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Combining solid sales
techniques with online
tools has enabled

Corporate
Environments

to evolve and expand
aespite the economy.
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There are three really interesting things
that help Corporate Environments stand
out as an office furniture dealership. The
first is that, despite the economy and a
20% decrease in revenues in 2009, they
are expanding their vertical market
categories to include K-12. The second is
that they are not just about the furniture.
The revenue stream at Corporate
Environments is drawn from a wide range
of products and services that you may
not find in a typical dealership. And finally,
and probably most importantly, over the
past year and a half, this dealership has
embraced the Internet and all its many
tools as a way to cost effectively market
themselves, their products and services.

In business since 1991, Corporate
Environments is a $10 million Herman
Miller dealer located in Bethlehem, PA.
With 30 employees, including six
dedicated salespeople and a business
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development manager, Corporate Envi-
ronments has traditionally focused its
efforts on providing quality furnishings to
the corporate, higher education and
healthcare markets.

Like most dealers, when the recession
reared its ugly head and corporate sales
began to fall, Corporate Environments
looked at ways that it could reduce costs
and fill the void by better managing
finances, increasing their used furniture
offering and promoting services like
cleaning and reupholstering.

Corporate Environments also sought out
ancillary products that would allow
them to provide more than just the
furnishings. Window treatments, lighting,
accessories, presentation products, floor
coverings, sound masking and even
solar panels allow CE to stand out from
their competition.

continued on page 19
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“Ancillary products and services were something that
salespeople would think about as an afterthought,” said Steve
Pettia, Corporate Environment’s vice president of sales &
marketing, who explained that the economy has opened the
sales department’s eyes. “We are not just furniture, we are all
about offering solutions that address the entire workplace
environment and we drive it home as much as we can. It didn’t
happen overnight but we are seeing the results.”
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“While day-to-day business is important to any dealership, we
really wanted to reach out to the A&D and construction
communities to secure larger projects and the K-12 market
seemed like a great fit,” said Pettia, who explained that he and
his team got tired of driving by local school construction sites
and seeing all the work they weren’t getting. “With strong
business in higher education and a decent reference list, we
decided to target a seven-county area and move forward. We
talked to other Herman Miller K-12 dealers in other states and
planned our strategy.”

Under the guidance of a local PR agency, early last year
Corporate Environments created Education Environments, an
offshoot of the company geared specifically to the education
market. Goals were outlined and plans made but how, given the
state of the economy, could Education Environments effectively
market this brand new company without costing a small fortune?
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With the help of technology manager Brian McGonigle and
director of new business development, Chuck Stehly, Pettia and
his team came up with an approach to drive sales by marketing
Education Environments as a leader in the education market and
getting involved as early as possible in the bid specification
process to work with project planners while simultaneously
educating the school principal or decision maker.

Working with a marketing budget that had already been cut
back to help streamline expenses, the decision was made to
take a more hands-on approach to marketing, while using the
power of the Internet to extend the new company’s reach into
the marketplace.

“While we cut back on advertising and shotgun blasts, we
created more targeted pieces that focused on a particular
market and sought to draw new and existing clients to our
showroom,” said Pettia. “We enlisted the help of our vendors
and began offering CEU-accredited classes and hosting events
to showcase our wide range of products.”

Instead of taking clients on a bus trip to NeoCon East in
Baltimore as it had done in previous years, the dealership hosted
an open house in its showroom with a NeoCon theme. Their
exhibit type show drew more than 150 current and potential
customers to check out new products and learn about not only
Corporate Environments but Education Environments.

They say a picture is worth a thousand words and Corporate
Environments embraces this philosophy to create sales pieces
and case studies on many of their projects. Utilizing a simple
template, salespeople can easily create a sales flyer that outlines
projects with complete product lists and photos of finished
installations. References and testimonials are also incorporated
to create a complete sales portfolio which can also be used as
a marketing piece to garner more business in a particular area.

“It’s often an added vote of confidence that many clients need to
solidify a sale or to realize what we can do,” said Pettia. “We make
a point to do these things and create more lines in the water.”

One example of the effective use of these flyers came when a
salesperson visited a branch office with a project flyer featuring one
of their sister branches. “The company had no idea that we had
done work for the other branch until we showed them,” said Pettia.

Another example was a flyer created from a testimonial praising
Corporate Environments for a furniture cleaning job well done
at a local college. “We sent the testimonial in a flyer to college
facility managers offering similar services to other schools during
their winter and spring breaks and received a great response,”

he continued.
continued on page 20
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All of the company’s marketing efforts are wrapped into a strong
online presence. Whether through Corporate Environments’
website complete with a retail used furniture site; with its newly
developed Education Environments site, or by embracing social
networking, Corporate Environments is positioning itself as an
informational source for both existing and potential customers.

Like Corporate Environments’ website, the newly designed
Education Environments site will feature product information,
industry and company news, as well as a blog and links to
Corporate Environments’ social networking sites including
LinkedIn, Facebook and, most recently, Twitter.

“The site itself is really a web presence to put a face to our K-12
division, Education Environments,” said McGonigle. “Our intent
is to use the site not only as an information resource for
Education Environments and the products we offer but also
provide a comprehensive K-12 industry resource with white
papers, project profiles, new products
announcements and blog. By developing
the site to function in this manner along with
the various other marketing materials we’ll
be creating, we feel we will make a big
impact on our K-12 targets in the immediate
area and show a strong local presence
which is lacking for the most part. This is
pretty evident by the fact that we’ve already
been approached by two A&D firms to work
on three K-12 projects in 2010. Not a bad
start considering we feel we are just getting
out of the gate with this initiative.”

According to McGonigle, who maintains the
company websites and social networking
posts, the foray into social networking
started about a year ago and was
exploratory at first.

“It started off with LinkedIn, where | built a
profile and joined local business groups and
those related to our industry,” said
McGonigle. “Seeing the potential, | got the
salespeople to join and we really began to
market our company through these groups.”

McGonigle then developed a company page
on Facebook and tied their blog into the
pages. Today however, McGonigle is most
interested in Twitter and has been marketing
Corporate Environments and Education
Environments as an educational resource to
the more than 80 followers who currently
receive his tweets.
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“Our followers consist of a good local base of companies,
people and even newspapers that we are filtering information
to,” boasted McGonigle. “I try to tweet a couple times a day with
interesting information that is not repetitive or a sales pitch.”

Most recently McGonigle tweeted about a sad cubical contest
that was held. Providing a link to the cubical images, McGonigle
simply tweeted, If your cubicles look like this, you may want to
give us a call. McGonigle has also been known to tweet articles
on green products, cleaning and fun furniture facts.

“The key is to have some fun with it and provide useful
information,” continued, McGonigle. “We’ve gotten a great
response to our social networking efforts and believe it is an
integral part of what will ultimately mean success for both
Corporate Environments and Education Environments.”
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