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EDITORIAL

The year was 1953. Sixty-eight 
percent of the country’s 
televisions tuned in to see the 
birth of Lucille Ball’s baby on I 
Love Lucy, the first Chevrolet 
Corvette rolled off the assembly 
line and Swanson’s introduced 
the first TV dinner. That was also 
the year in which Aldo Travaglini, 
a budding entrepreneur in 
Ridgefield, Connecticut, opened 
his own store to sell periodicals, 
sundries and tobacco. Aldo 
had been given the nickname 
Squash, and his store became known as Squash’s.

Aldo owned and operated the business for about 40 years and 
expanded the product line to include office supplies. In the early 90s 
Greg and Judy Peterson purchased the business. They continued to 
sell office supplies, added a copy service and gave the business a 
new name, Ridgefield Office Supply.

The next chapter in the shop’s history began when Ridgefield 
resident Whitney Williams came to work at the store in 2015. Whitney 
had grown up in nearby New Canaan and had been a Ridgefield 
customer since high school. She had worked at an investment banking 
firm in New York City for the preceding 25 years, but with her children 
entering their teenage years she saw the need to work closer to home.

Whitney landed a retail sales position at Ridgefield Office Supply. 
“Because I loved it so much, in 2015 Greg and Judy asked if I’d be 
interested in buying the business,” said Whitney. Greg introduced 
Whitney to another local dealer, Bonnie White, who had operations in 
New Jersey and Pennsylvania, and Bonnie became her partner.

Once again our lead Industry News story brings fresh 
developments regarding the future of Essendant and 
the uncertainty continues as its main industry rival and, 
at this writing, preferred merger candidate, prepares 
for its annual shindig amid rumblings about reducing 
the number of such industry events.

While the business arguments for reducing the 
expense incurred by manufacturers in supporting 
multiple shows are doubtless sound, it is more 
important than ever that dealers have the opportunity 
to get out into the industry large where they can get 
together to exchange views on a suitable response 
to what must surely be one of the most uncertain 
environments this industry has ever seen.

Whatever happens with Essendant, SPR and 
Staples, there is little doubt that in a year’s time (or 
possibly sooner) the business landscape in the IDC is 
going to look very different. If you are not thinking long 
and hard about alternative strategies, potential new 
partnerships and new ways of providing your customer 
base with the level of service it has come to expect and 
admire, then you could well be doing your business 
and the people who work in it a real disservice.

So, if you are attending any of the upcoming industry 
get-togethers—whether it be the ABC, EPIC, Office 
Partners or any of the other events that are taking 
place—I urge you to make the most of the opportunity 
to visit with your fellow dealers to share ideas about 
moving the channel forward in these changing times. 

It is also the first time I shall be attending these events 
as editor of ID and I would be only too happy to listen 
to those ideas and help you circulate them to a wider 
audience through the pages of this magazine. 

Over the years, independents have proven 
themselves remarkably adept at taking on major 
challenges and converting them into new opportunities 
and I’m looking forward to hearing your perspectives 
on how that process might play out in the months and 
years ahead. It should make for fascinating reading!

After 65 years Squash’s Ridgefield 
Office Supply returns to its roots

WINNER’S
CIRCLE
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done by City of Hope 
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With the help of its customers, Modern 
Office Products, Boardman, Ohio, has 
implemented a donation program to 
support local charities. The dealership 
calls it the Community Kindness program 
and it is a key element of its weekly 
customer newsletters. 

“Modern Office Products has always 
been active in its support of local 
organizations,” said Bill Cross, president. 
“We wanted to take it a step further and 
get our customers involved as well.” 

Twice a month, Modern Office Products 
includes a Community Kindness feature 
in its weekly e-newsletter. Readers are 
asked to find a red heart hidden in the 
newsletter and click on it. When they 
do, they’re taken to a registration page 
on Modern’s website, where they can 
register for the dealership to make a 
donation in their name to the featured 
charity of that week. Registrants can also 
choose to remain anonymous. 

Since beginning the program in 
November 2017, Modern Office Products 
has donated more than $1,000 to local 
non-profit organizations, such as the 
Rescue Mission, Compass Family & 
Community Services, Shriners and Ohio 
Valley Teen Challenge. Recipients of 
Community Kindness donations have 
been recommended by Modern Office 
Products customers and employees.

“Instead of giving prizes to our 
customers, we’re partnering with them 
to support local groups that serve and 
improve our community,” said Bill. 
“Customers have really embraced the 
change and have been supportive of 
the initiative.” 

Whitney and Bonnie renamed the dealership Squash’s Ridgefield Office 
Supply and expanded the product offering to include gifts, high-end stationery 
and fine writing instruments. At the same time, they have put a new emphasis 
on going back to the roots of the dealership and reclaiming as much of past 
history as possible.  

“We have customers who have been coming here since the beginning 
and they just keep coming back because of our customer service,” says 
Whitney. “It’s a real hometown place. We hug our customers and call them 
by their first name.” 

She makes it a point to hire extra part-time help from the local high 
school—the store is open seven days a week. “For most kids who work here 
it’s their first job,” says Whitney. “They stay for a few years until they go off to 
college. And some even return while home from college on break.”

Squash’s started working with local elementary schools when the Peterson’s 
owned the business and took teachers’ supply lists and provided parents with 
quotes to have a bag of supplies delivered to their children’s school. Whitney 
has continued this service, but with the better pricing she now has available 
through her partner’s buying group, she has been able to grow the number of 
schools in the program. “This year we sold about 1,200 packs,” said Whitney. 

Koch Brothers, Des Moines, has rebranded as Koch Office Group and 
simultaneously underwent a soft launch of a newly designed website. 
Introduced to the market on July 16, the new website features improved 
graphics, more educational materials, improved search capabilities and a 
robust user interface that makes the site easier to navigate.

“The new website has greater emphasis on all departments,” says Hayley 
Oglesby, interior designer. “For furniture there is definitely a lot more.” 
The new website features furniture projects, which were not on the former 
site. “We also showcase our furniture manufacturers and give links to their 
websites.” There is improved project imagery, education and white papers.

The website redesign has been well received. “Feedback has been really 
positive,” said Hayley. Metrics show increased traffic and the score on 
Website Grader has gone up significantly. “Everyone who has seen it is in 
awe of how different it is compared to our old site,” she added. View the new 
Koch Office Group website here.

Des Moines dealer Koch Brothers 
rebrands and relaunches its website

Ohio dealer Modern 
Office Products enlists 
customers to help 
support local charities 

Zebra Pen’s full line of STEEL branded writing 

instruments are designed for the task at hand. 

Whether your customer sits in the high rise 

downtown or built it, STEEL is rugged enough to 

withstand challenging environments, and yet 

stylish enough to complement any professional. 

Durable Stainless Steel

Knurled Grip

Refillable

0.7 mm, Fine Point

•

•

•

•

All-Metal Ballpoint Pen

Come visit us at the

ADVANTAGE

BUSINESS CONFERENCE

San Antonio, TX

Aug 19-22, 2018

For more information about the STEEL family of solutions, visit us at zebrapen.com

http://www.kochofficegroup.com/


APRIL 2018 INDEPENDENT DEALER PAGE 5

Winner’s Circle CONTINUED FROM PAGE 4

Zebra Pen’s full line of STEEL branded writing 

instruments are designed for the task at hand. 

Whether your customer sits in the high rise 

downtown or built it, STEEL is rugged enough to 

withstand challenging environments, and yet 

stylish enough to complement any professional. 

Durable Stainless Steel

Knurled Grip

Refillable

0.7 mm, Fine Point

•

•

•

•

All-Metal Ballpoint Pen

Come visit us at the

ADVANTAGE

BUSINESS CONFERENCE

San Antonio, TX

Aug 19-22, 2018

For more information about the STEEL family of solutions, visit us at zebrapen.com

https://en-gb.facebook.com/ZebraPenUS/
https://www.instagram.com/zebrapen_usa/?hl=en
https://twitter.com/ZebraPen?ref_src=twsrc%5Egoogle%7Ctwcamp%5Eserp%7Ctwgr%5Eauthor
http://www.zebrapen.com


AUGUST 2018 INDEPENDENT DEALER PAGE 6

Winner’s Circle CONTINUED FROM PAGE 4

RJE Business Interiors, Indianapolis, 
has received an Impact Award from 
United Way of Central Indiana in 
recognition of its work with ReadUP. 
ReadUP connects volunteers with 
local schools, where they read 
to students every week, helping 
youngsters get on track—and stay 
on track—with grade-level literacy.

“RJE has been a supporter of 
United Way in Central Indiana since 
it was purchased in 2001,” said Katie 
Weismuller, director of marketing. 
“We typically have several 
employees who volunteer an hour of 
their time each week.”

The award was presented to RJE 
on June 6 at the United Way of 
Central Indiana annual luncheon. 
The award is currently on display in 
the dealer’s lobby.

Indianapolis dealer RJE recognized by 
United Way of Central Indiana

When Carla Strom-Schreihofer began her presidency for the Hinesville Rotary Club 
in June of last year, her goal was to be the best. Carla, senior account manager at 
VIP Office Furniture and Supply, Hinesville, Georgia, could never have imagined a 
more successful outcome. 

A highlight of Carla’s year as president was the community’s first-ever STEAM 
event. “It is like STEM,” she says. “It is science, technology, engineering, arts 
and math.” Rotarians set up booths 
and showcased their operations to 
participants who were eager to learn.

“I tapped into vendor resources for 
the VIP booth,” says Carla. “International 
Paper did a presentation on paper making 
for the kids.” She says the STEAM fair at 
the Georgia Southern Liberty Campus 
had 30 booths and attracted close to 400 
teenagers on a Saturday morning. 

At the recent Rotary District Conference, 
the Hinesville chapter swept district 
honors. Top honors also were presented 
to Carla. As president, she received the 
Change Maker Award, recognizing her 
leadership and achievements.

Dealer salesperson at VIP in Georgia 
leads local Rotary to top honors

Yorba Linda, California-based 
Office Solutions is expanding 
its footprint in the state with the 
addition of a sales team in the 
Central Valley market that until 
recently was part of the Office 
Depot sales effort.

“Depot has downsized and 
pulled salespeople off the street 
in numerous markets where 
growth was more limited,” said 
Chris Mellgren, vice president/
sales at Office Solutions. “We saw 
this as an opportunity to go into 
a market where we did not have 
any kind of footprint or any kind of 
history,” he said.

The dedicated Central 
Valley sales team includes a 
sales manager with 25 years’ 
experience and two sales reps 
with more than 15 years of 
combined experience. “These 
individuals 
are very well 
known in that 
market, and 
have great 
relationships,” 
said Chris. 
Office 
Solutions will use a 
third-party distributor in Fresno to 
deliver next-day wrap-and-label 
packages from Essendant in 
Sacramento.

“Our business model of helping 
customers is second to none,” 
said Bob Mairena, president of 
Office Solutions. “I feel our biggest 
sense of pride revolves around 
knowing that Office Solutions is 
committed to serving as a worthy 
corporate citizen to Central Valley 
businesses.” 

California dealer 
Office Solutions 
expands into 
Central Valley
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Some charitable activities have zero cost and return huge benefits. Just ask Melissa Ball 
and her team at Ball Office Products in Richmond, Virginia.

Working with the Down Syndrome Association, Melissa discovered that a Down 
Syndrome intern can help improve office morale and bring smiles to all who participate. 

“They want to keep kids in their program engaged over the summer and give them some 
workplace exposure,” said Melissa. “They asked if we would mind having them come and 
work at our offices for two or three days a week.” Melissa was more than happy to oblige.

The students come with an aide and are covered by their own insurance so there is no 
liability. “All of our employees are happy to have them here and they are very helpful,” said 
Melissa. The students perform everyday tasks such as shredding and running envelopes 
through the mail machine. 

They also help out baking cookies that the dealership gives out to customers, vendors 
and anyone else who walks through the doors. “We have been doing that since we 
opened for business,” said Melissa. “Baking cookies is a chore for us but an aide told me 
that it’s a great task for the Down Syndrome teenagers working at Ball Office Products.” 
They have to set the timer, be careful with 
the equipment, monitor the ovens, let 
baked cookies cool and then bag them.

“It lets the kids see what a workplace 
looks like, understand what it means 
to report on time and learn appropriate 
behavior,” Melissa added. “They are so 
happy to be here and all of our employees 
are happy when they are here. Everyone 
should be doing this.” 

On the basis of a 50-year history of 
service and a fierce commitment to 
the local community, GOS in Greer, 
South Carolina, recently received 
a special accolade, the Small 
Business Success Award, from its 
local chamber of commerce. 

For more than a decade GOS 
has been a proud partner of the 
local chamber and for the past 
50 years has served the upstate 
business community.  

Charles Scales III, GOS 
president and CEO, accepted the 
award on behalf of the dealership. 
The award is presented each 
month to one company that meets 
the following criteria:
• establishes a history of business 

in the Spartanburg area, 
• demonstrates positive growth in 

revenue and workforce, 
• shows innovation and 

creativity in the present and 
looks to the future, 

• is involved in the community, and 
• overcomes adversity. 

This year is GOS’s 50th 
anniversary and the company 
celebrated in fine fashion this 
past April, with a colossal party 
for customers and vendors at its 
headquarters. 

Receiving the Small Business 
Success Award was exceptionally 
humbling for GOS, Charles said, 
as the anniversary highlights just 
how far it has come in the past 
half century. 

“We’re really not a small 
company, we’re really a large 
company with a small attitude,” 
he added. “It’s a pleasure doing 
business with the Spartanburg 
Chamber.”  

It will probably come as no great shock to learn that most local communities are 
blissfully unaware of the economic impact Amazon is having on their overall wellbeing 
and prosperity. 

But that’s even more reason for local independently owned and operated businesses to 
take a leaf out of the playbook of Indianapolis dealer Office360 and do something to help 
raise awareness of the issue.

A recent blog post by Office360 spelled out just what’s at stake. The post, put together 
by marketing specialist Abbey DiSano, referred to a study that compared three segments 
of retail: independent retailers, national chain retailers and Amazon. 

The study showed that local retailers reinvest 130 percent more of their revenues in the 
community than chain retailers and a whopping 676 percent more of their revenues than 
Amazon. The obvious conclusion: It is a whole lot more beneficial to the local economy 
when consumers choose to shop local instead of Amazon.  

The Office360 sales team has been talking up this study to customers and while still too 
soon to talk about results, the hope is that customers will begin to see the distinction.

“If you are shopping for a specific item and need to choose from a wide array of 
products, Amazon will get the job done,” said Abbey. “But if you’re casually browsing 
online, maybe you will think twice before adding that product to your cart and make the 
drive to a local business instead. Your local economy will thank you.”

Blog by Office360, Indianapolis dealer 
supports local economy vs. Amazon

Virginia dealer Ball Office Products helps Down 
Syndrome interns learn workplace skills

Spartanburg Area 
chamber honors 
South Carolina 
dealer GOS

https://www.independentwestand.org/wp-content/uploads/Home-Sweet-Home-Amazon_.pdf
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“We now have an all-in-one 
inbound marketing and sales 
platform that helps us attract 
prospects, convert leads, and 
win deals.”

Aric Manion
President - Kelley Imaging Systems

“We have been Amplify 
clients for over a year and 
could not be happier with the 
quality of the marketing 
services we receive.”

Jim George - President
Donnellon McCarthy Enterprises
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SECRETS of success
Chicago Office Products, 
Bridgeview, Illinois
For Ken Henderson and his 
team at Chicago Office Products 
in Bridgeview, Illinois, adding 
new accounts and growing the 
business is the primary goal of the 
company. The sales team of four 
outside salespeople call on as 
many prospects as possible and 
salespeople split their time among 
the major categories sold—office 
products, furniture, janitorial supplies 
and break room.

“We use a leads company that 
we’ve worked with for several years 
so they know the kind of prospects 
we look for,” says Henderson, the 
dealership’s president. Chicago 
Office Products will sell to anyone, 
but when it comes to new business 
Henderson wants to target 
customers buying from Amazon or 
big box suppliers. “That is the easiest 
business to take away,” he contends.

Henderson recognizes a growing 
number of customers, especially 
millennials, spend an increasing 
amount of time online. Close to 65 
percent of orders come in online 
and the ease and simplicity of the 
dealership’s online ordering process 
contributes to that success. Its 
website was developed in house 
and Henderson works regularly 
with an outside resource to make 
certain that the website is up 
to date, products are priced 
competitively and placing orders 
is as easy as possible. 

“We do our own website,” says 
Henderson. “We redevelop it 
every few years and invest heavily 
into its success.” The website 
stands out with an engaging 
home page, easy-to-use search 
capabilities and outstanding 
graphics on product pages. 

All the elements combine to 
provide a pleasing, easy to use 
online presentation. “We have 
two employees with more than 40 
years combined experience who 
respond to questions on chat,” says 
Henderson. “They usually provide 
answers very quickly.”

Henderson suggests that retaining 
customers or taking them away from big 
box suppliers often comes down to ease 
of doing business; frequently that means 
removing pain points from the process 
for their customers. Case in point: the 
need to run out to the warehouse club to 
buy drinks and snacks. 

“We tell them we can save them a 
trip and deliver it next day for only a 
slight cost increase,” says Henderson. 
Generally, that wins the sale. Some 
drinks and snacks have found their 
way into the inventory at Chicago 
Office Products. “We send a truck 
over to Sam’s Club once a week,” he 
says. “And Sam’s Club has helped us 
by closing some of their outlets.” 

The outside sales team has 
developed the expertise to sell all 
of the offered product categories. 
“Janitorial customers tend to know 
what floor cleaning products they use 
and they will tell us,” says Henderson. 
When more expertise is needed, for 

Key Management: Ken Henderson, 
president; Carol Henderson, vice 
president; Nick Calarco, VP sales 
and marketing
Products Carried: Office Products, 
Furniture, Janitorial and Foodservice 
Products
Year Founded: 1982
Sales Volume: $5 million
No of Employees: 14
Key Business Partners: TriMega, 
Essendant, S.P. Richards, Domtar, 
Supplies Network
www.chicagoofficeproducts.com

instance with a school customer, 
specialists are readily available from 
facility products vendors and the 
wholesaler. “If the salesperson can’t 
answer questions the specialist can 
ride along and help out.”

Much of the growth and success 
experienced by Chicago Office 
Products can be tied to product 
selection and inventory. Henderson 
carefully analyzes what sells and 
what products have the best margins 
and he uses that data to drive his 
stocking decisions.

If customers look for specific brands, 
more often than not they can be easily 
switched to a compatible which comes 
with a better margin. “You need to 
devote more time to purchasing,” says 
Henderson. “If you are not buying right 
and stocking the right products then 
your margins are not going to be where 
they need to be.”

http://www.chicagoofficeproducts.com
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If you have news to share - email it to  

news@IDealerCentral.com

Wholesaler Essendant has announced its shareholders 
will meet to vote on the issuance of the new shares 
required for its proposed merger with S.P. Richards 
on October 5 this year, despite having signed a 
confidentiality agreement with Staples.

A flurry of early August activity in the already long-running 
takeover tussle followed a July 31 letter to Essendant CEO 
Ric Phillips from Staples’ director and Sycamore Partners 
founder Stefan Kaluzny.

In the letter, Staples reaffirmed its desire to acquire 
the wholesaler, revealing that it had prepared a draft 
merger agreement and that it was willing to enter into a 
non-disclosure agreement (NDA). It also suggested that 
it could “significantly” improve its May offer of $11.50 a 
share if necessary.

It then emerged in a regulatory filing that an NDA had 
indeed been signed by the two companies on August 3.

That was followed by the release of a letter from Phillips 
to Essendant staffers revealing the October 5 meeting and 
suggesting that this is likely to occur before the FTC has 
completed its review of the merger.

He also confirmed that the Essendant board still favors 
the S.P. Richards deal over the Staples proposal.

“As most of you are aware, Staples has made an 
unsolicited offer to acquire Essendant, which was 
reiterated in a letter issued in a public filing by Staples 
last week,” he wrote. “Our board has a fiduciary duty to 
our shareholders to evaluate proposals like the one we 
received from Staples, and on August 3 we entered into a 

Essendant enters into non-disclosure agreement with 
Staples, shareholders to vote in October

confidentiality agreement with Staples which enables us to 
begin discussions.

“However, it’s important to note that the S.P. Richards 
merger agreement remains in effect, and the board 
has not changed its recommendation that Essendant’s 
shareholders vote in favor of that transaction.”

In another regulatory filing, Staples revealed that it 
has all the necessary finance in place to complete its 
transaction, having received commitments for both an 
asset-based credit (ABL) facility of $1 billion and a loan 
facility for $75 million. 

It said these funds, along with available cash of $240 
million and undrawn borrowing capacity of $728 million on 
an existing ABL facility, would allow it to acquire Essendant 
and refinance the wholesaler’s existing debt.

»

A report published in July by the Institute for Local Self 
Reliance (ILSR) regarding the national U.S. Communities 
contract secured by Amazon last year has received 
widespread coverage in the national and local press, and 
attracted the attention of a number of local officials and 
lobbying groups.

The report suggests that the deal lacks the standard 

safeguards to protect public dollars and public 
transparency and puts cities and schools at risk of paying 
more and getting less. It also claims that the terms of the 
original request for proposals (RFP) for the contract was 
tailored so that it was unlikely that anyone but Amazon 
would be successful.

Other key points in the report include the fact that the 

Report from ILSR turns spotlight on shortcomings of 
Amazon-U.S. Communities contract

mailto:news%40IDealerCentral.com?subject=
https://ilsr.org/amazon
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The Independent Stationers 
dealer coop last month rolled 
out Boost, a new product 
marketing program for its 
members.

IS said Boost will replace 
the group’s traditional 
print catalog next year. In 
recognition of the overall shift 
from print to digital marketing, 
Boost will provide the group’s 
vendor partners with the 
opportunity to enhance the 
visibility of key branded 
products on IS shareholders’ 
websites, the group said. 

“We are excited to offer 
this solution to our vendors 
and shareholders,” said Ty 
Blankenbaker, director of 
merchandising. Blankenbaker 
described initial vendor 
response to the new program 
as “encouraging”. 

Smead president Casey 
Avent commented: “As a 
manufacturer, it is increasingly 
important to have partners that 
approach us with new ideas 
and new ways to increase our 
brand’s presence in the market 
place.” 

To support the program, 
IS said it has reached an 
agreement with S.P. Richards 

whereby SPR will help IS 
shareholders implement Boost 
on their websites that lead with 
its content.  

“We are thrilled to work with 
Independent Stationers to 
support our mutual customers’ 
marketing and sales goals,” 
said Jack Reagan, senior vice 
president of merchandising at 
S.P. Richards.

IS CEO Mike Gentile added, 
“Independent Stationers is 
always looking for ways to get 
the best return on investment 
for our vendor partners’ and 
shareholders’ marketing 
dollars. Our Boost program 
is the next logical step as the 
cost of print increases and 
catalog utilization declines. 
More importantly, however, 
Boost shows that IS has great 
partners focused on dealer 
success in a very tumultuous 
time in our industry.”

Separately, IS also 
announced last month that 
it recently elected its board 
of directors and officers 
for 2018-19. Elected to 
three-year terms were Terry 
King, Schwegman Office 
Products, Batesville, Arkansas; 
Jordan Kudler, Legacy Office 

Solutions, Brooklyn, New York 
and Tim Triplett, Triplett Office 
Essentials, Des Moines.

At a subsequent meeting of 
the new Board, officers were 
elected for the 2018-2019 
year. They include:
l Chairman: Tonya Horn, 

Rogards, Champaign, Illinois
l Vice Chairman: Jordan 

Kudler, Legacy Office 
Solutions, Brooklyn, New 
York

l Treasurer: Tim Triplett, 
Triplett Office Essentials, 
Des Moines

l Secretary: Brian Kerr, Kerr 
Office Group, Elizabethtown, 
Kentucky

Horn, the first woman 
to serve as the group’s 
chairman, said, “I’m humbled 
to be elected chairman of our 
group’s board of directors. 
I’m looking forward to working 
with our board and extremely 
talented staff at IS to navigate 
our group through these 
dynamic times. I’m confident 
that our group will continue 
to be a progressive leader 
within our industry, putting our 
members in a position to adapt 
and thrive.”

IS announces new marketing program, 2018-19 board and officers

contract does not offer any pricing guarantees or volume 
discounts; it includes some of Amazon’s owns terms 
and conditions that override normal local government 
purchasing provisions and restrict contract transparency; 
it allows for slower and more expensive fulfilment terms 
than most independent office products dealers, and 
Amazon has a trained national sales force selling to local 
governments.

In addition, a pricing comparison study commissioned 
by the ILSR and carried out by Rick Marlette of OPSoftware 
(and published in last month’s ID) shows that Amazon 
Business is more expensive for a basket of items than a 
typical independent dealer.

The report counters Amazon’s claims to represent and 
support local, independent dealers through the use of 
its Marketplace platform by pointing out, with the help 
of industry stalwart Dave Guernsey, that in order to sell 
through Amazon Marketplace a dealer would be forced to 
hand over its data and a cut of its revenue—generally 15 
percent—to one of its largest competitors.

Since its publication the report has been featured in 
articles by the likes of The Washington Post, The Chicago 
Tribune, Business Insider Magazine, Governing and 
several trade journals, and has attracted the attention on 
social media of various academics, local lawmakers and 
pressure groups.

From top to 
bottom; Tonya 
Horn, Jordan 
Kudler,Tim Triplett, 
Brian Kerr

https://www.washingtonpost.com/business/2018/07/10/amazon-now-sells-office-supplies-books-thousands-cities-other-local-organizations/
http://www.chicagotribune.com/suburbs/.../ct-nvs-amazon-taxing-bodies-st-0713-story.html
http://www.chicagotribune.com/suburbs/.../ct-nvs-amazon-taxing-bodies-st-0713-story.html
https://www.businessinsider.com/amazon-partners-american-cities-multi-billion-dollar-deal-2018-7
http://www.governing.com/topics/mgmt/gov-amazon-government-procurement-lc.html
https://twitter.com/Richard_Florida/status/1022557185061019649
https://twitter.com/bradlander/status/1017440834105544704
https://twitter.com/LocalProgress/status/1017149066172682242


AUGUST 2018 INDEPENDENT DEALER PAGE 15

Winner’s Circle CONTINUED FROM PAGE 4

We hold a standard 
for creating innovative 
products and solutions 
to help make life easier. 
Our new, proprietary 
Sure Feed™ technology 

is engineered into our label sheets to deliver 
a more reliable feed through your printer. 
It allows sheets to feed properly into the 
printer, reducing misalignments. The result? 
Better print alignment, less jamming and  
no more wasted labels. For more information 
about Sure Feed technology, click here.

With over 80 years of experience, the 
Avery brand has built a solid reputation 
in the labels business. We methodically 
develop and test our products to high 
standards so every product is designed for 
optimal performance. 100% satisfaction 
guaranteed—that’s our promise to you.

Our vast and diverse portfolio of  
labeling solutions includes industry-leading 
technology to provide consumers the 
quality, reliability and performance they’ve 
come to rely on from the Avery brand. Easy 
Peel® label sheets with the Pop-up Edge® 
make labels easy to peel and quick to apply. 
Labels with TrueBlock® technology make it 
possible to reuse boxes and file folders by 
completely covering up distracting marks 
underneath for a clean, professional look. 

And our labels with Ultrahold® permanent 
adhesive are guaranteed to stick and stay 
on a variety of surfaces without falling off, 
curling or lifting. 

Another factor that makes our products 
stand out is what consumers can do to 
make them uniquely their own. With our 
free Avery Design & Print Online software, 
consumers can customize their products 
right from their computer or mobile device 
and print what they need, when they need 
it, giving them more control and flexibility 
to bring their ideas to life.

 With our commitment to  
 quality, Avery products  
 are precision engineered  
 for smooth, trouble-free  
 performance. 

ADVERTORIAL

Avery Products Corporation is the world’s leading supplier of labels, specialty converted media and software solutions to 
enable short-run digital printing in businesses and homes alongside complementary products sold through distributors 
and mass market retailers under the Avery® brand. For more information about Avery Products, visit avery.com. 

 What’s Behind  
 the Avery Label? 

Introducing 
Sure Feed™ 
technology

 Sure Feed technology is engineered  
 to help provide a more reliable feed  
 through your printer. 

http://www.avery.com
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The Business Solutions 
Association (BSA) has 
announced its slate of 
honorees who will be 
recognized for their industry 
achievements at the 
association’s 2018 Annual 
Forum later this year.

Wayne Beacham, who 
served as CEO of S.P. 
Richards until his retirement 
will receive BSA’s 2018 
Legends of the Industry 
Award. 

Beacham spent his entire 
business career in the office 
products industry, most of 
that time being with S.P. 
Richards.

He started out working 
part time for a local office 
products dealership in 
Birmingham, Alabama, while 
attending the University of 
Alabama-Birmingham.

Upon graduation, he 
joined S.P. Richards as a 
sales representative at the 
company’s Tampa, Florida 
Distribution Center.

During his initial 23-year 
tenure with S.P. Richards, 
Beacham was first promoted 
to general manager of its 
Orlando Distribution Center, 
and later opened the Seattle 
and Sacramento Distribution 
Centers. 

When SPR formed its 
Western Division, Beacham 
was named the division 
vice president, before he 
was transferred into the 
company’s headquarters as 
senior vice president of sales. 

Beacham was subsequently 
named senior vice president 
of operations, a position he 
held until early 1997, when he 
joined Corporate Express. 

Beacham spent four 
years with Corporate 
Express before rejoining 
S.P. Richards in July of 
2001 as president and chief 
operating officer. In 2004, 
he assumed the role of 
chairman and CEO and he 
held those positions until 
his retirement in early 2017. 
Recently, Beacham joined 
Office Depot in a strategic 
advisory role.

In addition to being an 
active member of Mt. Bethel 
United Methodist Church, 
Beacham has served 
a number of charitable 
organizations, including 
United Way and Avista 
Hospital.

Closer to home, he served 
as chairman of the National 
Office Products Industry 
Council for City of Hope and 
was the recipient of that 
organization’s Spirit of Life 
Award in 2005

Michael Rowsey, currently 
CEO and managing director 
for the Harbinger National 
rep organization, will be 
honored with BSA’s 2018 
Leadership Award. 

Rowsey began his 
industry career in 1979 
with Boise Cascade Office 
Products. Since then, he has 
held numerous high-level 
management positions at 
Boise Cascade, Associated 
Stationers, United Stationers 
and OfficeMax.

After leaving OfficeMax 
Rowsey started MCR 
Investments, which 
focused primarily on small 
acquisitions in distribution 
and consumer products and 
also worked with numerous 

private equity groups 
looking at investments in 
and adjacent to the office 
products space. 

In 2011, he and former 
Fellowes sales chief Bob 
Compagno established 
Harbinger as a new solution 
to provide manufacturers 
with product and/or brand 
representation on a national 
level.

Recipient of BSA’s 2018 
Lifetime Achievement Award 
is Joe Templet, currently 
senior vice president, trade 
development for Essendant.

Templet began his 
business career in 1968 
with Procter and Gamble, 
working in its Consumer 
Paper Products business.  

After a short time with 
P&G, he was drafted and 
served two years in the U.S. 
Army. Templet finished 
his tour of duty in 1970 
and returned to Procter 
and Gamble where he 
stayed until 1973, when he 
was recruited by Polaroid 
Corporation.

In 1982, Templet joined 
The Parker Pen Company as 
national sales director and 
was subsequently promoted 
to general manager, U. S. 
operations.

United Stationers 
recruited him in 1985 to 
serve as vice president 
of sales for its Johnson & 
Staley unit. Templet held 
various senior executive 
positions at United 
Stationers, now known 
as Essendant, before 
assuming his current role at 
the company.

During his career, 

Templet has been involved 
in numerous industry 
associations and is a long 
time supporter of the City of 
Hope. In 2013, he was the 
recipient of the first City of 
Hope Hall of Fame Award 
and in 2016, he was honored 
with the organization’s Spirit 
of Life Award.

Beacham, Rowsey and 
Templet will receive their 
awards at BSA’s 2018 
Annual Forum, which is 
scheduled for September 
5-6 in Indianapolis. For more 
information, visit here.

BSA to honor Beacham, Rowsey and Templet at 2018 Forum

From top to bottom; Wayne 
Beacham, Michael Rowsey 
and Joe Templet

http://businesssolutionsassociation.com
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The Highlands sales and market 
agency last month announced the 
promotion of Kristin Stevens to vice 
president of eCommerce. Stevens has 
been with Highlands since 2015 and 
served as director of national accounts, 
eCommerce, for the company. In 
her new position, she will have the 
primary responsibility of overseeing all 
operations for the eCommerce team.

“We are happy to recognize 
Kristin’s invaluable contribution to our 
company,” said Gordon Christiansen, 
chief operating officer and senior VP 

of marketing at Highlands. ”She has 
proven to be an effective leader and 
her hard work and dedication will 
continue to enhance the strategic 
direction, growth and profitability of 
Highlands’ eCommerce offering.”

Separately, Highlands announced 
the appointment of Darren Laycock 
as territory sales manager for Western 
Canada. Laycock has more than 30 
years of sales account management 
experience, specializing in office 
products, furniture, and educational 
institutions.

Highlands names new eCommerce VP, 
Western Canada sales manager

The Akers Business Solutions rep 
group has appointed Fred Jackson 
as its new regional sales manager 
for accounts in the Pennsylvania 
and New Jersey regions. Jackson 
previously worked as a district sales 
manager for wholesaler Essendant 
for close to ten years.

Akers CEO Darlene Akers said: 
“We are so thrilled to have such a 
professional industry veteran join 
our company. This makes Akers 
the largest industry rep group in the 
northeast region. We currently have 
a team of ten sales representatives 
working in the New England to 
Virginia markets and with the addition 
of Fred we are looking forward to 
the development of new business 
while working with our existing dealer 
partners.”

New regional sales 
manager at Akers 

EASELS BULLETIN BOARDS PLANNERS WHITEBOARDS

Being a family business with almost 40 years of market experience, we are 
proud of our origins. From a small family-owned company to a global leader in 
visual communication, we are dedicated to helping people communicate, by 
developing products, which address market specific needs.

HELPING PEOPLE
COMMUNICATE
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Essendant transfers ownership of MBS Dev software to Enavate
Technology solutions company Enavate has announced it now has full website software 
ownership of Essendant’s former subsidiary, MBS Dev. MBS Dev was acquired by Enavate, 
then known as Project AX, in 2014

Enavate said the deal will now allow to company to take a leadership position in providing 
end-to-end e-commerce solutions for its customers.

Enavate CEO Thomas Ajspur said: “We are excited to extend our investment in providing 
leading technology solutions for the wholesale distribution industry, enabling independent 
office products, janitorial and breakroom dealers to grow, evolve and digitally transform, 
meeting the needs of their customers. Our relationship with Essendant enables us to continue 
to extend value to our mutual customers.”

Essendant president of office and facilities Harry Dochelli said: “Essendant plans to work 
with Enavate, as we do with all of our 3PV providers, to continue to provide digital solutions and 
content that helps our customers to compete in today’s marketplace.”

AIS names new rep group for upper Midwest
Office furniture manufacturer AIS has announced a new relationship with BeyonDesign 
Resource Group, a Minnesota-based rep group serving the upper Midwest. 

AIS said BeyonDesign offers sales, consulting and marketing services for contract 
furniture manufacturers and is a valued resource for dealers, as well as A&D and end users 
of commercial furniture products. 

BeyonDesign began representing AIS products and solutions in July.

800.636.0778      phoenixsafeusa.com

SAFE INTERNATIONAL, LLC

No connection required.
Connectivity is a delicate chain — each link in the chain  
has to work or nothing works. Anything from a natural 
disaster to a simple cut wire can affect connectivity for cloud 
services, service providers and businesses. Complementing 
cloud storage with a Phoenix file or safe means data is  
always easily accessible — no matter what. Do your  
customers have a permanent connection to their data?

Keep your reputation safe. Phoenix Safe.

Harry Dochelli

http://
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OPWIL Annual 
Retreat 2018 

This year’s theme is 
RESILIENCE. Join us 
for a weekend full of 
networking, learning 

and relaxation to 
create a mindset of 

bending, but  
not breaking. 

LIMITED SPACES AVAILABLE, 
SO BOOK NOW!

Executive Member rate 
$550 (shared room)
Non-Executive Member rate  
$800 (includes an annual  
subscription to OPWIL)

opwil.com/retreat

Special guest: 
Toni Bubb, 
Professional 
Lover of Life 
and Founder/ 
CEO of Kizen 
Life.Questions? Contact admin@opwil.com

RESILIENCE 2018
FRIDAY 28TH – SUNDAY 30TH SEPTEMBER
Evins Mill Retreat Center, Smithville, Tennessee

3rd AnnualRETREAT

*The price to attend includes two nights of 
accommodation, all meals and planned activities.

Dealer technology provider ECi Software Solutions last 
month announced the appointment of Sarah Hagan as 
its new chief financial officer. Hagan replaces Glenn 
Etherington, who is retiring after serving as the company’s 
CFO for more than a decade.

Hagan brings over 15 years of experience in finance 
and accounting to ECi. Previously, she served as CFO for 
Omnitracs, a provider of SaaS fleet management solutions.

She has also held several senior positions and played a 
key leadership role at Sabre, a technology solutions provider 
to the travel industry, and helped lead its successful IPO in 
2014. Earlier in her career, she was an auditor with public 
accounting firm RCO. 

She holds an MBA from the University of Texas at Dallas, 
a BA in accounting from the University of Texas at Arlington 
and is a Certified Public Accountant (CPA).

“Sarah is coming on board during an exciting time for 
ECi,” said ECi CEO Ron Books. “In the past year alone, 
we’ve made four acquisitions and increased our headcount 
by 50 percent. Sarah’s extensive finance and leadership 
experience made her the ideal candidate for ECi as we 
continue to scale the business.”

New CFO at ECi
Industry News CONTINUED FROM PAGE 20

http://www.opwil.com/retreat
mailto:admin%40opwil.com?subject=
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Writing instrument manufacturer Zebra Pen Corp. has 
announced the relaunch of the all-metal Zebra STEEL F-701, 
a popular stainless steel ballpoint pen. 

The Zebra All-Metal STEEL F-701 Retractable Ballpoint Pen 
now features an all metal interior, replacing all plastic pieces 
with stainless steel. The stainless steel barrel, metal clip and 
metal refill, makes the STEEL F-701 easily detectable in a 
factory setting. Unlike plastic pens, the STEEL F-701 is known 
for strength and reliability, the company said.

“We are excited to relaunch our STEEL F-701 to match the 
wants and needs of our consumers,” said Zebra director of 
marketing Ken Newman. “The F-701 is one of our most sought 
after premium products, and it continues to impress with long 
lasting performance.”

To learn more, visit www.zebrapen.com.

Zebra Pen USA releases all-metal STEEL F-701

Paper manufacturer Domtar 
Corporation last month 
announced it has acquired 
a majority interest in Prisma 
Renewable Composites, 
LLC, developers of 
advanced materials from 
lignin, the natural glue that 
holds wood fibers together, 
and other natural resources. 

With its investment, Domtar 
will help commercialize the 
process of using lignin to 
make engineered plastic 
compounds such as 
Acrylonitrile Butadiene Styrene 
(ABS) and other high-value 
fiber and lignin applications, 
the company said.

“Innovation is core 
to [our] strategy,” said 
Domtar Biomaterials vice 
president, Mark DeAndrea. 
“We’re pleased to have 
the opportunity to partner 
with an industry leading 
renewable composite 
company. Domtar 
Biomaterials is a bridge 
between science and 
commercialization. This 
investment leverages 
Prisma’s scientific research 
capabilities and unique 
product development 
strategy with Domtar’s 
commercialization and lignin 
production expertise.” 

“We are excited about this 
partnership with Domtar,” 
Prisma CEO Adam McCall 
added. “We believe their 
commercialization plans 
and capabilities give Prisma 
an incredible advantage in 
establishing a robust supply 
chain from lignin to the final 
material production.” 

Domtar is a leader in 

lignin separation and 
the development of 
lignin-based materials. 
The company recently 
installed a demonstration 
plant in Ontario, Canada, 
to show how lignin pellets 
can potentially be used as 
a bio-alternative to plastic, 
chemicals and other 
petroleum-based products.

Domtar invests in advanced 
materials developer Prisma 
Renewable Composites
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NOPA News
Back in the 1990s, the 
business and labor 
communities did something 
that even then was unheard 
of in Washington. We 
worked together. 

In 1996, pro-business 
advocacy organizations 
and the AFL-CIO came 
together in a unified way to 
support the Federal Prison 
Industries (FPI) Competition 
in Contracting Act. It was 
legislation that was sorely 
needed at the time, in order 
to level the playing field for 
businesses and workers 
against the unfair monopoly 
FPI enjoyed in a number of 
product categories.

Business and labor 
worked together on crafting 
a solution that would allow 
inmates to learn real life 
skills they could use in their 
communities upon being 
released from prison, while 
ensuring that the products 
and services being provided 
by FPI were not hurting U.S. 
resellers and manufacturers. 
The result was a true win-win 
for both sides but now, all 
that is about to change.

It took twelve years to 
get the relief we needed, 
but finally in 2008, behind 
the efforts of then Rep. 
Pete Hoekstra (R-MI) and 
Rep. Carolyn Maloney 
(D-NY), we were able to 
include language in the 
FY’08 National Defense 
Reauthorization (NDAA) 

bill which simply stated 
that if FPI had a market 
share of 5% or more in 
any one industry, then it 
had to openly compete for 
contracts and its mandatory 
source status no longer 
applied. 

That represented a 
significant victory for the 
office furniture industry, 
since FPI had over 5% 
market share and was on 
pace to grow its share to 
10% or more. 

Also for the first time, 
legislation was passed that 
required FPI to compete 
on a level playing field with 
independent dealers for 
contracts. 

This change came as 
much needed relief at a 
time when the economy 
had started down the path 
of a recession just a year 
earlier and unemployment 
stood at 7.2%. 

A weak economy and 
high unemployment rate led 
in part to passage of this 
critical legislation but they 
were by no means the only 
factors. This success can 
also be attributed to key 
players in the office furniture 
industry, notably dealers, 
who came to Washington 
and told their personal 
stories to lawmakers. 

I remember one story 
in particular which really 
resonated with members 
on both sides of the aisle. A 

Congress prepares to expand the 
reach of Federal Prison Industries
By Paul Miller
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NOPA-OFDA member from 
Alabama told how he had 
lost his father-in-law to a 
horrific act of violence. Later, 
the family found out that the 
person convicted of this 
crime was now working in 
FPI’s furniture division. 

In other words, not only 
did this small business lose 
a family member to violence, 
but they were now having to 
lose business, due to FPI’s 
sole sourcing authority, to 
the very same person who 
took that life. 

I take you down memory 
lane because Congress is 
on the verge of altering the 
landscape once again by 
erasing all the changes we 
made in 2008. 

In fact, Congress and 
the White House are even 
looking at expanding FPI’s 
reach into the private sector!

We’re not afraid of 
competition, but competition 
today means globally, not 
locally like it was back in 
1996 for many of our small 
businesses. 

We’ve learned how to 
compete globally as small 
businesses and have done 
so very successfully when 
the playing field is level. 

But now, we face the 
prospect of the scales once 
again tipping against small 
businesses. In addition to the 
possibility of being hit with 
higher prices due to tariffs, 
we are now on the verge of 
getting hit with additional 
penalties at home through 
the expansion of FPI. Putting 
it simply, it’s hard to compete 
when your own government 
stacks the deck against you!

The question we need 
to ask is where do US 

manufacturing and small 
businesses rank in this 
country when you create 
trade wars that hurt our 
businesses and then give 
handouts to government 
backed corporations like 
FPI, that have a mandatory 
sourcing status? 

Why did Congress feel the 
need to create the reforms 
back in 2008, but now, under 
similar circumstances, feel 
the need to unravel the very 
laws they created? 

There’s a deep disconnect 
today between Washington 
and today’s manufacturers 
and small businesses and it 
is going to have significant 
negative impacts unless we 
work together to keep the 
playing field level. 

Congress is prepared to 
take these steps without 
any effort to consult with 
industry. Similarly, we have 
seen no indication Congress 
is studying the issue in any 
depth or attempting to see 
what the impacts would be 
on both industry and FPI. 

Instead, Congress and the 
White House are turning their 
backs on manufacturers and 
small businesses in favor 
of prison inmates, all in an 
attempt to send out a press 
release touting their efforts 
to provide inmates with real 
life skills. And in point of fact, 
they were already providing 
those opportunities, but it’s 
an election year and they 
need something to woo 
voters with. 

This must not stand. We 
need to get out and send our 
own message. It’s time to 
get the band back together 
and fight back against this 
expansion. 

NOPA-OFDA is once 
again taking a leadership 
role in working to bring the 
business community and 
labor organizations together 
to fight these changes. The 
dealer community played 
a major role in our success 
in 2008 and we are calling 
on you once again to get 
involved. 

If you sell office furniture 
to the federal government, 
then I want to personally 
ask you to get involved with 
NOPA-OFDA. 

We fought back and won 
once; we can do it again. 
We need independent 
dealers and manufacturers 
to join our grassroots efforts 
to prevent Congress and 
FPI from tilting the playing 
field back in a direction that 
provides inmates with all the 
opportunities and business 
and labor with none. 

As Al Pacino’s character 
says in The Godfather Part 
III, “Just when I thought I was 
out, they pull me back in.” 
That’s just how I feel when it 
comes to this issue. 

NOPA-OFDA and our 
business and labor partners 
bargained openly, in a 
bi-partisan way, and fairly 
in 2008 and the result was a 
true game-changer.

Today’s actions put 
small businesses at risk in 
exchange for bolstering a 
mandatory source program 
backed by the federal 
government using our tax 
dollars without the input 
from industry. 

The fight in Washington 
today is about whether or 
not we should build a wall to 
keep illegal immigrants from 
crossing over the border to 

take U.S. jobs. Today, we 
have other fences and walls 
that are keeping inmates in 
our prisons, but it looks like 
those walls and fences won’t 
keep them from taking our 
jobs.

I encourage everyone to 
contact NOPA-OFDA and 
get involved. I would urge 
everyone to reach out to their 
members of Congress and 
make sure they know just 
what they are about to do and 
whom they are doing it to. 

It took us twelve years 
to pass the fair reforms we 
saw in 2008. Let’s not go 
another 12 years before we 
get similar reform. I would 
encourage everyone to go 
to www.ofdanet.org or www.
nopanet.org and send a 
letter through our VoterVoice 
system. You can have your 
voice heard in just minutes. 
It’s that easy!

Let’s send a message 
that now is not the time 
to be undoing laws that 
work. Now is not the time to 
expand a program when we 
don’t know the impact such 
action will have on industry 
and inmates. 

Voters want a Congress 
and White House that work 
together. This is one of those 
moments we hope Congress 
will hear us and work with us 
on ensuring both industry and 
inmates have a level playing 
field on which to compete. 

Paul Miller is director of 
advocacy and regulatory 
affairs for NOPA. To learn 
more about the association 
and its current government 
affairs programs, call (410) 
931-8100 or email 

http://www.ofdanet.org
http://www.nopanet.org
http://www.nopanet.org
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The Scholarship Fund of the National Office Products 
Alliance (NOPA) last month announced the recipients of 
its awards for the 2018-2019 academic year. 

Chaired by IOPFDA board member Skip Ireland, 
president of COS Business Products & Interiors, the 
IOPFDA Scholarship Committee presented 45 awards to 
students with a total value of $24,000. Applicants are evaluated not only on their academic 

success but also their outside interests, extracurricular 
activities, community services and financial need. Any 
person who is an employee or related to an employee of an 

association member firm may apply. This year’s winners and 

sponsoring companies are:

NOPA announces 2018-2019 scholarship recipientsBy Paul Miller

Recipient Name Member Organization
Caitlin Amann National Business Furniture
James Mabry Kennedy Office
Emma Apicella Shane’s Office Supplies
Valerie Mash Smead Manufacturing Co.
Taylor Auby S.P. Richards
Nicole McCarthy Business Office Systems
Anastasia Baird Essendant
Drew Morrow Eakes Office
Jonathan Bayert Shane’s Office Supplies
Kendra Murphy Forrer Business Interiors
Sarah Bird Complete Office Supply
Kalli Murphy Forrer Business Interiors
Roxy Blocksdorf MOI, Inc.
Ray Nierman Eakes Office
Meredith Boulos Office Environments & Services
Natalie Rea Essendant
Chase Broeker Leavenworth Paper and Office
Alice Reid Business Office Systems
Julia Brooks National Business Furniture
Sable Rigsby Essendant
Connor Clare Office Environment Company
Dale Schofield Stotz & Fatzinger Office Supply
Caitlin Denney Davies Office, Inc

Recipient Name Member Organization
Luke Sloop S.P. Richards
Kristen Duncan Buffalo Business Products 
Isaac Smith Eci
Savannah Guernsey Guernsey, Inc.
Olivia Smith Forms and Supply Inc.
Dylan Hallman ECi Solutions 
Vincent Sturniolo Guernsey, Inc.
Ethan Hallman ECi Solutions
Dorothy Sullivan Officelink Inc.
Tyler Hannon Newtown Office Supply
Shawn Thomas Pentel of America
Bethany Haynes MOI, Inc.
Greta Viss The Warden’s Office, Inc.
Delaney Henery Cooke Stationery
Skylar Walk ECi Solutions 
Raymond Hock IV Kennedy Office
Aiden Wasson Business Interiors
Ava Kephart Frank Parsons / TSRC
Hayley Wilton Wilton’s Office Works
Marissa Levendoski The Charles Ritter Company
Mikayla Wright Forms and Supply, Inc.
James Mabry Kennedy Office
Mackenzie Wright Forms and Supply, Inc.
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NATIONAL OFFICE PRODUCTS ALLIANCE (NOPA) 
3601 East Joppa Road, Baltimore, MD 21234 n info@iopfda.org n 410-931-8100 n www.nopanet.org

Remember to stop by the NOPA booth at the Expo on 

TUESDAY, AUGUST 21!

WHERE:

ADVANTAGE  
BUSINESS  
CONFERENCE
MONDAY 
AUGUST 20, 2018  
2:30PM – 3:45PM

Amazon was founded by Jeff Bezos as an online bookstore in 1995.  
Even though their sales now exceed $200 billion they have remained 
amazingly invisible.  Amazon has harnessed a new technology and 
used it to stifle competition across multiple industries as well as 
securing government favors and avoiding taxes an integral part of 
their strategy, collecting no sales tax in many states and paying an 
average federal tax rate of 2%.  In this session, NOPA will share ways 
you can protect your business and educate your customers on the 
value of local small businesses.

JOIN MIKE TUCKER, PRESIDENT AND CEO OF NATIONAL  
OFFICE PRODUCTS ALLIANCE (NOPA) AS HE PRESENTS 

Amazon, the Invisible Competitor: 
Does Your Company Have a Plan?

© 2017 Energizer   Energizer and the Energizer Bunny design are trademarks of Energizer Brands, LLC.

http://nopanet.org
mailto:info%40iopfda.org?subject=


U P C O M I N G  E V E N T S

SEPTEMBER 4 TO 6
City of Hope Industry Challenge  

Pebble Beach, California

Chicago’s famed NAVY PIER and 
CANTIGNY GOLF CLUB set the backdrop 
for this year’s 2018 Spirit of Life Gala 
honoring Rick Toppin of S.P. Richards Co. 
and annual Howard Wolf Golf Classic.  

Join us as we celebrate another year of 
successful fundraising by the industry 
supporting City of Hope’s pursuit to 
finding the cures to cancer and diabetes. 

For more information, contact Matt Dodd 
at mdodd@coh.org. 

SEPTEMBER 12
Howard Wolf Golf Classic  

Cantingy Golf Club-Wheaton, Illinois
HOSTED BY

SEPTEMBER 13 
2018 Spirit of Life® Gala
Honoring Rick Toppin of 

S.P. Richards Co.  
Navy Pier-Chicago, Illinois

PRESENTED BY

ALSO PARTICIPATING

Rick Toppin
2018 Spirit of Life Honoree,
President and CEO,
S.P. Richards Co.

For more than three decades, City of Hope’s National Business Products Industry 
has raised more than $185 million toward lifesaving cancer and diabetes research 
at City of Hope.

The 2018 Generations for Hope campaign honoring Rick Toppin of S.P. Richards Co. 
recognizes the individuals, organizations and families that have spanned across generations in 
the office products industry — people like Mike Fiterman of Liberty Diversified International 
(LDI), the parent company of Safco, which is celebrating its 100th year in business.  

“Our company was founded by my grandfather, Jack Fiterman, who came to this country from 
Russia in 1898 and 20 years later, in 1918 founded Liberty Used Box Company. Celebrating 100 
years in business is an amazing accomplishment made possible through the hard work of the 
thousands of men and women who have worked for our family of companies during the past 
century,” explains Fiterman. 

A dedicated City of Hope supporter, Fiterman understands the urgency in helping find the cures. 
“Throughout the years, countless members of the LDI family have been touched by cancer. In my own 
family, my father Ben had cancer … both my mother and grandmother suffered with diabetes and its lifelong challenges.” 

“We’ve supported City of Hope through our industry efforts for many years. I recently made my first visit to City of Hope’s campus and saw the 
amazing work being done there. You cannot help but feel an atmosphere of hope on campus — it’s evident in the excellent care they provide 
their patients and in the unmatched research that is invested into finding new treatments and cures for these debilitating diseases.” 

For more information on the 2018 “Generations for Hope” campaign, visit CityofHope.org/nbpi.

HOPE
Mike Fiterman Liberty Diversified International (LDI)

mailto:mdodd%40coh.org?subject=
http://www.cityofhope.org/nbpi
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This year’s ABC is slated for August 19-22 at the 
San Antonio Grand Hyatt and Henry B. González 
Convention and with a cloud of uncertainty hanging 
over the wholesaler channel at present, it will not be 
lacking for talking points.

“The independent dealer channel is under 
pressures that it has never felt before,” says S.P. 
Richards’ senior vice president Bryan Wight. “The 
challenges from online resellers are increasing, 
manufacturers continue to invest in marketing 
and finding ways to drop-ship smaller orders 
direct and the national players are looking to buy 
large independents dealers. Why? Because the 
battleground is the consumer, not each other. 

“Ultimately, we must remove redundancies within 
our channel. We must eliminate the excess costs 
that have plagued us for the past few years, and 
find new ways to partner that will capture consumer 
mindshare. All of us have a stake in this battle – 
manufacturers, wholesalers, buying groups and 
dealers.”

On the following pages we’ll take a look at what’s 
on offer at this year’s ABC and how S.P. Richards 
plans to help its dealers re-envision, re-invent and 
re-invigorate their businesses.

PREVIEW

This month sees S.P. 
Richards’ annual showcase 
as the wholesaler’s first-call 
dealers and other business 
partners gather for the 
2018 Advantage Business 
Conference (ABC).

SUNDAY, AUGUST 19 Arrivals 
6:30-9:30pm Children’s Lounge 
7:00-9:00pm Networking Reception 
 
MONDAY, AUGUST 20 
7:00am-4:00pm Children’s Lounge 
6:45-7:45am Breakfast
8:10-10:10am General Session with Keynote 

Speaker 
10:30-11:45am Seminar Session 1 
11:45am-12:45pm Lunch 
1:00-2:15pm Seminar Session 2 
2:30-3:45pm Seminar Session 3 
6:30-11:00pm Knibbe Ranch, Off-Site Event 

(children welcome with badged adult)

TUESDAY, AUGUST 21 
7:00am-5:00pm Children’s Lounge 
7:00-8:30am Breakfast 
9:00am-3:00pm Business Solutions Expo 
11:30am-1:00pm Lunch 
1:30-3:00pm UPS 
3:00-3:30pm Snack and Beverage Break 
3:30-4:30pm Recap General Session & Prize 

Drawing 
Dinner on Own: Explore the River Walk

WEDNESDAY, AUGUST 22
Departures

AGENDA

Advantage 
Business 
Conference

»
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Session 1: Monday, 10:30-11:45 AM
Session 2: Monday, 1:00-2:15 PM
Tax Reform, You and Your Company
Gene Marks, The Washington Post, 
Forbes and Entrepreneur
Target audience: owners
The 2017 tax reform legislation is one 
of the largest changes to the tax code 
in recent history and will likely have 
a significant impact on you and your 
company. Taxes are the number one 
expense incurred by organizations, 
comprising up to 30 percent of income. 
It’s critical that you fully understand 
these changes and, more importantly, 
what actions to take so that you are 
fully realizing the benefits. Join Gene 
Marks for a fast-paced, entertaining 
and detailed discussion on how tax 
reform will affect you, your company 
and your employees. During this lively 
presentation, Gene will cover: 
•  How changes in individual rates will 

affect you and your employees
•  What organizational structure is right 

for your business?
•  Examples of new corporate rates
•  Changes to corporate and individual 

deductions and credits
•  Special employee-related credits 

to help reduce the costs of 
compensation

•  Tax changes that will affect your 
paid time off and retirement plans

•  The impact of tax reform on 

healthcare and the latest strategies 
for controlling healthcare costs

•  Tax impacts that will affect the sale 
of your business 

Session 1: Monday, 10:30-11:45 AM
Session 2: Monday, 1:00-2:15 PM
Innovation from the Outside In
Janet Collins, Partner, TurningPoint 
Strategy
Target audience: owners and sales 
leaders
You can’t effectively innovate by 
sitting in a boardroom brainstorming 
new cool things you could do. True 
innovation comes from getting out 
and into the hearts and minds of 
those you serve. The magic comes 
at the intersection of what your 
customers really need and value, 
with what you do better than anyone 
else. Winning propositions start with 
a deep understanding of buyers and 
end-users – what are they trying to 
accomplish and what gets in their 
way? Then, you can apply your 
special sauce! 
•  Learn how to use the Value 

Proposition Canvas from Strategyzer 
as a catalyst for customer 
understanding and innovation. 

•  Shift your perspective from how to 
compete, to, “How can I make my 
customers’ lives better?” 

•  Start to develop out-of-the-box 
business models, pre-emptive service 
offerings, or other innovation that 
creates meaningful differentiation. 

•  Discover a clear connection 
between your current offerings and 
how they relieve real pains or create 
significant gains for your customers

For more Janet Collins’ seminar, see 
her article in this issue on page 46

Session 1: Monday, 10:30-11:45 AM
Session 2: Monday, 1:00-2:15 PM
The Number One Sales Blunder
Jeff Gardner, Founder, Maximum 
Performance Group
Target audience: sales leaders, 
sales representatives
In working with thousands of 
salespeople, in the field and on the 
phone, Jeff Gardner has observed 
that more than 80% of them commit 
one costly blunder. 

This tactical selling error causes 
salespeople to spin their wheels 
chasing prospects who will never 
buy, reducing the number of new 
customers they are able to convert 
and leading to lost opportunities. Jeff 
will discuss techniques that have been 
proven on the street to help close 
more sales:
•  The most important step in the sales 

process
•  Looking at the buyer’s perspective 

using a card trick
•  Don’t fall for the “price is all I care 

about” tactic
•  The universal buying motivator
•  Understand the prospect 

conversion process and what 
motivates a business to switch 
suppliers

•  How to get out of the “Zone of 
Indifference” and into the “Zone 
of Consideration” with just one 
question

•  The 10/30/10 First Appointment Rule

You will identify your own “Zone 
of Consideration” prospect buying 
criteria and learn sales tactics that will 
help you gain more new customers, 
save valuable selling time and put 
more money in your pocket. 

DEALER 
EDUCATION

»



Shipping & Handling Labels Custom Labels
Labels any shape and size: 
• Warehouse & Distribution • Healthcare 
• Retail Packaging • Personal Care 
• Manufacturing & Packaging • Food & Beverage 

Integrated 
Label Forms
25 in stock templates or  
design the form you need

Shipping Labels

      Change Up your Product Mix
with TABBIES

http://www.thalerus.com
mailto:sales%40thalerus.com?subject=
http://www.tabbiescustomlabels.com
http://www.tabbies.com
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Session 1: Monday, 10:30-11:45 AM
Facilities, Breakroom & Safety: 
Vertical Reality & Panel Discussion
S.P. Richards FBS Team: Nick Lomax, 
Crystal Lewellen, and John Molidor
Target audience: owners, sales 
leaders, sales representatives
Facilities, Breakroom& Safety (FBS) 
category expertise continues to 
accelerate thanks to increased 
commitment from the Independent 
Dealer Channel and SPR support 
with programs like OnPoint training 
and PinPoint. In this action-packed 
session, see PinPoint 2.0, the newest 
version featuring enhanced SKU 
assortment and content, connected 
directly to iteminfo.com. 

The SPR FBS team will lead 
participants through the challenging 
landscape in “Vertical Reality.” Learn 
valuable insight to advanced selling 
opportunities in key vertical markets 
while avoiding traps and pitfalls 
of high maintenance/low margin 
accounts. The team will also demo 
SPR’s new virtual training program, 
OnPoint OnDemand, that allows for 
online dealer training 24/7. 

The session will conclude with 
a panel discussion and question 
and answer session with SPR’s FBS 
leadership including Nick Lomax, 
Crystal Lewellen, and John Molidor.

Session 2: Monday, 1:00-2:15 PM
What Workers Want 2018: Decoding 
the Human Experience
Josh Kerst, Principal Ergonomist, 
Safco Products
Target audience: sales leaders, 
sales representatives
Join Josh Kerst for a highly engaging 
session that will stimulate thoughts, 
evoke discussion, and prompt action 
so you leave better equipped to 
meet your customers’ constantly 
changing workplace needs. Learning 
objectives include:
•  Gaining access to the latest 

research on workers’ needs in an 
ever-changing workplace

•  Understanding how technology is 
influencing how and where people 
work today

•  Discovering how innovative 
workplace designs can successfully 
accommodate five generations of 
workers

•  Understanding how the physical 
workplace affects workers ability to 
perform tasks effectively

•  Recognizing the essential furniture 
elements that harmonize the 
intersection of people and place and 
the impact on business performance

Session 3: Monday, 2:30-3:45 PM
Your 10-Year-Old Self
Krista Moore, Founder and CEO, 
K.Coaching
Target audience: all
What were you doing when you 
were ten? Ten is a significant age, 
because prior to ten we have parental 
influence; after ten we are affected by 
peer and social pressures and then 
hormones emerge. At ten we have 
unlimited potential, and not a worry 
in the world. We are imaginative and 
brave.

This session will engage your 
ten-year-old self into discovering 
who you are at your core and what 
you may be missing in your life. The 
introspective process will outline the 
key components to find your hidden 
passion and talents and embrace your 
true authentic self.

Join Krista Moore, as she 
introduces her forthcoming book Your 
10-Year-Old Self, and facilitates this 
workshop co-sponsored by Office 
Products Women in Leadership 
(OPWIL).

SPEAKERS

Janet Collins Gene Marks

Jeff Gardner Nick Lomax

Crystal Lewellen John Molidor

Josh Kerst Eddie Baird

Bryan Leister Rachel Bray

Brian James Krista Moore

Mike Tucker Brian Tietje »



Simple System
A modular benching system for those who are 

looking for quality, flexible, contemporary 
office systems at a budget price. 

What’s new for the 2019 from Lee Products Company?

It’s back!
Same formula  
New container.  
New item number.  
Now sold in 3 pack of 3/8 oz. containers.

                   

more info: www.leeproducts.com

Supported by wholesalers for 2019

http://www.leeproducts.com
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Adding Innovation to Your 
Furniture Sales
S.P. Richards Furniture Team: Eddie 
Baird, Rachel Bray, Brian James, 
Bryan Leister
Target audience: sales leaders, 
sales representatives
Did you know SPR has many 
innovative resources to help you 
grow furniture sales? Join Eddie Baird 
and his furniture team and learn how 
to leverage the latest tech tools to 
improve sales and your customer’s 
experience. Among these tools, you 
will see: 
•  Online libraries that instantly provide 

resources to streamline the sales 
process

•  Virtual reality applications that allow 
you to photograph your customer’s 
area, remove existing furniture and 
design a new office before their 
eyes 

•  Capabilities videos to effectively tell 
your story and show your customer 
the range of services you provide 

Eddie and his team will also share 
information about SPR’s own furniture 
programs:
•  The Lorell Active Office website 

featuring products to keep users 
active in their work environment 

•  The Lorell Diamond Dealer 
Showroom Program providing 
assistance with product displays 
and marketing resources

•  The Lorell Volume Dealer Program 
offering increased profitability and 
incentives for brand growth 

•  Lorell “Engineered and Built in the 
USA” products and “Manufactured 
in Canada” products delivering 
customization capabilities in the 
shortest possible time 

•  FurnitureAdvantage offering more 
than 20,000 items delivered within 
14 business days 
See demonstrations of these 

resources and learn to use them to 
increase your furniture sales and 
profits. 

Amazon, the Invisible Competitor: 
Does Your Company Have a Plan?
Mike Tucker, President & CEO, NOPA
Target audience: owners, sales & 
marketing leaders
Amazon was founded by Jeff Bezos 
as an online bookstore in 1995. Even 
though their sales now exceed $200 
billion they have remained amazingly 
invisible. Similar to the Robber Barons 
of the railroad industry, Amazon has 
harnessed a new technology and used 
it to stifle competition across multiple 
industries, incurring losses to steal 
market share and using manufacturers’ 
and dealers’ data against them 
to bring products and customers 
under Amazon control. At the same 
time Amazon has made securing 
government favors and avoiding 
taxes an integral part of their strategy, 
collecting no sales tax in many states 
and paying an average federal tax rate 
of 2%. In this session NOPA will share 
ways you can protect your business 
and educate your customers on the 
value of local small businesses. 

LinkedIn: What You Need to Know 
to Propel the Business Outcomes 
You Care About
Brian Tietje, Global Client Director, 
Linkedln
Target audience: all
As more research and networking 
are happening online we all need 
to own and expand our personal 
and professional brands. Have you 
and your team adapted to the “new 
normal” in which 90% of decision 
makers say they never respond to 
cold outreach? Buying decisions 
involve more people than ever before; 
in fact, research shows that 6.8 
people are involved in the average 
B2B buying decision. 

Building relationships is different 
in this new normal. You need to 
target the right buyers, understand 
what they value and engage them 
with personalized outreach. Join 
Brian for this informative session and 
learn how to get the most out of your 
LinkedIn experience.

KEYNOTE SPEAKER
Following the late withdrawl of Renée Mauborgne, this year’s 
keynote during the General Session on Monday at 8:10 am 
will be presented by Peter Sheahan, who keynoted the 2014 
ABC in Nashville to rave reviews. Sheahan, founder and group 
CEO of Karrikins Group and is internationally known for his innovative business 
thinking and thought leadership. His session Accelerated Growth: Building 
Organizations and Teams Capable of Finding Opportunity in Disruption, will 
be provocative, insightful, and packed full of real world examples that will shift the 
way you see your role and help you to find opportunities in change and disruption.

»



STARTING SOON -  

MONTHLY NEW 

PRODUCT FOCUS

Manufacturers contact 

rowan@idealercentral.com 

for more details

c-line.com • (800) 323-6084

Modernize
Your Workspace

New!
2019

Visit us at 
Booth #312

with  Modern Metallic™ Organizers

Electric Sit to Stand Workstation

•  Adjust Up and Down with  
the push of a button.

•  Large 21˝x 35˝platform with  
grommet for optional monitor arm

• Platform lifts vertically, from 6.3” to 23.4”
•  Powerful electric motor  – lift capacity 100lbs
• Comes fully assembled

kantek.com

STS-950

Kantek OPI Ad 3.75x5 7-18.indd   1 7/11/18   10:04 PM

http://www.c-line.com
http://www.kantek.com
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3M..................................... 617
A T Cross Company .......... 217
ACCO ............................... 400
Acme United Corporation . 112
Advantus Corporation ...... 215
Akro-Mils........................... 340
Allsop................................ 308
AMAX................................ 417
American Tombow ........... 214
Amplivox ......................... 1637
Appvion .......................... 2007
Artistic Softalk Nudell ...... 1738
Ashley Production .......... 2001
Avanti Products ................ 128
Avery Dennison-Gris/Monarch 
Products & Services ....... 1415
Avery Products Corp ...... 1011
Balt/Best-Rite .........1937/ 2040
Baumgartens .................... 222
Beaumont Products,Inc. ... 133
Berry Plastics .................. 1031
Betco ................................ 730
Bic Corporation ................ 412
Bigelow Tea ...................... 140
BiSilque - MasterVision ... 1933
Blue Sky ............................ 115
Brecknell......................... 1307
Bretford Manufacturing  
Inc................................... 1318
Bright Air ........................... 435
Brother International 
Corporation..................... 1014
Bugatti ............................ 1833
Bush ............................... 2136

Business Source/Sparco/
Integra/NatureSaver/
Compucessory ................. 521
C-Line Products, Inc. ........ 312
Canon USA ....................... 409
Carl Manufacturing ......... 2006
Cascades ......................... 630
CEP................................. 1337
Champion Sports ............ 1901
Chargetech..................... 1312
Charles Leonard ............. 1801
Chartpak/Maco ................. 221
Cherry Americas ............. 1317
Chicago Lighthouse ......... 311
City of Hope .................... 1418
Clorox ............................... 735
Coffee Pro ......................... 130
Compatico ...................... 1340
Cosco ............................. 1707
Crayola, Llc .................... 1704
Creative Teaching Press 1701
Dart Container Sales Co ... 432
Deflecto .......................... 1330
Dial Corporation ............... 129
Diverse ID ......................... 223
Diversey.......................... 1132
Dixon Ticonderoga  
Company    ..................... 1703
Domtar ............................ 1017
Double A ......................... 1619
Durable Office Products. 1407
ECI .................................. 1809
Eco-Products .................... 228
Elite Image ...................... 1320

Energizer ........................ 1032
Ergodyne ........................ 1135
ES Tech .......................... 1309
Ettore ................................ 533
Eurotech Seating ............ 2133
Falcon Safety Products ..... 309
Fellowes, Inc ................... 1020
FireKing Security Group . 1438
Fiskars Brands, Inc. .......... 125
Flagship Carpets ............ 1601
Flexsteel/DMI Furniture  .. 1540
Flipside ........................... 1600
Floortex ........................... 1834
Fortune Web Marketing .... 218
Frasch............................. 2122
Full Circle26 .................... 2101
Genuine Joe ..................... 625
Georgia Pacific/Dixie Food 
Service............................ 1029
GoJo Industries, Inc. ...... 1034
Golden Global Sales ....... 2100
GOPD, LLC ..................... 1129
Grp Lacasse/Utd Chair ... 2115
Harbinger ....................... 1035
Hausmann ...................... 1638
Heartland .......................... 240
Henkel ............................ 1714
Heroes for Education ...... 1803
Hirsh ............................... 1935
Holland Bar Stools .......... 1040
HON.......................1819/ 2124
Honeywell Safety ............ 1133
House of Doolittle ............. 121
HP, Inc. ........................... 1001

HPFI ................................ 2120
HSM of America ................ 414
IB Milwaukee .................. 1915
Iceberg Enterprises ........ 1323
Iconex, formerly PM Co. . 1315
Impact Products, LLC ....... 627
Independent Stationers .. 1308
International Paper ........... 608
Intertape Polymer Group 1807
Iris USA ........................... 1435
Johnson & Johnson ........ 1038
Kantek, Inc. .................... 1617
Katun Media Sciences .... 1621
Kaz Usa, Inc. .................... 131
KCoaching........................ 114
Kellogg’s / Keebler ........... 540
Keurig Green Mountain  
Coffee  .............................. 219
KFI Seating ..................... 2135
Kid’s in Need Foundation 1904
Kimberly-Clark  
Professional ...................... 632
Kind Bar ............................ 433
Kisp ................................ 1434
Lathem , Inc. ................... 1607
Learning Resources ....... 2000
Lee Products .................. 1311
Lesro............................... 1940
Lexmark ............................ 105
LF Products PTE/ 
La-Z-Boy ......................... 1837
Linksys.............................. 605
Lion Office Products, Inc. . 418
Logicblock, Inc   ............. 1611
Lorell ............................... 1326
Louisville Ladder .............. 238
Marcal - A Soundview  
Paper Company ............... 635
Mars Drinks ...................... 231
Martin Furniture .............. 2138
Martin Yale ...................... 1806
Master Caster/Master 
Manufacturing ................ 1838
Mattel .............................. 1804
Max Usa Corp ................... 118
Maxell Corp of America .. 1716
Mayline-Safco ........1730/ 2130
MBA-MBS (Myers Brazell) / 
Harley ............................... 614
Medline ............................. 230
Method Products .............. 536
Methods in Motion .......... 1412
microMICR Corporation  ... 108
Millennium Mat Company . 232

ABC EXHIBITORS
San Antonio’s Henry B. 

Gonzalez Convention Center
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Sunday night networking reception
Reunite with old friends and make some new ones as 
you enjoy an evening of networking with Latin music 
providing the soundtrack. You can enjoy cocktails 
and light hors d’oeuvres as the exhibitors and S.P. 
Richards personnel welcome guests to San Antonio.

Monday night at the Knibbe Ranch
Join colleagues for a once-in-a-lifetime excursion to a 
working cattle ranch for an evening of fun and a real 
Texas barbecue.

Among the activities will be an authentic, 
professional, traditional rodeo. No actors involved—
true American cowgirls ride the barrels, cowboys 
ride the bulls, while experienced rodeo clowns and 
bosses keep things on track.

Founded in 1852, the Knibbe Ranch (pronounced 
ka-NIB-bee) is one of the few remaining Century 
Heritage Ranches in the state of Texas, which means 
the Knibbe family has been raising cattle here for over 
100 years.

While at the ranch, you can get up close and 
personal with a Texas longhorn steer, ride a 
mechanical bull or try your hand at armadillo 
racing. Alternatively, just relax and enjoy the live 
country-western music or perhaps partake in a 
leisurely game of corn hole or horseshoes.

The night will be capped off with a not-to-be-missed 
firework finale.

Buses will depart the Grand Hyatt from 6:30pm 
on Monday. Admission is free to all ABC attendees, 
including children accompanying badged adults.

MMF Industries ................. 411
My Resource Library ...... 1331
National Industries for the Blind 
- AbilityOne ..................... 1917
Neenah Papers ............... 1304
Nestle Professional ......... 1137
Nestle Waters North  
America .......................... 1037
New England Coffee ......... 440
Newell Brands ................ 1007
Nightingale Seating ........ 1840
Nine to Five ..................... 2126
NOPA & OFDA ................ 1409
Norstar Office Products/  
Boss Office Products ...... 1140
Numi Organic Tea ............ 124
Office Partners .................. 119
Office Snax ....................... 136
Officemate Int Corp. ....... 1314
OneScreen ..................... 1417
OPI.................................. 1420
Pacon Corporation ......... 1603
Papa Nicholas .................. 138
Paperflow........................ 1335
Paris Business .................. 111
Pentel Of America ............. 224
Pepsi/Quaker Products .... 438
Phoenix Safe ................... 2132
Pilot Pen Corporation of 
America .......................... 1408
Pinnacle Frames and  
Accents  ......................... 1338
Plantronics, Inc. ................ 606
Procter & Gamble  
Professional ...................... 234
Quartet............................ 1634
Rayovac............................ 135
Reckitt Benckiser .............. 229
Rediform, Inc. ................. 1907
Roaring Spring Paper  
Products ......................... 1414
Rochester Midland Corp .. 236
Royal Consumer Products 1411
Royal Sovereign ............... 117
Roylco............................. 1900
Rust-Oleum....................... 134
Safety Zone ...................... 427
Samsill ............................ 1717
Sandusky Buddy Products 1138
Sanitaire By Electrolux .... 1027
Saunders Manufacturing  
Co. .................................. 1906
SC Johnson ...................... 530
Sealed Air ....................... 2107

Sentry Safe/Master Lock . 1737
Seventh Generation .......... 738
Shop-Vac Corp ................. 132
ShurTech .......................... 122
Simple Green .................... 532
Slice .................................. 225
Smead Manufacturing .... 1004
Smuckers.......................... 633
Solaris Paper .................... 430
Solo................................. 1334
Special T ................1623/ 2118
SPR Global Sourcing ........ 425
SPR Interior Design Team 1431
SPR Marketing ................ 1023
SSI .................................. 1127
Staedtler Mars Ltd. ........... 408
Starbucks Coffee Co ........ 638
Storex ............................. 1437
Stout ................................. 436
Stride Inc ........................ 1616
Sugar Foods Corp ............ 740
Tabbies........................... 1706
Tarifold.............................. 415
Tatco................................. 640
Teacher Created  
Resources ...................... 1800
Tennsco .......................... 1934
Thalerus Group ............... 1620
The Highlands Group ....... 127
The Navigator Company . 1609
The Pencil Grip ............... 1700
The Turbon Group ............ 306
Thermos.......................... 1131
TOPS Products ................. 611
Touchstone Motivation  
Group ............................. 1421
Trend Industries ............. 1903
TriMega Purchasing ....... 1715
TTI Floorcare .................... 636
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Group ............................. 1404
Velcro USA Inc ................. 109
Verbatim Americas, LLC ... 305
Victor Technology ............. 405
Virco, Inc. ....................... 2137
Vistar................................. 535
Weiman Products LLC ...... 235
West Texas/South Texas 
Lighthouse for the Blind .. 1916
World Dryer Corporation ... 538
Xstamper .......................... 419
Zebra Pen Corporation ... 1405
Zep Distribution ................ 227
Zoll Medical .................... 1134

SOCIALIZING

Don’t forget to Explore 
the River Walk
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There are probably as many ways to 
approach sales of janitorial products 
as there are janitorial products to sell. 
Independent dealers who have found 
success with janitorial supply sales 
range from those who have gone out 
and bought a janitorial supply house 
to resellers with specialists active in 
the category. Still others rely on their 
wholesaler primarily, to not only supply 
products but also assist with their sale.

“Janitorial products have been on 
the website for the past several years,” 
says Joy Alexander, director of sales, 
GOS Products, Phoenix. Earlier this 
year, GOS launched a sales program 
to enable it to bring in more janitorial 
business. “It has been everything 
from setting up pricing programs and 
figuring out which items we’re going 
to stock versus what is wholesaler 
supported.” Getting a full program up 
and running also involved training the 
sales staff and preparing them to work 
with manufacturers’ reps.

The market for facility supplies has 
stayed pretty stable over the past several 
years. What has changed is the ability 
of employees at Guernsey, Inc., Dulles, 
Virginia, to understand the market. It took 
several years for salespeople to grow 

comfortable with the category. “There’s 
a long learning curve on JanSan that we 
had to get under our belt,” says Dave 
Guernsey, president. “It’s not like selling 
office products; we’re not selling to the 
same customer.”

Janitorial products have been 
a growth area for several years at 
Nickerson Business Supplies, Monroe, 
Ohio. “We started to send our reps to 
the boot camps that the wholesalers run 
for Jan/San,” explains Chuck Inwood, 
president. “That has made a big 
difference in getting them comfortable 
talking to customers about it.”

Office Value, Meridian, Idaho, has 
seen its sales staff move confidently 
along the learning curve in the 
janitorial category over the last several 
years. “They have become more 
knowledgeable and feel that we are 
now more competitive from a pricing 
standpoint,” says Jeff Lurcook, 
general manager. 

According to Lurcook, the increase 
in wholesale volume of janitorial 
products over the past several years 
has led to improved wholesaler 
pricing. But while wholesale pricing 
may have come a long way, it could 
still improve, he contends. 

Selling smaller quantities
Janitorial supply houses normally 
sell by the case,” says Rodd Haller, 
president of Wheeling Office Supply, 
Wheeling, West Virginia. Haller says he 
sells the majority of janitorial supplies 
by the pack or individual item. As he 
explains it, selling smaller quantities is 
more convenient for his customer and 
for his business. What’s in inventory at 
Wheeling Office Supply are items that 
the dealership uses as well. “When a 
customer wants an individual item of 
this or a couple packs of that we have it 
here,” says Haller. “If not we can get it 
overnight from the wholesaler”

For most of the dealers we talked 
with, the biggest competition for 
janitorial supply sales tends to 
come from established janitorial 
distributors. These suppliers have 
a whole different way of doing 
business, oftentimes only delivering 
full carton quantities once a week. 

That translates into a big plus for the 
independent office products dealer. 
“By providing our standard service 
with next-day delivery and no minimum 
order it becomes really convenient for 
our customers to add that [janitorial 
supply] to their order,” says Inwood. 
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When customers purchase from 
Nickerson’s they get more frequent 
deliveries without delivery charges and 
no minimum orders. 

Wholesalers are great sources for 
janitorial products and they generally 
supply more than just items to sell. “The 
wholesalers have market specialists 
that have come in and worked with 
our folks,” says Inwood. Those 
specialists even go out in the field to 
help with specific accounts. “Some 
manufacturers’ reps also offer these 
services and we have taken advantage 
of that,” he says. 

Eakes Office Solutions, Grand 
Island, Nebraska, has connected with 
janitorial manufacturers for support 
and has also started to connect with 
the manufacturers’ rep groups who 
cover janitorial supplies. “There are 
five or more [janitorial] manufacturers’ 
rep groups that we deal with,” says 
Natasha Seacrest, office products 
manager. “They are definitely helpful 
and where we go most for support.” 

Seacrest and others talk about how 
two different rep groups—one for 
office supplies and one for janitorial 
supplies—might carry the same lines 

Seacrest. Direct purchases at Eakes 
include paper products, chemicals, 
gloves, janitorial equipment and can 
liners. It can be challenging as the 
dealership has begun to purchase 
more inventory than it has typically held 
in the past. “We still have to learn the 
best levels,” says Seacrest.  

Relying on wholesalers to supply 
janitorial products isn’t the only way 
to find success with facility supplies. 
The Supply Room, Richmond, Virginia, 
purchased a janitorial supply company 
in January of this year.

According to Yancey Jones, 
executive vice president, 
management was actively looking 
to buy a company and found 
one in Richmond—Lawrence 
Environmental—which has been in 
business for 70 years. “I feel that in 
five years this janitorial acquisition 

and how to work that out. “It can be a 
challenge to determine which is the 
best group to work with,” she says. 

Some of the success with janitorial 
supply sales can be attributable to 
maintaining the right inventory balance. 
At Guernsey the number of items in 
inventory has stayed about the same 
but the ratio of janitorial to office supply 
items is in flux. 

“We’re replacing office products 
SKUs with janitorial and facility SKUs,” 
says Guernsey. Wholesalers are relied 
on more for office supplies. “In the 
JanSan world we’re bringing in that 
stuff direct. We almost have to do that 
to get competitive pricing,” he says. 

Eakes also has shifted purchases 
and now buys more janitorial supplies 
direct. “There’s not as much wholesaler 
support [for janitorial items] as there 
is with office supplies for fill in,” says 
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Private-label brands
A little more than a year ago, Eakes 
purchased a janitorial distributor in 
Sioux City, Iowa just across the state 
line. The janitorial products, including 
a private-label chemical brand, “Pro’s 
Edge”, have been added to the Eakes 
inventory and are readily available for 
purchase by any Eakes customer. 
Now any janitorial products that need 
branding are given the Pro’s Edge name. 

Close to the same time as the 
janitorial acquisition, Eakes hired two 
additional JanSan specialists to join 
the one already on staff. Now the three 
specialists split the state, call on their 
own accounts and also work with the 
office supplies sales force to grow 
janitorial sales. 

It was a specialist that suggested 
selling into motels, a vertical market 
that had never been approached 
before. “We wouldn’t normally target 
them for supplies but the specialists 
recognized they could be profitable on 
the janitorial side,” explains Seacrest. 
Schools and convenience stores are 
other verticals that have been targeted 
for janitorial supply sales. 

It is generally accepted that a 
janitorial specialist is a requirement 
to move janitorial sales to the next 
level. “It is absolutely critical as this 
is not a category that office products 
people understand,” says Guernsey. 
He contends that office products 
people don’t know how to sell janitorial 
products, how to buy them or even 
understand the key values. “You have to 
bring that expertise in house,” he says. 

Guernsey has two resources on 
staff—a janitorial category manager 
and a specialist. “If you are going to get 
into this category you have to have that 
expertise,” he says. “You have to reach 
into your pocket and pay for it—and 
these guys are not inexpensive.” 

Depending on the market, a specialist 
may not always be the answer. “We’re 
a small dealer in a small market,” says 
Haller. He counts the janitorial supply 
houses in his area as office supply 
customers and says if he were to hire a 
specialist it could be taken the wrong way. 

Instead, his approach is to target 
existing office supply customers for 
convenience sales of janitorial and 
breakroom items. 

will double our business from where it 
stands today,” says Jones. 

The purchase of Lawrence 
Environmental brought eight new 
experienced janitorial salespeople as 
well as access to product lines that 
were previously unavailable. 

The dealership has added the 
Spartan cleaning line, which offers 
a professional line of chemicals for 
cleaning different floor surfaces. The 
line also includes soaps and cleaners 
used by hospitals, including laundry 
detergent, as well as cleaning materials 
used by large commercial kitchens 
where surfaces have to be cleaned and 
sanitized. 

“It’s a whole different type of business 
to office products,” explains Jones. “It is 
a technical, professional way of selling 
chemicals to clean floors.” Spartan 
doesn’t sell to big box suppliers and 
only works with resellers who provide a 
professional selling experience. 

Through another supplier The 
Supply Room offers customers 
cleaning certificates. After undergoing 
manufacturer training on correct 
cleaning procedures the customer 
receives the certificate, which shows 
it knows the correct way to clean and 
sanitize. “Growing that capability is 
going to be a big part of our business,” 
adds Jones. 

The janitorial customers that were 
picked up by The Supply Room tend to 
be pleased with the transition. “Instead of 
buying ten cases of toilet paper or paper 
towels and have it last a week, they can 
buy from me every day,” says Jones. 
The price is the same whether they get 
deliveries once a week or every day. 

Those eight experienced janitorial 
salespeople are available to assist 
office supply salespeople and the 
office supply salespeople return the 
favor. “One janitorial salesperson 
sold a tractor trailer of copy paper,” 
says Jones. “He had never sold copy 
paper before but we had the price and 
he pitched it to a customer he had a 
relationship with.” 

The equipment service department at Eakes Office Solutions sets it 
apart from other point and click retailers. At left is Adam Coffey, janitorial 
equipment supervisor at Eakes, along with Jake Mages, janitorial and 
facilities category manager. 
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“One of the factors that will help 
sustain us over the long term is going to 
be equipment service,” says Seacrest. 
That would go along with the growth 
that Eakes has experienced in janitorial 
supply sales. The dealership already 
services copiers across the state of 
Nebraska and has started to incorporate 
the repair of cleaning equipment. The 
effort is in its initial stages but copier 
technicians are being trained. “Long 
term, that’s going to be a good source of 
revenue for us,” she says.

It may not be true in every market 
but several dealers are finding 
renewed interest in green products. 
“Green toilet paper and paper towels 
are big,” says Jones. “We sell a lot 
of that. Same with trash liners. A lot 
of those are recycled today.” People 
seem to be more conscious of 
environmental issues, he adds. 

“Green has always been a little more 
expensive, but it is back in vogue,’ 
says Guernsey. Something close to 
20 percent of janitorial products offer 
green alternatives, he estimates, 
and there is a growing interest from 
customers in these products. “Now that 

the economy has turned up, people are 
becoming crusaders again,” he adds. 
“Customers are showing an interest in 
green products from floor cleaners to 
paper consumables.”

Office Value operates in Oregon, 
Idaho and Utah, but it is primarily in 
Oregon that green products have an 
impact. “It is part of our presentation,” 
says Lurcook. “Some customers are 
all about the green initiative; others still 
feel that the effort is too expensive.” 

Who is the competition? 
Competition for sales of janitorial 
products is multifaceted. National sellers, 
including Amazon, offer product but 
tend to compete more for transactional 
sales. “Different towns have more local 
competition and there are one or two 
larger regional janitorial dealers that we 
see a lot,” says Seacrest. 

Smaller distributors are out there 
as well but these are not always 
concentrated on cleaning and might 
focus on food service first. “It seems 
like there is a lot more variety in who 
sells janitorial products than office 
supplies,” she says.

It will come as no surprise, of course, 
that competition, especially for larger 
orders, often hinges on price. “It’s still 
very competitive price-wise and the 
largest distributors often have a price 
advantage,” says Inwood. 

Nickerson can’t always match 
proprietary offerings and private-label 
products which can further complicate 
the process. When calling on potential 
customers, salespeople stress the 
convenience of working with a single 
source for both office supplies and 
facility supplies.

Based on a combination of improved 
wholesaler pricing, direct purchases 
and buying group offerings, Office 
Value has found that it can compete 
on price with larger janitorial supply 
houses. With TriMega’s Tri-Supply 
program, Lurcook gets buying group 
pricing on products pulled from 
wholesaler inventory. “I can have my 

In addition to specialists on staff, 
in mid-2016 Guernsey acquired 
a company that repairs floor 
cleaning equipment. “We have a 
repair department now that offers 
maintenance contracts and repairs 
everything from vacuum cleaners to 
large Zamboni-like units that scrub 
and clean floors,” says Guernsey. 
This repair capability complements 
the vertical market of building service 
contractors that has been targeted.

High-rise office buildings tend to 
contract with cleaning companies—
building service contractors. “The real 
money in JanSan is being able to sell 
and service the BSCs properly so we 
have learned how to do that,” says 
Guernsey. “

There would have been a steep 
learning curve to develop repair 
capabilities so instead Guernsey went 
out and acquired it. “These building 
service contractors want us to not 
only sell them the products they use 
to clean offices,” says Guernsey. 
“They also want us to sell the cleaning 
equipment they use and be able to 
repair it.” 
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wholesaler’s product sitting on my 
dock the next morning at basically the 
same price as direct,” he reports.

Beyond price, Lurcook also points 
to his online presence, which like 
most independent dealers, tends to 
run circles around online efforts from 
janitorial suppliers. “Customers can 
order smaller quantities from us, don’t 
have to order a six-month supply to 
get free delivery and we react much 
faster” he says. 

Office Value has converted 
medical offices due to their ability 
to offer gloves and masks in smaller 
quantities and help customers obtain 
them more easily. “The convenience 
of what we offer is where the value 
is,” says Lurcook. 

Convenience is a value offered by 
every independent, but the challenge 
for many is getting the janitorial 
products message out to the business 
community. All of the office products 
customers at GOS also use janitorial 
supplies so they are all targets. “They 
are all warm; they like doing business 
with GOS for their office products,” 
says Alexander. The natural next step 
is for them to procure their janitorial 
products from GOS and consolidate 
their purchases. 

Salespeople deliver the 
message
But before customers can 
purchase janitorial items they 
need to know what is available. 
GOS has used a combination 
of website promotions, emails 
and flyers to get the word out on 
janitorial supplies. The heavy lifting 
has been left to both inside and 
outside salespeople who remind 
customers at every opportunity that 
janitorial supplies are now available 
from GOS. 

Nickerson Business Supplies also 
relies primarily on its salespeople 
to get the word out about janitorial 
supplies. “We might go in for a 
business review where we remind 
customers that we offer these 
products,” says Inwood. “We try to 
get the category in front of customers 
every chance we get.” 

Nickerson uses Essendant’s email 
marketing program as well as flyers; 
both cover facility supplies fairly 
regularly, but it is the salespeople who 
carry the message most frequently. 
“It’s like that old advertising adage. 
When you get sick of talking about it, 
that’s when customers start to pick up 
on your message,” says Inwood. 

Office Value can take care of your Break Room, Safety 

and Cleaning Supplies. 

Benefits: 

 Saves wear and tear on you and your car! 

 Gas Savings! 

 Saves you time – (You stay productive in your office.) 

 Saves the injury liabilty of you or employees lifting and moving 

product. 

 Single Invoice-Supplier-Combined with your office supply orders. 

We carry 1000’s of products to help you and your company save time 

and money! 

Go On-Line , Call, Fax or use our new Mobile App for free next day delivery. 

 TP – Paper Towels – Tissue 

 Paper Plates – Cups – Napkins – Utensils 

 Soft Drinks –Juices – Water – Coffee – Tea                              
    

 Warehouse Safety & Cleaning Supplies 

 Restroom Cleaning Supplies 

 Sanitation & Germ Protection Suppies 

 First-Aid Supplies 

Contact your account manager for complete information. 

 

www.officevalue.net | 208-342-1025 

“The message is to make customers 
aware that we can sell those products 
and we can put them in with their orders 
of office supplies,” says Haller. Emails 
from S.P. Richards go out almost every 
week and regularly highlight janitorial 
items. When customers purchase both 
office and janitorial supplies, he adds, 
they don’t have to cut two checks and 
they don’t have to send someone out to 
pick anything up. “All we can do is make 
them aware that we sell it—and it’s a 
good price.” 

Success comes when salespeople 
start to recognize that facility supplies 
is a category with lots of opportunity. 
Successful selling of janitorial supplies 
often, just like selling office products, 
rests on the quality of customer 
relationships. “We’ve found that if 
you stop to have a conversation with 
a customer who isn’t buying JanSan 
from us, it’s not because they don’t like 
what we have,” says Lurcook. “They’re 
not buying from us because they don’t 
know we sell it.” 

Michael Chazin is a freelance writer 
specializing in business topics. He has 
been writing about the office supply 
business for more than 15 years. He 
can be reached at mchazin503@
comcast.net.

mailto:mchazin503%40comcast.net?subject=
mailto:mchazin503%40comcast.net?subject=
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By Marisa Pensa

Picture yourself dining at your favorite restaurant. You 
and your family have finished your meal and the server 
approaches to offer dessert. Most often they ask: “Did 
you guys save room for dessert?” Everyone around the 
table collectively moans about being too full and no one 
orders anything. 

Now let’s picture a different scenario. The server 
approaches and says enthusiastically: “We have a brand 
new locally made dessert selection. Our most popular item 
right now is the summer bourbon apple pound cake with 
caramel topping. It’s great for sharing and I could bring one 
for the table. We have three other amazing options if you’d 
like to take a look. I’m assuming you saved room for just a 
little treat, right?” 

There has got to be someone at that table who would be 
enticed to order a dessert when it is offered that way—and 
they might not even want to share! The same concept 
applies to opening a call with a potential customer. There 
is no disputing that dead end openings produce dead end 
(and revenue killing) responses. 

So let’s think about typical goals sales professionals 
have in mind when making a call: 
1. Following up on a quote to see if and when they are going 

to buy 
2. Checking in on supply levels—for instance they haven’t 

ordered X items in X months 
3. Selling a new item to an existing customer 

These are all good reasons for making a call but before 
you pick up the phone, know the answer to the most 
important question: What’s in it for them to take your call? 

Before we get into the right way to phrase the opening of 
the call, let’s talk about the wrong way. There are three “dead 
end” openings that are used constantly in the business supply 
world. I hear them and I know you hear them, too. They are: 
1. Just checking in 
2. Just following up
3. Just touching base

Now let me be very clear here. I am not saying you need 
to remove those words from your vocabulary completely. 

Dead end openings 
produce dead end 
responses
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What I am saying is when you only say those words, 
followed by something like, “to see if you need anything” 
it is absolutely a dead-end opening that will most likely be 
followed by, “Nah, we’re good right now.” (Just like, “No 
thanks. We are too full for dessert.”) 

Let’s look at some sample openings to replace the big 
three dead-end openings above: 
1. The reason for my call… 
2. Since we last spoke, we started offering a new…
3. I have an idea/ suggestion for you… 
4. I was looking at your website and noticed… 
5. I was looking at your order history and noticed some 

trends in how your company utilizes us…

Here are some ideas for more detailed openings: 
l John, I was thinking about our last conversation and I 

thought about something that could be helpful to add to the 
original quote I sent you. I wanted to run that by you first…

l After our last conversation I did some research and 
noticed the vendor we spoke about is running a really 
great rebate on _________. I am always looking for ways to 
stretch your budget and keep you up to date on things like 
rebates that cost your company nothing! 

l The reason for my call today is I just noticed there are 
some products you are not taking advantage of that I don’t 
know if we have ever discussed. Anytime I can save you 
the hassle of having to buy from more than one vendor by 
combining everything in one order, it just makes things 
easier for you.

l I’m hoping you could give me some guidance on who in 
your organization would handle keeping everyone safe on 
your job sites. 

Yes, this approach takes more thought and planning but 
the payoff is worth it. You can also simply pick a topic of the 
week to call all of your customers about. Just make sure you 
customize the delivery of the opening to that specific customer 
to let them know how important their business is to you. 

Lastly, keep in mind the next time you dine at your go-to 
restaurant—life is too short to skip dessert. Good selling out 
there and much success to you!

Marisa Pensa is founder of Methods in Motion, a sales 
training company that helps dealers execute training 
concepts and create accountability to see both inside and 
outside sales initiatives through to success. For more 
information, visit www.methodsnmotion.com

Let us improve your sales game AND 
maybe your golf game, too!
Be sure to stop by Methods in Motion's Booth #1412 at 
the S.P. Richards ABC and enter to win a TaylorMade 
M3 Driver. We look forward to seeing you there!

/methodsnmotion /Marisa Pensawww.methodsnmotion.com

Your accountability partner for improved sales results!

Retail value
$500.00

http://www.methodsnmotion.com
http://www.methodsnmotion.com
http://facebook methodsnmotion
https://www.linkedin.com/in/marisa-pensa


AUGUST 2018 INDEPENDENT DEALER PAGE 46

Winner’s Circle CONTINUED FROM PAGE 4

If you’ve attended even one 
industry event or read an issue of 
INDEPENDENT DEALER or OPI, 
you’ve heard the cry for innovation. 
Time and again we hear that our 
industry is ripe for disruption and only 
those who change will survive. 

It’s hard to hear, but mostly it’s 
hard to do. How do you sit down with 
your team and come up with the next 
great dealer model? Or the service 
that will blow your competitors out of 
the water? Or a new category that no 
one’s thought of yet? 

And all too often, we get scared 
and concentrate too much on what 
our competitors are doing. What’s 
Amazon up to now? How will Staples 
Pro Time affect my middle market 
customers? What’s going to happen 
with S.P. Richards and Essendant? 
Will they maybe end up competing 
with us some day? 

By Janet Collins

We get paralyzed by the enormity 
of what our large competitors and 
partners are doing. So what if Amazon 
provides acknowledgements at every 
stage of the order process? Maybe 
that annoys your customers and isn’t 
what helps them get their work done. 

The green space
I contend that the answers are out 
there but only if we change our 
approach. Meaningful innovation 
comes at the intersection of what we 
can do extremely well and what our 
customers truly need and want. I call it 
the “green space” as opposed to the 
big black hole or bloody red ocean! 
And it requires us to know a lot more 
about our customers. 

Many dealers do a great job assessing 
customer satisfaction and gathering 
customer input. However, I wonder if we 
are really asking the right questions.

We tend to ask questions like: “How 
are we doing?”; “What could we be 
doing better?”; “How satisfied are 
you with us?”; “Which of the following 
services would you appreciate?”; and 
“Where can we improve?” 

A different conversation
If you listen carefully to these 
questions, they are still more focused 
on us instead of the customer. True 
innovation requires us to have a 
different conversation, one that gets 
to the heart of true customer pain 
points, given the jobs they are trying 
to get done. 

Harvard professor Clay Christensen 
calls it the “jobs-to-be-done” theory 
or JTBD. According to Christensen, 
“The ‘jobs-to-be-done’ point of view 
causes you to crawl into the skin of 
your customer and go with her as she 
goes about her day, always asking 
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the question as she does something: 
Why did she do it that way?” That’s 
the start of innovation from the 
outside in. 

This is not a sales call. And in fact, 
when I do this with clients, I explicitly 
tell them, “This is about you and it 
is not a sales call. We really want 
to understand your world and your 
challenges a little better.” 

Customers always have a tendency 
to bring it back to you, the dealer. They 
want to tell you what you want to hear, 
what you can do or how you already 
help them. It takes discipline to keep the 
conversation focused on understanding 
them from their perspective. 

The key is to ask open-ended 
questions like: “Tell me what’s hard for 
you to get done here.” Then be quiet 
(the hardest part). Then ask: “What 
else?” And again, be quiet. While the 
silence may feel uncomfortable, it’s 
ok. They are thinking. 

In fact, when dealers make these 
calls themselves, invariably, the calls 
are rich with new information and take 
the dealer places they wouldn’t have 
gone otherwise. Do these for your core 
segments and key targets. This exercise 
may also help you prioritize your most 
important customer segments.

Outside-in innovation
Once you have an honest and 
complete perspective on your 
customer’s jobs and pains, only 
then can you start the process of 
brainstorming what you can do to 
make their lives easier. I like using 
the Value Proposition Canvas from 
Strategyzer as a way to organize the 
information. With your customer’s real 
world in focus, it’s time to brainstorm 
how you can uniquely relieve critical 
pain points.

For example, Betsy Hughes, 
president of sales and marketing 
at Friends Office, understands 
the challenges customers face 
when it comes to getting executive 
approvals for purchasing. When 

executives travel, a purchase may 
be put on hold. That’s why Friends 
has prioritized mobile technology to 
enable busy executives to approve 
orders quickly. 

Other independents may dismiss 
mobile commerce simply because 
B2B orders aren’t being placed 
by mobile devices but a deeper 
understanding of customer pain 
points reveals opportunities to 
differentiate. 

Steve Haworth, CEO of EVO 
Group, asserts, “After listening to 
customers referring to their pressures 
on working capital and cash, we 
launched Amex facility in 2017. It 
allows resellers to get 30 days extra 
credit and they can use that cash 
to reinvest in their business or take 
pressure off their cash flow.” 

The Value Proposition Canvas is 
an excellent tool to facilitate how 
dealers can think differently about 
their offerings to find meaningful 
differentiation and consistently 
communicate it in every interaction. 

Later this month in San Antonio at 
the S.P. Richards ABC Conference, I’ll 
be facilitating a session on this topic, 
“Innovation from the Outside In”. I 
encourage you to join me in exploring 

the dealer’s customers and how we 
can all work together to find meaningful 
innovations that independents are 
uniquely suited to deliver. 

In the workshop, we’ll not only talk 
about how to ask good questions, but 
also about how to turn what you hear 
into great ideas.

You can’t innovate effectively 
by sitting in a conference room 
brainstorming new cool things you 
could do. True innovation comes from 
getting out and into the hearts and 
minds of those you serve. Then the 
magic comes at the intersection of 
what your customers really need and 
value with what you do better than 
anyone else. 

Winning propositions start with a 
deep understanding of buyers and 
end-users—what are they trying to 
accomplish and what gets in their 
way. Then, you can apply your 
special sauce!

Janet Collins is a strategy consultant 
for the industry, helping leadership 
teams get unstuck and get moving with 
clarity and alignment. Contact Janet at 
513-404-2809 or by email at jcollins@
tpstrategy.com.

https://assets.strategyzer.com/assets/resources/the-value-proposition-canvas.pdf
https://assets.strategyzer.com/assets/resources/the-value-proposition-canvas.pdf
mailto:jcollins%40tpstrategy.com?subject=Enquiry%20from%20Independent%20Dealer%20Magazine
mailto:jcollins%40tpstrategy.com?subject=Enquiry%20from%20Independent%20Dealer%20Magazine
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“Hi, Troy,” the email began. “I’ve just 
purchased [the name of the company 
that does my web work], and I just 
wanted to introduce myself.” This 
type of email, starting with this type 
of sentence, strikes fear into many 
customers’ hearts. The company that 
handles a critical service—one you 
depend on daily—has just changed 
hands. What’s going to happen now? 
Are they going to raise prices? Cut my 
service? Screw up my world?

I’ve been through numerous 
company takeovers, even sales 
territory takeovers, and it’s always a 
turbulent time, both for the service 
providers and for the customers. 
What always amazes me is the level 
of unforced errors—moments where 
the company doing the buyout has an 
opportunity to smooth the transition 
but, for whatever reason, chooses not 
to do so.

By Troy Harrison

Here’s my maxim: Comfortable 
Customers Buy. When you’re making a 
transition of ownership or salesperson, 
the thing your customers want most is a 
sense of comfort—that a steady, smart 
hand is on the rudder of your company 
and that you’re going to continue to 
take care of them.

Your enemy here is FEAR. The 
customers’ fear they may need to make 
a move, the fear their apple cart will be 
overturned and the employees’ fear of 
losing their jobs. All of these fears are in 
play during a transition of this type and 
these fears can cost you big money. 
Would it surprise you to know that in 
many company takeovers—particularly 
in the small-to-medium sized business 
space, which makes up most of this 
readership—as much as 50 percent of 
the book of business that is being taken 
over can go away within a year or less?

That is exactly what I experienced 

HANDLING THE TRANSITION: 
during one takeover years ago. To set 
the stage, I was the new sales manager 
for a managed-service provider in 
Kansas. We had bought out a smaller 
competitor whose owner had decided 
it was time for retirement … so far, so 
good. We had a strategy meeting to 
discuss the takeover and how to do 
it. We knew that, for the standards 
of our industry, the customer wasn’t 
receiving great service. Their product 
quality wasn’t up to our standards, 
their route drivers and trucks weren’t 
as well polished as ours, the service 
training wasn’t up to snuff. The sales 
department was nonexistent—but the 
previous owner was willing to stay on 
for six months to help in the transition.

Some within my company felt that we 
should go full-bore on rebranding the 
new operation and absorbing it into 
our company. Get the drivers in our 
uniforms, paint or replace the trucks, 

Saving customers in times of big changes
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give them as much ‘us’ as humanly 
possible, with the route drivers 
(remember they weren’t well trained) 
as our main ambassadors and let them 
revel in the glories of our company.

I was the contrarian. I suggested 
we change as little as possible early 
on. Keep the same drivers, same 
uniforms (in buying the company, 
we’d bought the rights to their name, 
logo, etc.), even the same billing 
address. Assume that the customers 
were happy; many had a personal 
relationship with the owner of the 
company and the company had low 
customer churn. Make investments 
in our product and service quality 
behind the scenes, so they could 
see that their service was taking an 
uptick. After a month or two, let the 
former owner meet the customers 
individually, with our service manager 
in tow, to explain the changeover and 
shepherd the transition.

I lost. We rebranded as quickly as 
possible, with the route drivers (in their 
sparkling new uniforms) explaining the 
buyout in their own words.

And we lost. Nearly 50 percent of the 
customers left in the first year. The way 
we did it sparked fear in the customer 
base and they bailed.

I can’t fault them; I’ve bailed too. I 
scheduled a meeting with the new 
owners of my web provider (they were 
local to me). In the meeting, it became 
obvious that they hadn’t even looked at 
the very website they were hosting for 
me and cared little about my business. 
Fear sparked, I looked for and found 
other options. I’m guessing I’m far from 
the only one.

I’ve told you these two stories for a 
very good reason. There seems to be 
a “standard” way to handle transitions 
in ownership or salespeople and 
they universally spark fear and make 
you easy prey for your competition. 
Since the pace of consolidation in this 
industry isn’t likely to change—to say 
nothing of sales turnover—here are 
some guidelines for handling transition:

1. Assume the customers are happy 
until you know otherwise. Too many 
transitions are based on ego—on the 
idea that “we’re so much better than 
they’ve had.” It may be that’s true, but 
you will have to prove it to the existing 
customer base.

2. Keep the transition gradual and 
have as much as possible of the old 
interspersed with the new. If the former 
owner or managers can assist, let 
them. In the case of a sales transition, 
have the sales manager on board for 
the calls from the new person.

3. Respect the old while introducing the 
new. One of the biggest unforced 
errors comes when the new people 
put down the old people without 
knowing what the relationship was. 

4. Keep the customers CLOSE at sales, 
service, and management level. 
Overpay them attention. Customers are 
less likely to have fears and look for new 
vendors if they’re being communicated 
with openly and honestly.

5. Do NOT go for a quick upsell. Make 
sure your relationship is strong and 
the customer is mentally bonded to 
your company before trying to raise 
their level of business.

Do these guidelines mean that you 
won’t have fear on the part of your 
customers? Probably not—but they 
will help you alleviate fear and keep 
your customers comfortable as soon 
and as well as possible. Then you 
won’t lose a substantial portion of the 
business you just purchased.

Troy Harrison is the author of “Sell 
Like You Mean It!”, “The Pocket Sales 
Manager,” and a Speaker, Consultant, 
and Sales Navigator. He helps 
companies build more profitable and 
productive sales forces. To schedule 
a free 45-minute Sales Strategy 
Review, call 913-645-3603 or e-mail 
Troy@TroyHarrison.com.

mailto:Troy%40TroyHarrison.com?subject=Enquiry%20from%20Independent%20Dealer%20Magazine
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