more information, visit www.interbizgroup.com.

Is you business a bit behind the times?
We Can Help You Transform Your Culture
and Improve Profitability Now!

Measurable Outcomes
- A Strategic Plan

- Manageable Budgets
- Sales Growth

- Cost Reduction

- Margin Enhancement

www.interbizgroup.com - 720-289-8930 - 2153 S. Parfet Drive - Lakewood, CO 80227
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Wouldn't it be great if A \ K
every sales rep who ]
works for you was /
only motivated by °
money? They would then feel their
own incentive to make the most of
each sales day, open up new ac-
counts, go for larger deals, manage
their margins without being asked
and focus on growing their territory
year over year, regardless of the
economy... just so they can make
more money.

| think we can all agree that it’s not
that simple. | talk with many business
owners and sales leaders and this is
a hot topic.

They are seeing their sale reps more
frustrated than ever with competitive
environments. Reps are having diffi-
culty adjusting to changes in their
methods of going to market and es-
tablishing relationships. They’re con-
fused about expectations.

As a result, they’re not finding the
same success they did in the past. In
addition, many dealers are seeing
complacency setting in. Their more
tenured reps are seemingly happy
with their current salaries and stan-
dards of living and don’t feel any in-
centive to work any harder than they
need to sustain that.

What do you do? How can you
change their attitude? Can you mo-
tivate and manage them to higher
achievements?

Many people don’t necessarily think
S0, believing that motivation comes
from within. But some of you do be-
lieve you can affect them in a posi-
tive way, you’re just not sure how. We
can all agree, however, that it’s cer-
tainly worth a try!

N

_NSO0F MO
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By Krista Moore

Let’s explore the nature of motivation
and see how you can influence and
affect the actions of others in a posi-
tive or a negative way.

Yes, motivation comes from within,
but as employers and managers,
your influence can make a difference
on the actions of others in a motivat-
ing or a demotivating way.
Motivation is a set of attitudes that
direct behavior. It is the “what,”
“why,” and “how” behind the rea-
sons for our actions.

First and foremost we need to under-
stand why our employees do what
they do. What is driving their behavior?
And how can you coach them so
they are motivated and get the re-
sults you are looking for and that
they desire?

One of my favorite quotes on moti-
vation is from Dwight Eisenhower:
“Motivation is the art of getting peo-
ple to do what you want them to do
because they want to do it.” The key
words for me are “the art” and “be-
cause they want to do it.”

It’s our job to figure out what drives
people’s thinking, attitudes and be-
haviors so we can influence and im-
pact them in a positive way, until
ultimately the results we want be-
come the results they want!

The Art and Science
Behind Motivation

Many of us are familiar with Maslow’s
Hierarchy of Needs and his Theory of
Human Motivation.

This model is certainly worth review-
ing to understand that individuals are
motivated by achieving basic needs
and when basic needs are present
and felt, we are positively affected
and our actions show it.

These basic needs can be consid-
ered hot buttons or triggers to which
individuals respond positively in their
environment.
They naturally build upon each other
in a hierarchy, ultimately reaching
personal fulfillment and growth.
If you overlay this model with what
you know about an individual’s
thoughts and desires, you can clearly
influence their behavior in a positive
way. And this is where the science of
motivation meets the art.
Let’s look at this model from a busi-
ness perspective and determine if you
have a work environment that can aid
in fulfilling the basic human psycho-
logical needs that create motivation
or if, conversely, your environment or
circumstances might dampen your
employees’ motivations.
Biological and physiological
needs: Basic life needs such as
air, food, water, shelter, sleep and
money.
Security: Secure environment,
stability and non-threatening
circumstances.
Belonging and love needs: A
sense of being a part of something
larger than oneself, a team, fair
treatment, fulfilling social, family
and professional relationships.
Self-esteem: Confidence, a sense
of value as an employee,
recognition, prestige,
empowerment, achievement,
status and responsibility.
Self-actualization: Personal
growth and fulfillment. This is the
final level of psychological
development that can be
achieved when all physical,
psychological and intellectual

CONTINUED ON PAGE 44
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Art Behind Motivation continued from page 43

needs are fulfilled and the

“actualization” of full personal potential

takes place. This is also “the full

realization of one’s potential,” and at this

level there is high motivation.
Statistics show that the more companies can
meet the basic needs of their employees, the
more motivated those employees will be.
Consider how a work environment or a
management style that is threatening or one
in which employees feel they are not treated
fairly, appreciated or valued can impact
morale.
It is important to identify the factors inhibit-
ing motivation that can be corrected, as well
as determining demotivating factors that
may be beyond your control. Knowing
about demotivating circumstances and their
implications is a great first step in address-
ing motivational issues.

Low morale: Are there individuals in

your company (including yourself) that

may be affecting the overall morale of

your team?

Lack of interest or challenges: Is a

general lack of challenge or

accountability contributing to increased
complacency?

Competitive environment: Is the
competitive level of the environment
dampening motivation—counter to our
traditional expectations regarding
competition in a sales environment?
Stress and pressure to perform: Is
your current management style or
attitude, combined with your own stress
levels, creating undue pressure or stress
that is demotivating rather than
inspiring?

Family problems: Are family
relationships, illnesses or personal
problems affecting an employee’s ability
to perform?

Depression: Does an employee show
signs of depression (this is a real and
increasingly common factor)?

Change: Do you perceive a resistance,
struggle or difficulty adapting to
change?

Values are disrespected: Do employees
perceive that they are valued? Every
individual has his own value system.
Values such as trust, respect, work ethic

and integrity are strong. If an employee
feels these values are not respected, their
motivation can be severely impacted and
in many cases they will likely revolt or
eventually change jobs.
It is important to understand that we can mo-
tivate others, but it is an art and a science.

We first need to clearly understand each indi-
vidual’s wants and needs and then determine
how we can influence their behavior through
our actions, words and work environment.
Changing how we communicate, our man-
agement system and style can have signifi-
cant impact on how others will respond and
react. Sometimes if we want others to
change, we have to change.

In next month’s issue, we will address what
you can do to make positive changes and mo-
tivate others to be the best that they can be!

Krista Moore is president of K.Coaching, Inc, an ex-
ecutive 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 K.Coach-
ing’s web site at www.kcoaching.com.

- Office Pro

uct Sales Professional...

Are you ready to use a proven
system that will help you WIN

New Business?

Our Winning New Business Success Kit was designed to give your reps the
confidence, motivation and tools to prospect more, think strategically, sell
value not price and close more business faster!

p Step-by-step instructions on how to find your
Ideal Prospects — the ones that will become

long-term, loyal customers.

P A fully-built, ready to execute Appointment
Setting Campaign including phone scripts, email
templates, drop-off ideas. Get in the door of your

most challenging prospects.

L~
.
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K.COACHING,INC

ignite your potential
919.554.4505 | www.kcoaching.com

P Exciting new ways to capture the attention of your
high-level buyers using proven "targeted messaging"

that will help you speak their language.

P PLUS...over 15 proven scripts, job aids and email
templates that you can add your logo and business
name to and use immediately to open new accounts.

Limited Time Offer

Regular price $988, limited time offer of
$494, expires October 31.

http://www.kcoaching.com/new
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