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“Create constancy of purpose toward improvement of product and 

service, with the aim to become competitive and to stay in business, 

and to provide jobs.” 
Dr. W. Edwards Deming, Out of Crisis, 1986 
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BUSINESS 
DESCRIPTION | 
 

We were founded in 1974 by our President/CEO, O. 
Joseph Balthazor as an integrated system of Sales, 
Marketing, and Physical Distribution.  The aim of 
Hallmark is to distribute products and services that will 
be in demand and to provide a place where people can 
enjoy and take pride in their work. 

We perform sales, marketing and physical distribution 
functions for branded building materials and serve 
residential and commercial markets, channels and 
segments in all or part of twenty (20) states. 

Our Headquarters is located in Waukesha, Wisconsin 
and we have five (5) office/warehouses locations as 
follows: 

1. Minneapolis, Minnesota 
2. Denver, Colorado 
3. Phoenix, Arizona 
4. Dallas, Texas 
5. St. Louis, Missouri 

We are independently owned and part of the ownership 
includes employees through an Employee Stock 
Ownership Plan (ESOP).  
We serve a population of approximately 94 million, 
which represents 29% of the US population.  

 

 

 

 
Our Product & GMA Expansions 
1982 Corian in MN, ND, SD 
1988 Tyvek in SE WI 
2009 Surfaces in CO, WY, UT, NM 
2010 Surfaces in AZ, Southern NV 
2010 Surfaces in CA, HI (DRSO Model) 
2012 Surfaces in IA, NE (DRSO Model) 
2012 Tyvek in Eastern MN 
2012 Surfaces in TX, OK (DRSO Model) 
2015 Tyvek in Northeastern WI & UP of MI (Acquisition) 
2015 DuPont Surfaces in MO, KS, AR, LA, part of IL 
2016 (April 1st) DuPont Surfaces in Full-service model. 
IA; NE; TX; OK; No more DRSO model. CA & HI are not 
part of Hallmark anymore  

Markets & Segments we Serve|  
MARKETS:  Residential and Commercial 

RESIDENTIAL SEGMENTS:  Remodel and New 
Construction 

COMMERCIAL SEGMENTS:  Healthcare, Food Service, 

Corporate spaces, Education, Hotel-Motel, Public 
Spaces, etc 

NOTE: Both residential and commercial segments are 

further segmented. 

Basic Functions We Perform  
1. Sales Contact  

a. Manage and execute supplier programs.  
b. Create demand for our products. 
c. Manage fabrication/installation network. 
d. Provide education and training to the 

marketplace. 
2. Inventory Holding  

a. Maintain product, sample, and literature 
inventory. 

b. Provide visibility to inventory (check stock). 
3. Order Processing  

a. Take and process orders. 
4. Market Information  

a. Develop local market knowledge.  
b. Provide market information back to our 

suppliers. 
c. Build and protect their brands. 

5. Customer Support  
a. Provide a menu of value-added services for 

each channel and segment. (See Value-
added services) 
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DIVISION STRUCTURE| 
 

We are structured with two (2) divisions. They are the 
Surfaces and Construction Products Divisions and are 
based on the products and the channels that the 
products go through.  

Surfaces Division:  
PRODUCTS:  DuPont™ Corian®, DuPont™ Zodiaq® and 
Kohler® Faucets, Sinks and Lavs in four (4) regions: 

FUNCTIONS: Sales, Marketing and Physical Distrib  

PRIMARY CHANNELS: Certified Fabricator/Installers; 
Specialty Retailers, Millwork Houses, mass retailers. 
REGIONAL STRUCTURE: 

 North Region Regional Manager-Dan Karas 

 Southwest Region Regional Manager – Al Sambrano 

 Central Region Regional Manager-Christine 
McDuffie 

 South Region:  Regional Manager – Stan Crawford 

 

 All Regions Commercial – Spec Development 
o Business Manager –Paula Osvold 

 

 
 
 
Construction Products Division:  
PRODUCT:  DuPont™ Tyvek® Weatherization system: 

FUNCTIONS: Sales, Marketing and Physical 

Distribution. 

PRIMARY CHANNELS: Lumber Dealers, Specialty 
dealers, commercial supply houses. 
REGIONAL STRUCTURE: 

 Northern Region: Eastern MN 
o Regional Manager – Ted Reiter 

 North Central Region: Eastern WI & UP of MI  
o Regional Manager – Mike Hoium 

 Central Region: KS, MO, Part of IL (Counties in St 
Louis MSA) 

o Regional Manager - Glenn LeGros 

PRODUCT:  TruStile®Doors 

FUNCTIONS: Sales and Marketing (TruStile® takes the 
orders, processes the orders, and performs the credit 
and delivery functions). 

PRIMARY CHANNELS: Lumber Dealers, Millwork 

Houses. 
REGIONAL STRUCTURE: 

 Northern Region:  MN, IA, SD, ND, Part of WI 

 Regional Manager:  Ted Reiter 
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PURPOSE|Why customers come 

to us? 
 

Customers and specifiers in the residential and 
commercial markets, market segments and channels 
that we serve NEED building products, knowledge and 
information and support in their efforts to increase 
sales, reduce costs, and improve productivity. 

Customers and Specifiers Need Building 
Products to re-sell, fabricate and/or install; use as a 

component of their products; solve problems; and/or 
enhance their surroundings. 
We provide the best match for material needs by: 

 Offering quality products & services 

 Managing inventory  

 Shipping materials from the customer’s local 
Hallmark warehouse  

 Sourcing from other Hallmark warehouses and other 
distributors  

 Coordinating shipments directly from the supplier’s 
factory 

The parts of the Hallmark system that directly match 
this need include: 

1. Customer Service 
2. Warehouse 
3. Delivery 
4. Purchasing 
5. Allocation of inventory 

Customers and/or Specifiers Need 
Knowledge and Information that is 

appropriate, accurate, timely and describes: 

 Hallmark and our product suppliers. 

 Service offering unique to their business. 

 Products.  

 To make informed decisions on sources of 
supply 

 The selection of the right material solution 
for their application(s) 

 The fabrication, installation, use 
maintenance, and warranty 

 Pricing, programs, and our efforts to promote our 
products and services. 

 Product and sample availability, including the day 
and time it will arrive. 

 Current business, industry, technology, product 
trends and best practices that facilitate operating 

their businesses successfully or better serving their 
customers. 

We provide the best match for knowledge and 
information needs by: 
Communicating information and sharing knowledge 
through personal contact, telephone contact, mail, 
email, fax, seminars, webinars, teleconferences, web 
conferences, advisory councils, mass media advertising, 
social network media, internet, events, and training and 
education classes. 
The parts of the Hallmark system that directly match 
this need include: 

1. Customer Service 
2. Sales 
3. Marketing 
4. Purchasing 
5. Credit 

Customers and Specifiers Need Support in 

their efforts to increase sales, reduce costs, and 
improve productivity.   
We provide the best match for support in their efforts 
to increase sales, reduce costs and improve 
productivity by: 

 Increase Sales - Creating demand downstream – 
See Value-Added Services 

 Reduce Costs & improve productivity – See Valued-
Added Services. 

The parts of the Hallmark system that directly impact 
this need include: 

1. Sales 
2. Leadership Team 
3. Marketing - create demand 
4. Customer Service 

FUNCTIONAL ROLES 
The following functional areas of the Hallmark system 
indirectly support the Mission by supporting all other 
parts of the system  
 

1. Technology 
2. Leadership Team 
3. Human Resources 
4. Associate Development 
5. Finance 
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LEADERSHIP & 
QUALITY|  
 

Leadership 
Our leadership is based on Dr. 
Deming’s profound knowledge. It is 
made of these four points: (See our 
Dictionary for understanding how this 
system is manifested in our culture.) 

1. Psychology 
2. Appreciation of a System 
3. Theory of Knowledge 
4. Understanding Variation    

Who is Dr. W. Edwards Deming? 
William Edwards Deming (October 14, 1900 – December 
20, 1993) was an American engineer, statistician, 
professor, author, lecturer, and management 
consultant.  Educated initially as an electrical engineer 
and later specializing in mathematical physics, he 
helped develop the sampling techniques still used by 
the Department of the Census and the Bureau of Labor 
Statistics. Deming is best known for his work in Japan 
after WWII, particularly his work with the leaders of 
Japanese industry which began in August 1950 at the 
Hakone Convention Center in Tokyo with a now seminal 
speech on what he called Statistical Product Quality 
Administration, which many in Japan credit with being 
the inspiration for what has become known as the 
Japanese post-war economic miracle of 1950 to 1960, 
rising from the ashes of war to become the second most 
powerful economy in the world in less than a decade. 
He is best known in the United States for his 14 Points 
(Out of the Crisis, by Dr. W. Edwards Deming, Preface) 
and his system of thought he called the System of 
Profound Knowledge, which are listed on top of this 
page. In addition, Ford Motor Company recruited him to 
“jump-start” a quality movement at Ford. Between 
1979 and 1982 Ford had incurred $3 billion in losses. To 
Ford’s surprise Deming talked not about quality, but 
about management. He told Ford that management’s 
actions were responsible for 85% of all problems in 
developing better cars. In 1986, Ford came out with a 
profitable line of cars…the Taurus-Sable line. In a letter 
to Autoweek Magazine, Donald Peterson, then Ford 
chairman, said “We are moving toward building a 
quality culture at Ford and the many changes that have 
been taking place here have their roots directly in 

Deming’s teachings. By 1986, Ford has become the 
most profitable American auto company and the 
following years’ earnings confirmed that its success was 
not a fluke, for its earnings continued to exceed GM and 
Chrysler’s.  To learn more: visit https://www.deming.org/ 

We are ALL called to be LEADERS at 
Hallmark 
Leaders have followers. A leader is a person who has a 
vision or idea to improve, a drive and a commitment to 
achieve that vision or idea, and inspires others to help 
achieve it.  
We believe that everyone can be a leader—that 
leadership is not the exclusive domain of The 
Leadership Team. When a customer is waiting for an 
answer, we have to be able to respond to them fast—
on the spot. Our leaders are empowered to take care of 
customers. (See Section 3 Dictionary for our definition 
of empowerment).  

Leadership: Boss vs. Leader 
Boss Leader 

Rules through authority, 
no followers 

Has followers; coaches 
people 

Resists ideas - Not 
invented here; 
threatened by new 
knowledge 

Solicits knowledge, 
considers & uses ideas; 
active learner driven by 
curiosity.  

Inspires fear Fosters an environment 
free of fear & conducive 
to learning 

Says “I” Says “We” 

Places blame for problem 
on person (Fundamental 
Attribution Error) 

Looks at the system first 
94/6 rule 

Knows how it is done Shows how it is done 

Uses people Develops people for 
today and the future 

Takes credit Gives credit & 
recognition 

Commands Asks 

Believes people are 
motivated by carrots and 
sticks.  

Uses the Five Rs of 
Motivation: Reasons, 
responsibilities, 
relationships, recognition 
and rewards.  

Know it all Enables & uses the 
knowledge & talents of 
his/her people 

Says “Do it” Says “Let’s do it” 

https://www.deming.org/
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Leadership Team 
 

 O. Joseph Balthazor, President/CEO/Founder 

 Robb Buechler, Executive VP 

 Kent Holtz, VP Operations 

 Todd Lienke, VP Technology 

 Louie Paynter, Quality Improvement 

  Katie Sadorf, VP Marketing 

 Bobby Staats, VP Sales 

 Tom Thompson, VP Finance & CFO 

 Marie Balthazor, Director of Associate Development 

 Ariana Bodenbach, VP Human Resources  
 

Quality  
 

History: 
We were exposed to Deming quality in 1990 and began 

to build a culture of quality soon after. Our president 

attended a week long class at Texas A & M University 

and in 1994 we engaged the services of a quality 

consulting firm in Austin, Texas. That firm was 

“Associates in Process Improvement” and our 

consultant was, and still is, Cliff Norman. 

Definition: 
We define Quality by the satisfaction of our customers 
based on matching their needs as outlined in our 
Purpose.  
Quality for an airline is to be:  

 On-time, safe, comfortable, and at an affordable 

cost.  

Quality for Hallmark customers’ is: 

 Getting the right product, to the right place, at the 

right time, and priced correctly.  

 Getting the right information, to the right person(s), 

in a timely manner. 

 Helping key customers become more profitable by 

helping them increase their sales, reduce their 

expenses and improve their productivity. 

Quality for our Associates is: 

 Having an environment that is free of fear, provides 

opportunity to learn and grow, and enjoy their work 

experience. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

http://www.apiweb.org/index.php?option=com_content&view=article&id=1&Itemid=101
http://www.apiweb.org/index.php?option=com_content&view=article&id=14&Itemid=139
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Practical Values|What do 

we believe about our stakeholders that is 
essential to achieving our Purpose? 
 

What we believe about our relationship 
with each other and our company: 

1. We care about all of our stakeholders (see 
definition in Hallmark Dictionary, which is part 
of this document). 

2. Each of us has valuable knowledge, talents, and 
perspectives that are critical to our success. 

3. We accept personal responsibility for our 
individual learning and development. 

4. We have an obligation to Hallmark and each 
other to: 

 Work the hours we are paid for 

 Work on value-adding activities 

 Use the tools & processes provided to us 

 Behave in accordance with our values 

 Acknowledge and accept change 

 Be on time for meetings 
5. We are able to disagree with the established 

direction of Hallmark, as well as, the beliefs and 
values in this document, but our behavior must 
reflect support unless we can get them 
changed. 

6. We willingly share our knowledge and 
information with other Hallmark Associates as 
long as it is not CONFIDENTIAL. We also share 
with others outside of Hallmark as long as it 
does not compromise our intellectual property. 

7. We value continuous learning and continuous 
improvement as the path to achieving our 
Vision. 

8. We do not allow FEAR to be used as an extrinsic 
motivator.  It is an unacceptable management 
technique and we replace “butt chewing” with 
Coaching. 

9. Our investment decisions are based on the 
potential Return on the Investment (ROI). 

10. We are connected as an interdependent 
system. We are successful (or not) as a system. 

 In this realm, customers are owned by 
Hallmark and the relationship is 
facilitated by Business Development 
Managers, as well as, other parts of the 
system. 

11. We encourage Open Communication to insure 
clarity, to avoid misunderstandings, and to 
allow for the opportunity to “speak our minds” 
without fear of reprisal. 

12. Innovation fuels our growth and 
improvement—we are dreamers of the next 
great idea and we support the corresponding 
changes necessitated by integrating the new 
idea. 

13. We want “fun” to be part of our work 
environment.  

14. That being professional is important to our 
work environment and our brand, and because 
customers view us that way we must live up to 
it at all times. 
 

What we believe about our customers: 
1. We consider the long-term value, not just the profit 

and loss on a few transactions. While making 
decisions relative to this belief we consider the 
impact on Hallmark, our suppliers, customers, end-
users, and specifiers. 

2. All Associates are salaried to ensure that their 
actions and decisions are made in the best interest 
of our customers, end-users or specifiers. 

3. We are committed to: 

 An ongoing process of improving our matches 
to the needs of our customers. 

 Reducing total costs in the system by 
eliminating constraints and redundancies, 
versus just passing on the costs to our 
customers. 

 Seeking and fostering long-term business 
relationships. 

4. We believe our customers are valuable sources of 
learning on how we can grow, improve our quality, 
service, and programs. 

 

What we believe about our Suppliers and 
Vendor Partners: 

1. We seek long-term relationships based on trust 
with suppliers and vendors who share our 
practical values (see Partnering Continuum).  

2. We work with suppliers to reduce total costs in 
the supply chain. 

3. We believe our suppliers and vendors are a 
valuable source of learning on how we can 
improve. 
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4. We owe our suppliers feedback on programs, 
materials and competition, and actively seek to 
serve on their councils and teams to provide 
input into program and material development 
and improvements. 

What we believe about our Industry: 

We have a responsibility to foster the long-term health 
and viability of our industry through support of our 
trade associations. Our participation and the support of 
the industry should not compromise the time we spend 
doing our job. 
 

What we believe about our communities: 
We are committed to adding value to our community 
through corporate contributions. Our level of giving is 
based on our profitability. 
 

Core Values|How do we 

conduct ourselves 
 

We share a personal and professional commitment to  
Ensure the safety and well-being of all Associate’s.  To 
this end, formal safety and wellness initiatives have 
been established as an integral part of Hallmark’s 
culture.      

Respect for People  
 Our success depends on how much we care for our 

customers, each other, and our suppliers. 

 We encourage a balanced life; work to live, not live 
to work. 

 We respect differences and listen to each other. 

 We say “thanks”. 

Ethical behavior (Integrity) 
We conduct ourselves and our business affairs in 
accordance with the highest moral and ethical 
standards and fairness. We comply with all applicable 
laws and strive to be a respected corporate citizen. We 
are honest and endeavor to do the right thing for 
customers, suppliers, vendors, partners and industry.  

Environmental Stewardship 
We are responsible to do our part to reduce the 
environment footprint and are continuously looking for 
ways that we can affect it in our business. 

Behaviors that we value in our interactions 
with customers: 
 Being Reliable – Get the right product to the place 

at the right time and priced properly. 

 Being Responsive—Respond to phone calls & emails 
promptly and provide solutions to problems in a 
timely manner 

 Providing optional solutions to their need or 
problems (s). 

 Being honest. 

 Keeping promises that we make.  

 Demonstrating a positive, urgent, friendly, and 
enthusiastic attitude. 

 Using their name frequently. 

 Make them feel important to us. 

 Make certain that they know we care. 

 Demonstrate our sincere appreciation for their 
business or for bearing with us if we make a mistake 
or are not Reliable or Responsive. 

 
Teams: 
Safety Team: 

 Proactive meeting conducted on a quarterly basis to 
discuss: 

o Create, review, update, and implement 
areas of the safety manual and other safety 
programs. 

o Review the circumstances and causes of 
accidents and suggesting recommendations 
for corrective measures. 

o Observing unsafe conditions and work 
practices and reporting them to 
supervisors. 

o Offer suggestions to management for 
improvement of the safety program. 

o Help foster and maintain Associate interest 
in the safety efforts of the company. 
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o Listen to suggestions by Associates, 
reporting them to the committee, and 
making appropriate recommendations to 
management. 

o Identify training requirements and share 
with Director of Associate Development 

o Conduct periodic safety inspections and 
monitor safe behavior. 

o Keep the safe handling of Zodiaq “top of 
mind” for those involved in moving slabs. 

 Team Members 
o Keaton McCarthy – Minneapolis 
o Kent Holtz – Overall Operations 
o Sam Ayala – Denver 
o James Garner – St. Louis 
o Eddie Rychel – Phoenix 
o Jason Kirk – Carrollton 
o Daniel Lobo – Mira Loma 
o Louie Paynter, Team Leader 

Environmental Stewardship Team: 

 A group of Associates exploring ways to improve 
Hallmark’s environmental stewardship.  In addition 
to being the “right thing to do”, we call on many 
Architects who are very passionate about this 
subject.  We need to be able to give them examples 
of how Hallmark is environmentally responsible. 

 Group meets on a quarterly basis to review the 
work being accomplished, identify next steps, along 
with exploring additional opportunities for the 
future.   

 Team Members: 
o Ted Reiter – Minneapolis 
o Jeffrey Bengtson-Cook – Minneapolis 
o Jennifer Meyer – Waukesha 
o Tillie Badolato – Phoenix 
o James Bode – Denver, CO 
o Roger Mason – Carrollton, TX  
o Louie Paynter, Team Leader 
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Value-Added Services| 
Value is defined: Value = Quality/Total Cost. We have 
discussed the focus on quality. The value that we add in the 
form of services that are included in the price of our products 
& help to reduce the total cost of doing business with 
Hallmark. 
 

Our service offering for Fabricators: 
1. Opportunity to place orders, check status of 

orders, receive order acknowledgements, and 
check inventory ONLINE. 

2. Sell less than skid or a-frame quantities. 
a.   Provide ½ sheets of stocked Corian® colors 

3. Color match Corian® sheets and Zodiaq® slabs. 
4. Extend credit based on their credit-worthiness 

and up to an amount that their Balance Sheet 
can support. Also provide extended terms in the 
case of some commercial jobs. 

5. Provide samples and literature through our 
QuickSample.com website. 

6. Conduct Leadership Summits  
7. Jointly develop plans to grow their business and 

improve their system.  
8. Provide business advice and product technical 

support. 
9. Provide product education and training for their 

fabrication shop, sales associates and their 
customers. 

10. Create demand for our products with end-users 
and pull the business back through them (see 
definition of Demand Creation). 

11. Administer supplier warranty processes. 
12. Work with them to maintain customer 

satisfaction downstream. 
13. Provide merchandising support for their 

showrooms. 
14. Provide support for trade shows, consumer 

shows and promotions, including the design and 
production of collateral materials. 

15. Provide commercial and residential trade leads 
for them to follow-up on and generate business. 

16. Assist in finding additional fabrication capacity 
17. Accept material returns. 
18.  Provide rebates for growth and loyalty-

AdvantEdge. 
 

Our service offering for Tyvek® Dealer: 
1. Certified Installer training. 

2. Create demand for Tyvek® products and pull 
the business back through our key partners: 

a. See definition of Demand Creation in 
dictionary 

3. Highly trained specialists to provide advice, 
technical support, education, and training.  

4. Conduct Leadership Summits 
5. Joint business planning to identify opportunities 

to increase sales, reduce costs and improve 
productivity, and a plan to mutually execute the 
plan. 

6. Marketing capability to develop customized 
programs/promotions and collateral materials. 

7. Building science resources to leverage with your 
customers to teach them how to build better 
buildings. 

8. Opportunity to place orders for products, check 
status of orders and check inventory online 
using MyAccount. 

9. Offer an Authorized Dealer program. 
10. Provide courses for continuing education 

credits. 
11. Leads via McGraw Hill for commercial projects 

for aligned partners. 
12. Full system of products engineered to work 

together that will nearly double your sales per 
house. 

13. Manage installed warranty process. (Labor and 
material). 

14. Merchandising tools for showrooms and 
contractor desks. 

15. Provide support directly with their builders. 
 

Our services offering for Specialty Retailer 
channel partners: 

1. Education and training on our products and 

how to sell our products. 

2. Provide product samples and literature. 

3. Provide merchandising such as table top 

displays, sample racks, wall boards, and vertical 

displays for your showroom. 

4. Create promotions to create demand for our 

products and differentiate your offering from 

big box retailers. 

5. Provide material for showroom displays 

6. Online design tools to help your customer 

visualize how our products fit in their home. 

7. Promote your business on DuPont’s website to 

help drive customers to your showroom. 
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8. Provide sources of supply and technical support 

to your fabricator to ensure your customers 

receive the highest fabrication and installation 

quality. 

9. Manage the supplier warranty process. 

10. Update on the latest design trends from our 

design and color experts at DuPont. 

11. Support efforts at local home shows with 

manpower, promotions, merchandising and 

displays. 

12. Provide CEU credits for LEED and ASID. 
 

Our service offering for General 
Contractors: 

1. Provide sources of supply and fabrication for 
our products. 

2. Manage projects to ensure material is available 
when needed to meet their project deadlines. 

3. Provide advice, technical support, education 
and training on our products and applications 

4. Work with your project architect to find the 
best materials-to-cost solution. 

5. Work with your fabricator to ensure 
applications are fabricated and installed per 
specification. 

6. Provide product samples and literature. 
7. Help you find the documentation often required 

for commercial projects. 
8. Work with your fabrication source to provide 

prototypes and mockups for your review. 
 

Our service offering for Residential Home 
Builders: 

1. Education and training for installation of 
products. 

2. Show them how to leverage the value of our 
products with customers. 

3. Tailored products and programs offerings. 
4. Model Home allowance. 
5. Marketing support. 
6. Provide sources of supply for products. 
7. Provide sample and literature. 
8. Manage supplier warranty processes. 
9. Provide CEU credits for LEED and ASID. 

 
 

Our services offering for Architects, Interior 
Designers & Engineers 

1. We have dedicated resources in the market to 
provide timely responses to questions and 
provide project support 

2. Provide education and information: 
a. Product Knowledge 
b. CEU Credits 
c. LEED Information 
d. Technical Information 

3. QuickTech: An exclusive offering for technical 
questions regarding the fabrication, installation 
and makeup of our products. 

4. QuickSample: a web site for ordering samples 
and literature. 

5. Design and application ideas, custom colors. 
6. Provide assistance in writing specifications. 
7. Provide budgetary pricing for projects. 
8. Provide sources of supply for products. 
9. Assist in value engineering the best materials to 

cost solution. 
10. Manage their projects with the general 

contractors and subcontractors to ensure a 
smooth installation that meets suppliers’ 
warranty specifications and ensure that they 
project owner is satisfied. 

11. Upon request, create prototype/mock up for 
client consideration. 
 

Our service offering for Consumers: 
1. Provide sources of supply. 
2. Provide Samples and literature. 
3. Manage their warranty claims. 
4. Provide live response to answer questions. 
5. Provide design ideas. 
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Vision| What do we want to 

be[A1]? 
We want to be the Best-in-ClaThss at meeting the 
needs of our customers as reflected in our Purpose. 
CLN: Joe I would argue that the attributes listed below 
describe Hallmark now. I would employ the idea of the 
idealized design of the future using the Five Ps: 
Five Ps: 

 
 
How will these 5Ps change in the idealized design of 
Hallmark in the future? Rather than the 1, 2 and 3 year 
format below, I would use 1, 5 and 10 years. 
 

 
Our Brand: 
Our Brand is what our stakeholders say about us. It’s 
how they feel about doing business with us and how 
they describe those feelings. Improving their perception 
is at the center of our strategy. Our brand promise says 
what we stand for, how we differ from our competitors, 
and why customers should care. Building our Brand is a 
process of creating value. 

Our brand has personality traits that describe how we 
want customers to think and feel about us.  

1. Reliable. Hallmark gets me what I want, when I 
want it, and where I want it. Whether it is product 
or information. 

2. Trusted. Hallmark follows through on their 
promises and adds value through their service 
offering. 

3. Responsive. Hallmark responds to phone calls & 
emails promptly and provide solutions to 
problems in a timely manner. 

4. Stable. Hallmark is a strong supplier that will be 
there when I need them. 

5. Professional.  Hallmark is honest, polite, highly 
trained, and never criticizes fellow associates or 
the competition.  

 
Our Future: (By President/CEO/Founder, Joe 
Balthazor) 
I founded Hallmark in November of 1974. Rearing this 
company has been a most exciting, interesting, learning 
and gratifying journey for me and I have never been 
more excited and confident of our Vision and never 
more certain of a promising future. We have what it 
takes to be great: 

1. Shared Purpose, Vison, Practical Values, providing 
constancy of Purpose. 

2. An excellent business model focused on quality 
and building the foundation for a learning 
organization.  

3. We have a great relationship with our CSuppliers.  
4. But, most of all, we have great Associates. 

 

Strategy| How are we going to get 

there? 
Strategic Imperatives (Things we that we must do to 
be successful). 

1. Having highly knowledgeable, trained, and 
informed Employee Owners. 

2. Being effective at creating and fulfilling demand 
for our products. 

3. The Hallmark brand is highly perceived by all 
stakeholders. 

4. Our customers understand and value our service 
offering and they purchase, promotes or specify 
our products as a result. 

5. Have level 4 or 5 relationships with key suppliers, 
channel partners, and customers. 
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6. Provide training and education for our channel 
partners, end-users and specifiers. 

7. Integrate new technology into our system to 
demonstrate leadership, improve productivity, 
improve internal and external communications 
and reduce costs. 

8. Being effective at developing strategy and driving 
execution. 

9. Being effective at capturing and processing data 
and innovative ideas from customers, channel 
partners, suppliers, vendors and associates. 

10. Using the Deming System of Profound Knowledge. 
Core Competencies 

1. Create and fulfill demand for our products. 
2. Our Blueprint Sales Process. 
3. Our Commercial Business model 

Little Things make Big Things happen – Our 3 Big 
Things for 2015 are: 
 

 
 

1. Drive Profitability* 
a. Increase Sales 
b. Reduce Expenses 
c. Improve Productivity 

2. Build the Hallmark Brand 
a. This involves operational excellence in 

our mission critical processes. 
b. This also involves communicating and 

getting credit for our value-added 
service offering for all channels, 
segments and individual customers. 

3. Drive Associate Development. 
a. All Associates will have in-depth 

knowledge about Hallmark and the 
distribution business. 

b. Each functional area of the system will 
have role specific training and will be 
cross-trained in processes that are close 
to their functional area. 

*Note: Dr. Peter Drucker has defined profit as “the 
cost of staying in business in the future.” If there is no 
profit, there may be no future. Profit is like seed corn 
to the farmer, if it is all consumed, there will be no 
crop in the spring.  
 
 
 

Strategic Objectives (Implementation of 
our Strategy) 

1. Create a highly trained, educated, and informed 
workforce and an environment free of fear and 
fosters positive energy, urgency and commitment 
to the Hallmark Purpose. 

2. Identify and implement changes to our system to 
lower costs, increase capacity and sales/margin, 
improve productivity, customer service. 

3. Achieve profitable growth through geographical 
expansion, existing and new customers, existing 
and new products, product extensions, services, 
programs, and acquisitions. 

4. Ensure that the business structure supports our 
strategy, positions us to compete, and allows 
decision-making to be accomplished close to our 
customers. 

5. Build/improve the perceived value of Hallmark 
Building Supplies, Inc. with all its’ stakeholders. 

6. Keep our Quality as a Business Strategy (QBS) 
management tools effective and relevant. 

Our Revenue Goal 
The key to our bottom line is the top line. Sustainable 
Top line revenue growth comes from satisfied 
Customers who are willing to give us more and more 
Share of their business based on our ability to get them 
the right product and information, in the right place, at 
the right time and priced right and our value-added 
service offering. This is the most cost effective growth 
opportunity available to us. Increased share from our 
existing customers is an important measure of our 
services and customer’s satisfaction. 
 
Business Model (Quality as Business Strategy) 
The following 5-activities are for creating a system of 
improvement and is based on Dr. Deming’s Profound 
Knowledge and his 1951 view of an organization viewed 
as a system. 
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Account:  A transactional channel partner. 
 
Account Management:  Managing the relationship 
between the Channel Partner/Customer and Hallmark, 
and involves: 

 The process of developing a “Business Relationship” 
(see definition of business relationship). 

 Gathering the following information about Channel 
Partner’s Customer’s business:  

- Organizational Information 
- Their “Field of Play” (Strategic Players) 
- Their system, capabilities, trends and 

opportunities 
- Their current sales volume and total 

potential volume 
- How they make buying decisions 

 Introducing Hallmark to Channel Partner/Customer 
Field of Play: 

- Business Model 
- Business Development model 
- Value-Added Services 
- Products 
- Values and beliefs 

 Employing the four (4) phases of Account 
Management: 

- Gather Data about the partner’s/customer’s 
business from Field of Play 

- Appraise the situation based on data 
gathered 

- Develop the account strategy 
- Implement the account strategy (Action 

Plan) 
Allocation: The act of assigning and releasing material 
in inventory toward an order that has been entered.  
Associate: We refer to people who work at Hallmark as 
Associates.  

o Hallmark Associates are stakeholders who work 
with each other and keep Hallmark’s best 
interest at heart. 

o We define an employee as “a person working 
for a business or firm purely for pay.”  

Best-In-Class: Highest current performance level in an 
industry, used as a standard or benchmark to be 
equaled or exceeded. 
Business Relationship:  Based on mutual benefit and 
defined by meeting all of the following criteria: 

 We have knowledge of the customer/influencer.  

 The customer/influencer has knowledge of 
Hallmark. 

 The customer/influencer purchases, promotes, 
and/or specifies our products. 

 There is a mutual acknowledgement and 
understanding of the value and investments that we 
provide each other’s business. 

Caring: We care about all of our stakeholders, which 
causes us to always try and do the “right” thing and 
avoid lose-win, win-lose, and lose-lose situations. 
Change: 

 A subtle erosion 

 A sudden event 

 Continuous growth 
Channel Partner:  A company that works with Hallmark 
Building Supplies, Inc. to add value and serve the needs 
of the end user (i.e. fabricators, building centers, 
millwork houses, general contractors, drywall 
wholesalers, selection centers, and specialty retailers). 
Coaching:  To openly share observations, opportunities 
to improve, recognize, and/or praise from a team leader 
to a team member, with the sincere intent to help the 
other person grow or perform better in the system. 
Coaching is not intended to make the other person feel 
badly or demonstrate one’s superiority over another.  
Coachability:  To accept the observations offered above 
as an opportunity to grow and ensure that we perform 
our jobs to expectations. If we become defensive and 
do not accept the coaching, we lose that opportunity. 
Constancy of Purpose: Create constancy of purpose for 
continuous improvement of products and service to 
society, allocating resources to provide for long range 
needs rather than only short term profitability, with a 
plan to become competitive, to stay in business, and to 
provide jobs. 
Continuous Learning:  The continuous acquisition and 
use of new knowledge to better perform as a system 
within our individual roles. The world is changing… 
knowledge is doubling every 12 months. We must stay 
ahead of the competition in learning about markets, 
customers, our industry, and technology. 
Continuous Improvement:  The identification of 
improvement opportunities and use of formal tools to 
manage those planned improvement efforts.  The 
Model of Improvement is a formal tool that we use to 
manage them.  The Model answers the following three 
questions: 

 What are we trying to accomplish? 

 How will we know that a change is an 
improvement? 

 What changes can we make that will result in an 
improvement?  
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Core Competency:  A core competency meets three 
criteria: it is valued by the customer, it is hard to copy 
quickly, and it can be transferred to other products and 
markets. 
Credit: an arrangement with a customer in which we 
sell them product and they agree to pay at a later date. 
It involves: 

 A credit check to determine their credit worthiness. 

 Establishing a credit rating based on their capacity 
to pay. 

 Payment terms. 
Customer:  A business or consumer that needs building 
products and/or knowledge and information. 
Channel Partner:  A transactional customer that works 
with Hallmark to add value and serve the needs of the 
end user (i.e. fabricators, building centers, millwork 
houses, drywall wholesalers). 
Customer Organizational Information:  Accurate profile 
information that includes addresses, phone numbers, 
email addresses, web site, attributes, and individuals by 
name and title.  This information constitutes the part of 
the knowledge referred to in our definition of a 
Business Relationship.  This information should be 
housed in our CRM/ERP:  Epicor. 
Customer Care:  Individual and collective actions that 
ensure we are constantly and consistently meeting 
and/or exceeding our customer’s expectations before, 
during and after a purchase, in order to build trust, 
create loyalty and provide competitive advantage. 
Customer Service: Customer Service is the commitment 
of providing services and support to customers, and 
involves but is not limited to: 

 Answering the phone promptly and courteously. 

 Accurately taking and entering phone, fax and email 
orders.  Also involves reviewing online orders. 

 Coordinating and tracking shipments. 

 Solving customer problems, following up on 
customer inquiries, and representing needs of 
customers with all other functional areas of the 
system. 

Decision Influencer:  Companies don’t make buying 
decisions, individual decision makers do. These 
individual decision makers evaluate potential solutions 
based on how the purchase will impact them. 
Hallmark’s Blue Print Sales Process identifies three 
types of decision influencers that are involved in the 
buying decision:   

1. The Specifier: Someone who defines the 
specifications of what will be purchased. 

2. The Utilizer: Someone who is concerned about 
how the product or service is used in day to day 
operations. 

3. The Finalizer:  The person who ultimately signs off 
on what is purchased.   

Decision Influencer – Mentor: Mentors help our 
Business Development Managers navigate and be 
successful in a complex sale.  Mentors can play any of 
the three decision influencer roles; however they have 
to meet two criteria to be a mentor: 

1. They want Hallmark to be successful in this 
specific pursuit. 

2. They are willing and able to make things happen 
with other decision influencers. 

Decision Influencer’s Vision: Each individual decision 
influencer has their own vision of the solution.  Our goal 
is to understand and shape the decision influencer’s 
vision of the solution and deliver a product or service 
that is consistent with that vision. 
Demand Creation:  We create demand by developing 
and implementing programs tailored to markets, 
channels, segments and individual customers; and by 
communicating knowledge and information to 
influencers and end-users of our products, using the 
following contact methods: in person, telephone, mail, 
email, mass media, advertising, webinars, seminars, 
social media, and our internet web page,  to create 
preference,  leads, and orders for our products and 
services for our channel partners to fulfill, which results 
in loyalty and the creation of wealth for Hallmark, our 
channel partners and suppliers. 
Doctrine:  A principal or system presented for 
acceptance or belief. 
Empowerment:  Empowerment is our practice of 
sharing information, rewards, and power with 
associates so that they can take initiative and make 
decisions to solve problems and improve service. 
Empowerment is based on the idea that giving 
associates the skills, resources, authority, and 
environment to take initiative will contribute to their 
success and to customer satisfaction. Empowerment 
does not preclude our belief of interdependence, and 
come with boundaries defined within a person’s role. 
ESOP: (Employee Stock Ownership Plan) is an employee 
owner method that provides a company’s workforce 
with an ownership interest in the company. 
Fabricator: A company whose business it is to convert 
Corian® sheets and shape into a finished product. 
Fun: Enjoying our work, enjoying the people we work 
with, enjoying the difference we make for our 
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customers, and celebrating our achievements together 
as a system.  
Green Building:  The practice of increasing the 
efficiency with which buildings use resources – energy, 
water, and materials – while reducing building impacts 
on human health and the environment (resulting in 
comfort). Through better siting, design, construction, 
operation, maintenance and removal – the complete 
building life cycle. 
Improvement Effort:  An opportunity to improve our 
system that we identify in the planning process or while 
operating our system.  A formal improvement effort 
takes place when there is a high degree of belief that a 
change will result in improving the system. Results of 
changes implemented through an improvement effort: 

 Will change how the system works and what people 
do  

 Will result in design or redesign of some aspect of 
the system 

 Will improve one or more measures 
Innovation:  The term innovation refers to making 
meaningful change to improve/develop products, 
services, strategy, programs, and/or processes and to 
create new value for stakeholders. Innovation involves 
the adoption of an idea, process, technology, strategy 
or product that is either new or new to its proposed 
application. 
Interdependency:  No single part of our system is more 
important than another.  People and functional areas of 
the system must rely on each other to share 
information, resources, equipment and more to be 
successful.  If each part of the system, considered 
separately, is made to operate as efficiently as possible, 
the system itself will not operate as effectively.  
Performance depends more on how the parts of our 
system interact, not on how each acts individually. We 
need to consider the actions we take have an impact on 
other people and processes in the organization.   

 Arbitrary changes to a process can effect another 
part of the system, therefore changing a process 
independent of consideration of the rest of the 
system is not appropriate. 

 Acting independently and outside of your role in 
lieu of enlisting the resources in other areas of the 
system.   

 We are mutually dependent on each other to 
support our collective efforts. 

Key Initiatives: Actions that we must do to advance 
strategic objectives. 

LAMP: Our Large Account Management Process 
(LAMP®) helps us achieve a consistent approach to 
protecting and growing our strategic accounts by 
bringing the entire relationship into view.  This involves 
first identifying all key players (Field of Play) within the 
strategic account, trends and opportunities impacting 
their business, and our strengths to help the customer. 
Then the focus turns to evaluating the current state of 
our relationship with the key account and where we 
need to move that relationship to realize our long-term 
objectives. Based on this assessment, we create 
consensus and action plans among our account team to 
move the relationship forward. 
Loyalty:  The absence of a better alternative. 
Model for Improvement:  A tool for organizing and 
managing improvement.  It is used to develop, test, and 
implement possible changes. The Model is based on 
three fundamental questions: 

1. What are we trying to accomplish? 
2. How will we know a change is an improvement? 
3. What changes can we make that will result in an 

improvement? 
Open Communication:  Freedom to speak freely with 
each other regardless of functional area, level or 
authority or location. 

 Communication is the single most important 
learning tool in a company. Therefore, we must be 
good at it. We must possess the willingness and skill 
to make our implicit thoughts explicit and help our 
partners in conversation to do likewise without fear 
of reprisal.  The purpose of conversation is learning, 
not winning. 

Opportunity:  Opportunity is the total potential sales ($) 
volume for all of our products, services or solutions for 
a channel partner, customer or prospective channel 
partner or customer. 
Process:  All work is a process. A series of actions or 
steps taken in order to achieve a particular end.  
Professionalism:  We are honest, polite, highly trained, 
and never criticizes fellow associates or the 
competition. 
Promotion: Encourage the sales, acceptance, or 
recognition of a product or service. Examples of 
promotion include: 

 Participating in parade of home models 

 Participating in showroom displays 

 Participating in trade/consumer shows 

 Offering competitive pricing as an alternate 

 Providing literature and samples 

 Providing training and education 
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 Providing prototypes/test installations  

 Sales efforts (personal, phone, mail contact) 

 Advertising (TV, radio, print, web, yellow pages, 
signage, stationary) 

Pursuit Blue Print:  Hallmark’s Pursuit Blue Print helps 
us manage a complex opportunity by providing a 
common process and language that is easy to execute 
with minimum variation.  The Pursuit Blue Print requires 
business development managers to understand their 
customer’s issues and work with them to understand 
and shape their vision of the solution.  This consultative 
approach builds trust and credibility through the sales 
process and allows us to deliver solutions that are a 
match to our customer’s needs.  
Return on Investment: (ROI) is the ratio of resources 
gained or lost on an investment relative to the 
resources invested. We should ask what we are trying 
to accomplish by making the investment, how will we 
measure the return, and how will we know that the 
investment was a good one. Examples of investments 
are: 

 Product allowances for models/displays 

 Pricing programs 

 Promotions 

 Samples and literature 

 Point of sale materials 

 Tickets to events 

 Meals 

 Training  

 New associates 
Sales Call: A planned contact conducted phone-to-
phone or face-to-face with a Decision Influencer or 
Strategic Player, developing or managing a pursuit, 
exploring vision, and/or developing and managing a 
business relationship. 

 Non-sales call activities: 
o Integrating an agreed upon proposal 

into the partner or customer’s system. 
o Training customers. 
o Warranty work. 
o On-site observation. 

Selling:  The generation of sales revenue through the 
continuous development and management of Pursuits 
and its sustainability through the development and 
management of Business Relationships. 
Selling Activities:  Strategic activities that take place 

when phone-to-phone or face-to-face with a decision 

influencer. 

1. Developing a new pursuit 

2. Managing a pursuit 

3. Developing a mentor 

4. Exploring Vision 

5. Shaping Vision 

6. Account Management Process 

 Non-strategic activities: 

o Territory, call and account management 

planning 

o Preparing a proposal or expense reports, 

etc. 

o Entering data in CRM 

o Attending internal meetings, continuing 

education, handling complaints and 

responding to inquiries 

o Attending special events (trade shows, 
customer events, and association events) 

o Sharing knowledge 

Selection Center: A place where consumers make 
selections for their new homes. 
Model Home: A new home that is used for the purpose 
of selling other homes. It is usually open for viewing for 
a minimum of six (6) months.  
Parade of Homes: A new home that is used for the 
purpose of selling other homes. It is open for viewing 
for a minimum of three (3) weeks. 
Spec Home: A new home that is usually not sold until 
construction is completed. It is normally only open for 
viewing until it is sold to a consumer. 
Specialty Retailer (SR) Channel:  Any company doing 

primarily residential remodel business direct with the 

consumer.  It includes the fabricating retailer, kitchen 

and bath retailer, DuPont Authorized Retailer, Interior 

Designer who sells, Lumber Yards with K/B showrooms, 

cabinet shops. 

Strategic Planning: Strategic planning is an 
organization’s process of defining its strategy or 
direction, and making decisions on allocating its 
resources to pursue this strategy, including its capital 
and people.  
Stakeholders: Our stakeholders include Hallmark 
Associates (Employee Owners), suppliers, channel 
partners, customers, the industry and community. 
Sustainable Design: The production of places, products 
and services in a way that reduces the use of non-
renewable resources (thereby reducing waste, 
minimizing environmental impact, and relating people 
with the natural environment). 
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Sustainability: Meeting the needs of the present 
without compromising the ability of future generations 
to meet their own needs. 
 
Teamwork: A cooperative effort by the members of the 
team to achieve a common goal. Being on time for 
meetings, sharing knowledge, being a good listener, and 
respecting team members are examples of cooperation. 
Time: Our time is the most valuable resource that we 
have; therefore, it is important that we invest in wisely. 

 Work the hours that we are paid for 

 Work on value-adding activities 

 Use tools and processes provided 

 System time (others) 
Tour Home: A new or remodeled home that is owned 
by a consumer, but open for public viewing for a short 
period of time. 
Transactional Relationship: A relationship between 
another company and ours where the other company 
purchases product and pays us directly. 
Trustworthiness: We build trust by being honest, open 
and capable. Trustworthiness is necessary in building 
long-term and strong business relationships with 
stakeholders. 

System of Profound Knowledge  
Appreciation of a System:  

 System: A system is an interdependent group of 
items, people, or processes working together 
toward a common Purpose. “The whole is greater 
than the sum of its parts.” 

o None of the people, processes, or 
elements acting alone can do what the 
system does. 

o Each component of the system should be 
evaluated only in terms of how well it 
furthers the system’s purpose.  

o Optimization of one part of the system 
does not make the whole system better.  

o Performance depends more on how parts 
interact than how they act independently 

o Optimization of the system is managing 
all components of the system toward a 
common goal.  

Psychology: The science of the mind or of mental states 
and processes. 

 Being aware of the differences in people and 
optimizing everyone’s abilities and inclinations 

 Understanding intrinsic and extrinsic motivation 
and balancing rewards and recognition with 
intrinsic motivation 

 Fundamental attribution error: Tendency of 
observers to underestimate situational influences 
and overestimate personal perception of others’ 
behavior. Simply stated managements’ tendency is 
to attribute an error or problem to a person versus 
the system. 

o We use the 94/6 rule. 94% of the errors or 
problems are a result of the system and 
6% are people errors or problems. 

 Involving Associates in the development of change. 
Theory of Knowledge:   

 Knowledge must come from theory. 

 In making decisions we try to avoid anchoring which 
is for a leader to make a comment that will bias 
everyone in their thinking. 

 People learn in different ways 

 Avoid Hindsight Bias: To enhance learning we must 
make predictions based on a theory or the hindsight 
bias will prevent us from learning. Remember the 
expression hindsight is 20/20. 

 Provide operational definitions of common words 
and terms that we use. 

 Run small scale tests before we make major 
changes. 

 We use the Model for improvement to test changes 
to learn and make decisions. 

Understanding Variation: Variation exists in everything 
and must be understood in our business. 

Common Cause Variation:  Variation that is 
inherent in the process or product and affects 
all outcomes of the system 
Special Cause Variation:  Variation that is not 
part of the system all the time and does not 
affect everyone. Arises because of specific or 
“special” circumstances. 
 

Acronyms 
 
AZI: Authorized Zodiaq® Installer 

AMI:  Authorized Manufacturer/Installer of Zodiaq® 

BDM: Business Development Manager 

BKU:  DuPont Building Knowledge University 

BOL: Bill Of Lading 

CEU:  Continuing Education Unit 

CFI: Certified Fabricator Installer of DuPont™ Corian® 

DRSO/RSO: DuPont Regional Sales Office 
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CRM:  Customer Relationship Management (EPICOR) 

ERP:  Enterprise Resource Planning 

GMA: Geographic Marketing Area 

LAMP: Large Account Management Process 

LTL: Less Than a Truck Load 

OA: Order Acknowledgement 

OE: Order Entry 

PRS:  DuPont Pricing Registration System 

RMA: Return Material Authorization 

RSM: Regional Sales Manager 

ROI: Return On Investment 

SO: Sales Order 

SR: Specialty Retailer 

SSO: Single Sales Objective 


