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Executive Summary 

 This account plan is intended to provide an account plan for GL Stone to pursuit a 

key account with one of the RONA’s franchisees in Richmond, B.C. Currently, the 

RONA store at the Richmond location is franchised by Mark Foster Building Material 

Ltd. The people in contact are Doug Swift, co-owner of Mark Forster Building Material 

Ltd which is the franchisee of the RONA at the Richmond, B.C., and Joel Foster, the 

store manager and account manager of RONA at the Richmond, B.C. Furthermore, since 

the targeted account is a franchisee of RONA, the point of contact also includes Paul 

Jovian, Senior Vice President, Supply Chain of RONA and Normand Dumont, Executive 

Vice President, Merchandising of RONA. 

Sales Objective 

The sales objects of this account plan are as follow: 

1. To secure a trail order of 10% of a regular order for the Richmond, B.C. location 

within a six months period. GL Stone wants to expand its trail order to both 

RONA locations which owned by Mark Foster Material Building Ltd within 

twelve months. 

2. To achieve two 3.5 feet by 3.5 feet floor spaces at the Richmond, B.C. location 

within a six months period. Within twelve months, GL Stone wants to achieve 

two 3.5 feet by 3.5 feet floor spaces at both RONA locations which owned by 

Mark Foster Material Building Ltd. After the trail order completed, GL Stone 
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wants to obtain at least six 3.5 feet by 3.5 feet floor spaces at both RONA 

locations. 

3. Secure a long-term contract with the account after the twelve months trail order. 

GL Stone wants to achieve a five-year initial contract with the contract renewable 

option. While on contract with the account, GL Stone plans to have the account 

places regular full-truck load order bi-weekly. 

Competitive Analysis 

 Currently, GL Stone believe that Richmond Tile Centre, Leros Tiles, and Forna 

Cork Flooring are the three main competitors which GL Stone feels it is facing against. In 

order to be successfully pursuing a key account plan with RONA, GL Stone believes that 

product innovation, product quality, and environmental friendly product are the factors 

which make GL Stone a competitive company when negotiating for a contract with 

RONA. 

 At last, an action plan is included in the report to guide GL Stone to better 

negotiate for a key account with RONA.  
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1.0 Business Profile 

 “RONA is the largest Canadian distributor and retailer of hardware, home 

renovation and gardening products.”
1
 The headquarters of Rona is located in 

Boucherville, Quebec. Presently, RONA operates more than 950 corporate, franchise and 

affiliate stores. As of 2011, there are over 30,000 employees under the RONA banner 

across Canada and a total of around 60,000 employees within the company as a whole. 

The Rona network currently represents over 17 million square feet of retail space with 

annual retail sales of over $6 billion. 

 This account plan is targeting the Richmond, B.C. RONA store which is 

franchised by Mark Foster Building Materials Ltd. This location has approximately 60 

employees and 14,400 square feet of retail space. 

1.1 Mission 

“The RONA mission is to offer the best service and the right product at the right 

price to North American consumers of housing and home improvement products.”
2
 

1.2 Vision 

 “RONA is committed to becoming the leader in sustainable development in our 

industry in Canada. Product selection and supplier mobilization are key factors upon 

which we are building our leadership position.”
3
 

                                                

 

1 (Profile, 2011) 
2 (Profile, 2011) 
3 (Responsible Procurement Policy, 2010) 
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1.3 Values 

The value of RONA is consisted of the following:
4
 

 “Customer service is the top priority for RONA and our employees. This 

unconditional commitment to serve is both our reason for being and the key to our 

shared success.” 

 “Unity is our founding principle. At RONA, we’re all part of the same team. Our 

common goal is to offer the best possible shopping experience to each and every 

customer.” 

 “The working conditions we provide illustrate the respect we have for our 

employees. It’s also shown in the resources we invest in developing our people 

and in the care and attention we give all employees, customers, shareholders and 

business partners.” 

 “At RONA, the search for the common good allows us to join forces with people 

and businesses that believe in the benefits of working together and who accept the 

rules of doing so. We are always guided by the common interests of our 

employees, customers, shareholders, suppliers and other partners.” 

 “At RONA, everyone is encouraged to take initiative in any way they can to 

contribute to the Corporation’s success. By fostering a solid sense of 

responsibility in every employee, we ensure that our human resources grow with 

us.” 

                                                

 

4 (Profile, 2011) 
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1.4 Strategic Plan 

 RONA’s current strategic plan is based on three sectors of activity in the 

hardware, renovation and construction marketplace:
5
 

1. Distribution – To provide the customer with the most flexible and efficient 

supply chain. Currently, RONA has over 950 corporate, franchise and affiliate 

stores with more than 17 millions square feet of retail space. In addition, there 

are 17 centres across Canada with more than 5.2 million square feet of 

distribution space. 

2. Retail – To provide the customer with the leading banners and multiple 

innovative store concepts.  

3. Commercial and Professional – To provide the customer a brand which 

contains a national platform that retains regional identities and agility. 

Currently, RONA has 52 specialist branches across Canada for commercial 

and professional needs. 

Additionally, RONA offers “In-Store Price Guarantee” to have the lowest prices 

between all its competitors at all times. With the price match policy at RONA, customers 

are encouraged to purchase the product from RONA at the competitor's price plus 10% 

off of the difference between RONA and the competitor's price.
6
 

                                                

 

5 (Profile, 2011) 
6 (In-Store Price Gurantee, 2011) 
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2.0 SWOT Analysis – RONA 

2.1 Strengths 

 The largest Canadian distributor and retailer of hardware, home renovation and 

gardening products 

 72 years of history 

 A nation-wide flyer distribution program to Canadian home owners 

 Have a high level of product knowledge to their product 

 Provide price match policy 

 Strong Canadian image due to 2010 Winter Olympic 

2.2 Weaknesses 

 High overhead costs and expenses 

 Strong competition based on pricing and features 

 Some products are relatively higher in price compare to Home Depot 

2.3 Opportunities 

 Promote the brand awareness to the general public 

 Sponsor more sport events to increase brand image 

 Expand into foreign market 

 Attract more investors or franchise opportunities 

2.4 Threats 

 Political crisis in Middle East is still unclear (This will affect the global economy) 

 Recession is still in effect 

 Changes in government policy 
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 New distribution channel 

3.0 Procurement Criteria 

 There are three procurement criteria which RONA concerns on products which 

sell in their stores. They are as follow: 

1. Environmental Aspects
7
 

One of RONA’s objectives is to minimize the impact of the product, which 

RONA is selling, to the environment. When assessing a potential supplier, RONA 

will conduct an evaluation on measuring the impact of the product under the 

following criteria: climate change, availability and quality of water, human health, 

quality of ecosystem, and depletion of resources. 

2. Social Aspects
8
 

The second objective which RONA wants to achieve is to promote and respect the 

right of the workers in any countries where the products are supplied. The assessment 

includes: “freedom of association and the right to collective bargaining, freedom from 

compulsory labour, abolition of child labour, non-discrimination in employment, 

respectful labour relations, occupational health and safety, harassment or abuse, non-

excessive working hours, wages and benefits, and rights of indigenous peoples. 

3. Social and Economic Aspects
9
 

                                                

 

7 (Responsible Procurement Policy, 2010) 
8 (Responsible Procurement Policy, 2010) 
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The third aspect of the procurement policy is to “give preference to local and 

regional suppliers bringing financial returns in their respective community, and gives 

due consideration to [the] suppliers’ long-term viability.”
10

 RONA is hoping to build 

a long-term relationship with the supplier. 

 Additionally, quality control and quality of the product are also examples of 

RONA’s concerns when choosing supplier for their product. 

4.0 Stakeholders 

4.1 Internal 

 Since the targeted account is a franchised retail outlet of RONA, the point of 

contact for the targeted account are Doug Swift, co-owner of Mark Forster Building 

Material Ltd which is the franchisee of the RONA at the Richmond, B.C., and Joel Foster, 

the store manager and account manager of RONA at the Richmond, B.C. Furthermore, 

since the targeted account is a franchisee of RONA, the point of contact also includes 

Paul Jovian, Senior Vice President, Supply Chain of RONA and Normand Dumont, 

Executive Vice President, Merchandising of RONA. Other internal stakeholders include 

the following: 

 Robert Dutton, President and CEO of RONA 

                                                                                                                                            

 

9 (Responsible Procurement Policy, 2010) 
10 (Responsible Procurement Policy, 2010) 
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 Claude Bernier, Executive Vice President, Marketing and Customer Innovations 

of RONA 

 Michael Storfer, Vice President, Commercial and Professional Market 

 Board of Directors 

 Managers and Supervisors 

 Customer Service Representatives at RONA 

 Shareholders 

 Administration Staffs 

 Product Advisors at RONA 

4.1 External 

 The external stakeholders include the following: 

 Customers 

 Venders and Suppliers 

 Community Partners of RONA 

 Government 

5.0 Future Sales Opportunities 

5.1 Future Needs 

 The industry which RONA is currently in is a very competitive market. RONA is 

seeking innovative and high quality products to create attractiveness to their product and 

increase customer loyalty and retention. However, at the same time, when assessing 
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suppliers for its product, RONA ensures that the products, which their suppliers offer, 

pass the evaluation the three aspects of procurement policy. 

5.2 Account’s Potential 

 RONA has over 950 corporate, franchise and affiliate stores with more than 17 

millions square feet of retail space. It is the largest Canadian distributor and retailer of 

hardware, home renovation and gardening products. In fact, Rona has achieved 19% of 

market share in the home building and renovation product industry in 2010
11

. 

5.3 Past Sales Record 

 In 2010, RONA achieved over $6 billion in retail sales.
12

 Under the company’s 

banner, RONA earns $50.1 million in Q3 of 2011.
13

 During the period, the RONA up 73 

base point in gross margin. According to Stockwatch
14

, RONA has met all the 2011 Q3 

objectives and targets which were set in Q2 of 2011. 

6.0 SWOT Analysis – GL Stone 

6.1 Strengths 

 High levels of knowledge on their products 

 Offering competitive prices in comparison with big box companies and 

competitors 

                                                

 

11 (November 10, 2010 - RONA grows market share and improves efficiency in a challenging environment, 

2010) 
12 (Profile, 2011) 
13 (Rona earns $50.1-million in Q3, 2011) 
14 (Rona earns $50.1-million in Q3, 2011) 
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 Excellent relationship with the suppliers 

 Provide relatively high quality of products to customers 

 Provide exceptional customer service 

 Employees are trained to be knowledgeable about their products 

 Staffs are extremely focused and pays attention to details 

 Prompt to follow up on customer inquires 

 Provide unique mosaic tiles from overseas 

 Have experience in participated in trade shows 

6.2 Weaknesses 

 Viral marketing is not presented 

 Only in business for three years 

 Prices of some for some of the products are unclear 

 Small market share due to competitors 

 Limited market and industry knowledge 

 Have yet to establish customer loyalty 

6.3 Opportunities 

 The Canadian construction rate is increasing steadily
15

 

 Build and become a recognizable brand and image 

 Exploit new market segments 

 Expand product line-up 

                                                

 

15 (Statistics Canada, 2010) 
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 Further improve customer service and customer follow up 

 Economy is slowly recovering from the recession 

6.4 Threats 

 Political crisis in Middle East is still unclear (This will affect the global economy) 

 Competitors in the industry causing the company to lose market share 

 Rise in new or substitute products 

 Rise in labour costs 

 Economic recession still has effect in the market 

 High distribution/shipping cost 

 Low barrier to entry 

7.0 Positioning Analysis 

In comparison to the competitors in the market, the price and quality are what 

positions the company. GL Stone offers its products with competitive prices in contrast to 

its competitors; however, the company is providing high quality of the product to its 

customers. Furthermore, GL Stone is intending to carry more tile products which are 

produced environmentally. Currently, 30% of GL Stone’s product are created under the 

one-time firing technology in oppose of the tradition two-time firing technology. This 

method decreases the energy consumes and reduce the waste created during the tile firing 

process. These traits are aligned with RONA’s positioning and values, and are ideally fit 

the business philosophy of RONA. 
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8.0 Sales objectives 

4. To secure a trail order of 10% of a regular order for the Richmond, B.C. location 

within a six months period. GL Stone wants to expand its trail order to both 

RONA locations which owned by Mark Foster Material Building Ltd within 

twelve months. 

5. To achieve two 3.5 feet by 3.5 feet floor spaces at the Richmond, B.C. location 

within a six months period. Within twelve months, GL Stone wants to achieve 

two 3.5 feet by 3.5 feet floor spaces at both RONA locations which owned by 

Mark Foster Material Building Ltd. After the trail order completed, GL Stone 

wants to obtain at least six 3.5 feet by 3.5 feet floor spaces at both RONA 

locations. 

6. Secure a long-term contract with the account after the twelve months trail order. 

GL Stone wants to achieve a five-year initial contract with the contract renewable 

option. While on contract with the account, GL Stone plans to have the account 

places regular full-truck load order bi-weekly. 

9.0 Product Information 

GL Stone is intended to import new and unique style of mosaic tiles to Vancouver. 

The product line includes Glass Mosaic Tiles, Stone Mosaic Tiles, Ceramic Mosaic Tiles, 

and Wall Tiles. GL Stone wants to have its glass mosaic tiles and stone mosaic tiles 

products on the RONA’s sales floor. The selection of the product line will be determined 

when negotiating a contract with RONA.  
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9.1 GL Stone’s Capacity 

 Currently, GL Stone is mainly focusing on the wholesale side of the business. The 

company is capable of having about 10,000 tiles store in its 1,000 square feet warehouse. 

While the warehouse is only able to stock up to around 10,000 tiles, GL Stone also 

provide a more flexible method of distribution channel, drop shipping, available to its 

account. Drop shipping will allow GL Stone to deliver the inventory straight to RONA 

from the manufacturer and save inventory space at GL Stone’s warehouse. 

10.0 Competitive Analysis 

 Currently, Richmond Tile Centre, Leros Tiles, and Forna Cork Flooring are the 

three main competitors which GL Stone feels it is facing against. However, GL Stone 

feels it has a stronger competitive presence when compete an account to RONA. The 

criteria of success are as follows: 

 Product Innovation 

 Product Quality 

 Environmental Friendly Product 

Product Innovation 

 When comparing product innovation with its competitors, GL Stone is either rated 

higher or equal with its competitors. Currently, Richmond Tiles Centre and Forna Cork 

Flooring are only carrying products from Canada or United States. However, GL Stone 

and Leros Tiles are carrying products from different countries. GL Stone carries product 

from Spain and China, while Leros carries products from Indonesia, Italy, Spain, Turkey 
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and China. Furthermore, GL Stone constantly seeks new products to provide innovative 

designs to RONA and its customers. 

Product Quality 

 In terms of the second factor, GL Stone and all of its three competitors are having 

high standard towards the product quality. GL Stone only does business with 

manufacturers which it trusts for years to ensure the quality of its product remains high. 

Product quality is important when negotiate a contract with RONA because RONA is 

continually seeking for product with high quality. 

Environmental Friendly Product 

 The last factor is environmental friendly product. Due to the fact that the 

information for its competitors regarding to this factor cannot be found, the difference 

between GL Stone and its competitors cannot be analyzed. On the other hand, GL Stone 

meet this criterion since it carries environmental friendly product in its product line. 

Instead of choosing product with the traditional two-time firing technology, GL Stone is 

starting to adapt to choose its product which employs the one-time firing technology. 

This method not only decreases the cost and energy used in production, but most 

importantly it meets the procurement policy which RONA evaluates when choosing 

supplier for its products. 

 For more information regarding to GL Stone’s three main competitors, please see 

Appendix A for the Strengths and weaknesses for each of the competitor. 
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11.0 Sales Strategy 

 It is critical to create a sales strategy when trying to pursuit RONA as a key 

account. Since the RONA store at the Richmond, B.C. location is franchise operated; GL 

Stone is hoping to make contact in the first year with its parent company, Mark Forster 

Building Material Ltd. The people in contact are Doug Swift, co-owner of Mark Forster 

Building Material Ltd., and Joel Forster, Store Manager and Account Manager of Mark 

Forster Building Material Ltd. Since RONA has procurement policy when dealing with 

supplier, GL Stone will also require making contact with Normand Dumont, Executive 

Vice President, Merchandising of RONA.  

 After established a relationship with Doug Swift, Joel Forster, and Normand 

Dumont, GL Stone plans to set up sales meeting with Normand Dumont in regards the 

supply of GL Stone products to RONA’s Richmond location. During the sales meeting, 

GL Stone will provide sample of products, testimonials from past customers, and 

information and benefits of GL Stone’s products to the participants of the sales meeting. 

GL Stone will also share its vision of promoting environmental friendly products to 

RONA and its anticipation to pursuit long term relationship and key account with RONA. 

After GL Stone and RONA have come into a contract, GL Stone will continue to 

introduce new products, which meet RONA’s guidelines and policy, to keep the product 

selection innovative. 

11.1 Contribution Margin 

The current roughly average wholesale pricing and cost for the Glass Mosaic 

Tiles and Stone Mosaic Tiles at GL Stone are as followed: 
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 Average Price / Sheet Cost / Sheet 

Glass Mosaic Tiles $2.40 $0.90 

Stone Mosaic Tiles $20.00 $8.75 

 The current contribution per unit for the Glass Mosaic Tiles is $1.50, which is 

62.5%.  The current contribution per unit for the Stone Mosaic Tiles is $11.25, which is 

56.25%. Since GL Stone is hoping to build a long term relationship and create a key 

account with RONA, GL Stone will lower the wholesale price by 20% for RONA.  

12.0 Action Plan 

 The action plan is intended to develop a guideline for the first twelve months of 

the negotiation process. In the first month of the account plan, GL Stone will make an 

initial contact with Doug Swift and Joel Foster at the Richmond, B.C. RONA store. GL 

Stone hopes to build a relationship with Doug Swift and Joel Foster.  

 During the second and third month, GL Stone will start trying to analyze RONA’s 

needs of selection of products as well as better understanding the company’s culture, 

value, and vision at the Richmond Location. 

 At the forth month, GL Stone will start contacting Normand Dumont in regards of 

planning sales meeting or meetings with the executives of RONA as well as Doug Swift 

and Joel Foster.  

 During the fifth to eleventh month, GL Stone hopes to have the sales meeting in 

progress. Providing information such as selection of product line, financial stability, and 

value-added benefits will be discussed during meetings. GL Stone will also try to get a 
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better understanding about the RONA’s executives and perform researches if needed. 

Information will be exchange between the parties and adjustments will be made. Also, 

GL Stone will start configure an action plan for the second year. 

 In the twelfth month, GL Stone hopes to begin to discuss the order information 

with the RONA executives as well as Doug Swift and Joel Foster to fit the demographic 

in the Richmond location. GL Stone would like to achieve a trail order for the Richmond 

location. Furthermore, GL Stone will continue preparing an action for the second year. 

13.0 Control Process 

 For GL Stone, one of the control processes can be sales per sales floor space. 

During the trail order, GL Stone hopes to achieve two 3.5 feet by 3.5 feet floor spaces at 

the Richmond, B.C. location within a six month period. Since GL Stone is hoping to 

achieve a regular bi-weekly shipment, GL Stone is expected to deliver 400 tiles during 

the trial period bi-weekly. 

14.0 Learning Experience 

 After conducting this account plan, I now have a better understanding on the 

process on developing a key account plan. Developing an account plan is a time 

consuming process where ting information can be significant to the outcome of the 

negotiating process. As a key account manager, he has to have full understanding on the 

targeted account including company information, people in contact, and the procurement 

policy. Furthermore, a key manager will also need to have a great knowledge on his 
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product and demonstrate how his product provides benefits to the targeted account. Since 

the negotiation process can take a long time, continually researching is critical since 

information maybe be outdated after six months of negotiation.  
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15.0 Appendix 

15.1 Appendix A – Strengths and Weaknesses for GL Stone’s Three Main 

Competitors 

Richmond Tile Centre – Indirect Competitor 

Strengths Weaknesses 

- In the market for 23 years 

- Factory direct with wholesale pricing 

- Great selection of ceramic and marble 

tiles 

- Provide free estimates 

- Tools rental is available 

- Not much information shown on 

website 

- Doesn’t offer glass mosaic tiles, stone 
mosaic tiles, and ceramic mosaic tiles 

- Not a member of any home building 
association 

 

Leros Tiles – Direct Competitor 

Strengths Weaknesses 

- Has been in the business for more than 

10 years 

- Provide one stop shopping for tiles and 

tools 

- Own unique designs on tiles 

- Shipping is available 

- Also offer pebbles tiles, shell tiles and 
marble tiles 

- Doesn’t offer wall tiles 

- Not a member of any home building 
association 

- Poor website design 

 

Forna Cork Flooring – Indirect Competitor 

Strengths Weaknesses 

- Offers eco-friendly flooring 

- Has a wide selection of product to 
choose from 

- Sample and project estimation are 

available 

- A member of the British Columbia 

Floor Covering Associate 

- Doesn’t offer glass mosaic tiles, stone 

mosaic tiles, and ceramic mosaic tiles 

- Product cannot be installed in the 

kitchen and bathroom unless layers of 

coating are applied 
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