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EDITORIAL

It was 40 years ago in 1978 that Ron Watts and Ron Edmondson 
purchased Elliot Office Supply in Amarillo, Texas. “These guys had 
the foresight back then to see that they needed to acquire other 
dealers to grow and gain market share,” said Tommy Sansom, 
managing partner (with John Navarrete) at Officewise Furniture & 
Supply, the dealership that now carries on in place of Elliott Office 
Supply. 

Acquisitions were on the menu almost from the start. The two Rons 
bought Russell Stationery in 1981, also in Amarillo, and changed the 
dealership name to Elliot Russell. “Russell Stationery was founded 
in 1908 so our heritage goes back 110 years through Russell 
Stationery,” said Tommy. Just a couple years later, in 1983, Elliot 
Russell picked up the Herman Miller furniture line. 

The next acquisition was Frank McGlaun Office Supply in 1988, 
which brought the dealership to Lubbock. They kept the name 
McGlaun, and then bought Hester’s Office Center in 1995. “Hester’s 
was easily the largest dealer not only in Lubbock but in all of west 
Texas,” said Tommy. The dealership in Lubbock became known as 
Hester’s-McGlaun. 

It looks like the end game of the Staples/
Essendant deal is approaching, and the most 
likely outcome remains that the merger will  
go through.

As noted in our news story on page 14, the only 
credible obstacle to its completion is the ongoing 
FTC investigation. I suggest any independent 
dealers out there who have not yet expressed to 
the FTC any concerns they have about the merger 
should contact the agency immediately (Phone: 
(202) 326-2222 - email: antitrust@ftc.gov).

We at INDEPENDENT DEALER are also 
interested in your thoughts on the effects that 
the Staples/Essendant deal might have on your 
business and the broader IDC. To that end, many 
of you will already have received an email asking 
you to complete a short survey on the matter.

Initial responses to the survey suggest that by 
far the biggest concern for dealers is whether or 
not they can trust the “firewall” that Staples CEO 
Sandy Douglas has said the firm will put in place 
between its own data and that of Essendant and 
its customers. 

If you are an independent dealer and you have 
not yet received an email or not yet had time to 
complete the survey, please do so by following 
this link. We will be publishing the results in next 
month’s issue, as part of an in depth look at the 
deal. We have also agreed to share the results 
with the FTC, so the more of you out there that 
participate in the survey, the better picture the 
agency will have of IDC concerns.

Please feel free to contact me if you have 
views to share with regards to that article, either 
by phone, email or in person if you happen to 
be attending either the EPIC Show or the Office 
Partners Gathering in New Orleans next week.

Texas dealer Officewise plans 40th 
anniversary celebration
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independent dealers are 

supporting the great work 
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Engineered with a special adhesive, new Avery Surface Safe ID Labels 
stick strong to metals, plastics and glass, but remove cleanly with no 
messy residue. The industrial-grade material resists water, chemicals 
and abrasion and provides superior barcode scanning. They’re great 
for use in warehouses, offices, factories, hospitality venues and other 
harsh environments.

©2018 Avery Products Corporation. All Rights Reserved.

To learn more, visit avery.com/surfacesafe

NEW Avery Surface Safe® ID Labels

POWERFUL  HOLD 
NO RESIDUE

http://avery.com/surfacesafe
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After 53 years in business Warden’s Office Products Center, 
Modesto, California, has broken ground on a new, 30,000+ 
square foot facility in North Modesto. The move to a new 
facility was prompted by the need to modernize but also as 
a way to reduce costs as the dealership had been operating 
out of two separate facilities.

The new location will eliminate the inefficiencies of 
operating out of two facilities and go a long way to reduce 

operating costs, explained Joe Cunningham, Warden’s 
president. Currently offices are in one location and a 
warehouse with a used furniture outlet is in a second location. 

“We broke ground in mid-August, and hope to have 
construction completed by the middle of next year,” said 
Joe. The furniture showroom at the new facility will be slightly 
larger, warehouse space will be slightly less and offices will 
utilize vertical space. 

In 2000 the dealership opened a location in Midland. 
The decision was made at that time to use the Hester’s 
name in Midland because it had some brand awareness  
in that market. 

Tommy, previously a sales rep for United Stationers, 
joined Officewise in 2008. “At that point we operated three 
locations with three different names and we started to talk 
about our name and our brand,” says Tommy. Around 
that time, United introduced its Marketopia program, and 
Elliot-Russell-Hester’s-McGlaun was one of the first dealers 
to participate.

“Through that process in 2011 the name that Marketopia 
developed was Officewise Furniture & Supply,” said Tommy. 
Officewise has three locations: Amarillo, Lubbock and 
Midland. Since 2011 annual sales have more than doubled. 
That growth includes the purchase of Baker Office Products 
in Lubbock in 2015.

Some of that growth came from an expansion of the 
furniture business. “We had done a good job with furniture 
but we never consistently won large enterprise projects,” 
said Tommy. 

Officewise invested in furniture design management and 
hired more designers to blend with the talent it already 
had. It advanced and expanded relationships with the A&D 

community. The dealership expanded its market area and 
started to become more active in large furniture projects 
throughout the state. “With a new and aggressive focus we 
started winning more large furniture projects,” said Tommy. 

Tommy points to the dealership’s membership in AOPD 
and the opportunities that presented as another growth 
driver. “We were able to maximize contracts that were 
available to us and go after the largest enterprise supply 
accounts in our markets. Today that is where our supply 
strength is,” said Tommy. “Much of our supply business 
comes from large contract customers who previously bought 
from Office Depot or Staples.”

To further enhance its competitive position Officewise 
created a HUB business that state and local government 
offices can drive their business through. That 
minority-owned subsidiary is Navajo. “Having a HUB 
business has opened doors for us, primarily in furniture,” 
said Tommy. “Our largest furniture customer is here today 
because of our HUB business.” 

In recognition of the 40th anniversary, open houses are 
planned in Amarillo, Lubbock and Midland during October 
and November. “We will invite customers and vendors,” 
said Tommy. “It gives us a great excuse to get folks into our 
furniture showroom.”

Warden’s of Modesto, California breaks ground on a new headquarters
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Keep Calm
and

170 Years of Service… and Counting

Join us for the EPIC 2018 Tradeshow
OCTOBER 17th, 2018

10:45am - 4:30pm

www.domtar.com

#DomtarPaperPartyGras  #PaperisCool 

Booth #307

http://www.domtar.com


OCTOBER 2018 INDEPENDENT DEALER PAGE 6

Winner’s Circle CONTINUED FROM PAGE 4

Two of South Dakota’s leading independents, Office Peeps and Central 
Business Supply, have announced they have signed an agreement to combine 
their businesses. Office Peeps, headquartered in Watertown, will acquire 
Central Business Supply, headquartered in Brookings, from owners Alan 
Rogers and Kent Leibel.

Over the next few months, Central Business Supply will be brought in under 
the Office Peeps name and Joel Vockrodt, currently Office Peeps president, 
will serve in that position for the combined companies going forward.

Central Business Supply co-owner Kent Leibel will remain with the company 
as part of the management team, along with the rest of the Central Business 
Supply team in Brookings and Madison, South Dakota.

The deal promises to increase total annual sales at Office Peeps by about 
30% and will bring total headcount at the company to 37 full-time associates 
and about six part-timers, Joel said.

Office Peeps will continue to operate small retail stores and furniture 
showrooms in Brookings and Madison, bringing the company’s total number 
of locations to four, with the Watertown location serving as the main distribution 
center for the region, Joel indicated. 

“This is an opportunity to combine the strengths of both companies to 
provide an even better value to our customers,” he said. “Both businesses 
have strong and unique interior design and commercial furniture offerings, 
and I am especially excited for our combined capabilities in this area. We will 
also be able to provide Central Business customers with copier and other 
technology solutions.”

Not too surprisingly, the Central Business deal may well not be the last of its 
kind for Office Peeps. “We are open to the possibilities of 
more acquisitions once we successfully complete this 
one,” Joel said.

SD dealers Office Peeps and Central 
Business Supply announce merger

It has been a year for price increases, 
especially when it comes to paper. 
Dealers attempt to explain the 
increases and pass them along but 
Perry Office Plus, Temple, Texas, 
wanted to let customers know more 
about why. 

The idea, generated by owner Harry 
Macey, was to explain the forces 
impacting paper prices. The result: 
a video dealing with paper price 
increases that it posted on Facebook. 
“We tried to show the transparency 
of what is happening and that there 
are forces in the industry that have 
led up to this,” said Bonnie Johnson, 
marketing manager. 

In mid-September the video was first 
shared in one-on-one sessions with 
key accounts. Following that it was 
posted on Facebook. Once the video 
was posted online an email went out to 
customers directing them to the video. 

“We have been seeing price 
increases since the beginning of the 
year,” said Bonnie and only some of 
those increase have been passed 
along. “We will leave the video on our 
website and probably share it some 
more on social media over the next two 
or three weeks for everybody to see it,” 
said Bonnie. 

If you want to see the video yourself, 
click here

Video by Texas dealer 
Perry Office Plus 
addresses paper 
prices head-on

After 45 years in south Seattle, Nuleaf Office Supply has relocated its 
headquarters to nearby Issaquah, Washington. South Seattle had experienced 
rising crime rates, and it no longer made sense to maintain that location, 
said Kelly Cudworth, president. “We were able to find a safer, cleaner, more 
comfortable space nearby,” said Kelly. 

The new headquarters became operational at the beginning of September. 
All the real estate is devoted to office space. “We have gotten to the point 
where the company operates pretty much virtually,” says Kelly. It has 
partnered with outside companies to handle furniture installations, and on the 
management services side has partnered with another company that handles 
technical concerns.

Seattle dealer Nuleaf Office Supply 
moves to Issaquah

https://www.facebook.com/perryofficeplus/videos/1929402123805965/
https://www.facebook.com/perryofficeplus/videos/1929402123805965/
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Reference Systems

Fast and direct access to vital 
information is a significant asset 
to any industry.
SHERPA® and VARIO® display reference 
systems are designed to make locating and 
accessing information easy for all. Whether 
a desk or wall unit—DURABLE’S reference 
systems offer a wide variety of complete 
solutions for virtually every application.

Environments:
Banks
Education
Events
Exhibits
Hospitals
Hotels
Manufacturing
Offices
Reception Areas
Restaurants
Showrooms
Travel Agencies
Warehouses

Applications:
Charts
Directories
Information
Phone Lists
Procedures
Recipes
And more!

SPECIAL OFFER
Receive a $20 Panera Gift Card with
purchase of select reference systems. 
Call 800-273-3118 for more details. 

Desk & Wall Organization Made Easy
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For over 50 YEARS, ES ROBBINS has been the innovation 

leader in quality office products. Woman-owned and American 

made, ES ROBBINS constantly creates new solutions and 

designs to enhance workspaces worldwide. 

SINCE

LEADING THE LEGACY

“ Imagination and a passion for innovation are the driving 

forces of our success at ES ROBBINS. I am honored to 

continue the tradition of creating inspired solutions

to better serve our customers.” 

EDY ROBBINS-CARLTON
PRESIDENT & CHIEF EXECUTIVE OFFICER

esrchairmats.com BOOTH #413

       A FUTURE BEYOND LIMITS

CHAIR MATS    |    DESK PADS    |    ANTI-FATIGUE MATTING    |    FLOOR PROTECTORS

Eakes Office Solutions has 
partnered with the Lincoln 
Partnership for Economic 
Development (LPED) to 
offer office furniture services 
for startups through its 
LaunchLNK initiative. The 
program focuses on recruiting 
early-stage startups, with 
the hope of retaining them 
long-term in Lincoln.

“We decided from an 
economic development 
perspective that it makes sense 
to look at recruiting startups 
for a variety of reasons,” said 
Christina Oldfather, LPED’s 
director of innovation and 
entrepreneurship. “We can 
have a broader impact with 
smaller companies.”

As part of LaunchLNK, Eakes 
is offering a package of space 
planning and sourcing for 
affordable commercial grade 
office furnishings, as well as 
product delivery and installation 
services. The details of the 
package can be viewed on the 
LPED website.

“Eakes understands the value 
an efficiently furnished and 
configured workspace provides 
to productivity,” said Vicki 
Tautenhan, managing partner 
at Eakes Office Solutions. “We 
have the knowledge and years 
of experience to get any size 
business furnished based on 
both their needs and budget.”

Other services provided 
with LaunchLNK include tax 
consulting and preparation, pro 
bono legal services and a cash 
grant from LPED.

NE dealer Eakes 
offer solutions 
to support  
local startups

An almost 70-year identity can be a deciding factor in the success of any dealership. 
Economy Office Supply, Glendale, California, recognized that its brand was outdated 
and no longer truly represented the dealership and its position in the market. 

The new brand, logo and mascot, adopted early in 2017, established a more 
modern look for the dealership and has opened new opportunities. “We can approach 
prospective customers with a fresh look,” says Debi King, president. Customers and 
prospects view the new brand as more approachable and more fun.

Along with the new brand and logo, Economy Office Supply introduced a new 
mascot. Piggy banks were always given out at business reviews to emphasize that 
savings are possible when customers do business with Economy. 

Now the pig has a name – Miles, which represents the extra mile the dealership 
goes for its customers. “Miles is a way for us to engage with our customers and have a 
little fun at the same time,” says Debi. 

An image of Miles is featured on the dealership’s delivery trucks and a Facebook 
posts asks “Where’s Miles?” If anyone sees a truck, takes a picture and then posts it 
on the Economy Office Supply Facebook page they’re entered into a monthly drawing 
for a $20 Starbucks gift card. 

California dealer Economy Office Supply 
uses new brand to energize sales 

Office Essentials, St. Louis worked with Cardinals Care, the St. Louis Cardinals 
charitable organization, to distribute school supplies to children who completed a 
reading program with Redbird Rookies. Both the St. Louis Cardinals and Cardinals 
Care are customers of Office Essentials. 

The event was held at Busch Stadium and targeted at-need children who were 
participants in Redbird Rookies. The program is a free, noncompetitive coed baseball/
softball program that provides children with equipment and uniforms as well as 
extensive off-field support in mentoring, health, education, scholarship and cultural arts. 

Children in the program came to the stadium in August and were given a backpack 
and the opportunity to fill it with materials 
provided by Office Essentials as well as 
other vendors. Close to 1,000 backpacks 
were given out. 

Right, Mechille Lauck, Office Essentials 
sales representative, who calls on the 
St. Louis Cardinals and Cardinal Care, 
staffed a table at the Cardinal Care 
backpack event. 

St. Louis-based Office Essentials helps 
Cardinals Care distribute school supplies

mailto:https://www.selectlincoln.org/?subject=
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For over 50 YEARS, ES ROBBINS has been the innovation 

leader in quality office products. Woman-owned and American 

made, ES ROBBINS constantly creates new solutions and 

designs to enhance workspaces worldwide. 

SINCE

LEADING THE LEGACY

“ Imagination and a passion for innovation are the driving 

forces of our success at ES ROBBINS. I am honored to 

continue the tradition of creating inspired solutions

to better serve our customers.” 

EDY ROBBINS-CARLTON
PRESIDENT & CHIEF EXECUTIVE OFFICER

esrchairmats.com BOOTH #413

       A FUTURE BEYOND LIMITS

CHAIR MATS    |    DESK PADS    |    ANTI-FATIGUE MATTING    |    FLOOR PROTECTORS

http://esrchairmats.com
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WILD
GO 

The Solve Chair, now with  personalization

Design your own color combination at hon.com/solve

For the second time, VIP Office Furniture and Supply and 
its associated company—VIP Promotional Products—
both of Hinesville, Georgia, started teachers off with a 
bundle of supplies for the new school year. “It will be 
an annual event held in conjunction with our Hinesville 
Downtown Development Authority,” said Cathy O’Hagan, 
retail operations executive at VIP.

Lots of organizations provide backpacks for children 
starting school, but teachers get left out, explained 
Cathy. “We wanted to help the teachers who buy 
supplies out of their own pocket,” she said. 

VIP invited customers to sponsor teacher bags for $25 
each. The reusable tote bags were filled with supplies, 
including packs of pencils, markers and pens as well 
as hand sanitizer and disinfectant wipes. Some of the 
contents were donated by vendors.

The bags were offered at the Hinesville Farmers 
Market. One Thursday before the school year started, 
teachers in Liberty and Long Counties with valid school 
IDs could pick up a bag. “The event started at 4:00 and 
by 4:50 we had given out 250 bags,” said Cathy.

Victor Miceli, co-owner and vice president of Des Plaines Office 
Equipment, Carol Stream, Illinois, was one of 15 Chicago area 
executives recently recognized for excellence in leadership and 
service, at the annual C-Suite Awards ceremony hosted by a 
local business publication, the Daily Herald Business Ledger.

More than 120 attendees attended the event, to honor top 
executives who contribute to the region’s economic growth 
and stability.

Honorees, executives in top management positions in their 
companies, were nominated by their peers and selected by a 
panel of Daily Herald Business Ledger representatives.

Miceli, who serves on the board of directors for the local Small 
Business Advocacy Council (SBAC), is an advocate for small 
business owners. He has represented the SBAC in Washington, 
D.C., and met with the Illinois Governor to discuss improving the 
business climate in Illinois.

VIP Office Furniture and 
Supply of Georgia supports 
area teachers

Illinois dealer Des Plaines 
Office Equipment honored 
for service excellence

 

Did you miss out on the  
Back-To-School supply list business 

in your area? 
Contact us to find out how 
FriendsOffice in Ohio and 

Tierney’s in KC generated over 
$120,000 in sales this season! 

A turnkey software program for Dealers to create 
 Pre-packed School Supply Kits for Elementary School Students 

JKILIES@CLASSKIT.COM 
866-723-6574 

mailto:jkilies%40classkit.com?subject=
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SECRETS of success
Butler Business Products, Houston
It’s been just over a year now since 
Hurricane Harvey laid siege to Houston 
and the memories are still fresh. 
Butler Business Products was luckier 
than many businesses in the area. 
Damages to the dealership were not 
too extensive and operations started 
up almost immediately afterwards.

“My team was really good about 
reaching out to customers and finding 
out who had the biggest need,” says 
Stacy Duke, Butler president. Butler 
already had a surplus of cleaning 
supplies and vendors, including S. P. 
Richards, sent more to help out. The 
outpouring of help from the dealer 
community was equally supportive. 
“Granite Office Products out of Salt 
Lake City and Executive Office, 
Laredo, Texas, helped purchase 
furniture and supplies for Houston 
schools,” says Duke

in the aftermath of Harvey, Duke has 
guided the team at Butler to continue 
servicing existing customers, some 
of whom have yet to fully recover from 
the hurricane’s impact, while pursuing 
growth through new accounts. Butler 
acquired another dealer earlier this year. 
That additional sales volume, combined 
with strong efforts by both inside and 
outside salespeople has seen 2018 
develop into a successful year. 

Duke acknowledges the changes 
impacting the office products business 
and has made an effort to counter 
all the uncertainty, first through the 
acquisition and then by reviewing 
current practices with an eye to 
streamlining processes. “Our go-to 
marketing strategy has definitely 
changed dramatically due to the 
competitive landscape,” says Duke. 

Instead of leading with office 
supplies, the sales approach these 
days is more likely to feature janitorial, 
break room or even first-aid products. 

Salespeople look for pain points 
that can be solved and fulfill those 
product needs before moving on 
to office supplies. “We continue to 
grow profitably in this environment by 
staying focused on our relationships 
with key customers and vendors,” 
says Duke. 

The Butler web site is critical to 
success at the dealership, where close 
to 75 percent of orders are placed 
online. “We revamp our web site 
regularly to keep content fresh,” says 
Duke. “We are constantly looking at 
ways to improve our digital footprint.” 
The Office Shopper app available 
through DDMS software is one of the 
latest improvements at the company.

Butler’s sales team is well-schooled 
in all aspects of the business and 
with their training are able to excel in 
virtually any sales situation. Finding 
it difficult¬—if not impossible—to 
hire experienced workers, Duke has 
changed the hiring process at Butler 
and emphasizes cross training 
to make up for a lack of 
industry experience. “We have 
successfully grown talent 
organically in recent years,” 
she adds. 

New hires start in the 
warehouse pulling orders 
and riding a forklift, and 
rotate through various jobs 
in the operation over a 
period of months. “They can 
pretty much do any job in 
the office, which is a useful 
selling tool when they are 
out in the field,” explains 
Duke. The training very 
much mimics the way in 
which former owner Ray 
Butler introduced Duke to 
the business when he sold 
it to her in 2013. 

Key management: Stacy Duke, 
president
Products carried: Office supplies, 
promotional products, furniture, 
cleaning and breakroom
Year founded: 1974
No of employees: 14
Key business partners: TriMega 
and S.P. Richards
www.butlerbusinessproducts.com

In terms of opportunities for 
additional growth, the sales team at 
Butler is focused on medium-sized 
businesses. “We are constantly 
looking at new opportunities to 
improve our clients’ profitability,” says 
Duke. “The big boxes have lost sight 
of mid-sized customers, which creates 
a huge opportunity for us to go in and 
convert them.” 

With an eye on developing additional 
business through the end of the year, 
Butler hosted a New Product Show at 
the end of September. It featured a live 
DJ, good food and product samples 
along with vendor sponsors including 
HON, Avery, 3M, Pentel and Tops. 
“Everyone had a great time and we 
developed several opportunities for 
new business,” says Duke. 

http://www.butlerbusinessproducts.com
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The 2018 “Generations for Hope” campaign saw this great 
industry’s past, present and future come together to set a new 
fundraising campaign record of $15 million for City of Hope.

Led by 2018 Spirit of Life® honoree Rick Toppin and his entire 
team at S.P. Richards Co., the business products industry once 
again activated myriad golf outings, cookouts, rides, runs, 
product promotions, personal giving and more — setting yet 
again another all-time fundraising record!

Our sincere thanks to Rick and his team 
at S.P. Richards Co. for their outstanding 
leadership and to all in the industry 
for your generous support!

CityofHope.org

BRAD GRAVES

2019 Spirit of Life Honoree,

Vice President and 
General Manager, 
3M Stationery and O�  ce 
Supplies Division

$15 million raised for lifesaving 
cancer and diabetes research and 
treatment at City of Hope!

Th� k You NATIONAL BUSINESS 
PRODUCTS INDUSTRY

SAVE THE DATE

FEBRUARY 4 TO 5

2019 City of Hope 
Industry Tour

2019 Science Creating Hope Campaign
Honoring Brad Graves

3M Stationery and O�  ce Supplies Division

For more information, visit CityofHope.org/nbpi. 

Katie and Rick Toppin

http://cityofhope.org
http://cityofhope.org/nbpi
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If you have news to share - email it to  

news@IDealerCentral.com

With the ink rapidly drying on the merger agreement 
between Essendant and Staples, it appears that the best 
hopes for preventing the deal going through lie with the 
Federal Trade Commission (FTC)—although other avenues 
are also being explored.

As INDEPENDENT DEALER went to press, FTC 
investigators were conducting wide-ranging interviews with 
those potentially affected by the deal, including members of 
the independent dealer channel. 

Meanwhile, four leading IDC organizations are 
collaborating on a joint letter to the FTC, urging it to scrutinize 
certain aspects of the merger.

The letter—to be drafted by a law firm jointly retained by 
TriMega, Independent Stationers, AOPD and NOPA—will set 
out a case against the merger by highlighting key areas of 
concern surrounding the deal.

These include a lack of trust in the proposed firewall 
between Staples’ core business and that of Essendant 
and its customers, the relative strength of the S.P. 
Richards and Essendant distribution networks and the 
maintenance of Essendant’s private label portfolio over 
Staples’ own brand products.

Another issue raised by members of the IDC who have 
spoken to the FTC is whether a Staples-owned Essendant 
would continue to support the wholesaler’s Vertical Markets 
Group, which was effectively set up to help independent 
dealers compete against the big boxes.

TriMega claims its larger dealers have already committed 
to sending the finished letter to the FTC, while encouraging 
its other members—and indeed other members of the 
IDC—to do the same.

Industry groups urge dealers 
to share Staples-Essendant 
merger concerns with FTC 

It has also published contact details for the FTC official who 
interviewed TriMega president Mike Maggio, suggesting that 
any dealers with concerns about the merger should reach 
out to the FTC, either by phone on (202) 326-2222 or email at 
antitrust@ftc.gov.

In a separate development, an Essendant stockholder 
has filed a class action lawsuit against Essendant to 
stop the deal. The lawsuit alleges Essendant’s financial 
adviser Citigroup omitted several key pieces of “material 
information” from a solicitation statement filed when the 
companies entered into a definitive agreement. This 
omission it is claimed makes the proposed transaction 
“false and misleading”.

The suit also suggests that there is evidence of a potential 
conflict of interest for both Citigroup and officers and 
directors of Essendant, and that the statement doesn’t 
disclose the timing and nature of all communications 
regarding future employment.

The plaintiff calls for the proposed merger to be stalled, and if 
it is finalized by the October 22 deadline, then it be rescinded.

»

Depot continues down acquistion trail with Business Essentials buy
The big box buying spree has continued this month, 
with news emerging that Office Depot has purchased 
Minneapolis-based dealer Business Essentials.

The company, which was formerly known as Bertleson’s, 
was founded by the two Bertleson brothers in Minneapolis 

back in 1906 and has since expanded into North Dakota, 
with locations in both Fargo and Grand Forks.

It is the latest in a string of acquisitions for Depot, which 
includes the recent purchase of Garvey’s Office Products in 
August and Sandia in March. 

mailto:news%40IDealerCentral.com?subject=
mailto:antitrust%40ftc.gov?subject=
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F O C A L™ B R I O ™ D E S K
— B R I N G  T H E  B E S T W I T H  B R I O —

w w w. s a f c o p r o d u c t s . c o m

Inspire activity and creativity anywhere you go with Brio. 
The small footprint and mobile design of the Focal™ Brio™ 

adjustable-height standing desk allows you to put your best 
foot forward, whether in the office or at home.

http://safcoproducts.com
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Luminaries from the U.S. business 
supplies industry gathered at Chicago’s 
Navy Pier last month to see S.P. Richards 
CEO Rick Toppin receive the 2018 City of 
Hope ‘Spirit of Life’ award.

The award is presented to industry 
leaders who have made a significant 
commitment to support City of Hope 
in need and he joins a distinguished 
group of past recipients. 

As part of the City of Hope National 
Business Products Council, Toppin 

S.P. Richards 
CEO Rick Toppin 
honored at 2018 
City of Hope  
‘Spirit of Life’  
Gala Dinner

led this year’s ‘Generations of 
Hope’ campaign, helping to raise a 
record-breaking $15.1 million for the 
California-based clinic and medical 
research institute. 

Next year’s honoree is 3M VP and 
General Manager Brad Graves, and 
the 2019 ‘Spirit of Life’ Gala dinner will 
be held on September 26, once again 
at the historic Navy Pier.

http://www.marketing.bisilque.com/industrial-solutions
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Shachihata, the maker of Xstamper, last month announced the addition of Tony Zarcone as a 
national sales manager. 

Zarcone joins longtime Shachihata national sales manager Martin Clemente in a move the 
company said is intended to greatly increase its service to both current and future accounts. 

Zarcone worked for Shachihata in the past and he brings that knowledge along with his 
professional career experience selling tangible goods to a multitude of markets, including health 
and beauty aids, office products and custom store fixtures, the company said.

Shachihata hires additional national sales manager

Dennis McCarthy, a veteran of the dealer community with over 30 years industry experience, 
has joined consultants CRM international, the organization founded by dealer technology expert 
Neil Saviano.

CRM International offers a CRM system integrated with marketing automation and business 
intelligence solutions that also has the ability to integrate with industry ERP systems, the company said.

McCarthy was 22 years with New England Office Supply and held the vice president position 
at the time of its acquisition by W.B. Mason in 2015. Following the acquisition, he served as bids 
director for W.B. Mason until March of this year.

At CRM International, McCarthy will focus on bringing systems and solutions to all potential industry 
users and leverage his industry leadership and technology experience to bring the company’s 
integrated CRM, marketing automation and business intelligence solutions to the industry.

Dealer veteran Dennis McCarthy joins CRM International

Industry News CONTINUED FROM PAGE 16

Dealer technology provider ECi 
Software Solutions, has announced 
the acquisition of Office Document 
Consulting Inc. (ODC), makers of 
sales automation software for the office 
equipment, managed print and IT 
channels. 

ODC’s DOCassess product suite 
includes sales automation tools for 
assessments and proposals, asset 
mapping, business reviews, total cost 
of ownership calculators and fleet 
management. 

ODC will become part of ECi’s Field 
Service division and the team will report 
to ECi’s field service president Laryssa 
Alexander. 

ECi said the acquisition “broadens its 
bench of business software capabilities 
to better serve office equipment and 
managed print services customers.”

DOCassess, when combined with 
ECi’s e-automate, creates an integrated 

proposal generation tool that will give 
users real-time visibility into their sales 
proposals and pipeline, thanks to 
bi-directional communication between 
the two solutions, the company said, 
adding that it will continue to fully 
support efforts to sell, deploy and 
service DOCassess as ODC has 
always done. 

“ECi is always looking to innovate our 
current offerings to aid our customers 
in their goal of profitably growing their 
businesses while competing in the 
marketplace,” said Ron Books, CEO of 
ECi. “DOCassess is a perfect example 
of an addition that will allow us to deliver 
the true ‘one-stop’ solution that our 
customers want and need to compete.”

New acquisition for ECi

Do Shoppers Like
Your Website?

More than 90% of consumers consider visual appearance to be the deciding factor 
in whether to make a purchase or not.   
Your online storefront needs to continuously stay up-to-date and on trend. But, do 
you have that kind of time?

Keep your shoppers happy with your website by using ECi’s Digital Services. 

Modern 
storefront design

Responsive 
design

Email marketing 
templates

Web banner  
design

Site news Weekly  
analytics reports

Happy shoppers are return shoppers!  
Keep them—and your website—happy.

 866.374.3221     info@ecisolutions.com     ecisolutions.com    
©2018 ECi, and the ECi Red Box logo are trademarks or registered trademarks of ECi Software Solutions, Inc. All rights reserved.

Please reference this ad when speaking to your account manager. 
Contact ECi Digital Services today!
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Egan Visual last month announced 
the acquisition of the assets and 
ongoing business of acoustic and 
tackable products manufacturer 
Working Walls Solutions.

Working Walls offers a product line 
that includes acoustic wall panels, 
acoustic ceiling products, tackable 
wall panels, partition extenders and 
other solutions for noise and sound 
transmission reduction. 

Eagan said the acquisition 
complements its own “Sound Ideas” 
line, which includes Egan Disperse 

Egan Visual 
acquires acoustical 
panels manufacturer 
Working Walls 
Solutions

Connexions powered by IS Contract, the new office furniture 
sales, marketing and purchasing solution for contract and 
mid-market commercial furniture dealers from Independent 
Stationers, last month held its first annual meeting.

Titled Race to Success, the meeting took place in 
Indianapolis, September 7-10 and featured vendor/dealer 
one-on-one meetings, educational opportunities, team 
building and networking, concluding with a day at the 
Indianapolis Motor Speedway, Brickyard 400 race.  

“We are extremely excited about the outcome of our 
first annual Race to Success event and the high level of 
participation that we received from both the dealer and 
vendor community,” said Charles Forman, COO, IS Contract. 

“This event celebrates a community of like-minded furniture 
professionals, both vendor and dealer, that are focused on 
growing sales through the use of technology and proven 
go-to-market sales strategies.” 

Mark Williams, president and chief executive officer, 
Elements IV Interiors, said, “The inaugural Race to Success 
conference confirmed for me that we have a significant 
opportunity through partnership with Connexions powered 
by IS Contract and a group of driven and diverse dealers 
and manufacturers who are all eager to grow and make an 

impact in the midmarket furniture business.”
Kevin Glynn, executive vice president, sales and 

distribution, Groupe Lacasse said, “Connexions powered 
by IS Contract member conference was a resounding 
success. The open exchange of success strategies 
between dealers and manufacturers, the friendships 
formed and the loyalties pledged to the Connexions brand 
was exceptional. The enthusiasm and drive to win on 
display certainly reaffirms Groupe Lacasse’s continued 
commitment to the Connexions program.”

Connexions powered by IS Contract announces 
successful first annual event

and Egan Tacet Acoustical Panels, 
and provides a comprehensive 
range of standard, configured and 
custom products.

Designers and customers may 
specify Egan Working Walls 
products with a wide range of 

fabrics from Guilford of Maine, 
Carnegie, KnollTextiles, and 
Maharam, amongst others. 

Working Walls products now 
become part of the Egan line 
and are represented by Egan’s 
manufacturer’s rep network.
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Two of the office furniture industry’s top 
dealer groups, INDEAL and Workplace 
Furnishings (WPF), have announced 
they have merged.

 In a joint statement, INDEAL 

INDEAL and Workplace Furnishings 
dealer groups announce merger

co-founder Dave Bloch and WPF 
president and CEO Jodie Ryndak said 
WPF will be merging its operations 
into those of INDEAL to create a single 
contract furniture dealer organization 

with significantly enhanced resources 
and market coverage.

 “We are delighted to welcome 
WPF’s dealers to the INDEAL 
family,” commented Bloch. “The 
combination of the two groups will 
result in increased buying power and 
marketing capabilities, and creates 
the opportunity to develop even more 
new programs and services to help 
our members become stronger and 
more profitable,” he added.

Said Ryndak, “In an industry that’s 
more competitive today than it’s 
ever been, it’s critical that the dealer 
community and its business partners 
find new ways to leverage our collective 
resources. WPF’s merger with INDEAL 
represents a logical step forward in 
that effort and we anticipate a long and 
mutually beneficial partnership.”

 For more information on INDEAL 
and its programs for dealers and their 
business partners, visit www.indeal.org.

mailto:sales%40gopd.com?subject=
http://www.indeal.org
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Commercial office furniture and seating manufacturer AIS 
recently reopened its newly renovated Washington, D.C., 
showroom. The showroom is located at 1400 I Street NW, Suite 
750, in the Franklin Square section of the city.

The showroom features the newest AIS products in settings 
designed to offer inspiration for the diverse ways that people work 
today. A variety of private, semi-private and open-office vignettes 
showcase solutions ranging from quiet spaces for focused work 
to group settings created for maximum collaboration. 

The main part of the showroom also doubles as a workspace 
for AIS’s regional sales representatives and as a host site for 
reps and dealers across the district and outlying areas. 

“Our renovated showroom is modern, warm and bright, 
showcasing the full range of AIS products for all kinds of 
environments—offices, educational settings, healthcare spaces 
and more,” said Mark Facciani, AIS vice president of sales for 
the Mid-Atlantic region. “The look is timeless—it’s modern and 
modular, with natural elements to provide balance.” 

AIS reopens D.C. showroom

The Highlands international rep organization has added 
two new account managers in Texas: Rachel Croll and 
John Richardson. Collectively they bring over 35 years of 
experience in account growth to the Highlands field sales 
team, the company said.

Croll previously held sales positions with OfficeMax, 
Grainger and Uline, while Richardson began his sales  
career in pharmaceutical sales and most recently served  
in a management role for a large independent dealer in  
the OP industry.

“We are excited to have Rachel on our team, and as she 
lives in Houston, she’ll be based in one of the fastest growing 
cities in the US,” said June Schmidt, vice president field sales, 
northeast and south regions. 

“Out of Dallas, John’s background and experience make 
him a great addition to the Highlands team. John will play a 
key role in providing high quality solutions and support for our 
customers and vendor partners.”

Highlands adds two new account 
managers to field sales team

Following a successful soft launch in May, Clover Services 
Group, the latest offering from Clover Imaging Group, has 
gone live with its complete website, providing resellers 
access to a range of online services, including enhanced 
sales, MPS, improved marketing opportunities, better tech 
service and tools designed to improve profitability.

“We are pleased with the new website and excited 
to be able to offer it to our dealers,” commented Luke 
Goldberg EVP, global sales and marketing. 

“With the help of this site, dealers that choose Clover 
Services Group can overcome many of the business 
challenges they face today. With the launch of Clover 
Services Group, dealers have access to the innovative 
services that enable them to reach more customers and 
push their companies ahead to enhanced revenue. It’s 
an exciting change, one we are proud to provide.“

To view the full Clover Services Group offering, visit: 
www.cloverservices.com

Clover Services Group full 
website goes live

Donald L. (Don) Smith, 
founder of wholesaler 
Express Office Furniture 
in Kansas City died 
September 19 after a 
long battle with cancer. 
He was 66.

After graduating from 
the University of Kansas 
in 1976 with a B.A. in 
Business Administration, 
Smith worked for the HON Company from 1977-1983, 
receiving salesman of the year honors in 1978. 

In 1984 he founded Don Smith & Associates, 
predecessor of Express Office Furniture, and ran the 
business with the help of his assistant/partner Jennifer 
Wolf-Logsdon and Tom O’Brien. 

He is survived by his wife of 25 years, Kathy; his 
daughter, Cara J. Anderson, husband Amos M. 
Anderson, of the Atlanta area; a son, Scott M. Smith of 
Shawnee, KS; and nine grandchildren, Grace, Zack, 
Nathan, Luke, Daniel, Matthew and Jacob Anderson 
and Zoe and Abigail Smith. 

Memorial contributions can be made to the Great 
Plains SPCA (www.greatplainsspca.org).

In Memoriam: Express Office 
Furniture founder Don Smith

http://www.cloverservices.com
http://www.greatplainsspca.org
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NOPA News

So far, 2018 has been a 
wild ride for U.S. trade 
relations. On the first of 
this month, negotiators 
from the U.S., Canada 
and Mexico officially 
agreed on a new trilateral 
agreement – reining 
in the North American 
Free Trade Agreement 
(NAFTA) for the United 
States-Mexico-Canada 
Agreement (USMCA). 

The deal still has to be 
approved by Congress, 
with action on that likely 
to come in 2019 when 
Democrats may very 
well control the House of 
Representatives. 

Still, Trump supporters 
are viewing the new 
agreement as a major 
victory, especially in key 
Senate battleground states 
such as North Dakota, 
Missouri and Texas. 

With this being a 
major victory for the 
administration, many seem 
to have forgotten about the 
trade disputes that have 
defined our country’s trade 
agenda up to this point. 

It all began in February, 
with the release of 
the Department of 
Commerce’s findings 
that imports of steel 
and aluminum “threaten 
to impair the national 
security”. Shortly 
after, President Trump 
announced the imposition 
of a 25 percent and 10 

percent tariff on steel 
and aluminum imports, 
respectively. 

The move was met 
with criticism and threats 
of retaliation across the 
globe. Key allies, including 
the European Union (EU), 
Canada and Mexico, 
were given temporary 
exemptions as they 
continued to work towards 
common ground, though 
those exemptions ended 
in July.

China, on the other 
hand, was granted no 
such exemption and 
they responded with a 
25 percent tariff of their 
own—on U.S. wine, pork 
and industrial goods. 

Around the same time, 
the United States Trade 
Representative (USTR) 
issued a report alleging 
China’s use of “unfair trade 
practices” including forced 
technology transfers 
and intellectual property 
theft. Again, President 
Trump threatened more 
tariffs—this time on $150 
billion worth of Chinese 
goods—to which Beijing 
again responded in-kind.

Much to everyone’s 
surprise, the tactic 
appeared to work. In May, 
after lengthy negotiations, 
China agreed to buy more 
U.S. goods and President 
Trump dismissed trade 
penalties against the 
Chinese tech firm ZTE 

which had previously sold 
U.S. tech parts to Iran. 
Lawmakers were appalled 
and the Senate went so far 
as passing a bill to nullify 
the President’s order. 

Then came a complete 
breakdown. What 
previously had been 
mere threats became 
reality. On July 6, the 
U.S. began collecting 
a 25 percent duty on 
$34 billion in Chinese 
televisions, tablets, and 
other electronics. Within 
24 hours, China imposed 
similar tariffs on American 
agricultural goods, pork 
and electric vehicles. 

A tit-for-tat trade war 
was underway. President 
Trump proposed more 
tariffs on Chinese goods 
totaling $200 billion —
almost half of total U.S. 
imports from China. The 
list included everything 
from office products and 
jewelry to furniture. 

Literally hundreds 
of trade associations 
warned the administration 
that such a move would 
shift supply chains and 
eliminate gains made 
from the recent Tax Cuts 
and Jobs Act (TCJA). 
Still, just as planned, the 
tariffs went into effect on 
September 24, with an 
announcement that more 
duties may soon follow 
on another $267 billion in 
goods from China.

Trump administration takes on a global economy: 
What’s the impact on our industry?
By Paul Miller
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So, what does this mean for 
the U.S.? 
For one, American farmers 
have felt the immediate impact 
of being thrown into a trade 
war. They used to dominate 
the Chinese market, but 
retaliatory tariffs have shifted 
business to competitors in 
Brazil and Argentina. 

On top of that, less export 
volume means farmers need 
more storage for their crops. 
However, existing steel and 
aluminum tariffs have made 
it difficult to finance the 
construction of new silos in  
a year when profits are 
already low. 

It’s not just farmers who 
have been hurt by China’s 
retaliatory tariffs. Other 
industries stand to lose out 
on market access that could 
take years or even decades 
to regain. 

For example, plans to 
revamp China’s water 
infrastructure present a 
valuable opportunity for 
the American water quality 
industry which is recognized 
across the globe. Instead, 
price hikes on pipes and 
tubing are likely to shift 
China’s attention to foreign 
competitors from Europe. 

Secondly, tariffs are a tax 
imposed on industries and 
consumers. Sure, it creates 
a higher barrier of entry for 
countries and their products, 
but U.S. office products and 
office furniture businesses 
have limited alternative 
sources and either have to 
incur the extra cost or shift it to 
their consumers to stay afloat. 

With the holiday season 
coming up, consumers 
should expect price increases 
on electronics, toys, office 

products, office furniture 
and home appliances which 
brings me to my third point. 

As prices increase, 
consumers will look elsewhere 
to meet their needs. This can 
be great for small businesses 
looking to break into markets 
dominated by large retailers. 
It also presents a great 
opportunity for counterfeiters 
—many of whom are based 
in China— to sell cheap fakes 
to unsuspecting consumers, 
as we have seen in the toner 
cartridge market. 

Right now, there are more 
questions than answers when 
it comes to the Trump trade 
agenda, and it will likely stay 
that way until after the midterm 
elections in November. 

Should Democrats make 
significant gains in either the 
House or Senate, it will be 
even more difficult for the 

administration to win over 
support for USMCA. Not only 
that, a bluer Congress may 
act to limit the administration’s 
tariff authority, which would be 
a major loss heading towards 
the presidential election. 

Nonetheless, if trade 
relations continue to 
improve with key trade allies, 
international pressure will 
begin to weigh on China 
to address its unfair trade 
practices, potentially bringing 
an end to this wild ride. The 
bigger question is, will it be 
too late as the damage will 
already have been done?

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 info@iopfda.org.

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 

WEDNESDAY, OCTOBER 17!

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.

WHERE:

EPIC 2018
TUESDAY, OCTOBER 16, 2018 / 3:00 – 4:05 PM

AMAZON, 
THE INVISIBLE 
COMPETITOR:  
DOES YOUR 
COMPANY  
HAVE A PLAN?

Join Mike Tucker, President and CEO of National Office Products Alliance (NOPA) as he presents 

mailto:info%40iopfda.org?subject=
http://www.nopanet.org
mailto:info%40iopfda.org?subject=
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Look around. The office products 
industry is changing faster than ever. 
Online competition is here to stay and 
dealers must find ways to compete. 
Fluctuating prices impact everyone. 
Consolidation is more prevalent 
than ever, with dealers and big box 
suppliers buying other dealers, 
manufacturers buying each other and 
the wholesalers’ fates seemingly in the 
hands of venture capitalists and/or the 
Federal Trade Commission!

“Consolidation thins out the herd and 
makes us stronger,” says Keith Powell, 
vice president and owner at Pay-LESS 
Office Products, Omaha, Nebraska. He 
says that smaller, hometown dealers 
that have not embraced technology 
will continue to be threatened by 
everybody. “Those that can’t create 
a backend system and a good user 
experience are the ones who are going 
to fade away,” he says. 

Consolidation is not the only activity 
working to change the competitive 
landscape. A variety of forces are 
driving up prices. Some increases are 
due to everyday market dynamics; 
others are impacted by the current wave 
of tariffs. Beyond price, the need for 
continued investment in technology to 
remain competitive online puts a strain 
on already limited dealer resources.

Online sales take off 
Not that long ago, dealers could launch 
almost any web presence and be 
guaranteed business; not anymore. 
“There isn’t room anymore for a web 
ordering system that’s not as fast and 
sophisticated as anyone else’s,” says 
Kate Dougherty, vice president/sales 
at Office Essentials, St. Louis. Whether 
the other site is another independent, 
a big box supplier or someone 
outside the office supply industry 
makes no difference. “The rules of the 
navigational highway have become 
so universal that it doesn’t even matter 
what I am ordering,” says Dougherty. 

With the state of online competition 
in 2018 it’s no surprise that Office 

Essential is making its biggest 
investments in the dealership’s online 
presence. “We are constantly bringing 
new features to our web ordering 
platform,” says Dougherty. At the same 
time connections to customers through 
social media and other digital assets 
are also being developed. 

Online competition impacts dealers 
in several ways. Most prevalent is 
the growing availability of alternative 
sources. Customers can readily find 
lower-priced options for almost any 
needed products; when that happens 
dealers can be faced with sales 
declines, but not always.

“It’s hard to know the full impact of 
online competitors,” suggests Miles 
Oakley, marketing director at A-Z Office 
Resource, Antioch, Tennessee. A-Z 
customers like to do business with a 
company they trust, where they know their 
salesperson and have the same delivery 
driver. While some sales inevitably 
bleed over to online competition, Oakley 
suggests the whittling away of margins 
as buyers reference online pricing is a 
bigger concern. 

Growth at A-Z is determined by 
outside sales reps and their skill 
and motivation, says Oakley. “The 
threat that online competitors pose 
isn’t necessarily one of stealing our 
customers; it’s one of eroding our 
margins,” he says. Customers have 
the expectation that if they find a 
cheaper price, then A-Z will match it. 
“Salespeople have to defend our value 
adds so we can maintain price and 
protect it where possible,” he says. 
“That is where I see the biggest threat.”

Dealer businesses transform
One response to the new competitive 
landscape is to cast your dealership 
as something other than a source 
for only office supplies. Rather than 
focus on office supplies, Twist Office 
Partners, Wood Dale, Illinois, focuses 
on other categories such as Jan/
San or project management. “We’ve 
decided we are no longer an office 
products dealer, but rather, we’re a 
solutions provider for our customers; 
whatever that solution might be,” says 
Wendy Pike, Twist president. »
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Online sellers have further 
commoditized the industry and are 
well on their way to making it totally 
transactional, says Dougherty. If all you 
need is a widget there are hundreds 
of options when it comes to where you 
buy it, including all the usual suspects. 
Those suppliers are the antithesis of 
where Office Essentials wants to be. “I 
don’t want to be Amazon,” she says. “I 
want to fit in the space where they don’t 
do well.” 

Dougherty sees this as a space 
outside the solely transactional 
relationship. “We are already in that 
space, and now we’re just leveraging it 
even more.”

Although some dealers might 
contend that Amazon is not a threat, 
they might be ignoring the truth about 
the biggest and most ominous online 
seller. “The best way to beat them is to 
tell your own story,” says Pike. Focus 
on being local and remind customers 
of the games that Amazon plays. 
“They don’t see that Amazon is putting 
its hands in their pockets,” she says. 
Amazon is able to offer low prices, in 
part, because of tax incentives they get 
from local communities.
Click here for a link to a report 
mentioned in the July issue of 
INDEPENDENT DEALER that details 
the sales tax loss, by state, attributed to 
Amazon 

on the internet tells you exactly when 
to expect your order,” he says. Yet, 
that same capability is not available to 
dealers.

A continuous effort is made at Twist 
to keeps its online presence fresh. “We 
update our landing pages monthly 
with coupons and different banners 
which are created in-house,” says Pike. 
There are content-rich pages behind 
the landing pages but the current 
industry software that Twist employs 
isn’t search-engine optimized. “I feel 
strongly that’s going to be a defining 
factor in who stays competitive and 
who doesn’t,” says Pike. “We are 
looking at alternatives, but that is a big 
investment that has to be made.” 

When he looks at websites outside 
the office products industry, Tyler 
Condry, marketing director at 
Sundance Office, Broken Arrow, 
Oklahoma, sees innovation around 
customization of everything for the 
customer. He says Sundance currently 
does that manually because the 
system in place doesn’t have that 
capability. He would also like to see a 
better way to handle recurring orders. 
“Some of our national competitors 
have that feature where an item can be 
ordered every four weeks or however 
often,” says Condry. “That is something 
I would like to see from my 3PV.”

The new digital reality 
Welcome to the new digital reality, 
where a dealer’s online presence has 
to be as fast and feature-rich as any 
other online source. That enhanced web 
presence could also cost more as fees 
for third-party software are projected 
to go up after the first of the year. A 
significant number of dealers wonder 
how they can survive when technology 
costs keep escalating, says Pike. 

But those dealers may not 
have much of a choice. During a 
presentation at S.P. Richards’ recent 
ABC Show, Pike learned that over 50 
percent of the employees at Domino’s 
Pizza are now tech employees. “That 
really struck home with me as to where 
we need to focus our investments,” 
says Pike. 

Powell, contends that the lack of 
choice and, perhaps capability, 
of industry software has a limiting 
factor on growth—especially for 
smaller dealers. Powell would like 
to see a feature that enables him to 
let customers know when their order 
will be delivered. Internet sales have 
proven that customers will wait up to 
five days for orders; that is, next-day 
delivery is not the ideal. “But it is so 
important that this customer knows 
when the order will arrive,” says Powell. 
“Any company that you order through »

http://nebula.wsimg.com/6aa235a38fe396b24d84957bc80786b3?AccessKeyId=8E410A17553441C49302&disposition=0&alloworigin=1
http://nebula.wsimg.com/6aa235a38fe396b24d84957bc80786b3?AccessKeyId=8E410A17553441C49302&disposition=0&alloworigin=1
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a wholesaler acquisition could have 
on access to suppliers and how 
competitive a new pricing structure 
might be. He wonders about the future 
availability of product specialists from 
Essendant who he says have been so 
helpful in establishing new product 
categories and muses about any 
response that might be coming from 
Office Depot. Meanwhile the response 
at Sundance is to invest. “We recently 
leased out a new building to do more 
direct stocking and get better access 
to pricing,” he reports.

Todd Isenberg, sales lead at 
Petter Business Systems, Paducah, 
Kentucky, suggests that the acquisition 
by Sycamore is driven by an effort 
to control pricing in the independent 
dealer channel. “But any impact 
won’t happen that quickly,” he says. 
“We’ll probably see some significant 
difference in the marketplace within 
the next couple of years.” He wonders 
what Depot’s play will be, and if it might 
be looking to acquire S. P. Richards. 

“The big box channel is going to be 
turned on its head for the next year or 
two until the dust settles and everybody 
figures this out,” he says. 

Now with Essendant’s future still in 
doubt until the various regulatory and 
legal hurdles have been negotiated, 
the question on the minds of dealers 
is what will happen next. Oakley 
compares Staples’ actions to the 
moves of a cornered animal. “It makes 
me concerned about what they’re 
going to do next,” he says. “It seems 
they’re willing to try anything.”

In response to the unpredictability, 
A-Z is emphasizing its core message 
for both customers and employees. It 
is a reminder that the dealership exists 
for the success of its customers and is 
there to help them achieve their goals. 
“We remind everybody—from customer 
service to the warehouse and especially 
our drivers—because they see our 
customers every day,” says Oakley, 

Salespeople don’t always have the 
best intelligence on what customers 

A-Z’s online presence is a vital part 
of the marketing and communications 
effort that the dealership puts forth. “I 
think that we have done a good job 
with the tools we have,” says Oakley. 
The way that purchasing decisions 
are made online today, where a 
single product is searched and price 
comparisons are made, is fairly 
common. “We’re not setup to do that 
with our current system,” says Oakley.

Wholesalers up for grabs
The fact that it appears that Essendant 
is about to get bought out by Staples, 
or more precisely Sycamore Partners, 
could impact operations for a great 
many dealers. “My number one 
competitor is Staples,” says Dougherty. 
“So what does that paradigm look like 
when your number one competitor 
could very well turn out to be your 
wholesaler?” This is a scenario that can 
keep dealers up a night and turn out to 
be their worst nightmare. 

Condry is concerned with the impact 
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One defensive product line that many 
dealers have chosen is to sell ad 
specialties. While these products are 
readily available online, buying them 
successfully online can be challenging.

Many businesses don’t have 
the necessary artwork needed for 
promotional products and they lack 
the resources to obtain it on their own, 
says Atkinson. “There is a lot of hand 
holding that needs to go along with 
that specialty,” he says. “Just about 
everything we do makes us stand out 
from online competitors from desk-top 
delivery or the furniture services we 
offer,” Preferred assists with customer 
moves from one floor to another or 
from one building to another. “We 
rent crates to customers to help them 
move,” Atkinson reports.

Winning the competitive battle with 
online sellers often comes down to a 
matter of degree. Buyers frequently 
can find the furniture they need online 
but that is where most comparisons 
end. At Sundance, furniture projects 
take in every need from design 
to installation. Furniture has been 
a growth category at Sundance, 
especially with the recent addition of a 
second specialist. “It seems like this is 
an area where we are stronger than our 
online competition,” says Condry. 

Similar cover is achieved with 
janitorial products. Sundance 
salespeople push the dealership’s 
dispenser program working with 
either Kimberly Clark or the Boardwalk 
brand for a lower cost alternative. This 
approach gets Sundance through the 
door and opens additional sales for 
toilet tissue, paper towels and soap. 
When a customer is approached with 
janitorial or promotional it seems to 
offer a better path to sales than always 
leading with copy paper. “We try and 
make our offering broader and start 
from other areas and then work back 
into the office,” says Condry. 

The strength of customer relationships 
can make a difference when price 
questions arise. When customers find 
a better price online they frequently will 
come back and ask Petter for a price 
concession. “We try to do our best to 
be competitive,” says Isenberg. “I tell 
our customers all the time that we’re not 
always going to be the cheapest, but we 
will be competitive and will service what 
we sell.” 

For schools and medical customers, 
the issue is often more than just price. 
These customers need to know they 
can obtain the item when it’s needed 
and can get it delivered to a specific 
location. “We try to do the little things 
that make a difference so they will be 
willing to pay a quarter or fifty cents 
more,” adds Isenberg. Those buyers 
want consistency over low price. 
“They want to know when they order 
file folders that they will be delivered 
in a timely fashion and the price will be 
consistent,” says Isenberg. 

Janitorial products provide 
good cover to online competition. 
Customers using chemicals and even 
paper products often have specific 
requirements that are best handled by 
a knowledgeable salesperson rather 
than an online operator, suggests 
Oakley. Additionally, high-volume items 
such as a box of 96 rolls of toilet tissue 
or 55-gallon drums of chemicals tend 
to not ship easily and might even be a 

are doing and what they desire. “A lot 
of times when our reps go into a new 
location the issue is far from price,” 
says Andrew Atkinson, president at 
Preferred Business Solutions, Irving, 
Texas. In response, salespeople have 
taken a more consultative approach. 
After listening to a customer’s issues, 
they take that information and return 
with a plan to address their concerns. 
“These were your concerns and here is 
what we can do to address them,” says 
Atkinson. The response is generally 
pretty positive. 

Isenberg contends that his biggest 
competition is probably Amazon. “More 
people, especially millennials, use their 
services and website to place orders,” 
he says. In response Petter salespeople 
make it a point to get in front of 
customers and remind them that Petter 
is local and services what it sells. “We 
build relationships with our customers,” 
he says. ‘They know us personally.”

The pain of lost sales
Adding new products and new product 
categories to the mix is a proven 
remedy to address the pain of lost sales. 
It is not just more products to sell, which 
can help increase revenue, it’s also 
about establishing a business that is 
less susceptible to online competition. 

Cover Story CONTINUED FROM PAGE 28

»



OCTOBER 2018 INDEPENDENT DEALER PAGE 30

Cover Story CONTINUED FROM PAGE 29

liability for a carrier. “Janitorial products 
as well as furniture, offer us the best 
cover,” he adds.

Twist has begun to offer project 
management services as one way to 
move beyond selling office supplies. 
The dealership helps with remodeling, 
design, painting, electrical services, 
HVAC and more. It pulls together the 
different organizations that offer these 
capabilities and becomes the primary 
contact for the work being done. 
The work started with a local leasing 
company and as Twist became more 
proficient opportunities expanded. 
Twist has worked with additional leasers 
and has gone national with the service 
and worked on projects in Tennessee, 
Texas, California and Alaska.  

“Our flexibility within the 
marketplace gives us a huge 
advantage over the big boxes,” says 
Powell. When it comes to products 
and services, Pay-LESS pretty much 
provides whatever the customer 
desires. “The big boxes look at you 
and say: ‘Here’s our model. Here’s our 
template. Order. Be happy.’” Payless 
works with customers to understand 
their pain points and develop unique 

solutions. Communications are totally 
open and flow from the top. “One 
of the biggest complaints I hear is 
consumers don’t know where to go 
with the big boxes when they have 
problems,” says Powell. 

Issues with Millennials
The growing presence of Millennials in 
the work force is another factor that has 
a large impact on today’s competitive 
challenges. When Millennials start to 
take the reins at existing customers, 
dealers find that they need to modify 
their approach. “You have to use social 
media differently than in the past and 
update content on your website more 
frequently,” says Isenberg. Millennials 
like to shop and look at items 
differently. “They don’t mind seeing 
a sales rep but they aren’t looking for 
someone to call on them on a regular 
basis,” he adds. To help reach these 
new customers, Petter has added 
some Millennials to its sales force. 

“We’ve opened more tools for 
interacting and connecting as a 
result of Millennials entering the work 
force and wanting to communicate 
in different ways,” says Dougherty. 

It’s not that they don’t want to have 
face-to-face human contact, but that is 
just one option for how they would like 
to communicate. They also want to be 
approached via social media, email, 
chat and video conferencing. “It’s a 
matter of managing a lot of different 
communications options and making 
sure that we stay on par with how to 
deploy them,” says Dougherty. 

Office Essentials recently created a 
social media content team. The team’s 
goal is to connect with customers and 
prospects as people not just product 
purchasers. “It makes sense that we 
take a better look at how we approach 
people from a lifestyle perspective and 
not just from a product perspective,” 
says Dougherty. 

The mobility app at Pay-LESS Office 
Products is popular with Millennials 
as well as social media. “We’ve done 
everything from Twitter to Instagram to 
Facebook and LinkedIn,” says Powell. 
Promotional codes are used with every 
post that gets sent out. That way it is 
possible to see which posts work and 
which don’t. Powell has found that 
salespeople need to be in front of these 
Millennials on a regular basis, or when »
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that person switches jobs the business 
could be lost. “Millennials are switching 
jobs every 12 to 18 months, which 
creates opportunity and also creates 
vulnerability,” he says. 

How to be competitive
With all the forces acting upon dealer 
operations, along with new competitive 
threats, independent dealers are finding 
new resources and strategies that can 
help them be more competitive. A-Z has 
ten locations across several states and 
top management is taking the time now 
to travel to each location to meet with 
employees. “We are offering a snapshot 
of where we are, where our employees 
are and what their career goals are,” 
says Oakley. “We are definitely getting 
some buy-in, especially from sales reps 
we’ve talked to.”

Sundance has brought on an 
analyst whose primary responsibility is 
reporting and manipulating data that 
can be used to build business reviews 
for customers. That data will reveal 
holes in purchasing or other indicators 
that provide sales people an opening. 
Perhaps they can bring in promotional 
products or a janitorial specialist to see 
about gaining new category business. 

“A lot of times that can open up the 
door for additional business that we 
just didn’t have before,” says Condry. 

At Preferred, Atkinson is seriously 
thinking about adding copiers to 
the product mix. He believes that 
copiers offer a natural fit. “We already 
have the relationships,” he says. His 
salespeople are already in these 
offices at least monthly and sometimes 
even weekly. “Customers would rather 
negotiate a copier deal with us than 
with a slick copier salesman who only 
comes around when the lease is about 
to expire,” says Atkinson.

No matter which approach a dealer 
takes to navigate the new competitive 
landscape, certain moves always 
apply. “Remember what you do well 
and make sure that you are telling all 
your employees and your customers 
because it is really easy to get rattled,” 
says Oakley. “Have your feet firmly 
on the ground and be sure your 
fundamentals are strong.” 

“More than half the battle to 
maintain your competitive edge 
is your willingness to ask yourself 
hard questions and recognize your 
competitors for both their strengths 
and weaknesses,” says Dougherty. 

The logistics challenge
While some dealers see Amazon, 
Staples or industry consolidation 
as the biggest threat to survival, 
Keith Powell, vice president/owner 
at Pay-LESS Office Products, 
Omaha, Nebraska, is most 
unsettled by logistics. He describes 
logistics as “getting my product 
to the consumer and competing 
against internet companies.”

Powell refers to the last mile 
of delivery where products such 
as cartons of paper can be 
troublesome. “With my larger 
customers my biggest threat is 
the ability to deliver copy paper 
that hasn’t been mangled and 
destroyed in the last mile by UPS, 
who never wants to deliver that 
again,” says Powell. 

Pay-LESS has agreements 
with dealers around the country to 
handle the last mile of delivery on 
paper for national accounts. This 
stop-gap solution works but it is far 
from the most elegant answer.

“I think the wholesaler has 
dropped the ball logistically when 
it comes to putting together a 
national program that we can tie 
in with these deliveries,” says 
Powell. There needs to be a better 
packaging solution, he suggests. 
Until that happens dealers are 
on their own to put some sort of 
back-end program together. 

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.

Along with that mindset is the need to 
recognize change and allow it to be a 
potential catalyst for great things. “What 
is currently going on in the industry is 
absolutely nerve-wracking on many 
levels,” she adds. “But where there is 
disruption there is also opportunity.”
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If you are a business owner and work  
in the business, this article is for you. 
Just because you’re an owner, does  
not necessarily mean you have to be  
in charge.

Perhaps, like you, many of today’s 
independent dealers are in the hands 
of second or third generation owners, 
multiple individuals who share the 
family bond and a deep passion for the 
business. Each owner brings individual 
skills, interests and capabilities which 
should be tapped and strategically 
organized for optimal success. 

Being an owner is an important 
position in and of itself, but it is not 
the same as the CEO or any other job 
function. Owners do often function 
as leaders in the business. To limit 
confusion, determine and communicate 
clear accountabilities; then, separately, 
identify the critical decisions relegated 
only to owners. 

Dealers who clearly differentiate 
between leadership and ownership roles 
reduce confusion and get more done. 

Clarify roles IN the business
To keep family peace, some owners 
avoid being specific about titles 
or responsibilities. Unfortunately, 
this only leads to confusion and 
potentially serious bottlenecks for 
progress. 

Employees waste time wondering 
who to turn to for organizational 
direction and approval and may not 
feel empowered or accountable. 
They might wonder: “If an owner 
who’s not my boss gives me a 
direction, do I have to do it?” Or, “Do 
I need to ask both Mary and Robert 
(both owners) for permission?” 

To establish roles in the business, 
start with an honest assessment 
of interest, skills, behaviors and 
overall ability to be successful. Gino 
Wickman, in his book Traction, calls 
this GWC. Does the person “Get It”, 
“Want it” and have the “Capacity 
to do it”? I’ve seen too many small 
business owners who are not happy 
in their jobs because there’s a 

mismatch with one of these criteria. 
Let people play to their strengths. 

Ask yourself and other family 
members these questions: What do 
you love to do? What are you skilled 
at doing? Where is your best fit? If you 
were not an owner of this business, 
what job would best fit you? 

You may end up reporting to your 
little sister or your good friend. No 
matter what baggage you carry 
from grade school, the rest of the 
organization needs to see you 
respecting her role in the organization 
for day-to-day business. 

The leadership team will likely 
consist of a few non-owners as well. 
Bringing clarity among all leaders 
on scope of authority and key 
performance indicators will alleviate 
confusion for those working in the 
business day to day. Then, and most 
importantly, leaders and owners must 
stay disciplined and hold each other 
accountable to the agreed upon 
parameters.

By Janet Collins

Ownership vs leadership
Who’s in charge here? 
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The cloud’s best friend.
Don’t believe cloud and physical storage go together?  
Well, just ask the world’s leading tech companies. Why?  
Because they’re using Phoenix products to keep their vital 
records and data safe on site. Really. They know tech isn’t 
bulletproof and supplementing their cloud storage with  
a Phoenix file or safe ensures multi-pronged protection.  
How is your customer supporting their cloud?

Keep your reputation safe. Phoenix Safe.

Owners work ON the 
business
Whether business partners or family 
members, working in the business or 
not, you as the owners are ultimately 
responsible for the long-term health 
of the organization. That said, owners 
should not get a vote on everything. 
Successful organizations empower 
and hold all leaders and employees 
accountable to their areas of 
responsibility. 

As an ownership team, establish 
your unique set of parameters. What 
decisions do you want to make as 
owners and what decisions can the 
leaders make within the context of 
their roles? Culture and core values, 
for example are areas you don’t want 
to delegate. Other than culture, the 
role of the owner should be more on 
the business rather than in it. 

Here are a few examples of owner level 
decisions:
• Approving capital expenditures
• Entering into contracts
• Making executive hiring decisions
• Weighing in on key strategic 

questions
• Determining new strategic directions

Owners should create minimum 
thresholds so that minor decisions 
in each of these categories can 
be made within the business 
without going to the owners. This 
keeps things moving, minimizing 
bottlenecks. 

Your owner meetings and 
discussions should stay focused on 
strategic and long-term concerns and 
not get mired in the details within the 
business. Allow your leaders to do their 
jobs. With clear roles, responsibilities 

and success measurements, everyone 
can thrive.

Business is hard enough without 
the added drama induced by family 
dynamics, role confusion and lack of 
discipline to hold yourself and others 
accountable. Start by assigning 
your leadership roles according to 
experience, skills and ability to be 
successful, regardless of position in the 
family. Then clearly define the role of 
the owners, separate and distinct from 
the role each plays in the organization. 
With a little pre-planning, everything will 
run a little smoother.

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.

mailto:jcollins@tpstrategy.com.
http://phoenixsafeusa.com
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I’ll be the first to tell you that sales can 
be confusing these days. Customers 
have different expectations and different 
needs and they have far more access 
to information and ways to research 
us and our products. That demands 
a higher degree of professionalism 
and precision in our selling—if we 
make a misstatement, customers can 
back-check pretty easily.

Even with all that said, the most 
confusing part of sales these days 
is outreach. I’m using the broader 
term “outreach”, rather than the older 
term “prospecting”, because finding 
new customers today involves more, 
different techniques and tools than 
conventional prospecting. For many 
of these avenues, it also requires a 
different approach.

When we’re looking at pathways to 
new customers, we have to recognize 
that all pathways are not equally 
effective and not all pathways will reach 
the same people. 

By Troy Harrison

Most people have preferences for 
how they like to communicate and only 
by figuring out those preferences can 
we establish a dialog with them. 

For instance, I have one long-term 
client who absolutely, positively will not 
return my phone calls. Period. But if I 
send him an email, I typically have a 
response within an hour. This person 
has spent money with me for about ten 
years—but I can’t remember the last 
telephone conversation I had with him. 
Email is simply his preference.

So, what works best for outreach? It 
just depends—but here are the most 
common alternatives:

Data driven tele-prospecting: 
This is what we think of as the old 
“smiling and dialing” method. Even 
this has changed in recent years. The 
best system used to be to call the 
receptionist and do the “person who” 
call (‘Hi, could you tell me the person 
who would buy your xxxxx?’), but 

today the available data demands a 
better approach. Before you pick up 
the phone, you need to have a contact 
name (not position), good data on 
what the prospect company does and 
a good approach statement (“Hi, I’d 
like to talk about your xxxxx” is not a 
good approach). 

Be prepared to communicate value 
right up front and recognize that 
the ratios (dial to contact, contact to 
appointment) are lower than they used 
to be because fewer people answer 
their own phone these days. Even with 
those limitations, this method is still an 
essential part of any outreach program.

Email Blasts: This is one of those 
areas where the best thing to say is, “It 
works, but…”. If you want an outreach 
method where the percentages are 
REALLY low—as in “lower than even 
direct mail”, you’ve found it. The 
advantages of email prospecting are 
that it’s cheap—much cheaper than 

Do You Have  
Enough Oars 
In The Water?
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direct mail—as well as being easier 
and quicker. However, especially 
for initial outreach, response rates 
of less than one-half percent are 
not uncommon. Still, that’s greater 
than zero and in the interest of full 
disclosure, I’ll have to say that I have 
got new clients from an email blast. 

LinkedIn: Many are the proponents of 
social media and many are the ‘experts’ 
who say they can show you how to 
monetize social media. Few actually can. 
Again in the interest of full disclosure, I 
don’t have a proven method to monetize 
social media but I think I’m on the verge. 
If I find it, you’ll read about it here in the 
future. Social media is good for building 
visibility and image. 

I like to refer to your profile on 
LinkedIn as your “virtual trade show 
display” because prospects will go to 
your profile to check you out AFTER 
they have become aware of you in 

other ways. Having a good profile 
builds legitimacy for you. 

LinkedIn is also the only social media 
platform that allows you to target 
prospects through demographic 
searches, as well as a search by name. 

This can be invaluable in an outreach 
effort. If you’re going to use LinkedIn as 
an outreach platform, don’t make the 
mistake that too many people make. 
DO NOT invite someone to connect 
and then as soon as they connect, 
bombard them with sales messages. 

Instead, focus your early messaging 
on contributing value (knowledge, 
expertise, tips, etc.) to establish 
yourself as a good connection and 
THEN make a sales message. 

I like to keep my sales messages 
(as in messages attempting to sell my 
services) to less than 1 out of every 10 
posts that I make. More than that and 
you’ll find people unfollowing you, or 
even removing their connection.

YouTube: Did you know that YouTube is 
the second most popular search engine 
these days, behind Google? It’s true—
particularly when people are searching 
terms that begin with “How to”. 

When people want to know how to do 
something, YouTube is where they go, 
and even if they search first on Google, 
many times Google will lead them to 
YouTube videos. That means that if 
you’re not on YouTube, you’re missing 
a lot of opportunities. 

Can you teach your customers and 
prospects something? Can you make 
a video showing it? If so, you should be 
on YouTube. Now, before you run out 
and buy a bunch of equipment to set up 
a studio, let me give you a spoiler alert. 
Today’s smartphones have cameras 
and microphone systems that are 
perfectly capable of shooting a great 
video. You can add a tripod for between 
20 and 50 bucks, a microphone for 
another 20, and you have the same 
quality of video that it used to take 
thousands of dollars to shoot. 

Toss in Windows Movie Maker (not 
supported by Microsoft anymore but 
still available through download sites) 
and you have the capability to create 
and edit great YouTube videos.

This, of course, is not an exhaustive 
list, but it is representative of the 
most common and popular outreach 
platforms. My challenge to you is 
to evaluate your current outreach 
program, figure out the best mix of 
platforms for you and then start working 
them on a regular basis. Get as many 
oars in the water as you can.

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.
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First Quarter 2019

New Book,Coming Soon

By Marisa Pensa and Stacia Skinner

The Guidebook for Proactive Calling in a Reactive World.
COMPETITIVE SELLING:
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Avoid Winnie-the-Pooh syndrome!

Do you or your sales team members ever fall victim to 
the Winnie-the-Pooh syndrome?

You remember Winnie-the-Pooh, of course. He’s 
the lovable, bumbling bear who always seems 
to be wandering aimlessly through the Hundred 
Acre Wood. Whenever Pooh runs into any kind of 
obstacle he doesn’t quite understand (which is pretty 
regularly), he says something almost automatically. 
Do you remember what that is?

He says, “Oh, bother!”
This is kind of like his version of “I don’t want to 

bother you.” 
Of course, you don’t have to use the actual word 

“bother” to come across with the same basic Pooh 
attitude of tentativeness and perpetual apology.

Eliminating the Winnie-the-Pooh Syndrome is key to 
asserting yourself as an expert and not apologizing for 
“bothering” your prospects. Like Winnie-the-Pooh, we 
can apologize way too much and wander aimlessly 
through our own little Hundred Acre Wood.  

Always remember—people buy you first, then your 
company, then your products and services—in that 
order. The minute you or someone on your team 
plants a seed about being a “bother,” your value has 
just diminished. 

You are an asset to your prospects. You are 
helping them purchase far more efficiently and more 
cost effectively, and allowing them to impact the 
community by buying local. 

You are the expert. If the communication in 
reference is after your initial prospecting stage, you 
have built a relationship and people buy from people. 
So stop apologizing and start selling you! 

Keeping in mind what you bring to the table, any 
phrase that remotely resembles any of the following 
must be edited out of your approach:

·	 “I’m	so	sorry	to	bother	you.”
·	 “I	don’t	mean	to	be	a	nuisance,	but...”
·	 “If	it	isn’t	too	much	of	a	bother,	could	I	ask	 
you	to	...?”

•	 “I’m	sorry	to	bug/disturb/pester/interrupt	you.”
•	 “I	don’t	want	to	take	too	much	of	your	time.”	
•	 “I	hope	I’m	not	calling	you	at	a	bad	time.”	Or	“Is	
this	a	bad	time	to	talk?”

•	 Or,	“Is	this	a	good	time	to	talk?”	

Your approach to anyone you are calling 
should be confident but not pushy; focused 
but not arrogant; direct but not rude. This 
leaves no room for Winnie-the-Pooh. 

When calling, one of our most important 
goals is to assess who is truly playing ball 
in the sales process and who is not. Asking 
questions in a way that injects insecurity will 
not give you the direct answers you need. 
Try these approaches instead: 

• “Here is what I recommend  
as	a	next	step	for	us.”

•	 “Let’s	do	this…how	about	
we	get	back	together…”	

•	 “How	about	we…”
• “I thought of something 

that could make an 
impact on what we 
can do for your 
company and have  
a quick question to 
run	by	you.”	

• “I am well prepared and 
look forward to making the most  
of	our	time.”	

Make sure your tone projects that you are not 
afraid and that you have a purpose and a right 
to call him or her. Keep polishing your opening 
until all evidence of the delightful but bumbling 
silly old bear has been completely erased.

Action Item: Write down any “Oh, bother!” 
statements you have used and are now 
committed to removing from your calling 
approach. 

Good selling out there. I hope you have a 
strong fourth quarter! 

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

Stop apologizing and start selling
by Marisa Pensa

http://www.methodsnmotion.com
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