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Two Important Lessons 
from This Month’s  
Winners’ Circle
There’s a story in this month’s Winners’ Circle 
section that has two particularly useful lessons 
for today’s independents. It’s about Mark Porter 
and his team at Porter’s Office Products and 
their recent successes with a focused effort on 
retail store customers and prospects in their 
market.

Lesson Number One: 

Janitorial and breakroom are not the only 
product categories offering dealers the chance 
to broaden their mix and sell more to existing 
customers. 

Certainly they’re the most visible and for 
obvious reasons. But if you have any retail type 
operations among your customers, for example, 
and you aren’t selling them products like cash 
register rolls along with the rest of mix, you could 
well be leaving money on the table when you 
don’t have to.

Lesson Number Two: 

You don’t necessarily need to go after specialty 
add-on business on your own. When we talked 
to Mark Porter, he was generous with his 
praise of the help his dealership got from his 
manufacturer’s rep to help close the deal. 

“We find most reps—independent and factory—
will jump at the chance to get in front of an end 
user with us,” says Mark. “It’s not only a way for 
us to bring product experts to the table for our 
customers. It’s also an opportunity to strengthen 
the relationship with the rep and let them to see 
for themselves the kind of market pressures we 
face every day.”

Obviously, you’re not going to win big every time 
you go looking for add-on sales or every time 
you ask a rep for help. But, we suspect, you may 
well be more likely to win than not.

Simon De Groot
simon@idealercentral.com
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Garrigans.com, OH Dealer, Marks 75th Anniversary
In Springfield, Ohio, congratulations are in order for Joe and Julie Garrigan and 
their team at Garrigans.com, who this year are celebrating the 75th anniversary 
of the dealership Joe’s grandfather, Al Garrigan, founded in 1939.

Al was a Remington Typewriter sales rep at the time and when the opportunity 
came up to start his own Royal Typewriter franchise, he seized it with both 
hands.

Unfortunately, of course, his fledgling business opened just in time for World War 
II, which diverted most production of typewriters and other office equipment to 
the war effort. In response, Al set about beefing up the supplies and furniture 
side of the business, laying the groundwork for the current operation.

Joe and Julie are the third generation of the family to lead the business. Joe’s 
parents, Pat and Clara, took over from Al in the 1950s and Joe himself started 
work full-time at the dealership in 1981, becoming president in 1995.

But while the Garrigan family can point with pride to an outstanding, 75-year 
record of service, there’s nothing traditional about how they go to market these 
days. 

Fully 80% of their supplies business comes in over the Internet, Joe reports, 
thanks to a concerted online conversion effort that has been in place for over 
ten years. 

“When we go into new prospects, we typically lead with our website. We get 
some usage, set up their favorites lists and ask them to log on to get their 
prices,” he explains. “We find our site is certainly good enough to keep us 
competitive, especially for the kind of high-touch, high-service type customer 
we’re targeting.”

Evidently, there’s a bunch of customers like that in Garrigan’s market. Even with 
the wicked winter weather, business has been good and, Joe reports, he’s been 
finding particularly good success with local companies that have multiple ship-
to locations out his immediate delivery area.

“That seems to be something of an Achilles heel for our big box competition,” 
he suggests, “and it’s provided us with some very attractive new opportunities.”

If there’s one thing the Garrigan team has demonstrated over the past 75 years, 
it’s the ability to seek out opportunities and make the most of them. Hat’s off 
to another fine family-owned and operated independent and here’s to the next 
75 years!
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ECi can expand 
my business into 
multiple verticals.

Fully Integrated &  
Customizable E-commerce

On-premise or 
Cloud-based Solutions

ECi lets you do business your way with:
Multi-vertical &  

Multi-location Support
Business Analytics, CRM, 

Mobility & Other Tools

“WE’VE EXPANDED INTO SEVERAL 

VERTICALS OVER THE LAST 5 YEARS, 

SUPPORTED BY SOLUTIONS WE’VE 

ACQUIRED FROM ECI.”

Yes, you CAN do business your way!
Visit www2.ECiSolutions.com/ican to find the solutions that fit YOU!

866-374-3221 • info@ECiSolutions.com • www.ECiSolutions.com
ECi and the ECi Red Box logo are trademarks or registered trademarks of eCommerce Industries, Inc.  All rights reserved.

–Jeff Schroeder • The Supply Room Companies
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In Columbus, OH, King Business Interiors  
Honored for Support of Local Cancer  
Research Organization
Congratulations are also due for Darla King and her team at King 
Business Interiors in Columbus, Ohio, who were honored last 
month for some outstanding support of their local Leukemia & 
Lymphoma Society chapter.

The dealership’s recent “Create for a Cause” event raised a record 
$15,000-plus for the organization and its support of research and 
patient services for people with blood cancers.

Now in its ninth year, the annual fundraiser drew over 800 
attendees, primarily from the local A&D community, who took 
part in a silent auction to bid on 100 different ceramic plates 
creatively decorated by the dealership’s customers and local 
interior designers. 

“Business is fantastic for us right now and even in less buoyant 
times, we view ‘Create for a Cause’ as our way of saying thank 
you to the Columbus community for all they have given us,” said 
Darla, who credited Advanced Business Interiors’ Bill Toutant in 
Ottawa with the original idea for the event.

Big Box Problems Creating  
New PR Opportunities for Independents 
Don’t look now but the turmoil among our big box friends is 
starting to get noticed beyond the confines of our own industry. 
Just ask Pam Moriarty, sales manager at O’Toole Office Supply 
in Dubuque, Iowa.

Pam got a call last month from a local newspaper reported 
who had picked up on the less than stellar financial results and 
planned store closings from both Office Depot and Staples. 

“He asked me, ‘If the office products big boxes are having so 
much trouble, how come you guys are still in business?’” she 
recalls.

A few days later, Pam’s answer, along with that of Tom Triplett 
of fellow local independent Triplett Office Supplies, showed up 
in the local newspaper under the headline, “Local office supply 
business booming”.

In the story, reporter Jeff Montgomery highlighted how both local 
independents have been able to thrive by adapting to new market 
conditions and customer demands while their larger competition 
has struggled.

Fire played rough with this Phoenix file, but its contents came 
out unscathed and it put more profit in the dealer’s pocket.

Phoenix offers superior on-site records protection from fire, 
water and theft at lower costs to dealers. Our competitive prices 
create the higher margins you want without compromising the 
features, toughness, style or quality your customers need.  
Plus, we’re available to help you make fire protection an  
easy upsell — building profits and customers’ trust.

The file may look rough. But increased sales margins 
from Phoenix always look great.

A huge boost to profits for your business from Phoenix.
WHAT’S BEAUTIFUL ABOUT THIS FILE?

SAFE INTERNATIONAL, LLC

(clockwise from top)
Jeff McQueen
Janet Pape
Penny Cooper
Sharon Maish

800.636.0778   |   www.phoenixsafeusa.com

http://www.phoenixsafeusa.com


EXPECT MORE
THAN PAPER.
MORE THAN EVER, BUSINESSES TODAY NEED A WIDE ARRAY OF SOLUTIONS.
That’s where Domtar EarthChoice® can help. Through a blend of innovative solutions, advisory
services, and the highest-quality, environmentally responsible products, we can help
you not only meet your sustainability goals but also help find ways to improve your bottom
line. At Domtar we believe that sustainability canbe a tool for business growth. That’s why
having the right people behind your paper can make all the difference.

For more information about EarthChoice, please visit: www.domtar.com/earthchoice

For more information, please visit egpaper.comFollow us on Twitter @egpaper
Like us on Facebook: www.facebook.com/egpaper
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O’Toole’s, Pam told the newspaper, has seen its business 
increase over the last three years in excess of 20% per year 
due, in part, to a new website and an aggressive new business 
development effort.

Tom Triplett, too, pointed to his dealership’s ability to adapt to 
technological changes as a key success factor, along with the 
way membership in a buying group has allowed it to secure the 
lowest possible prices. “The key is to be able to figure out what 
is changing and how to change with it,” Tom told the reporter.

Milwaukee Dealer BSI Wins Design Honors
Congratulations are in order for Peter Kordus and his team at 
Waukesha, Wisconsin-based Herman Miller dealer BSI, recent 
winners of two awards from the American Society of Interior 
Designers (ASID).

ASID’s Wisconsin chapter presented BSI with awards for the 
design of its new corporate office as well as the design of a 
client’s new world headquarters.

BSI’s own corporate office, which won a Gold Award, was 
designed, built and furnished by BSI associates and operates as 
a working showroom and design center, showcasing dozens of 
light fixtures, floor treatments, wall finishes, ceiling treatments, 
furniture manufacturers and the latest in energy efficient tools.

The client project earned a Silver Award, with BSI providing 
interior design and project management services to help create 
a workplace designed to increase collaboration, productivity and 
innovation. 

Since 2002, BSI has won 23 ASID awards, including a Platinum 
Award, the organization’s highest award.

ID Independent Porter’s Office Products Turns  
to Retail Stores for New Sales Opportunities
It’s hard these days to open a business magazine or visit a 
business news-related website without reading a story of some 
kind about the decline of brick-and-mortar retail and its imminent 
defeat at the hands of the new online giants.

But before totally writing off the retail market, you might want to 
spend a few minutes with Mark Porter at Rexburgh, Idaho-based 
Porter’s Office Products.

With a friendly assist from PM Company rep Tony Turner, Mark 
and his team have been generating some solid new sales dollars 
from an increased emphasis on their retail store customers. 

The most recent win: a regional farm and ranch supplies chain 
with 20 locations across Porters’ trading area.

“We were already selling them office supplies but after Tony 
came in with us on a sales call, we also got the cash register roll 
business for the entire company,” Mark reports happily.

In case you’re wondering, that translates into an extra $3,000 a 
month and, adding to the good news, the chain distributes just 
about everything to its stores from their own central warehouse, 
so Mark and his team have only one ship-to point to worry about 
to keep the customer happy.

Even better: Mark says there are a couple more retail accounts 
like this they’re still working on and hoping to close soon. You 
might almost say, Porter’s is on a roll!

Investment in Truck Wraps Leads  
to New Business for VA Dealer Coastal 

If it’s been a while since you updated the wraps on your delivery 
vehicles, you might want to do something about it, at least if 
results at Coastal Office & Promo Products offer any indication.

“We view our truck wraps as one of the foundations of our 
marketing and as good a source of business referrals as we 
have,” says Coastal’s John Willcox.

John has plenty of good reasons to justify that belief, most 
recently a $20,000 furniture order that came Coastal’s way, John 
reports, “because the customer looked out of his window and 
saw one of our trucks.”

It certainly doesn’t take too many stories like that to justify a fresh 
lick of paint just in time for spring.
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Learn more about Avery innovative solutions, templates and support at avery.com

Avery® Heavy-Duty and Framed View Binders 
are as durable as they are stylish.
Their unique features, sturdy materials and new colors make 
them a smart investment for both you and your customers. 
Whether organizing important documents or planning a 
presentation, these binders are a must-have for every office.

© 2014 Avery Products Corporation. All rights reserved. Avery and all other Avery brands, product names and 
codes are trademarks of Avery Products Corporation. Personal and company names and other information 
depicted on samples are fictitious. Any resemblance to actual names and addresses is purely coincidental. 

Binder Solutions from Avery

One Touch EZD™ rings easily open 
and close with one hand.

Available in five great colors, 
Heavy-Duty Framed View Binders 

add style to any presentation.

http://www.avery.com


Tim Horton was about to purchase a Black & Decker power tool 
on EBay, when his wife surprised him with the same item that she 
bought at the local outlet mall.

Realizing that the EBay price was double the outlet price, 
Tim went to the mall, purchased all the power tools there and 
promptly sold them on EBay at a nice profit!

At the time, Tim was a sales rep for FedEx but he continued to 
buy and sell closeout and returned goods in his spare time.

His brother Jim joined the business. They bought a software 
program that included a website and their own online organization 
was born.

Now Tim and Jim were selling a little bit of everything, including 
office products. Joe Schaeffer, an online marketing expert, joined 
the company in 2011, helping the brothers build an ecommerce 
site that rivals the big boxes. 

While they are primarily B to B, they also sell to consumers and 

one time shoppers, as well as Fortune 500 companies.

“Our greatest growth areas,” Schaeffer says, “are furniture and 
jan/san.”

What does the future hold? “We want to continue to grow the 
business, both geographically (including outside the United 
States) and with a broader product mix,” says Schaeffer.

“For the fifth year in a row, we have been listed on the Internet 
Retailer Top 500 list—this time at Number 372. We recently went 
through a rebranding, changing our name from Discount Office 
Items to officesupply.com to better reflect our type of business.”

Here is another example of a totally online independent office 
products seller that’s growing by leaps and bounds. There’s 
not much doubt we will see even more of these businesses in 
the future. The question is, will they be startups or will they be 
traditional office products dealers who see where this type of 
business is headed? Stay tuned!

Officesupply.com, Columbus, Wisconsin
•  Tim Horton, CEO; Jim Horton, President;  

Joe Schaeffer, Vice President, Sales & Marketing
• Supplies, furniture, janitorial, breakroom
• Founded: 2003
• Sales: $30 million
• Employees: 24
•  Partners: TriMega, United Stationers, S.P. Richards
•  Online sales: 100%
• www.officesupply.com
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No Store, 
No Warehouse, 
No Trucks, 
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A $30 Million Online 
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by Jim Rapp
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HURRICANES, TORNADOES AND FLOODS CAN 
DEVASTATE YOUR CUSTOMERS’ BOTTOM LINES. 
+ An estimated 25% of businesses do not reopen after a 
 major disaster.*  

+  Duracell Professional can help you prepare your customers to 
 power through extreme weather.

GET YOUR FREE EXTREME WEATHER RESOURCE GUIDE
Visit www.DuracellPro.com/sell or call 877-277-6235 to start 
preparing your customers for weather emergencies. You’ll 
receive:

+ Customized weather calendar with battery-supplying 
 opportunities.

+ Extreme weather planning guide for your customers. 

+ Access to the new Duracelltools.com, featuring the latest
 products, sell sheets, catalogues, and promotions. 

Get ahead of the storm. Prepare your customers today.

GET AHEAD
OF THE STORM

Plan now. Prepare your Customers.

EXTREME WEATHER 
RESOURCE GUIDE

DuracellPro.com | 877-2PROCELL
*Source: Institute for Business & Home Safety
©2014 PROCTOR & GAMBLE. ALL RIGHTS RESERVED.

http://www.DuracellPro.com/sell
http://www.pro.duracell.com/


Dealer technology provider ECi Software 
Solutions announced last month it has 
been acquired by the Carlyle Group, a 
Washington, DC-based private equity firm 
with some $190 billion in assets under 
management worldwide. Terms of the 
transaction were not disclosed.

“We are very happy to partner with 
The Carlyle Group to continue building 
our leading industry-specific business 
and e-commerce solutions across a 
variety of important industries,” said 
Ron Books, president and CEO of ECi 
Software Solutions. “Carlyle is committed 
to investing in ECi as we support the 
entrepreneurial spirit and profitable growth 
of small and medium size enterprises. I 
am confident that with Carlyle, we have 
made the right choice for the future of 
our employees, our customers, and our 
business partners.”

Charles Rossotti, Carlyle operating 
executive, said, “ECi has developed a 
proven and effective capacity to provide 
small and medium size enterprises with 
technology solutions that make them 

competitive with much larger businesses. 
We believe this capacity is a very special 
asset for the global economy, in which 
small businesses generate so much 
innovation and job growth.”

The news sparked immediate and wide-
spread speculation on its implications for 
ECi and the dealers using its systems, 
which include Britannia, DDMS, ECi 
Acsellerate, Red Cheetah and Team 
Design and several others supporting the 
independent office dealer community.

Added Books, “The Carlyle Group’s 
investment thesis was based on ECi’s 
current management and key personnel 
remaining in place committed to grow 
our business…The Carlyle Group’s 
acquisition of ECi is predicated on our 
customers remaining successful so 
investing and providing products and 
services that support them will continue 
to be our primary focus.”

Books also addressed concerns about 
possible system spin offs or cancellations 
following the deal. “We continue to 
enhance and sell DDMS, Red Cheetah and 

Britannia V5 and if that changes in any way 
our customer’s will be the first to know. 
In fact we sold several new systems on 
all three platforms in the month of March 
alone. With that said, if there are ways we 
can increase our productivity and output 
while improving service to our customers 
then those options will be considered.”

He also said ECi will consider possibly 
sunsetting legacy applications like Copas, 
DealerStation and BritNet 4 but stressed 
the company will make sure any affected 
customers are notified well in advance 
and provided with alternative options.

“Our goal is to deliver the best technology 
solutions possible for our customer base 
and any product decisions will be made with 
that as the key driver,” Books concluded. 
“We are partnered with more than 7,500 
small and medium sized businesses so it 
was critical to us when choosing a partner 
that they were aligned with that same 
strategy. This was very apparent with The 
Carlyle Group. We couldn’t be more excited 
about the future of ECi for our employees 
and our customers!”
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IndustryNEWS
ECi Acquired by the Carlyle Group, Global Private Equity Firm 

If you have news to share - email it to  
Simon@IDealerCentral.com

How does the future look for office 
products big boxes Staples and Office 
Depot? Not so hot, according to Motley 
Fool analyst Chad Henage.

Henage is a self professed tech nerd with 
over 1,000 published articles about stocks 
and investing and he is distinctly less than 
thrilled about what he sees down the road 
for the industry’s two giant retail chains.

In an article posted on the Motley Fool 
website last month, Henage predicts that 
the merger between Office Depot and 
OfficeMax won’t work and says bluntly 

that the company is losing out to its 
competition across the board. 

“From North American retail sales declining 
4%, to business solutions declining 
nearly 2%, there isn’t much for investors 
to cheer about,” Henage laments, noting 
that Amazon’s domestic sales increased 
by 26% last quarter, and almost 70% 
of this was from electronics and general 
merchandise. “It’s not hard to believe that 
a certain portion of this was office supply 
orders that would have gone to Office 
Depot or Staples years ago,” he adds.

Henage also highlights Office Depot’s 
cash flow as another area of weakness. 
“Office Depot only generated about $50 
million in core free cash flow over the last 
12 months Compared to more than $650 
million of free cash flow at Staples, or 
more than $300 million in just the last three 
months from Amazon, clearly scale is not 
on Office Depot’s side by this measure 
either,” he noted.

Henage is hardly any more optimistic 
about Staples’ prospects. While viewing 

Motley Fool Analyst Offers Bleak Outlook for Industry Big Boxes

mailto:Simon@IDealerCentral.com
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Staples as a much safer investment than Office Depot, he 
warns the company’s size is still a problem relative to its larger 
competition.

Adds Henage, “Staples noted that it ended the year with 500,000 
products on Staples.com versus 100,000 a year ago. While this 
is an impressive achievement, Amazon Supply boasts more than 
1.2 million items on its site.”

The bottom line, says Henage: “Office Depot and Staples offer 
products that many other retailers can offer, and Amazon in 
particular has the size to offer better deals. In the short term, 
Staples seems the much safer option. Longer term, if things 
continue as they are, neither Office Depot nor Staples seems to 
have a chance to survive.”  [READ THE FULL STORY]

City of Hope’s National Business Products Council 
Begins New Chapter; Fahey and Enk Named to Hall 
of Fame
The City of Hope’s National Office Products Industry group is 
undergoing some exciting changes as it embarks on its 32nd 
year of support for the renowned research and treatment center 
for cancer, diabetes and life-threatening diseases. 

Since its founding, the annual office products industry fundraising 
campaign has raised $120 million for City of Hope. Moving 
forward, the fundraising group has been re-named the National 
Business Products Council to allow for wider collaboration and 
the inclusion of growing segments of the industry in areas such 
as technology, breakroom, jan/san and industrial. 

The change was announced by council chair Jamie Fellowes, 
chairman and CEO of Fellowes, Inc. during the recent 2014 City 
of Hope Tour and Hall of Fame Dinner.

Aligning with the brand change, Fellowes announced the addition 
of two new members to the council, Steve Paccone, vice president, 
national specialty retail for Coca Cola, and Bob Stegner, senior 
vice president of marketing for Synnex Corporation. 

“We are thrilled with the addition of Steve and Bob to the National 
Business Products Council,” commented Fellowes. “Their industry 
leadership and passion for City of Hope, as well as the enhanced 
participation from Coke and Synnex, will be a real boost to our 
annual fundraising efforts.” 

In addition, two longstanding industry leaders and City of Hope 
supporters were named to the National Business Products 
Industry City of Hope Hall of Fame: Bob Enk, president of 
Professional Sales Associates, and Jim Fahey, retired president—
furniture of United Stationers. 

The City of Hope Tour and Hall of Fame Dinner, attended by 
nearly 100 executives and company leaders from across the 
country, serves each year as the unofficial kick-off for the annual 
industry-wide fundraising campaign.

This year’s campaign, honoring Steve Schmidt, president 
International of Office Depot, is on record pace, to date raising 
$5.25 million. Next up on the City of Hope calendar: the annual 
Honoree Golf Outing at Pinehurst hosted by Office Depot May 
6-7. For more information, visit www.cityofhope.org/nbpi.

ED Expo, CAMEX Hosts Pre-K Through College Market 
in Dallas
Last month saw the first time the major trade shows for both the 
pre-K through 12th grade and the college book store markets 
were co-located, as the Ed Expo 2014 and CAMEX events took 
place at the Kay Bailey Hutchison Convention Center in Dallas.

The two events combined featured 983 companies on display in 
1,980 booths, with total attendance of 2,728 from 1,341 dealer 
companies.

In addition, the Independent Stationers dealer group held one of 
its 2014 Regional Meetings in conjunction with the event.

Also on tap at ED Expo: an education program covering topics 
such as Common Core, Technology’s Impact on the Classroom, 
Social Media, the Special Needs Market and more. 

At the meeting Education Market Association outgoing chairman 
Doug Jehle passed the gavel to the newly-elected chairman of 
the board Tom Green, president of John R. Green Company in 
Covington, Kentucky. 

Also, Terry Jenson, president of Playtime Equipment and School 
Supply, was awarded the association’s highest honor, the David 
McCurrach Distinguished Service Award, for his past leadership 
and contributions to the association. 

IS, TriMega Host 2014 Regional Meetings
As they usually do this time of year, both the Independent 
Stationers and TriMega dealer groups are currently hosting a 
series of regional meetings for their members, updating them on 
new programs and offering education and training on important 
industry issues.

The theme of the Independent Stationers meetings, No 
Limit, speaks to the opportunities available to dealers today, 
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despite a continuing weak job market, 
declining demand for paper and other 
traditional office products and increased 
competition, particular from Amazon and 
other online resellers.

The key, IS executive vice president 
Charles Forman told group members, is 
to recognize the changes and new trends 
currently impacting the industry and be 
willing to change with them.

“We have to think of things differently,” 
urged IS VP of national accounts Kevin 
France, pointing to the challenges of dealing 
with multiple generations, both within the 
dealer’s customer base and workforce, and 
the growth of e-commerce as two of the 
primary factors driving change.

France also urged dealers to exploit the 
opportunities likely to come their way 
from the Office Depot-OfficeMax merger, 
encouraging them to leverage assets 
such as their superior personal service 
and “Buy Local” value proposition. 

In addition to the presentation by Forman 
and France, the meeting also featured 
separate sessions on opportunities in the 
government, education and healthcare 
markets, an update on current IS programs 
and services, dealer roundtables on dealer 
best practices and a vendor tabletop 
reception highlighting new products from 
some of the group’s key suppliers.

TriMega’s regionals took as their theme 
“Pulse 2014—Insight & Idea Expos” and 
featured a full day of one-on-one meetings 
with suppliers, including a Networking 
Luncheon where dealers, suppliers 
and wholesalers working together in 
groups to tackle industry issues such as 
Amazon, e-content and more, as well as 
a members-only morning the next day 
which provided an update on TriMega 
initiatives, among other sessions.

“We need to come together to develop 
ways to turn critical industry challenges 
into remarkable opportunities,” urged 
TriMega’s vice president of marketing 
Michael Morris. 

During the Power Panel discussion at 

TriMega’s Los Angeles regional, Gorilla 
Stationers president Rosemary Czopek 
told members how her dealership built its 
brand from the ground up when it opened 
for business in 2012 with a marketing 
campaign based on a strong Web 
presence and messaging that positioned 
the dealership as reliable sourcing and 
fulfillment experts.

Also on the panel: Stacy Butler, vice 
president of Butler Business Products 
in Houston, who explained how the 
dealership uses customer events such as 
its annual open house/new products show 
to strengthen customer relationships. 
Finally, Jerry Carroll, a principal of T.H.E 
Office City shared learnings from their 
company’s recent rebranding campaign.  

IS has completed its regional meetings 
series for this year but TriMega still has 
two to come: April 24-25—Atlantic City; 
May 8-9—Chicago. For more information, 
visit www.trimegapulse.com.

Gary Ables Appointed to TriMega 
Board of Directors
Gary Ables of Ables-Land in Tyler, Texas, 
has been appointed to the TriMega board of 
directors, the group announced last month.

The TriMega board unanimously approved 
Ables’ appointment to fill the seat which 
had become vacant after it voted to 
remove John Allison of Action Business 
Suppliers, Lexington, Kentucky, from the 
board after concluding he was “no longer 
working for the benefit of TriMega or its 
board of directors.”

Ables, whose appointment is effectively 

immediately with the term expiring April 
2016, brings with him more than 30 years 
of business experience, industry expertise 
and community service. 

He has served as board member and 
chairman of NOPA, has been a member 
of the S.P. Richards Advisory Board, held 
the position of chairman and member 
of the board of IOPFDA (Independent 
Office Products and Furniture Dealers 
Association) and has been both a board 
member and chairman of the East Texas 
Christian Academy, in addition to running 
Ables-Land with his wife, Julie, and two 
sons, Chris and Cody.

Eaton Office Supply Joins Pinnacle
Amherst, New York-based Eaton Office 
Supply has resigned from TriMega 
Purchasing Association as of April 1 
and joined the Pinnacle Affiliates large 
dealer group.

Commenting on the move, president 
Bruce Eaton said, “My vision of the large 
independent dealer in the United States 
embraces market share leaders who 
understand the need for a digital platform 
comprised of websites, email campaigns, 
social media and blogs, with consistent 
content that reaches end consumers and 
creates partnerships with suppliers who 
wish to invest in growing their businesses.

“Pinnacle Affiliates supports that vision 
and the challenges it brings to all of us 
who still have much work to do in order to 
get there. Some resources exist today at 
Pinnacle and I want to help the group add 
to those resources. Being part of a group of 
tech savvy, analytical, sales professionals 
who are decisive is where I want to be. 
This, coupled with a governance model 
that creates independence, collaboration 
amongst its membership, and efficiency, 
we will continue to build a home for large 
independent dealers.”

Added Pinnacle chairman Kevin Johnson, 
“We are thrilled to welcome Eaton Office 
Supply to the growing number of market 
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leading independent business products 
dealers in Pinnacle Affiliates. Bruce Eaton 
is known to be an exceptional business 
operator and has a deep understanding 
of the office product and related business 
product industries in which we compete.

“With his experience and passion for our 
industry, and in particular the needs and 
capabilities of larger dealers, we expect 
Bruce will be instrumental in helping 
Pinnacle reach the next phase of our full 
potential as a dealer group.” 

Focus is on Growth Opportunities 
at 2014 WPF Conference
Competition may be fierce and margins 
tougher than ever in the office furniture 
market but there are still plenty of 
opportunities for new sales and profit 
dollars available to aggressive, forward-
looking dealers.

That was the message that came through 
loud and clear from the WorkPlace 
Furnishings group’s annual conference in 
Bonita Springs, Florida, earlier this month.

The two-and-a-half day meeting featured 
keynote addresses from sales and leader-
ship development experts Lisa McLeod 
and Jim Ryerson, several member round-
tables, breakout sessions and special 
presentations on key industry topics and 
the traditional one-on-one meetings 
between WPF dealers and their supplier 
partners to discuss new ways to work 
together to maximize common market 
opportunities.

In a session on “Value Engineering the 
Project,” WPF VP of business develop-
ment Hope Roadcap highlighted how 
dealers can grow order size and increase 
overall margin on projects by focusing 
on ancillary areas of opportunity and 
strategic use of products from the group’s 
manufacturer partners instead of higher 
end alternatives.

Areas of opportunity she focused on where 
dealers can add to the traditional project 
order mix included artwork, signage, 

mailroom furnishings, high-density storage, 
 noise control, wire and power management, 
desk and other workspace accessories 
and visual communication products.

Using these products, sourced from 
WPF vendors, Roadcap showed how it 
was possible to take a $138,000 sample 
healthcare project at a 15% blended 
gross margin and grow it to over $260,000 
at a 20% GP.

At the meeting, sales leadership expert 
Lisa McLeod focused on the need to 
provide salespeople with a higher purpose 
than just bringing in orders. “A Noble 
Sales Purpose engages people’s passion 
in a way that spreadsheets don’t and 
makes the difference between a merely 
effective sales force and one that’s truly 
outstanding,” McLeod told attendees.

Underscoring the need to make the 
most of your sales force, sales trainer 
Jim Ryerson warned that a combination 
of retiring baby boomers and projected 
office furniture industry growth of 15% 
for next year will create an unprecedented 
talent scarcity and he urged dealers to 
identify their sales team’s strengths and 
weaknesses, reward them so they won’t 
look elsewhere and give them the tools 
and technology they need.

Use social media to build your network, 
Ryerson added, and make your network 
available to your sales team to mine and 

focus your coaching efforts on your top 
performers and reinforce their efforts at 
every opportunity.

Also at the meeting, WPF president and 
CEO Greg Nemchick urged attendees 
to focus on building their own personal 
brand in addition to that of their company.

Your personal brand is the most important 
resource you have for advancing your 
career,” Nemchick told the group and 
he encouraged them to deploy every 
branding asset in their toolkit—including 
their own personal appearance and 
wardrobe, business cards and other 
stationery, their online presence through 
blogging, LinkedIn, Facebook and other 
social media and even their smart phone.

At the meeting, WPF recognized several 
members for their outstanding support of 
the organization. Denver-based Office-
Scapes was honored as Dealer of the Year 
while Mayline, Sheboygan, Wisconsin, 
was named Manufacturer of the Year.

In addition, John Murphy of Washington 
Workplace in Arlington, Virginia, received 
the 2014 Nathan M. Loth Award, WPF’s 
highest honor, and Color Art Integrated 
Interiors, St. Louis, received the Kyle 
William St. Clair Pay It Forward Award. 

Also, the group elected Peter Kordus, 
president and COO of BSI, Milwaukee, 
as its new chairman, along with new 
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Color Art VP of business development Jodie Ryndak receives the 2014 Kyle William St. Clair Pay It Forward Award from 
outgoing WPF chairman Mark St. Clair (left) and president and CEO Greg Nemchick. The award is named for Mark’s 
son Kyle, who died last year at the age of 8 after a long and courageous struggle against an undiagnosed disease.
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board members David Phillips, Phillips 
Office Solutions; Bob Schanz, Storr 
Office Environments, and Rob Stenson, 
Goodman Interior Structures.

Next year’s meeting will take place April 
26-29 in Scottsdale. For more information, 
visit www.workplacefurn.com.

New Research Highlights End 
User Shift from Print to Digital 
It may not quite be time to bid a final fond 
farewell to the traditional full-line office 
products catalog but that day is getting 
inexorably nearer, according to the latest 
research from United Stationers.

A new white paper from United, “Leader 
Of The Pack: Digital Replaces Full-line 
Catalog,” reveals the printed full-line catalog 
is losing its luster as digital marketing efforts 
grow in popularity. Fully 71% of customer 
orders now take place online, United 
reported, as customers turn to printed full-

line catalogs primarily for inspiration, but 
ultimately go online to research product 
information, compare prices and access 
convenient ordering systems.

“Over time, digital and online tools have 
evolved to play a central role in the 
research and purchasing process for 
the majority of purchasers,” says United 
consumer research marketing manager 
Owen Carr. “As a result, resellers must 
focus on digital marketing first, and print 
second when closing the office products 
deal.” Other key findings from the report:

•  Approximately 42% of reseller 
customers believe full-line catalogs 
are a waste of paper and not 
environmentally responsible.

•  81% say the catalogs do not play 
a major role in their purchase of 
products for use in the workplace. 

•  60% say they have smaller print 
marketing pieces such as flyers and 
mini- catalogs that focus on one 
category at their desks.

“These findings do not imply that resellers 
should rule out all print materials in 
assisting their customers,” said Carr. 
“However, to remain effective in an age 
of decreasing catalog deliveries, resellers 
must create marketing and digital 
strategies that meet the purchaser’s 
needs and preferences.” 

From their findings, United touts several 
ways for resellers to win in developing and 
distributing product information:

•  Shift marketing emphasis towards 
digital, from full-line catalog deliveries, 
so that only those customers who 
want a catalog get one.

•  Invest the saved dollars in digital tools, 
including web and email capabilities.

•  Substitute single-category catalogs 
to focus on specific markets such as 
furniture or breakroom products. 

•  Continue to send frequent inspirational 
print pieces to drive awareness and 
inspire product purchases.
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For an infographic of the report’s key 
findings, visit the “Latest News” section 
of United’s website, www.ussco.com.

S.P. Richards Names Columbus, 
Ohio Facility Distribution Center of 
the Year
Wholesaler S.P. Richards last month 
named its Columbus, Ohio location its 
2013 Distribution Center of the Year. The 
award was presented at the company’s 
National Sales and Operations Meeting. 

This honor is awarded each year to 
the S.P. Richards distribution center 
that achieves the highest combined 
results in a number of key performance 
measurements including service levels, 
order and inventory accuracy, inventory 
turn, sales and employee productivity. 

Columbus general manager Dennis Reid 
accepted the award on behalf of the 
employees of the Distribution Center.  He 

commented, “It is very satisfying to see the 
efforts of our Columbus team recognized 
with this award. This award acknowledges 
the contributions made by sales repre- 
sentatives, the management team, shipping 
and receiving personnel, drivers and our 
customer service team. I appreciate their 
efforts every day and this lets them know 
that the company does as well. Our 
team rose to the challenges of 2013 and 
this award tells them all—job well done!”

Rick Toppin, S.P. Richards president 
and COO, added, “Dennis and the 
Columbus team exemplify the dedication 
to operational excellence that is ingrained 
in our company and that contributes 
to our customers’ and our success.  
Columbus achieved outstanding results 
in a challenging business environment, 
driving significant improvements in nearly 
every key performance indicator. We 
thank Dennis and all of the employees at 
the Columbus Distribution Center for their 
efforts and congratulate them on earning 

the company’s most prestigious award.”

Avery Teams Up with Google to 
Create Label Merge Add-On for 
Google Docs

Avery Products Corp. has announced it 
will be part of the launch of add-ons for 
Google Docs. The company’s free Avery 
Label Merge add-on is designed to let 
users format and print a variety of popular 
Avery labels and name badges, all from 
within Google Docs. 
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Do you sell to 
Healthcare?
Doctors. Hospitals.  Clinics. 
Labs. Therapists. Home care. 
They all use the CMS-1500 
Health Insurance Claim Form.
In fact it’s the most widely 
used form in America today.

And now there’s a new 
version that all users must
begin using in April, 2014.

Don’t be an April fool and 
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Already selling this form but 
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Call us for our new pricing 
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Our new lower prices will 
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Pre-paid delivery included in price. Drop shipping.

And convenient  pre-packaged quantities.
Call today to activate your pricing.

http://www.tfpdata.com
mailto:info@tfpdata.com


Industry News continued from page 20

The new Avery Label Merge add-on brings the ease of Avery 
templates to Google Docs content. 

For example, use Google Sheets to create a spreadsheet with an 
address list or attendees’ names for an event, and the content 
can be inserted and formatted for Avery products by opening the 
Avery Label Merge add-on in Google Docs. 

Similarly, users can pick an Avery label template or name 
badge template, choose a spreadsheet, and select the columns 
within the spreadsheet to merge. Spreadsheet information is 
automatically imported and placed onto a new document, ready 
to print from an inkjet or laser printer. 

Visit www.avery.com/googledocs to learn more. 

Supplies Network Announces Integration  
with MBS Dev’s Software Platform
Wholesaler Supplies Network last month announced its 
integration with the MBS Dev software platform in a move it says 
will provide dealers with new eCommerce options and access to 
Supplies Network’s value-add services.

“MBS Dev is a key player in the OP software space, so we are 
happy to have integrated our systems to allow current and future 
Supplies Network dealers an easy way to do business with us,” 

said Bob Mondschein, Supplies Network eBusiness manager.

Mary Biermann, MBS Dev’s director of marketing, added, “Our 
main driver is to help the independent dealer channel succeed 
by enabling their business processes. We maintain an open 
system because we understand that our dealers want choice in 
their sourcing solutions, and as their technology partner, we are 
committed to making their operations as efficient as possible.”

Dealers utilizing the latest version of MBS Dev’s software can 
now seamlessly connect with Supplies Network and check 
stock availability in real time at each of its four strategically 
located Distribution Centers, submit POs electronically, receive 
confirmations immediately and receive/process invoices 
electronically, the company said.

Parts Now Launches New E-commerce Platform
Imaging parts and supplies distributor Parts Now has launched 
a new e-commerce website designed to provide customers with 
a simplified way to search, cross reference, and quickly order 
the right supplies, parts, and services. In addition, PartsNow.
com offers shoppers a customized buying experience, providing 
unique pricing tiers and shopping preferences.
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Office Products Women in Leadership (OPWIL)  
is a professional organization connecting women in  
leadership roles within the Office Products industry.  
Together we can learn, develop and grow while forming  
professional connections and developing lasting friendships. 

Join our conversation on Facebook and LinkedIn for more information.
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The new PartsNow.com also allows 
customers to access available inventory in 
real time at all seven Parts Now distribution 
centers across North America, and place 
orders instantly. Visit www.partsnow.com 
for details.

Hammermill Launches Free Print 
App to Increase Consumer Printing 
on Smart Phones and Tablets

Hammermill Papers has introduced a 
new free mobile app for smart phones 
and tablets called “Print Hammermill” 
designed to increase consumer printing 
on smart phones and tablets. 

Citing research by International Data 
Corporation (IDC) indicating more than 
50% of smart phone users and 35% of 
tablet users don’t know how to print from 
their mobile device, Hammermill said its 
new app and easy set-up wizard will allow 
users to print to virtually any printer. 

Unlike many apps, “Print Hammermill” 
has a print preview function and allows for 
easy configuration of layout, size, sheet 
choice and other functions found in PC 
printing, Hammermill said.

“Print is good for our industry,” said 
Paul Moreau, marketing manager with 
Hammermill parent company International 
Paper.

“Consumers are spending more time 
on phones and tablets, but full printing 
features are not available on these 
devices. As a result, consumers either 
print less or have to pay for expensive 
apps to get a good print experience.” 
More printing means more demand for 
office products, Hammermill added.

To download the free app, visit iTunes, the 
Google Play Store or Amazon App Store 
and search on “Print Hammermill.”

C-Line Introduces All-in-One 
Reusable Dry Erase Pocket Kit 

C-Line Products has expanded its line of 
Reusable Dry Erase Pockets with two new 
item introductions. The first is C-Line’s 
Reusable Dry Erase Pocket Kit which 
retails for $9.95 and comes complete with 
two 9” x 12” dry erase pockets (red and 
blue), a set of four dry erase crayons (red, 
blue, green and black) and 10 preprinted 
educational templates.  

The second is C-Line’s Reusable Dry 
Erase Pockets – Open Long Side. These 
12 dry erase pockets measure 12” x 9” 
and have a horizontal design with the 
opening running down the long side so 
that inserting worksheets is extra easy. 
They are available in black, retail for $2.40 
each and come packed in a box of 30.

Visit www.c-lineproducts.net for details.

West Point Products Launches 
Auto Toner Fulfillment  
for Axess MPS
West Point Products last month 
announced the launch of Auto Toner 
Fulfillment (ATF) as part of its Axess MPS 
suite of services.

Using a proprietary software application, 
the ATF system gathers data from a 
customer’s printing devices and uses 
an algorithm to determine when a toner 
cartridge needs replenished. The system 

then automatically notifies the user when 
their toner is getting low and orders and 
ships new product, completely automating 
the printer supplies ordering process.

“By automating the toner fulfillment 
process, West Point Products will 
help dealers reduce staff time, manual 
processes, and expense associated with 
order entry and tracking,” said Ray Loisel, 
senior vice president of MPS for West Point.  
“This is the missing link for many MPS 
programs to improve the process of just-
in-time toner fulfillment and profitability.”

The Highlands Group Earns 
E-Marketing Honors
Independent rep firm The Highlands 
Group has received a 2013 All Star 
Award from the Constant Contact email 
marketing organization for its Heads Up 
from The Highlands Group program. This 
marks the second consecutive win for The 
Highlands Group for the program.

Each year, Constant Contact bestows 
the All Star Award to a select group of 
businesses that are successfully leveraging 
online marketing tools to engage their 
customer base and drive success for 
their organization. The Highlands Group’s 
results ranked among the top 10% of 
Constant Contact’s international customer 
base, the company said.

“We feel that achieving this award from 
Constant Contact for the second year in 
a row proves our dealers are responding 
well to our programs and that they are 
excited to utilize the content we make 
available to them,” commented Mandy 
Pusatera, director of online marketing for 
The Highlands Group. 

“We are happy to be recognized by 
Constant Contact for successfully 
engaging the dealer community, and we 
look forward to another year of providing 
innovative tools to ensure our dealer 
partners are successful in their sales and 
marketing efforts.” 
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What the New Overtime 
Rules Really Mean
  By Paul Miller, NOPA Director of Legislative and Regulatory Affairs

President Obama last month continued his push to make 
millions more U.S. workers eligible for overtime pay, 
despite continued criticism that his efforts to close the 
country’s “income gap” will hurt U.S. businesses. 

Who is eligible for overtime pay now?

Under current rules, employees who work more than 40 hours 
per week who are categorized as “executive”, “administrative”, or 
“professional” and are paid more than $455 per week (just under 
$25,000 annually), are not qualified to receive overtime pay. 

The current guidelines were last changed in 2004 when the 
George W. Bush administration raised the weekly pay limit from 
$155 to $455 while expanding the definition of which workers 
were exempt from overtime.  

Who is eligible under the new rule?

While the number of workers likely to be affected by the change 
is unclear, predictions of the impact are already proliferating. 
The Washington Post reports, “Advocates of new regulations 
on overtime say millions of workers could benefit. Critics say it 
could overburden companies, especially small business, and 
actually cost jobs.”

Still, it is nearly impossible to determine the potential effect of 
the new regulations because the Labor Department still needs 
to revise them, a process an agency spokesman says could 
take the remainder of 2014. 

The impact on small businesses

Many in the business community have expressed concern 
over the new provisions and their impact. For example, Forbes 
writer Daniel Fisher contends they will hit small business 
particularly hard.

Says Fisher, “Small businesses will likely bear the brunt of 
the new regulations. If DOL increases the amount of time a 
manager must spend managing other employees, that will 
pressure restaurants and stores that only have a couple of 
employees and expect managers to roll up their sleeves and 
pitch in. Suddenly helping out on the dishwashing line becomes 
the trigger for an expensive lawsuit.”

Conclusion

Some will contend the recent executive order on workers’ 
wages shows that President Obama is trying to create lasting 
improvements for American workers. Others will view it as the 
President’s end run around Congress and its inability to move 
a minimum wage bill to the floor for a vote. However, it is still 
unclear how many U.S. workers will be impacted by the new 
provisions or if indeed they will lead to any positive growth at all.

The theory is that when more workers receive more overtime 
pay, they will spend more money and spur trade and industry 
development. However, with no specificity, it is unclear how much 
more they will be paid and how much more they might spend. 

The concerns about the overtime rule change are much the 
same as those regarding the increase in minimum wage. It 
has the potential to undesirably affect small business and, 
consequently, their employees. 

Much like the minimum wage debate, changing the rules for 
overtime eligibility could make employees more costly, forcing 
employers to look for alternative ways to curb rising expenses.

Will small business owners now cut salaries to offset these 
new requirements? Will employees now have to work longer 
to ensure they are meeting their salary needs? Will small 
businesses pass these added costs on to consumers? 

None of these questions are answered in the new regulations. 
Instead, we face the prospect of several months of continued 
uncertainty, which is never a good thing for businesses, large 
or small. 

As NOPA’s director of legislative and regulatory affairs, Paul Miller is the  
association’s government advocacy representative on Capitol Hill. Miller represents 
NOPA and dealer interests before the U.S. Government and key states; insisting on 
a level playing field in contracting for independents and protecting office products 
dealers’ business against misguided government proposals. For more information, 
visit www.iopfda.org/?page=Advocacy.
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The added benefit is we also find out why they left. 
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Knowing how to sell to schools—from kindergarten classrooms to university campuses—
calls for an education in itself. Independent dealers are proving once again that being small 
and nimble is an advantage in complex markets, as they build relationships, keep up with the 
latest and greatest products and gain an in-depth understanding of the changing teaching 
environment. 

The education market is very different from the traditional office products business, says Doug 
Moskonas, a Wisconsin-based consultant and former president of School Specialty. “In the office 
products industry, there’s usually a single decision maker,” he says. “In the education market, this 
is very rarely the case. School principals make about 50% of the decisions, teachers account for 
25% and purchasing agents make up 10-12%. The rest are made by people such as curriculum 
coordinators, secretaries and food service directors.”
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Another difference is the sales cycle. Moskonas says buyers 

in the traditional office products market place orders every few 

days or weeks. Schools, however make 70% of their purchases 

once a year, usually between June and August. 

“I enjoyed working with school product customers but you 

need to know how they work,” says Moskonas. “You must 

show perseverance. Once you break into the education market, 

however, schools can be very loyal.”

 From a company that’s been selling to schools for decades to 

one that only recently dipped its toes into the water, we talked 

to five independent dealers who have cracked this market and 

asked them to share their best lessons. Here’s what we learned: 

1 
Become tapped  
into your  
local market

Randy Devine has been with Tallgrass Business Resources in 

Coralville, Iowa for 35 years. The supply sales director says the 

company was selling to the K-12 education market before he got 

there. 

“Back in the day, we’d almost always get the school bid, but 

that changed with the start up of places like Office Depot and 

School Specialty,” he says. “We started losing the business, so 

we stopped bidding because it wasn’t worth the time and effort.” 

About five years ago, after 20 years of centralized purchasing, 

Devine noticed that Iowa City Community Schools weren’t 

putting contracts out for bid. 

“We heard that the schools had been complaining that the 

organized bid process made them purchase generic,” he says. 

“For example, they preferred to buy Pink Pearl erasers, but they 

were getting imported [goods of a low quality]. Schools decided 

to decentralize instead of going through the bidding process.” 

Approximately 30 schools were doing their own purchasing, so 

Devine put the word out about Tallgrass and touted its presence 

as a local supplier. 

“We hit the ‘buy local’ movement hard,” he says. “We’re paying 

taxes to send our kids to these schools. And as an independent 

dealer, we can change on a dime and be flexible with our 

programs.” 

As a member of Independent Stationers, Tallgrass is able to 

piggyback on the U.S. Communities government purchasing 

alliance contract, which he says has been very effective. “The 

margins are slim, but the pricing is aggressive, which is good. 

We have to find a mid-sized opportunity with a school to make 

it worthwhile.”

The education market makes up a single-digit percentage of 

Tallgrass’s business. Devine says this number has been growing 

for about five years, since the decline of centralized purchasing. 

“We attacked it hard back then and it’s grown every year since.” 

All of the staff at Tallgrass is trained to sell to the education 

market. He targets opportunities by marketing a package deal. 

“It’s A to Z,” he says. “We go after a janitorial contract and also 

offer promotional items, which is our fastest growing area. We try 

to get as much market share when we go in as possible. 

“Do your homework and find out where schools were purchasing 

from,” advises Devine. “You have to say, ‘You should buy from 

me – I pay taxes that support your school.’ Some school districts 

get it and some don’t care. But don’t give up.” 

2  Target 
the teachers 

Eric Chang, owner of Basic Office & School Supply in Houston, 

started in the office supply business in 1983 but when Office 

Depot came to his market and competition grew tougher, he 

switched his focus to teacher supplies. 
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Dear Friends, 
I AM RUNNING A TEAM AT THE MS 
WALK AT TYLER PARK BECAUSE I 
FEEL I CAN MAKE A DIFFERENCE.   

I had a close friend who died, Fenton 
Batzel, within a few years after 
getting progressive MS, and my 
wife has suffered with MS for over 
29 years.  My wife, Dorree, originally 
had intermittent MS but about 10 
years ago it changed to second 
stage progressive MS.  Having MS 
means that you may not be able 
to walk at some point in your life or 
you will suffer short term memory 
loss similar to dementia and your 
cognitive thinking can be affected 
so you don’t think logically.  Loss 
of bladder control, stability walking, 
terrible fatigue and vision problems 
are also common for people afflicted 
by this disease.  Dorree has been 
very lucky, three years ago she was 
in a wheel chair with a broken back, 
shoulder and a badly deteriorated 
ankle.  Dorree’s MS was getting 
worse in an alarmingly quick manor, 
but today she is doing much better. 
Dorree had Chemo treatments to slow 
the MS, blood infusions of vitamin 
D to strengthen her bones and an 
ankle replacement at the Rothman 
institute. Most of these treatments 
would not have been possible if the 
MS society had not raised money for 
MS research.

Besides Dorree, I have many friends 
with MS, and I want to find a cure 
before they get worse.  Also I have 
two wonderful daughters, Melinda 
who is coming from Richmond, 
Virginia to walk, and Alex who is 
coming from San Francisco to walk.   
I want to find a cure for MS before 

it ever has a chance to affect them 
more than it already has because of 

their mother’s health.  I thank you for 

anything you can do to help me and 
my team Wickman’s Walkers.

I know I have asked many of you to 
walk with my team or donate money 
in the past, and I am asking once 
again.  The walk at Tyler Park is only 
3.2 miles long on May 4th and if you 
can raise 25 dollars and walk with me, 
that would be fantastic.  If not, if you 
could make a donation either on line 
or mail it to me that would be great.  

Mail donations made out to the  
MS Society to the following address:
National Multiple Sclerosis Society
Greater Delaware Valley Chapter
30 South 17th Street, Suite 800 
Philadelphia, PA 19103

Sincerely,
David Wickman 

WALK TO 
HELP FIND 
A CURE!

FOR MORE 
INFORMATION 

CALL 1.800.883.WALK

TO JOIN MY TEAM: 
http://main.nationalmssociety.org/goto/wickmanswalkers

TO DONATE ONLINE: 
http://main.nationalmssociety.org/goto/davidwickman 

SUNDAY 
MAY 4TH

Tyler State Park
Newtown, PA

Registration starts at 9 am,  
walk starts at 10 am.

Rain or shine
Minimum $25 donation for all 

participants 12 years of age and older.

Join the
Wickman’s

Walkers Team

Thanks to these generous 
Wickman’s Walkers supporters:
United Stationers, First National Bank of 

Newtown & Newtown Office Supply

TO JOIN MY TEAM:
http://main.nationalmssociety.org/goto/wickmanswalkers

TO DONATE ONLINE:
http://main.nationalmssociety.org/goto/davidwickman

http://main.nationalmssociety.org/goto/wickmanswalkers
http://main.nationalmssociety.org/goto/davidwickman
http://main.nationalmssociety.org/goto/wickmanswalkers
http://main.nationalmssociety.org/goto/davidwickman
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“We have been packaging products and kits for schools for 20-

plus years,” says Chang. “We have over 17,000 items in the store 

and offer one-stop shopping for teachers as well as the parents 

of the kids they teach.” 

Chang says about half of his sales ship directly to the school 

through purchase orders. Walk-in business covers the other half 

and comes from teachers, local businesses, day care centers 

and churches. 

Most schools sign a one-year contract with him, which is 

renewable. Basic Office & School Supply is a member of the 

TriMega buying group, which he says helps his company’s 

buying power. 

Over the past few years Chang has seen sales decline with 

schools buying less due to budget cuts. This year, he says things 

are looking like they’re getting better, but he’s having to compete 

with online sellers, which he calls a no-win situation for retailers.

“With vendors like Amazon coming on stream, it’s getting harder,” 

he says. “You can’t drop your price as low as they can. The only 

thing you can do better is to create the best experience.”

Teachers like shopping in Chang’s store because it’s organized 

to make it easy to shop and they get to see new items.

“For example, we put all of the monkey-themed stuff in one 

section, and the sports-themed stuff in another section,” he 

explains. 

“That way when teachers come in, they spend less time going 

through the store. That’s something the Internet can’t do and it 

makes it worth it for teachers to come in.”

Chang says independent dealers can do something else Internet-

only resellers can’t: give shoppers the chance to see and touch 

something firsthand and offer the convenience of taking it with 

them if they need to buy right away. 

“That’s one way you can fight back,” he says. “The biggest 

mistake I see other stores making is to bring in only one or two 

companies’ products. You have to have a good selection. 

“When teachers realize your store is a good place to find this 

stuff, they’ll remember you and they’ll come back.”

3  Build strong 
relationships by 
becoming an insider

Rob Gaskill has been selling to the education market since he 

bought Total Office Solutions in Colorado Springs, Colorado 

seven years ago, but schools became a major focus two years 

ago. 

“It’s one of our fastest growing areas,” he says, adding that it 

currently represents about 20% of his business and is growing 

rapidly. “We expect it to get up to a third of our business in a 

few more years. We’re growing because we’re growing with the 

customer.” 

Gaskill serves the K-12 public school market as well as private 

schools and technical colleges. In Colorado Springs, Gaskill 

says there is only one school district that bids its office supply 

business. His company recently won the business, like Tallgrass 

using a U.S. Communities contract. 

“Contracts help you get in the door with basic commodity 

items but they should become a vehicle for other business,” 

he contends. Establish your relationship through the contract, 

become a preferred vendor and you’ll see business grow.” 

Schools have other challenges to solve, says Gaskill. “A lot 

of value-added items are sold on top of contracts, such as 

promotional items,” he says. “Schools are also purchasing 

furniture and technology. All of these things have higher margins.” 

Gaskill has found growing his education business different from 

selling to traditional offices due largely to the amount of time it 

takes to build the relationship. He recently hired a sales person 

dedicated to the K-12 market. 

“We didn’t necessarily want to find a salesperson, we wanted 

somebody who has lived in the education environment, someone 

who speaks core curriculum and all of the stuff that resonates 

with the market,” says Gaskill. He hired a former teacher who 

is good at building connections, someone who could speak the 



DEV-22053.SL

To register visit  
cityofhope.org/nbpi.  
For more info, contact 
Cathleen Tighe at
866-905-HOPE or 
email ctighe@coh.org.

Steve Schmidt
2014 Spirit of Life Honoree
President, International
Office Depot

In June 2014, Pinehurst No. 2 will host both the U.S. Open and U.S. Women’s Open Championships. It will mark 
the first time in history that both tournaments will be played in the same year, on the same course. 

tuesday and Wednesday,  
May 6 – 7, 2014

Pinehurst No.2 
Pinehurst, North Carolina

Join esteemed members of City of Hope’s
National Business Products Industry for the
Spirit of Life‰ Honoree Golf Outing to support 
City of Hope’s mission to cure cancer, 
diabetes and other life-threatening diseases.

honoree golf outing
hosted by

Dinner sponsored by

mailto:ctighe@coh.org
http://www.cityofhope.org/nbpi
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same language and who understands the challenges that are 

unique to schools. 

“You have to develop and nurture the relationships on several 

levels—at the district, school and teacher/advisor levels,” he 

says. “Once the relationship is built, schools often become loyal. 

They like to do business with local companies. They like the 

service and attention they get from someone local.”

In recent years, Gaskill has been surprised to see several 

independent dealers he knows pull out of the education market. 

“Our main competitors are the nationals and you have to be 

priced very aggressively,” he admits. ‘But at the end of the day 

what sets us apart is being local and the service we provide.” 

To do well selling to the education market, Gaskill says you have 

to be committed and ready for the long haul. “We’re just now 

seeing the fruits of the relationships we started in one district 

two-and-a-half-years ago. It came from taking time to establish 

trust and not just showing up as one more person coming through 

the door and hoping to win some big business.” 

4  Be well versed with the 
product lines

Dave Kenworthy, CEO of Storey Kenworthy in Des Moines, Iowa, 

is relatively new to the education market. His company started 

selling to schools two years ago, focusing on furniture sales.

Storey Kenworthy is a TriMega member and uses the WSCA and 

TCPN contracts to sell to the state of Iowa. “We try to leverage 

all available contracts,” he says. “A lot of the manufacturers, 

depending on the size of the project, will also give you competitive 

project pricing. There are a variety of ways manufacturer can 

help, so we explore all of those angles.” 

Storey Kenworthy has sold furnishings to upgrade a single 

classroom as well as entire schools. He isn’t sure what percentage 

the education market makes up of his total business, but hopes 

to get it to 15-20% of his total furniture sales. 

Because the company sells to the entire state of Iowa, Storey 

Kenworthy has one salesperson dedicated to primary markets, 

and others who are generalists for markets that are further away. 

“We use a team approach to oversee a project or installation, 

and we have people who are versed in K-12 and know the 

manufacturers and the benefits and values of products,” he says.

Kenworthy says K-12 sales used to be mostly transactional—

ordering 25 student chairs and desks from three or four 

manufacturers providing comparable products—but that’s 

changed. 

“Now we’re seeing learning environments that are designed 

to enhance the learning process,” he says. “Products are 

reconfigurable and the education process is morphing on a basis 

that is conducive to students. Because we’re a contract dealer, 

we also offer design services that come up with best application 

of the products instead of just selling a desk and a chair.”

Competition in this arena includes manufacturers that sell 

directly to schools. “Our strength is that we provide new designs 

and products that create collaborative learning environments,” 

Kenworthy says. “We assist schools in changing from a structured 

education environment with desks lined up and the teacher in 

front into an enhanced learning environment with furniture that 

is more adaptive.” 

Kenworthy says the education market is a category that takes 

an investment in people. “You need to know what you’re talking 

about in the classroom environment—from art and science to 

music. They all take different types of products and you have to 
be well versed in the manufacturers,” he says. 

5   Embrace contracts 

Mike Bickle, vice president of business development for 

Officewise Furniture and Supply in Lubbock, Texas, says selling 

the education market means embracing contracts. 
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A member of both TriMega and the AOPD dealer national 

accounts network, his dealership utilizes piggyback contracts 

like NCPA, TCPN and AEPA. 

“Higher-eds also like having an EDI (electronic data interchange) 

format for vendors and customers to do business,” he says. 

“All of the information is transmitted electronically via the cloud. 

They issue the req and it loads into our system. No one ever 

touches data entry. Because it’s so contract-driven, it’s much 

more difficult to penetrate the higher-ed market,” he maintains.

Bickle says the K-12 market also likes access to contracts. 

“These are based more on local relationships and are easier to 

go after,” he says. “A huge part of our business is in K-12. We’ve 

been doing it for a long time and having access to contracts 

like TCPN has been a big help. In the past, independent dealers 

haven’t had access to those types of contracts. We weren’t 

completely shut out, but it was difficult to aggressively pursue. 

Now we have access and it helps us continue to grow.”

Bickle says his main contract is NCPA, which he accesses 

through his membership with AOPD. “It’s a very exciting contract 

to promote and the adoption rate is extremely high,” he says. 

“There are three universities in our markets, and all three are 

members of NCPA. We were also recently awarded the Texas 

Association of Community Colleges, which has 80 campuses.”

While Bickle declined to reveal the percentage of business the 

education market represents for his dealership, he says it is 

growing because of agreements like NCPA. “We can go toe to 

toe with anyone and compete with them,” he says. “We expect 

this area to continue to grow.”

Bickle says his company’s strength is its relationships at the 

local level. “There aren’t a lot of power players here, especially 

in our secondary markets,” he says. “For us, we feel like being 

local —going to church with these folks and having our kids going 

to these schools—is definitely an advantage. You can develop 

relationships.”
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7   Tips for Hiring Success  By Chris Peterson

After spending 20 years in the industry in 

California’s Central Valley area, including 

five years on the board of the Independent 

Stationers dealer group, Chris Peterson 

left the office products world in 2011 to 

become a partner in a local professional 

recruiting and staffing organization.

It’s the kind of background that gives Chris 

a unique perspective on one of the most 

critical tasks facing any dealer: finding, 

attracting and retaining good people. We 

asked Chris for some advice on hiring. 

Here’s what he had to say:

1  Be clear on your goals. Finding 

and keeping top talent starts with 

your goals and then your game plans to 

achieve those goals. As Jim Collins wrote 

in his book, Good to Great: “People are 

not your most important asset. Great 

people are.”

2  Identify solid sources for finding 

top talent in each operating area 

of your business: sales, warehouse, 

delivery, management, accounting, 

customer service, human resources  

and administration. 

Usually talented people already have 

a job. They are typically not the ones 

sending in a résumé for every newspaper, 

CareerBuilder, or Craigslist ad. How 

will you find talent? Who will find your 

company the talent you need? Are you 

prepared to manage the process? Each 

position is different, but a consistent 

process can help you find and hire the 

right people for your team. 

3  Every position is important, 

whether it is a delivery driver, 

sales representative, or a CFO. While 

you might pay a delivery driver $12-$14 

per hour to start, keep in mind that they 

are driving your $45,000+ truck, loaded 

with $20,000+ in product and delivering 

to a customer who will buy thousands 

of dollars of product from you over the 

customer life cycle. 

Yes, more highly compensated positions 

will require a more detailed interview plan 

but your delivery driver is in front of your 

customers every day! Each hire is critical 

to the overall success of the business.  

 

4  Be sure you have a solid job 

interview process and plan. 

a.  Conduct job interviews in which 

candidates are asked to describe 

and demonstrate specific examples 

of their skills; use competency/

behavioral interviewing techniques.

b.  Use automated résumé screening 

and search methods.

c.  Use personal assessments that 

predict whether candidates are 

motivated by the factors associated 

with a particular job or a company’s 

values and ways of doing things. 

They work!

d.  Use simulations that gauge specific 

job-related abilities and skills.

5   Follow the legal requirements for 

hiring at each step.

a.  Have a set list of questions you ask 

each candidate.

b.  Make you sure comply with EOE 

requirement.

c.  Complete reference checks, 

background screening, and drug 

screenings.

6  Prepare and present a complete 

offer “package” to your final 

candidate(s). 

7    Insure you have an on-boarding 

process that encompasses training, 

as well as steps where the new employee 

can clearly demonstrate to you and/

or your management team, early in 

the process, that they are capable of 

processing the work they were hired to 

do. It is not enough to be liked. Do they 

produce the results you planned on?  As 

I’ve often said, hire right, but fire early.  

As with any process, the keys are the 

enthusiasm and belief that you bring to 

the process and the implementation that 

happens along with each step. 

Being excited about making sure you 

have the top talent in each position can be 

a real game changer for your organization. 

You will notice the changes early on the 

inside of your business but soon after, 

you will see sales and profitability growth 

on the outside. And that can lead to even 

greater success for you and your team!
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Let’s face it, the world is changing 

rapidly. How we sell and connect with our 

customers and prospects is vastly different 

from how it was even a few short years 

ago. Long gone are the days of sales reps 

walking up and down a street prospecting. 

Even current customers have less time for 

face to face meetings. 

What worked then won’t work now. It’s 

that simple and that’s why it’s so important 

today for all of us to reallocate our time 

and shift our paradigm to the new ways 

that people are connecting. 

In today’s market, I believe it is especially 

crucial for sales reps, but it is also 

important for every employee—at every 

level within our dealerships—to embrace 

new platforms such as LinkedIn to connect 

with customers and prospects. If we don’t, 

we will soon become obsolete—for our 

own organizations and our customers. 

Over 93 million LinkedIn users are in the 

United States. While the employees at 

your company only make up a miniscule 

amount of these users, they still have a 

great impact on your company’s overall 

presence. It is to the independent dealer’s 

advantage to encourage all employees, 

not just your sales reps, to have an active 

profile on LinkedIn. This is because many 

features of personal profiles can have 

a big impact to how much visibility your 

company can get on the social network.

The following tips are more focused on 

sales activities. However, isn’t everyone 

within our organization potentially selling 

for us? 

Current Customer  
Company Pages
Find current customer company pages 

and follow these companies. Use this 

information to learn what is going on within 

their organizations to uncover potential 

opportunities. 

LinkIn with your current contact or buyer. 

Review their profile to find additional 

ways to add value to your relationship 

with them—what are their interests, skills, 

groups etc.

Dig into the company page to identify other 

key people. Facilities, HR, Accounting, 

etc. all represent potential vertical sales 

dollars—reach out to them as well.

In Krista Moore’s sales training webinars, 

Krista always talks about the importance 

of knowing the key decision makers 

and executives within your customers’ 

organizations. LinkedIn can serve as 

a great resource to uncover these key 

contacts.

Identify Leads
Build a pipeline of new prospects with a 

company search using specific keywords 

and search filters. Identify companies to 

prospect and follow these companies. Do 

your research. Who are the key contacts? 

How can you connect?

LinkedIn recently conducted a sales 

prospecting survey of several thousand 

sales professionals. They asked sales 

reps about their performance against 

quota and then compared it against their 

LinkedIn sales prospecting activity.

The result?
Sales professionals who viewed the profile 

of at least 10 people at each of their 

accounts and prospects were 69% more 

likely to exceed quota than those who 

didn’t. Pretty powerful, don’t you agree?

Do Your Research
This ties closely to the first two tips but 

since LinkedIn is such an incredible 

research tool, it bears making the list on 

its own. Take time to research current 

customers, contacts and prospects. 

LinkedIn helps you learn about their 

background and identify talking points. 

The more you know about your customers 

and potential customers, the more likely 

that you can bring value to the relationship.

Utilize Your Network
Cultivate your network and make sure you 

are adding contacts on a regular basis. 

LinkedIn can help with this process by 

offering suggestions. LinkIn with those you 

currently do business with—customers, 

vendors, colleagues and friends. Connect 

with everyone you have worked with. 

Leverage LinkedIN to Power Up Sales
By Wendy Pike 

Last month, Twist Office Products’ Wendy Pike looked at how a 
carefully-constructed LinkedIn profile can serve as a powerful 
networking resource. This month, she turns the focus on its  
ablity to help grow sales.2
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All of these people know you and your 

professional capabilities and could 

potentially recommend you on LinkedIn.

Because it is known as a business referral 

social network, LinkedIn can be a great 

way to get potential leads. Make a point 

of regularly updating your profile to remind 

your connections of what you do and 

keep your dealership top of mind. Your 

connections may also offer a way to reach 

out to get an introduction to a prospect.

The fact that the majority of your 

connections will be local provides an 

added benefit for the independent dealer 

when it comes to getting exposure within 

the local area. Imagine the impact if 

everyone within your organization actively 

engaged with their network to promote 

your company!

Build Your Network with 
Strategic Groups
Participating in groups is one of the best 

ways to build strategic, new relationships. 

The nice thing about groups is that even 

if you are not connected with another 

member you can still send messages 

without paying for an InMail. Is there 

anyone you want to connect with but are 

not sure how? Look up their profile and 

scroll to the bottom. Here you can see 

the groups they belong to. Join that group 

yourself and you now have the ability 

to reach out to them using your group 

connection.

Having an active presence on groups 

is something you should strive to make 

part of your daily routine. By answering 

questions, starting or participating in a 

discussion, you increase your credibility 

and showcase your company.

Don’t know what to post? Post a link to 

your company blog or Facebook page, 

ask a question or post a promotion.

Follow Your Company
This to me is a no brainer. It boggles my 

mind sometimes when I see employees 

not engaged with their own company’s 

social media presence. As an employee—

executive, sales or support—it is important 

to know what is going on within your own 

organization. Use company posts as 

content for your page updates and group 

discussions.

Follow Your Competitors and 
Industry Partners
Just as it is important to know what is 

going on within your own company, it is 

equally important to know what is going 

on with your competitors and in the office 

products industry in general. Has there 

been a change in management? What is 

their marketing strategies? Who are the key 

people? LinkedIn can give you answers to 

just about all of those questions. 

Share Relevant Information
Establish your credibility and connect 

with your contacts by sharing relevant 

information that they may find useful or 

interesting. Find opportunities to say hello 

and connect to stay top of mind.

Continue the conversation
Make a lasting impression after meeting 

someone with a follow-up on LinkedIn. 

Reaching out after an initial meeting can 

make all the difference when it comes to 

converting a lead into an account. You can 

use LinkedIn Contacts to set up reminders 

for following up which can be accessed 

by clicking the “star” icon below a contact 

profile picture.

Add Links
Add a link to your LinkedIn profile in your 

email signature to grow your network. Vice 

versa, add links in your LinkedIn profile 

back to your company. This is just one 

more great reason to have every employee 

engaged on LinkedIn. These links help 

create credibility within Google and will 

help boost your status with the search 

engines in general.

I’m sure you’ve asked yourself how long 

you should spend doing all this? And, 

you’ve maybe wondered if it won’t take 

away time from actually “selling”?

I encourage you to set aside 10-15 minutes 

a day for LinkedIn during non-selling times 

such as first thing in the morning or after 

hours in the evening. 

Once you have set up your profile and 

your initial network, 10-15 minutes should 

be sufficient to research information for 

upcoming meetings and quickly scan 

updates from your network. 

On a weekly basis spend a few extra 

minutes to reach out to new leads and 

prospects and connect with existing leads. 

As sales professionals, we spend far 

less time on the road or face to face with 

a customer than we used to. This time 

can—and more importantly, it should—be 

reallocated to take advantage of these 

new methods to leverage our connections 

and build sales. More and more of our 

customers and prospects are on LinkedIn 

and we need to be there with them. It’s 

that simple!

I look forward to Linking in with you!

Wendy Pike is president of Twist Office Products in 
Wood Dale, Illinois and Roseville and New Prague, 
Minnesota. She can be reached by email at wpike@
twistop.com.



Hosting a Great Customer Event
By Troy Harrison

An event for customers like an open house 
or a customer appreciation party can serve 
as a great way to build stronger customer 
relationships and boost employee morale 
and esprit de corps. But it can also be an 
expensive failure where employees end 
up standing around and eating expensive 
catered food while wondering when the 
customers are going to show up. 

What makes the difference? For a 
successful customer event to happen, two 
“wins” must be built in prior to the event.

First, how does the customer win by 
showing up? 

Once upon a time, it was enough to put 
out free food and free booze to get people 
to show. 

You can still get people to show up with 
those promises but fewer and fewer 
people come, and they are unlikely to be 
the C-level and V-level contacts that you 
want most to see. 

There has to be a ‘win’ or a gain for those 
contacts to show up—particularly if 
you’re trying to bring in prospects as well 
as clients. 

We’ll get to some of those wins in a 
moment, but first, let’s address the next 
question: How does the company win by 
investing in the open house? 

For the company to really win, there needs 
to be a strategy behind the event that 
helps customers enter into or advance 
through their own buying processes. 

The order of those questions is no 
accident. If you’ve not answered the 

first question well, the second question 
doesn’t matter, because you won’t win 
without people showing up. Here are 
some possible “wins” that will entice your 
customers to show up:

•  Create an experience that they 
can’t get anywhere else. Some 
of the best open houses I’ve seen 
have been “experience based,” 
where there are activities that 
encourage attendee participation and 
involvement.

•  Give stuff away. And I don’t mean 
promotional products nor do I mean 
your products. Instead, have some 
door prizes that are well worth 
winning.

•  Educate and inform. Some 
successful open houses will have 
educational events that show how to 
use your products or services better. 
For instance, if you’re selling office 
seating, you might have a workshop 
on ergonomics.

•  Bring in a great speaker. 
Alternatively, a noted speaker and 
seminar can be an excellent draw, 
particularly for C- and V-level people.

Once you have plans in place to bring in 
customers and prospects, then it’s time 
for you to “win” as well. Again, these are 
“wins” that should be articulated BEFORE 
the event:

•  Key employees can meet your 
customers. This can be especially 
important when the key employees 
are not typically involved with 

customer contact, such as your 
operations or HR people.

•  Demonstrate your products. 
Product demos can provide an 
excellent reason for an open 
house, particularly if it’s difficult to 
demonstrate your products in the 
field (for instance, workstations, 
copiers, etc.).

•  Company tours. This can work 
really well if your facility is particularly 
clean or innovative. Customers enjoy 
seeing where their deliveries come 
from and a look “behind the curtain” 
can help build a stronger relationship.

•  Close a sale. Why not sell at an open 
house? All the facilities to complete 
the sale are in one place, so don’t be 
afraid to allow customers to express 
interest and to buy.

•  Meet new prospects. If the “wins” 
above are solid, you may get 
prospects to come to your facility—
even when they won’t take a sales 
call.

A well planned open house can be a 
great way to build stronger customer 
relationships but it depends on the two 
wins. Make sure both are solid to make 
the most of your investment.

Troy Harrison is the author of “Sell Like You Mean It!” 
and a Speaker, Consultant, and Sales Navigator. For 
information on booking speaking/training engagements, 
consulting, or to sign up for his weekly E-zine, call 
913-645-3603, e-mail Troy@TroyHarrison.com, or visit 
www.TroyHarrison.com. 
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An airport is not normally a place you 
would expect to discover extraordinary 
customer service. From the automaton 
TSA personnel to the overstressed 
airline ground crews, flying is not often a 
pleasurable experience. 

However, since I fly nearly every week I 
have become “comfortably numb” (a 
dollar to the person who identifies the 
artist and song) except on the infrequent 
occasion when something extra annoying 
or amazingly positive occurs.

Such an event happened a few weeks ago 
when I was returning from a trip with my 
golf clubs. (Ok, so it wasn’t a completely 
typical business trip.) 

If you have traveled with something large 
like golf clubs recently, you are probably 
aware that they take a while longer to 
arrive in baggage claim. 

What’s worse, at least in Denver, is that so 
many sets of clubs were stolen that the 
ground personnel who also deal with lost 
luggage and similar difficulties must now 
protect them. 

So, the most thankless job in the entire 
airport just got worse. Considering that 
fact, I would have expected the gentlemen 
I observed in the United Airlines baggage 
claim area to be exponentially more 
difficult to deal with than even the 
toughest boarding agent. 

Boy, was I wrong and 25 minutes later, 
when I received my golf clubs, I had also 
gained an education in great customer 

service that made me a lot more excited 
about booking with United the next time 
I travel.

Service with a smile
Both gentlemen approached their work 
with a smile and that alone immediately set 
them apart for me. But, their responses to 
the questions they were asked over and 
over were even more stunning. 

Surprisingly, I saw them deal with lost 
passengers much more than lost luggage. 
At least 15 different people walked by 
and asked, “Where is the security line?” 
or “How can I find a bathroom” or most 
impressively, “Where is U.S. Airways?” 
(an old partner that is now a competitor). 

They responded to each question with a 
gracious and complete response. Don’t 
get me wrong, they were also approached 
by passengers who needed to find their 
luggage and in every instance I observed, 
the passengers were assisted in an 
extremely kind and professional manner. 

They didn’t always have good news, but 
they asked great questions about where 
the passengers would be, commiserated 
over the problem they were facing and 
gave them a timeline as to when the 
luggage should arrive. 

By the time my golf clubs arrived I was so 
impressed with them and United Airlines 
for hiring them that I forgave many of my 
prior issues with their employer. I also 
determined that there was actually hope 

for what I had considered the lost art of 
customer service.

Do you have anyone in your company 
who consistently goes the extra mile for 
your customers? Sometimes we measure 
our customer service on number of calls 
rather than the quality of those calls. And 
some of us become so determined not 
to be taken advantage of that we never 
assist a potential customer or prospect 
with anything that might be considered 
outside our regular service offering. 
Consequently, we discourage kindness in 
the pursuit of efficiency. 

Instead, shouldn’t we be encouraging 
activities both large and small that help a 
customer or prospect solve their felt need? 

Prospects only become customers when 
they think the company they choose will 
serve them better than the one they are 
leaving. And whether we believe it or not, 
service rather than just price has proven 
to be the greatest long-term determinant 
of success. 

Isn’t it about time that we consider 
encouraging great customer service 
again? It will definitely differentiate us 
from our biggest competitors and help 
provide a solid foundation for our future 
success.

Tom Buxton, founder and CEO of the InterBizGroup 
consulting organization, works with independent office 
products dealers to help increase sales and profitability. 
For more information, visit www.interbizgroup.com.

APRIL 2014 INDEPENDENT DEALER PAGE 40

Some Customer 
Service Lessons 
from the Friendly 
Skies
     By Tom Buxton

http://www.interbizgroup.com


Remember the vintage Reese’s Peanut Butter Cup commercial? 
Someone is walking down the street eating peanut butter from 
a jar (who does that?) and bumps into someone else eating a 
chocolate bar. “Hey! You got chocolate in my peanut butter.” 
“No, you got peanut butter on my chocolate.” Voilà! The peanut 
butter cup is born. 

Truth is, the peanut butter cup was born in 1928 by the H.B. 
Reese Candy Company. But what this commercial did for 
Hershey in the 1970s and 80s was pioneer that generic peanut 
butter cup into an iconic American brand. 

It was a brilliant marketing campaign that institutionalized a 
product that people have known and loved for decades.

When I first heard the term “SMarketing,” I was reminded of that 
commercial. SMarketing is a word used to describe the unique 
combination of sales and marketing. For many years, sales and 
marketing departments have primarily operated independent of 
one another, with separate directions and strategies. 

Often we would see marketing departments producing and 
sending out flyers or emails to customers that sales reps were 
never informed about. Or marketing would produce a catalog 
with what they thought customers wanted and needed without 
getting input from sales. 

Even today, it is not uncommon for a company brand or marketing 
message to differ from how the sales reps are talking and 
representing the company to the customers. This inconsistency 
can send disjointed or conflicting messages to customers and 
cause costly division within the ranks. 

Sales and marketing messages certainly can stand on their 
own, but with the onset of social media, the changing needs of 
customers and the changing roles of sales reps, a convergence 

and consistency between sales and marketing is essential for 
both to become better, stronger and more effective. 

According to a recent study by the Aberdeen Group, organizations 
with good alignment between sales and marketing teams 
achieved 20% annual revenue growth. By contrast, research by 
the Hubspot organization found companies with poor alignment 
saw their revenues decline by 4%.

So where do you begin? For many office products independents 
who don’t have separate sales and marketing teams, the answer 
lies in changing the job design and role of the outside sales reps 
to more of an SMarketing sales rep. 

To begin this transformation, I’d like to offer three simple ideas to 
help independents move toward an SMarketing approach: 

Step One: 
Sales people must engage in social media. According to 
Hubspot, over 70% of salespeople using social media outperform 
their colleagues who are not on social media. 

Make sure your reps are connecting with their customers and 
prospects socially. It doesn’t matter whether it is Facebook, 
LinkedIn, Pinterest, Twitter or any of the other popular networks, 
as long as they connect to where a customer or prospect is 
residing. 

Step Two: 
Redesign the current job responsibilities of your outside 
sales reps to more of a hybrid sales rep and allocate a 
certain percentage of time for remote sales. I’m using the 
term “remote sales” not “inside sales” because inside sales is 
stereotyped as telemarketing. 
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Krista Moore on SMarketing continued from page 41

Remote sales is a form of SMarketing. 
Today, if you called ten outside sales reps 
that you know, I guarantee that at least 
six of those ten would be in front of the 
computer. Why not have them responsible 
for marketing activities that are engaging 
and connecting with their customer and 
prospects in a meaningful way? 

Some of you may be thinking that your 
reps already do this; if so, then I challenge 
you to put structure around that and 
set some measureable expectations to 
determine the real impact.

Step Three: 
Determine and document your comp-
any’s messaging and power statements. 
What are the key differentiators, justifiers 
or core competencies that you must 
articulate and express in all your marketing 
and sales communications? 

This is very important to achieving 
alignment. Everyone needs to be speaking 

the same language. 

Make sure messaging aligns with a 
buyer’s perspective and addresses your 
customer’s challenges and is not just 
about what you do. 

Once you create such powerful messaging, 
include it in all of your marketing and sales 
interactions—your Web site, marketing 
emails, sales proposals and sales rep 
social media conversations. 

Begin creating job aids and support 
materials that sales reps can use 
throughout the sales process. Make it 
easier for them to market and engage 
socially and avoid reinventing the wheel 
each time or sending out the wrong image 
or message. 

Marketo, a leading provider of marketing 
automation software, surveyed 500 
businesses about alignment between 
marketing and sales. What they discovered 
was that alignment between marketing 

and sales can help your company become 
67% better at closing deals and generate 
209% more revenue from marketing. 

So from now on when you see or hear 
the term SMarketing, remember: Sales 
and marketing—like peanut butter 
and chocolate—can each be great on 
their own. But why not combine them 
into something even more powerful, 
sustainable and effective? 

Hershey used the concept to pioneer the 
chocolate-coated peanut butter cup and 
created an iconic American brand as a 
result. Why can’t you be a pioneer of 
SMarketing?

Krista Moore is president of K.Coaching, Inc, an 
executive coaching and consulting practice that has 
helped literally hundreds of independent dealers 
maximize their full potential through enhancing 
their sales strategies, sales training and leadership 
development. For more information, visit K.Coaching’s 
web site at www.kcoaching.com.

K.COACHING, INC.
ignite your potential

919-554-4505 | www.kcoaching.com

VIRTUAL SALES MANAGEMENT PROGRAM
Introducing K.Coaching’s

Need an experienced OP Industry Sales Manager
to help your team reach their goals?

You can leverage the management capabilities of a seasoned,
OP industry veteran sales professional at your convenience,
no matter where you’re doing business.

Create sales strategies
Build a system of goals and accountability
Train, mentor, and coach individual sales reps
Conduct team meetings
Manage and monitor performance

Krista Moore,
Founder and CEO of K.Coaching, Inc.
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