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Seventy Years and Counting  
for CA Independent Stinson’s

When Ben Stinson Jr. first opened his retail store, Stinson Stationers in Bakers-

field, California back in 1947, there was only one other office products supplier 

in the immediate area. The new business caught on quickly and became a local 

solution for office products in Kern County. Not long after opening, delivery ser-

vices were offered and by 1952 the business had moved to a new, 3,500 square 

foot store that more than doubled the size of the original outlet. 

In 1966 Stinson moved again, this time to a former J.C. Penney building with 

25,000 square feet of space. The main floor was turned into a retail space with 

an expansive furniture showroom. The business prospered there for the next 

20 years. 

“We eventually outgrew that building,” recalls Ben Stinson III, who took over 

in 1981. “In 1984 we built a new facility that served as our retail store until we 

converted it to an office furniture showroom.” 

Stinson’s also maintains a 52,000 square foot distribution center, where the 

administrative and business development team have offices.

The furniture showroom was remodeled last year and today stands as the pub-
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Time to Give It Up 
for the City of Hope
For more than 30 years, the City of Hope has 
served as the single most important cause in our 
industry, with a message that reaches out to even 
the fiercest competitors and redirects their pas-
sion, innovation and energy towards something a 
whole lot bigger than any of us: the best treat-
ment for people suffering from terrible, life-threat-
ening diseases and research into possible cures.

Later this year, GOJO Industries’ Steve Schultz 
will be honored as the 2017 Spirit of Life honoree 
at a gala banquet in Chicago that will provide a 
moving finale to this year’s “Saving Lives Hand In 
Hand” campaign.

There’s no one in our industry—or in the entire 
country, for that matter—who doesn’t have more 
than enough reasons to support the City of Hope 
and the work they do. And even if you can’t 
attend this year’s gala dinner, there are plenty of 
other ways to support this amazing effort.

If you’re a golfer, there are still opportunities to 
swing at the ball in support—check out the re-
maining dates in the Industry Calendar section of 
our website [READ]. 

Or if your tastes lean more towards burgers and 
hot dogs, this year’s “Cross Country Cookout” 
campaign, as we report elsewhere in this issue, is 
drawing a growing number of independents to the 
cause. Why not join them?

You can find more details on these and other op-
portunities on our industry’s City of Hope website. 

The bottom line: The folks at City of Hope are 
battling against far tougher competition than any 
of us will ever face in our businesses. They need 
and deserve as much help as we can give them. 

Simon De Groot
simon@idealercentral.com
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Does your website have a 
modern storefront?

By customizing your website 
design dealers experienced 
an average of

increase in sales!1
26.6%

Your website is your business!

Do you accommodate customers 
who shop via their mobile devices?

52% 
of B2B buyers
shop on their 
mobile devices.

Be on top of this technology 
revolution that will continue to grow!2

It will increase your sales!

Do you conduct digital promotions?
Promote product specials with banners and email marketing 
templates with the same look and feel of your website.

By offering a complete shopping solution for your customers, 
you can compete with your biggest competitors and never miss 
out on a sale!

©2017 ECi Software Solutions, Inc. ECi and the ECi Red Box logo are trademarks or registered trademarks of ECi Software Solutions, Inc. All rights reserved. 

op.ecisolutions.com info@ecisolutions.com866-374-3221

*Sources:
1: Rising trends in B2B e-commerce software industry, Simon Walker, Sales Initiative, March 20, 2017 http://www.sales-initiative.com/opinions/4-rising-trends-in-b2b-e-commerce-software-industry/
2: Based on ECinteractivePLUS E-commerce Website Design user statistics, September 2016 through August 2016

Our experts are ready to help you optimize your website and mobile strategy!
Contact us today! 866.374.3221 or info@ecisolutions.com

Please reference this ad when you contact us

HOW DO YOU COMPETE
in today’s digital world?

It’s now more important than ever to keep up 
not only with your customers’ demands and 
shopping trends but also with technology. 
What are you doing to stay competitive? 

mailto:info@ecisolutions.com
http://www.sales-initiative.com/opinions/4-rising-trends-in-b2b-e-commerce-software-industry/
mailto:info@ecisolutions.com
http://op.ecisolutions.com/
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lic face of the company. “We probably 

have eight to ten walk-ins a day,” says 

Ben. “We get a walk-in report every day 

from our showroom coordinator.” The 

majority come in shopping for office fur-

niture, but almost daily customers stop in 

thinking this is still Stinson’s retail store 

and are surprised to learn the store has 

been closed for more than 10 years. 

Stinson’s gives back to the community 

on a regular basis and has been doing 

so for years. “To honor our anniversa-

ry we decided we would give 70 $1,000 

contributions to worthy non-profits in 

our community,” says Ben. Local media 

picked up the story and before long close 

to 120 non-profits had applied. Evaluation 

of applicants continued through July and 

an announcement of which organizations 

would receive the donations was planned 

for early this month.

“We found an interesting array of non-prof-

its and worthy folks that contribute to our 

community that I did not even know exist-

ed,” says Ben. For instance, the Bakers-

field Burrito Project feeds the homeless 

and the Independent Living Center helps 

people transition if they become disabled. 

“We are probably going to end up giving 

something to every non-profit that ap-

plied,” he says. The details still have to be 

worked out.

Two events are scheduled for October. 

The first will be a dinner honoring all of 

the non-profits who applied for donations. 

“We will bring them together and thank 

them for the work they are doing in the 

community,” says Ben. A customer ap-

preciation party is also planned for Oct. 

24. It will be a 70th anniversary event held 

at the distribution center. 

If the dealership’s present performance of-

fers any indication, the next 70 years will be 

just as successful for Stinson’s as its first 

70 have been. “We are growing organical-

ly and taking market share from the large 

competitors we face,” Ben reports happily.

Indianapolis Dealer 
Office360 Continues on 
Growth Path
Office360, Indianapolis, is on a growth 

track increasing its work force and grow-

ing volume. Just recently the firm received 

a grant from the Indiana Economic Devel-

opment Corp. totaling $220,000 in tax 

credits and training grants based on its 

intention to create 30 new jobs by 2020.

“We are very fortunate to be based in In-

diana,” says Steve Nahmias, one of Of-

JOIN US 
for a 

WEBINAR
WWW.SUPPLIESNETWORK.COM  |  800-729-9300

SINGLE SOURCE
F O R  Y O U R  I M A G I N G  B U S I N E S S

THE

Are you concerned about 
printer security? 
Your customers are.

Tuesday, August 22nd 
@ 3 pm CDT
www.gotowebinar.com
Webinar ID: 400-616-827

Join Supplies Network and HP to learn how to 
capture more business based on current market trends.

•  Review the HP product line
•  Learn about HP security features and key selling points
•  Simplify and streamline the sourcing process
•  Boost profits with OEM rebates and program benefits
•  Close more business and add revenue with National Installation Service

HP Business printers can stop attacks before they 
start and notify your system of potential trouble.
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http://www.suppliesnetwork.com/


Better Choices.
Better Results.
From great paper to specialty 
applications... everything you need for 
professional-looking results.

© 2017 Domtar Inc. All rights reserved. Xerox® and Xerox and Design® are trademarks of Xerox Corporation in the
United States and/or other countries and is used under license from Xerox Corporation. Domtar is the trademark
licensee of Xerox® Papers and Specialty Media in the United States and Canada.
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fice360’s principals. “Its central location 

and pro-business climate—including its 

reasonable taxes and fair-minded regula-

tions—allow us to succeed and grow with 

confidence.”

The company has grown rapidly since 

its founding in 2008, and this is its sec-

ond expansion in five years. Last year, 

the Indiana Business Journal recognized 

Office360 as one of its Fast 25, the pub-

lication’s list of fastest-growing central 

Indiana private companies. From 2013 to 

2015, revenue swelled 70%, from $15.8 

million to $26.9 million.

Office360’s long-term strategy has been 

to grow organically and make small, stra-

tegic acquisitions. In April 2015 Office360 

bought northern Indiana-based Commer-

cial Office Products & Supply, and on April 

1 of this year it acquired Rosa’s Office Plus 

in Richmond, Indiana.

“We’re streamlining what they’re doing by 

adding our technology and leaving them 

with a local presence,” adds Steve. “We 

continue to offer those markets local cus-

tomer service and local customized deliv-

ery under the Office360 brand.” 

Iowa Dealer Koch Brothers 
Honored by U. S. Junior 
Chamber of Commerce 
International 
Earlier this year, Koch Brothers Inc., Des 

Moines, Iowa, was recognized by the Unit-

ed States Junior Chamber of Commerce 

International for the work it has done in 

support of the US JCI Senate Foundation. 

The Foundation awards college scholar-

ships to graduating high school seniors.

Koch Brothers’ Doreen Anderson and Mark Ritter 

display their dealership’s special JCs award.

(800) 636.0778 | WWW.PHOENIXSAFEUSA.COM

IT’S LIKE HAVING 
THIS GUY
PROTECTING YOUR 
CUSTOMER’S FILES.
If your customer’s business were destroyed by an office 
fire, would their most important documents be safe? 
The Phoenix family of products provides on-site fire and 
water protection for your customer’s files, and keeps their 
business running even after a disaster. They worked hard 
to build their business, so we won’t let it go up in smoke. 
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Doreen Anderson, accounts receivable 

specialist at Koch Brothers, belongs to 

the JSI Senate Foundation and attend-

ed its annual meeting this past June in 

Chicago. At the meeting, she received a 

special award the JCs presented to Koch 

Brothers for their support. 

The JCs is a community organization for 

business people from aged 21 to 40. “Af-

ter you age out and become a lifetime 

member, you can be awarded a Senator-

ship,” she explains.

Both Doreen and Mark Ritter, assistant 

manager in the printing department are 

JC senators. Last year, Mark and Doreen, 

along with Susah Koch, worked on a grant 

to provide print services to the JCI Senate 

Foundation.

Detroit’s Arrow Office 
Supply Gets City-Wide 
Coverage from Online News 
With an intriguing opening comparing sti-

letto heels, diapers and sawdust, The Hub 

Detroit, an online news source for Detroit 

city residents, recently profiled Arrow Of-

fice Supply. “They reached out to us as a 

longstanding Detroit business,” says Marc 

Crane, business development manager. 

Arrow first opened in 1946 and is well-

known in the local business community. 

The article on Arrow was posted in early 

July and has been a source of increased 

attention. In addition to highlighting the 

dealership’s diverse product mix—includ-

ing “cleaning supplies, beverages, candy, 

furniture, sit-to-stand desks and plain, old 

printing paper,” according to the story—it 

also emphasized Arrow’s proud traditions 

as a family-owned and operated business 

with a fierce commitment to long-term 

customer relationships and a “whatev-

er-it-takes” approach to service.

“We try and make the experience as en-

joyable as possible for our customers by 

being extremely personable and just gen-

uinely having a good time with them – sort 

of showing our passion and hoping it rubs 

off on our customers as well,” Marc told 

Hub Detroit reporter Debanina Seaton.

“We received a lot of great feedback on 

the story from social media,” says Marc, 

who shared the article on his own Linked-

In page and on the dealership’s Facebook 

page. 

“A few customers called to say they had 

seen the article and told us it put our busi-

ness and family in a nice light,” he reports.

DISPLAY & DIRECT 
CLEARLY!
Ideal for keeping relevant information exactly where 
it needs to be, assuring Janitorial and Sanitary 
work isn’t compromised. 

Easy and simple to update, with double-side exposure, adjustable height, 
resistant to stress from intensive use - durable and easy to transport.

EASY-TO-USE DRY ERASE FLOOR SIGNS
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800-877-8267
Fax: (800) 342-1260

Email: sales@jpcooke.com
Web: www.jpcooke.com

1311 Howard St.
Omaha, NE 68102



Set yourself apart from the pack. 
Rely on J.P. Cooke for all of your 

marking product needs!

 













MAKE AN
IMPRESSION



mailto:sales@jpcooke.com
http://www.jpcooke.com
www.cookedealer.com


At last month’s S.P. Richards’ ABC Conference Marc couldn’t 

count the number of times that dealers he ran into mentioned 

seeing the article. Those dealers had seen the story in the TriMe-

ga newsletter, which picked it up before the S. P. Richards event.

The Arrow article stayed up throughout July and gradually moved 

down in the online hierarchy as new feature articles were posted. 

The article provided great coverage and recognition throughout 

the Detroit business community. 

Tennessee Dealer COS Turns Trucks Into 
Bookmobiles and Collects Books for Kids 

COS’s Skip Ireland (center) with Hamilton County Mayor Jim M. Coppinger and Read 

20’s Stewart Payne.

COS Business Products & Interiors, Chattanooga, Tennessee, 

recently stepped up to the plate in a big way to provide encour-

agement for the area’s youngest readers. The dealership put its 

efforts into the Read 20 program sponsored by its local county 

government and collected new and gently used children’s books 

to stock school libraries and youth centers

As the company delivered orders to customers, collection boxes 

bearing the COS Bookmobile design were dropped off. Custom-

ers could also call and ask for a collection box. 

“We put out boxes all over the city,” reports Skip Ireland, COS 

president. “We thought it made perfect sense to turn our delivery 

trucks into bookmobiles to collect books for kids.”  

“We’re grateful that COS launched such a great effort that will 

lead to hours of enjoyment by young readers in Hamilton Coun-

ty,” says Jim Coppinger, Hamilton County mayor.

California Dealer Warden’s Named Best 
Place to Work in the Central Valley 

Warden’s, Modesto, California has been recognized as a “2017 

Best Place to Work in the Central Valley.” “We worked with an 

independent organization recommended to us by Opportunity 

Stanislaus, the county office that promotes business opportuni-

ty,” says Joe Cunningham, president of Warden’s. 

The outside organization surveyed all 40 Warden’s’ employees 

late last year and tabulated the results through this January. Sur-

veys were delivered to all employees and were filled out and re-

turned by mail. 

“We gave employees time at work to complete surveys, and we 

encouraged them to mail them in,” says Joe.  Surveys were en-

tirely confidential and while management has seen comments it 

has no knowledge of who made them.

“We received a congratulatory letter in late March letting us know 

that we had been selected as one of the best places to work in 

the Central Valley,” says Joe. At an awards ceremony in April a 

plaque was received along with other promotional materials. A 

promotional email was sent out in late June to inform customers 

of the honor, and decals have gone up at both retail locations. 

The plaque is featured in the lobby at headquarters for all visitors 

to see. 

“Right now I am looking for a couple of salespeople,” says Joe. 

“I am not going to say that this will make a difference but it’s nice 

to have the recognition.”

Winner’s Circle continued from page 8
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           IMAGE ADVANTAGE
INTRODUCING

GP’s Custom Carton Program
OUR CARTON CAN NOW BE YOUR CANVAS

BE UNIQUE. BE DIFFERENT.
CUSTOMIZE FOR YOUR BUSINESS!

Contact your GP Sales Representative to learn how GP’s Image Advantage  
Program can help drive incremental value for your business!

©2016 Georgia-Pacific Consumer Products LP.  All rights reserved. The Georgia-Pacific logo and all trademarks are owned by or licensed to Georgia-Pacific Consumer Products LP.

http://www.georgiapacificpaper.com/all-paper.html


Few things say it’s summer more than a good 
old-fashioned country cookout and it’s even bet-
ter when there’s the opportunity to fire up the 
grill in support of a worthy cause like the City of 
Hope.

That’s what a growing number of independents 
have been discovering over the past few months 
as participants in the National Business Products 
Industry’s first ever “Cross Country Cookout.”

The idea was the brainchild of one of City of 
Hope’s newest industry groups, the NBPI Inde-
pendent Dealer Committee. 

The Committee is co-chaired by S.P. Richards’ 
Rick Toppin and Joe Templet of Essendant and 
its mission is to not only help identify new av-
enues to raise much-needed funds to support 
the fight against cancer and other life-threating 
diseases but also to create a channel of en-
gagement for independent dealers to learn more 
about City of Hope and support its efforts. 

Over the past couple of months, nearly 60 S.P. 
Richards distribution centers and a small army 
of independent dealers across the country have 
been hosting their own cookouts to raise funds 
and increase awareness of City of Hope and its 
mission. 

There’s still plenty of time to plan your own cook-
out if you haven’t yet done so, but the list of par-
ticipating dealers is already pretty impressive for 
a first-time effort. Independent dealers involved 
so far this year include:  

• Artlite
• Business Essentials
• COS
• D&T Wholesale
• Everglades Trading
• Friends Office
• GLT Total Office
• OEC
• Office Products Alliance
• Ritter’s Office Outfitters
• Storey Kenworthy 
• Twist Office Products

If you’d like to join them, get those burgers out of 
the freezer and visit their webite.

Winner’s Circle continued from page 10
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Independents Fire Up the Grill for City of Hope

https://ourhope.cityofhope.org/campaign/cross-country-cookout/c125112


2017
BIKE FOR HOPE

5 DAYS / 500 MILES

Dear Industry Friend & Colleague,

I co-founded Bike for Hope, an event to support the life-saving research done by City of 
Hope (COH), as a way to partner with others from the industry to create a new, challen- 
ging event to attract wide-ranging support in the battle against cancer. Participants raise 
money by riding 500 miles from HP headquarters in Palo Alto, CA to COH in Duarte, CA. 
It is truly a grueling event for these dedicated riders. This year we’re looking to make 
it bigger and better, but we cannot do it without your support. 

Just a few reasons to support City of Hope:

• One of only 47 comprehensive cancer centers in the nation, the highest designation 
 from the National Cancer Institute.

• Founding member of the National Comprehensive Cancer Network, meaning their 
 research and treatment protocols advance care throughout the nation.

• Earned the highest rating from national leading watchdog, Charity Navigator.

• Pioneered technology in numerous breakthrough cancer drugs that are saving lives 
 worldwide.

• Millions of people with diabetes benefit from synthetic human insulin, developed 
 through COH research.

• Many have been impacted by cancer or other diseases. Giving back to an organization  
 that has done so much to save lives is a great thing to do!

Join us! There are several ways you can support Bike for Hope:
• Become a sponsor. Contact Andy Ishii at City of Hope at AIshii@coh.org

• Sponsor our participants. Simply log on to https://www.crowdrise.com/bikeforhope2017

• Join the ride as a participant or help with support. Contact Bill Erpelding at Supplies Network 
  at bill.erpelding@distributionmgmt.com

Thanks for your consideration!

Greg Welchans
President & CMO Supplies Network

We need your support

mailto:AIshii@coh.org
https://www.crowdrise.com/bikeforhope2017
mailto:bill.erpelding@distributionmgmt.com


Sales growth is never easy in the indepen-
dent world but in Urbandale, Iowa, Triplett 
Office Essentials has been enjoyed mod-
est and steady growth from the day the 
dealership first opened over 40 years ago. 
Its mantra from those early days still reso-
nates today: One-stop shop.

“A lot of dealers have reinvented them-
selves to be one-stop shops and want to 
look like Amazon, but we truly have been 
a one-stop source since we opened in 
1973,” says Tim Triplett, office products 
division manager. The company start-
ed as Triplett Office Supply and Printing 
and continues to sell commercial printing 
services. Office furniture was added, and 
more than 20 years ago the dealership be-
came a Haworth dealer.

Growth of late has come from all three di-
visions. On the supplies side, it’s no sur-
prise that paper and paper-based items 
such as file folders and storage boxes 
have declined. Sales have been augment-
ed through the addition of facility and 
breakroom supplies, and those are the 
categories that drive growth in the office 
supplies division. 

There is room for growth with breakroom 
products, and Triplett finds opportunities 
wherever possible through its wholesaler 
and the Independent Stationers co-op. 
“We had all of Essendant’s category man-
agers come in and do presentations to 
our salespeople,” he says. “We lean heav-
ily on them for education.” 

One of the dealership’s latest initiatives is 
a sales effort focused on enterprise ac-
counts with 80 or more employees. While 
the company has used the joint IS-TriMe-
ga EPIC Business Essentials program to 
pick up a few of these accounts, it has not 
made a major effort with this customer 
group up until now. 

“We felt that we didn’t have the sales re-
sources to be competitive or the where-
withal to sustain what can be a grueling 
bid process,” says Triplett.

What has changed is the addition three 
years ago of a sales manager for the first 
time and that person has grown more 
comfortable in the position. In discus-
sions with Triplett, the two decided that it 
was probably a good time to develop a 
strategy to target larger accounts. 

“These larger accounts have a different 
set of rules,” says Triplett. “They tend to 
be more sophisticated but I feel that we 
understand larger customers a little better 
and have started to utilize available tools 
better as well,” he says.

Cost of goods has become a major target 
at Triplett Business Essentials and a pur-
chasing manager and his administrative 
assistant have started to analyze almost 
every transaction. “They measure what it 
costs to hold a product in inventory ver-
sus ordering via wholesale,” says Tim. 
“They see what it costs to sit on products 
that don’t sell, and determine if we could 
replace them with items that come with a 
better rate of return,” says Triplett. 

In the past, the dealership tried similar ef-
forts to better manage acquisition costs, 
but didn’t have the commitment or the in-
house purchasing expertise to keep the 
program in force. “Now we have a couple 
of folks who have worked in this area for 
years. They have the competency to eval-
uate these issues and make some good 
decisions,” says Triplett. 

Triplett Office 
Essentials, 
Urbandale, Iowa
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Tom, Dick & Tim Triplett

As a family owned and operated business, Tim and Tom Triplett 
grew up watching their father, Dick, run his business with 

ideas that were innovative, yet practical. At Triplett, we understand 
that our business is built on reputation and pride and we value each 

relationship. We are totally vested in our relationships with our customers, 
suppliers, employees and community. 

Serving your office needs for over 40 years. We appreciate the opportunity to serve you.

www.Tripletts.comwww.triplettinteriorsolutions.comDes Moines | Coralville | Dubuque

n  Management Team: Dick Triplett (founder and father), Sue 
Triplett (CFO and mother) Tom Triplett (second generation 
and furniture division manager), Tim (second generation and 
consumables division manager) and Lisa Triplett (Tim’s wife 
and controller), Brandon Young (sales manager), Matt Korell 
(operations) and Nichole Dimig, design manager

n  Products and Services: office supplies, office furniture, print 
and promotional products 

n Founded: 1973

n Employees: 43

n Annual Sales: $13 million

n  Key Business Partners: Essendant, Independent Stationers, 
Haworth

n www.triplett.com

SECRETS of success

http://www.triplett.com


Get Fast Access to  
Marketing Tools and Content. 

averyreseller.com

        ow, as part of its ongoing 
commitment to the Independent 
Dealer Network, Avery is introducing 
a new Reseller Portal that will 
provide dealers with easy, 24/7 
access to comprehensive marketing 
tools and sales-generating content. 

This expansive new resource will 
offer an improved user experience, 
superior search functionality and 
easier access to enhanced content. 
Avery has always been known for 
unmatched customer service and 
support, and with the introduction  
of the new website, is now able  
to offer more tools and solutions 
than ever before. 

Stay ahead of the 
competition. 
With the increasing focus on digital 
marketing, dealers need to be able 
to effectively compete in that space. 

Avery introduces the 
new Reseller Portal.
•  24/7 access to all

registered users with simple
registration and login

•  Avery renowned service
and support

•  Enhanced user experience,
superior search functionality
and easier access to
enhanced content

•  Intuitive to use and easy
to navigate

©2017 Avery Products Corporation. All rights reserved. Avery and all other 
Avery brands, product names and codes are trademarks of CCL Labels, Inc.

Avery understands that there is an 
ongoing need for robust content and 
creative on-line marketing solutions.  
The Avery Reseller Portal is designed 
to offer a direct path for dealers to 
obtain relevant and engaging material 
to help customers. They’ll be able to 
access marketing tools like email 
templates, cross referencing and 
merchandising tools, trade-up 
rationale, product ads, special 
promotions and search terms. It  
will also provide access to an annual 
planning calendar, social media 
content and product videos. 

“At Avery, we are committed to 
providing our dealer partners with the 

resources they need to compete in 
an increasingly digital marketplace,”  

said Avery Vice President of 
Commercial Sales Barry Lane.  

“Our new Reseller Portal is designed 
to offer a robust sales and marketing 

solution for our complete product  
line that will be current, intuitive to 

use and easy to navigate.

Gaining access is easy.  
For simple and fast self-registration 
simply log on at averyreseller.com.  
Renowned Avery service and support 
will be just a click away via email at 
averyportal@avery.com. 

FOR TODAY'S WORKPLACE
Durable Solutions

Keep your facility safe, organized and in 
compliance with durable and reliable solutions 
from Avery.Receive a 
$25 Groupon Gift Card 
with a $75 purchase! 
See back page for details.

Learn more about Avery innovative solutions, templates and support at avery.com/industrial

Keep your facility safe, organized and in compliance with 
durable and reliable solutions from Avery.

BEST. MEETING. EVER.

avery.com/organize

Receive a  
$25 Subway® Gift Card 
with a $75 purchase! 
See back page for details.

Marketing calendars & promotions

Impressively stylish.
Easily customized.

Designer View Binders
The binder to end all binds.

© 2015 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. 

Product campaigns Online tools and social media

N

mailto:averyportal@avery.com
https://www.averyreseller.com/splash.php


The market for traditional office products is de-
clining, margins are under more and more pres-
sure and competition—with the 800-pound go-
rilla from Seattle leading the charge—is tougher 
than it’s ever been. Time to close up shop, turn 
off the lights and head for the golf course, right?

Not really, particularly if you were among the 
dealers who made the trip to Orlando last month 
for S.P. Richards’ 2017 Advantage Business 
Conference.

The mood at the wholesaler’s 19th annual ABC 
was upbeat and the energy level high from the 
opening networking reception through to the gala 
dinner that closed the event. A lot of that was 
due to a program that stressed through its con-
ference theme of “Collaborate” the importance 
of all channel players working together more ef-
fectively and that focused almost exclusively on 
dealer growth opportunities of all kinds—from 
non-traditional product categories, key vertical 
markets and new sales and marketing platforms.

“None of us can reach the full potential of our 
businesses by ourselves,” S.P. Richards’ presi-
dent and CEO Rick Toppin told ABC attendees 
in a presentation at the opening general session 
that stressed the need for new and innovative 
approaches to collaboration to grow sales and 
reduce cost-to-serve throughout the channel.

That call that was echoed by SPR EVP of op-
erations Jim O’Brien in his remarks during the 
general session.

“We have to collaborate more and we have to do 
it faster,” contended O’Brien. While recognizing 
the impact of ongoing dramatic change within 
the channel and the markets it serves, O’Brien 
stressed independents continue to deliver a 
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If you have news to share - email it to  
Simon@IDealerCentral.com

Greater Collaboration Channel-Wide 
Is Focus of SPR ABC

Chuckals Office Products’ Jon Rossman (Right) introduced 2017 Industry 
Achievement Award winner Al Lynden. 

S.P. Richards’ Steve Lynn (Left) with 2017 Professional of the Year Skip 
Ireland of COS Business Products & Interiors.

Storey Kenworthy’s Dave Kenworthy (Left) introduced 2017 Young Executive 
of the Year Ryan Boyington, also with Storey Kenworthy. 

“None of us can reach the full 
potential of our businesses by 
ourselves,” S.P. Richards’ president 
and CEO Rick Toppin told ABC 
attendees at the opening general 
session.

A willingness to embrace new 
product and service opportunities, 
enhanced margin management, 
strategic use of private label and a 
stronger focus on reducing small 
orders were among the items on 
SPR EVP of operations Jim O’Brien’s 
to-do list for dealers at the ABC.

mailto:Simon@IDealerCentral.com


Business professionals require more choices, better 
quality and a good value. When it comes to writing 
instruments, Zebra Pen delivers on all fronts with a 
variety of products, ranging from our Classic STEEL 
line to the recognized Z-Grip retractable ballpoint.
 
Regardless of your role, Zebra Pen provides an 
enlightened writing experience.

Sleek, yet rugged. With its striking, 
stainless steel case, this line of STEEL 
pens goes everywhere and is up to 
any challenge. 

Featuring Rapid Dry Ink technology, 
Sarasa retractable gel pens are perfect 
for organizing and creativity.

The everyday value pen that you’ll reach 
for time and time again, Z-Grip features 
easy-glide ink, a comfort ridged grip and 
metal clip for durability.

The stylish Z-Grip Basics ballpoint 
stick pen smooth-fl owing skipless 
ink and a triangular barrel 
for comfort.

Orbitz gel pens use check-safe ink, which 
has pigments that penetrate the surface of 
a check deep enough to withstand most 
check-washing techniques.

A stick pen with an ultra soft 
rubber grip, Jimnie Gel features 
Rapid Dry Ink technology for 
e� ortless writing.

http://www.zebrapen.com/


compelling value proposition based on a 
strong local presence and a willingness to 
go the extra mile for their customers.

At the same time, he urged them to nurture 
a new level of commitment and conviction 
organization-wide in order to successfully 
manage change in an increasingly com-
petitive environment.

Among the ingredients of O’Brien’s recipe 
for success:

•  A willingness to embrace new 
product and service options such as 
managed print, office and coffee ser-
vice, promotional products, furniture 
design, inventory management and 
regular business reviews with key 
customers.

•  Enhanced margin management by 
drawing on the aggregated sales 
data, analytics and expertise now 
available to independents, a resource 
that O’Brien said can help boost 
gross profit by 200 to 400 basis 
points.

•  Strategic use of private label alterna-
tives to not only secure competitive 
pricing when necessary but also 
boost margins.

•  A stronger focus on reducing small 
orders that drain profitability and 
increase cost-to-serve throughout 
the channel.

For the seventh year in a row, a special 
awards program, co-sponsored by S.P. 
Richards and OPI magazine, recognized 
several outstanding industry profession-
als and highlighted new product innova-
tion in several key categories. 

Al Lynden of Chuckals Office Products 
in Tacoma was presented with the 2017 
Industry Achievement Award; honored as 
Professional of the Year was Skip Ireland 
of COS Business Products & Interiors in 
Chattanooga, Tennessee, and Ryan Boy-
ington of Storey Kenworthy in Des Moines 
was named Young Executive of the Year.

Earning new product honors were: 

•  Core Office Products: MMF Indus-
tries for its Wheelchair-Accessible 
Payment Terminal Mount

•  Technology: Brother International for 
its QL-820NWB Label Printer

•  Facilities, Breakroom & Safety: 
HSM of America for its ProfiPak 425 
Multi-Layer Cardboard Converter/
Perforator

•  Furniture: Safco Products for its 
Adapt Configurable Space Dividers

Also, Kensington’s VeriMark Fingerprint 
Key Biometric Authentication System 
earned Innovation of the Year honors 
while OPI readers and ABC attendees 
voted this year’s People’s Choice award 
to ACCO Brands’ Quartet Glass Dry-
Erase Desktop Computer Pad.

Next year’s ABC will take place August 
19-22 in San Antonio.

FTC Probing Allegations of 
Deceptive Discounting by 
Amazon
The Federal Trade Commission is look-
ing into allegations that Amazon misleads 
customers about its pricing discounts 
as part of the FTC’s review of Amazon’s 
agreement to buy Whole Foods, the Reu-
ters news agency reported last month.

The FTC is probing a complaint brought 
by the Consumer Watchdog advocacy 
group, which looked at some 1,000 prod-
ucts on Amazon’s website in June and 
found that Amazon put reference prices, 
or list prices, on about 46%, of them, Re-
uters reported.

An analysis found that in 61% of products 
with reference prices, Amazon’s reference 
prices were higher than it had sold the 
same product in the previous 90 days, 
Consumer Watchdog said in a letter to the 
FTC, Reuters said.

Consumer Watchdog argued that the de-
ceptive list prices make Amazon prices 
look like a bargain, and asked the FTC to 
stop Amazon from buying Whole Foods 
while the deceptive discounting is occur-
ring, Reuters reported.

Following receipt of the letter, the agency 
made informal inquiries about the allega-
tions, according to a source who spoke to 
Reuters on background to preserve busi-
ness relationships.

The FTC declined comment for the Reu-
ters story. The news agency said it was 
not known if the agency would open a for-
mal probe into the allegations. 

Amazon settled similar allegations with 
Canada’s Competition Bureau in January. 
It paid a fine of C$1 million ($756,658.60) 
as part of the settlement, Reuters reported.

NY Post Reports Staples 
Looking to Spin Off Retail 
Stores to Office Depot
Staples has had talks to spin off its 1,500 
retail stores to Office Depot, according to 
a story last month in the New York Post.

Staples revealed in a public filing last 
month that a bidder it called “Party A,” 
subsequently revealed to be Office Depot, 
has offered between $625 million and $700 
million for Staples’ North American retail 
locations, the Post’s Josh Kosman report-
ed.

Staples turned down the bid and agreed 
instead to go private under private equity 
firm Sycamore Partners in a buyout valued 
at 10 times the price of Office Depot’s retail 
deal, Kosman reported.

It’s not clear whether Office Depot and 
Staples have rekindled talks, but insiders 
told Kosman Office Depot is the most log-
ical buyer.

Industry news continued from page 16
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Introducing Amplify 

Ignite your Sales and
Marketing Engine

in entirely new ways

Clover Imaging Group’s 

Content Marketing Platform 

that is unique to you

Amplify your brand awareness, 
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marketing program
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786017A | Clover Imaging Group, Amplify, and their logos are a trademarks owned by Clover Technologies Group, LLC, and may be registered in the United States and other countries.

Request a Demo Today! 
Contact your CIG Sales Representative
(866) 734-6548 | cloverimaging.com
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AOPD and DPCG Dealer 
Groups Announce 2018 
Meeting Dates and Venue
The American Office Products Distributors 
national accounts dealer network (AOPD) 
and the Direct Purchasing Catalog Group 
(DPCG) have announced the dates and 
location of their respective 2018 annual 
meetings. 

AOPD will meet February 18-22 at the 
Scottsdale Plaza Resort in Scottsdale, 
Arizona, and in an effort to reduce travel 
expenses and time way from the business 
for attendees, DPGC will hold its annual 
catalog meeting immediately following at 
the same location. The DPCG meeting will 
take place Thursday, February 22 and Fri-
day, February 23.

Separate invitations, reservation informa-
tion and details for each group will be sent 
at the end of the year, the two groups in-
dicated.

Workplace Furnishings 
Names Scott ‘Augie’ 
Augustine VP of Business 
Development
The Workplace Furnishings dealer group 
has named Scott “Augie” Augustine as its 
new VP of business development. WPF 
president and CEO Jodie Ryndak made 
the announcement.

Augustine comes to WPF with nearly 30 
years in the contract furniture industry. 
He began his career as business devel-
opment manager at Corporate Resources 
International in Bingham Farms, Michigan. 

Most recently, he served as senior direc-
tor of sales for SiS Ergo in Londonderry, 
New Hampshire. 

“I am looking forward to listening to our 
members; what they love, what they need, 
and why? It is exciting to be a part of pro-
viding the highest level of service to deal-
ers who recognize the importance of driv-
ing their top line sales,” he said about his 
new position with WPF.

ECi Announces New 
Integration Between Red 
Falcon and Liberty Laser 
Solutions
Dealer technology provider ECi Software 
Solutions last month announced a new 
integration between its Red Falcon OP 
dealer software and Liberty Laser Solu-
tions, a U.S.-based toner and ink prod-
ucts provider.

“Liberty Laser and its customers will see 
great benefits from the EDI integration 

with Red Falcon,” said Brian Ernst, di-
rector of product development for ECi’s 
Distribution Division. “Liberty Lasers’ 
USA-made product line will provide Red 
Falcon resellers an additional opportuni-
ty to compete in the current market. The 
EDI integration with Liberty Laser will help 
increase ordering efficiencies and allow 
resellers to streamline their processes.” 

“We listened to our audience, it’s that 
simple,” said Liberty Laser president Min-
dy Smith. “This integration will automate 
and simplify the ordering process. It has 
never been easier, in our 21-year history, 
for our partners to provide high-quality, 
USA-made toner and ink products to their 
customer base.”

Ghent Intros Glassboards 
Quickship Program
Visual communication products manufac-
turer Ghent has introduced a new Quick-
ship program for its Harmony Aria low 
profile glassboards lines.

Under the program, which includes mag-
netic, non-magnetic, square or round cor-
ner products in all standard sizes, white 
glassboards ship within 72 hours of pur-
chase order receipt.

Shipments come with a guarantee that 
the products arrive as expected, or Ghent 
will replace them fast for free. 

Industry news continued from page 18
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Some people believe that because pa-
per is made from wood fiber, using paper 
must be bad for trees. However, research 
shows using wood-based products like 
office paper actually helps keep Ameri-
can forests healthy when the wood fiber 
is sourced responsibly. 

“Using responsibly-sourced recycled and 
non-recycled paper is a great way to help 
the environment,” says Kate McGlynn, 
product environmental steward for Boise 
Paper, a division of Packaging Corpora-
tion of America. 

“When forests are managed sustainably, 
using non-recycled paper is not harm-
ful to forests. Because the vast majority 
of forests in the U.S. exist on private-
ly-owned land, selling harvested trees to 
make paper creates an economic incen-
tive for land owners to keep forest land 
thriving,” she says. 

If trees weren’t needed to make wood 
products like paper, private landowners 
may choose to remove forests and use 
their land for something else, such as ag-
riculture or commercial development. 

And a responsibly-sourced supply of fresh 
wood fiber is actually an important part of  

a healthy recycling loop. Recycled paper 
fiber can be used again and again—up 
to seven times—in other products, but 
each time the wood fibers break down. If 
we only used recycled paper, we would 
quickly run out! 

To support an eco-friendly strategy, Boise 
Paper recommends using a mix of certi-
fied recycled and non-recycled papers, 
like Boise® ASPEN® Multi-Use Recycled 
Copy and Boise® X-9® Multi-Use Copy. 

Performance Issues  
a Thing of the Past
Now, if recycled paper brings to mind din-
gy tint or uneven print quality, it may be 
time to take another look. Thanks to tech-
nological advances and rigorous produc-
tion standards, recycled papers now fea-
ture the same hardworking characteristics 
and brightness as papers made without 
recycled content.

Here are three key areas you can compare 
the performance of recycled copy paper 
against its non-recycled counterpart:

•  Smoothness—Great print quality 
and ink retention are the result of a 
smoother sheet surface. Regardless of 
recycled fiber content (ASPEN every 
day and premium papers come with 30, 
50 or 100% post-consumer content), 
print on a good recycled paper will be 
just as crisp and clean as non-recycled.

•  Brightness—Recycled paper 
traditionally has the stigma of being 
dull, yellow and dingy, but in reality 
most recycled grades have the same 
or comparable brightness as non-
recycled. For example, ASPEN 30, 
50 and 100 Multi-Use Recycled Copy 
papers are all 92 bright, just like X-9 
Multi-Use Copy paper. 

•  Jam-Free—If you expect excellent 
run-ability from your non-recycled 
paper, why would you expect less 
from recycled? All ASPEN papers are 
third-party tested to rigorous standards 
and backed by a 99.99% Jam-Free® 
Guarantee. 

For more information on choosing the 
right paper, whether recycled or non-re-
cycled, visit www.BePaperSmart.com.

ADVERTORIAL

The Reality of Recycled Paper
Boise Paper promotes a mix of recycled and non-recycled paper for businesses of all sizes
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Clover Announces Launch of Custom Content 
Marketing Solutions for Imaging Dealers

Clover Imaging Group (CIG) last month announced the release 
of Amplify, the company’s latest solution for imaging dealers. 

Amplify offers dealers content marketing designed to give them 
opportunity to attract customers online and cut through the clut-
ter of search engine information with expert, targeted content 
such as blogs, authority papers, case studies, social media, and 
more. 

“Content marketing allows dealers to provide and distribute ed-
ucational materials such as videos, case studies, and authority 
papers via their website to attract new customers online through 
inbound marketing,” said Aaron Dyck, vice president of CIG Solu-
tions. “Inbound marketing is the latest and greatest lead gener-
ation strategy of the moment. If you are not taking advantage of 
inbound and content marketing, then you are behind the competi-
tion and at risk of losing out on solid business opportunities.”

One of the features of the Amplify program is its ability to enable 
dealers to target customers online with strategic campaigns, 
which can be aimed at vertical markets such as health care, fi-
nance, educational entities, etc., Clover said.

Amplify is part of CIG’s Marketing Platform 2.0, a comprehensive 
portfolio of marketing tools that CIG offers imaging dealers to help 
make it easy to effectively communicate and engage with custom-
ers and drive profitability. Amplify packages are fully customizable 
to each customer’s needs. 

For more information, current customers can contact their CIG 
account manager or visit the company’s website.

Pentel Partners with Semper Fi Fund on New 
Stars & Stripes Edition Pens
Writing instruments manufacturer Pentel of America has 
launched a new series of ballpoint and gel pens featuring the 
Stars & Stripes. 

The pens were specifically designed as part of an 
exclusive, charitable series that donates a portion 
of each sale to the Semper Fi Fund, a non-profit 
organization that provides immediate financial as-
sistance and support to post-9/11 wounded, criti-
cally ill and injured members of all branches of the 
U.S. Armed Forces and their families.

The most popular models Pentel sells—EnerGel 
RTX gel pens and RSVP ballpoint pens—will re-
ceive the Stars & Stripes treatment. Each comes 
in a variety of pack sizes, and for each pack sold, 
Pentel will donate five cents to the Semper Fi Fund.

“Pentel of America has been a proud supporter of 
our troops for over 50 years,” commented Pentel 
trade marketing manager Jason Cole. “The oppor-
tunity to partner with the Semper Fi Fund has given 
us the ability to show our support in a broader way. 
Each of these special edition pens is draped in a 
stylish American flag design that instantly shows off 
the patriotism of the person writing with it. 

They are not only great looking; they are wonder-
ful to write with and, best of all, they give back to 
a fantastic cause. We’re proud to show our sup-
port.”

“American pride and a commitment to our military 
are traits exemplified by both Pentel and the Sem-
per Fi Fund,” said Semper Fi Fund president, CEO and founder 
Karen Guenther. “We are grateful to Pentel for joining in our ef-
forts of serving those who preserve our freedom. This is a fun 
and exciting way to give back to our military men and women.”

Davies Office Releases Results of Furniture 
Remanufacturing Life Cycle Assessment
Albany, New York-based office furniture remanufacturer Davies 
Office last month released the results of a life cycle assessment 
study it commissioned earlier this year to determine the environ-
mental impact of the remanufacturing process and the life cycle 
impacts of remanufacturing office furniture products (once and 
twice) versus manufacturing a new OEM product. 

According to the study, remanufactured products offered signifi-
cant environmental benefits over the alternative, using 82% less 
energy in production. 

Industry news continued from page 20
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Sometime this year, Mike Gentile and his 
team at Independent Stationers will be ic-
ing up the champagne and getting ready 
to party, as the Indianapolis-based dealer 
co-op celebrates its 40th year of service 
to the independent dealer community.

The group has come a long way from the 
day back in 1977 when a handful of In-
diana independents decided to follow 
the example of their fellow independents 
in the retail hardware business and pool 
their collective buying power.

Today, over 400 dealers belong to the 
group, generating some $4 billion in 
end-user sales. And while group purchas-
ing remains the cornerstone of its activ-
ities, IS’s mission, says chairman Joel 
Vockrodt, has steadily expanded over the 
years to embrace other key areas of deal-
er operations. 

Pointing to programs such as IntelliWeb, 
the group’s digital marketing initiative, 
and its D-Force online ordering platform, 
Vockrodt says IS today not only focuses 
on the buy side of the business but also 
on just about anything that dealers cannot 
do for themselves or that they can do a 
whole lot better through a collective effort.

And, points out Mike Gentile, the group’s 
president and CEO since 2004, not only 
has the range of services IS offers ex-

panded dramatically, but also the diversi-
ty of membership the group serves today.

“We’ve become a very big tent for the 
dealer community in recent years,” says 
Gentile. “That doesn’t mean we’re a ‘one-
size-fits-all’ type of organization but it 
does mean we have a variety of member-
ship options with a program that appeals 
not only to traditional OP dealers—large 
and small—but also to jan-san distribu-
tors, school supply houses and more.”

One dealer who has been under the IS 
tent from Day One is Anderson, Indi-
ana-based Miller Huggins, Inc. The deal-
ership was one of the founding members 
and its current president, Steven Foster, 
gives the group kudos for its ability to help 
keep his business relevant to its custom-
ers and provide resources that enable him 
to go up successfully against the toughest 
competition.

“IS not only helps keep us competitive 
with the big box stores and the big online 
players like Amazon,” he contends. “It has 
also done a good job of building alliances 
with other organizations in areas such as 
jan-san, breakroom and educational sup-
plies that are helping us diversify and find 
new growth opportunities.”

For Gentile, developing new alliances and 
keeping them strong and growing has be-

come a top priority in recent years. While 
the group’s collaboration with fellow OP 
dealer group TriMega is the most visible 
example, ongoing partnerships with or-
ganizations such as Afflink on the jan-san 
side and EdMarket in the school supplies 
area are also generating solid benefits for 
members, he says.

While not too many industry members 
would be surprised if the collaboration 
efforts between IS and TriMega ultimately 
led to a merger of the two groups, Gentile 
cautions that move is not a given by any 
means.

“I’ve not been bashful about saying pub-
licly that I think a merger is ultimately 
the end game for IS and TriMega but at 
the end of the day, that decision is in the 
hands of the shareholders of both groups 
and if it’s going to happen, it has to be in 
their best interests,” he says.

Given the pace of change in the indus-
try today, it would require either reckless 
courage or psychic powers to bet on what 
direction the current IS-TriMega alliance 
will take but if the past offers any indica-
tion, IS and the constituency it serves look 
set to be around for many more years in 
one way or another.

ADVERTORIAL

Forty 
Years and 

Counting for 
Independent 

Stationers
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Modeling in the study also revealed that using multiple remanu-
facturing cycles continues to lower the net environmental impact 
of a product over its entire lifecycle, Davies said.

The study was conducted by the Center of Excellence in Ad-
vanced and Sustainable Manufacturing (COE-ASM) located at 
the Golisano Institute for Sustainability (GIA) at Rochester Insti-
tute of Technology. 

“This rigorous study provides clear data that directly supports 
the value and mission of remanufacturing,” commented Bill Da-
vies, president of Davies Office. “The life cycle assessment was 
able to quantify the environmental impacts of our remanufac-
tured workspaces versus new workspaces.”

[READ FULL CASE STUDY] 

Frey Gaede Rep Firm Acquires Minneapolis-
Based Contract Furniture Rep Group
The Frey Gaede manufacturers’ rep firm last month announced 
the acquisition of The Rep Group in Minneapolis.

The Rep Group has been focused on contract furniture since 
1954, with Scott Hiltgen and his team covering the upper Mid-
west states, including Minnesota, Iowa, Kansas and the Dakotas.

Hiltgen will take a leadership role with Frey Gaede relating to the 
furniture manufacturers and dealers in these markets. He will work 
closely with the current Frey Gaede team to insure “deep and ex-
perienced coverage in the furniture area,” the company said.

We believe bringing The Rep Group and their reps into our family 
is a great fit for our manufacturers and customers”, commented 
John Frey. “It will allow us to provide furniture specialists in spe-
cific markets and categories. It also provides for deeper cover-
age to the wholesalers, dealers and consumers in these import-
ant Midwestern states.”

Added Hiltgen, “By combining our resources and the synergy of 
our new line package we will be able to provide our clients better 
profit potential.  The additional personnel will provide better cov-
erage for our manufacturers and greater market penetration. Rep 
Group is proud to be associated with such a great organization.”

SI 50

5999 Woodway Drive
Waco, Texas 76712

(254) 776-1080
Email - Orders@platemakers.com

618 W. Airport Road
Menasha, Wisconsin 54952

(920) 725-2683
Email - Ofce@foxstamp.com

Here’s what one of our customers had to say:
“We’ve found that most of our customers want to re-order
 the same stamp brand that they have on their desk. 
We switched to ProMark because long term we know that
the repeat orders can only come back to independent
 ofce product dealers.”                                   Jennifer H.

WHY PROMARK?

Next-Day Production & Shipping on ProMark Products

100% Satisfaction Guarantee

Multi-Location Distribution Options Available

Coast-to-Coast, 3-Day Shipping Available

Engraving, Stamps & Signs all available from one source

Exclusive to the Independent Channel
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How well is your dealership doing and how 
does your management stack up against 
that of fellow independents like you?

You can find answers to both those ques-
tions with the help of NOPA’s Dealer Fi-
nancial Comparison & Benchmarking Sur-
vey, a powerful benchmarking resource 
that provides valuable insights into the fi-
nancial/operating practices of dealers and 
delivers critical information on your own 
company’s strengths and weaknesses.

Like any survey, though, the value of the 
data is only as good as the volume of 
survey respondents and that’s where you 
and your fellow dealers come in. Your par-
ticipation is critical to the accuracy and 
reliability of survey results. [START NOW]

Use the survey’s “Save and Return” func-
tionality to complete the survey on your 
schedule. You can start, save what you 
complete, and return later to finish. Addi-
tionally, the survey is available in Excel for-
mat should you wish to participate offline.

To ensure timely results, please complete 
the survey by August 11.

As a thank you for participating, respon-
dents will receive the following, all at no 
charge:

•  A copy of the full, industry-wide report

•  A customized company performance 
report with a “graded report card” 

•  Access to the interactive online 
searchable results application

To assure confidentiality, the independent 
Industry Insights research firm has been 
retained by NOPA to distribute the survey 
and collect and process the survey results. 
All responses go directly to Industry In-
sights, where they will be kept in strict con-
fidence; no individual company responses 
will be shared.

For questions about the survey or any de-
tails about confidentiality, contact Michael 
Becher, CPA with Industry Insights via 
email: mbecher@industryinsights.com.

Thank you, in advance, for your support of 
this important project.

Looking to Strengthen Your Industry 
Knowledge? Join a NOPA Committee Today!

Committee members play a vital role in driving 
the organization's future and in ensuring a 
stronger tomorrow for Independent Dealers.

Find out more by visiting www.nopanet.org! 

What committees exist?
• The Advocacy Committee
• The Benchmarking Committee
• The Education Committee
• The Finance Committee
• The Nominating Committee
• The Scholarship Committee, and many more!
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The Growing JanSan Opportunity
The market for facility supplies offers a solid opportunity 
for any dealer willing to make the commitment
By Michael Chazin



http://genuinejoe.com/


It is hardly news any more that indepen-
dent office products dealers are actively 
pursuing sales of janitorial and related 
products. Digitization has resulted in low-
er usage of many traditional commodities 
and in response, independents have in-
creased efforts in other categories, with 
JanSan often at the top of the list.

At the same time, they have moved in-
creasingly to position themselves as one-
stop resources for their customers, and 
again, JanSan has figured prominently in 
that effort.

The market is large—projected to be 

worth some $61 billion annually—and to 
a large degree, puts dealers in front of the 
same group of customers—although not 
necessarily the same purchasers—that 
dealers already sell to.

But while the motivation to make the 
move to JanSan may be strong, success 
is hardly guaranteed. It requires convic-
tion and commitment and a willingness 
to go beyond the low-hanging fruit that 
some refer to as janitorial-lite or OfficeJan 
to full tap the potential the market offers.

In Baton Rouge, Louisiana, the com-
mitment Sidney Genius and his team at 

Louisiana Office Solutions made to a full-
fledged janitorial sales effort led them to 
set up a division with a separate identity. 

That operation, known as Louisiana Jan-
itorial & Facility Supply Co., is headed up 
by general manager Mark Leto.

“If a dealer is truly going to be a player 
in the JanSan world they have to under-
stand the difference between OfficeJan 
and JanSan,” he contends. 

The way he explains it, OfficeJan amounts 
to the casual sale of a case here and 
there, a bottle of cleaner and a bunch of 
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orders going straight from the wholesaler 
to the customer. “It is all customer driven 
and pretty much tied to the wholesaler,” 
he says. 

While this approach can boost sales and 
improve the bottom line, ultimately, it of-
fers only limited potential, he suggests. 
“You’re never going to get the big dou-
ble-digit growth numbers that are possi-
ble,” he maintains.

For Leto, who has served as Louisiana 
Office Solutions’ JanSan specialist for 
the past four years, making the most of 
the opportunity requires a totally different 
business approach from the traditional of-
fice products market.

“It might be the same customer but it is a 
different buyer. It’s a different sales cycle 
and a different training level,” he says. “It 
is totally different from trying to grow Of-
ficeJan sales.”

Finding Category 
Growth 
Like many independent dealers Will Watts, 
president of Office Products Plus, Ridge-
land, Mississippi, turned his attention to 
janitorial products as a vertical category 
that offered opportunity. “Our customers 
were purchasing those products and we 
needed to be selling them,” he says. 

“Over the past four years we have gotten 
more active and become more knowl-
edgeable in the category,” says Watts. 

He says that janitorial products are used 
to acquire new accounts and are always 
offered to existing accounts. 

Watts and his salespeople received train-
ing in the category from Essendant. That 
knowledge helped drive conversations 
with both existing and potential custom-
ers to let them know the full extent of 
available janitorial products. “Based on 
our efforts we have definitely seen the 
category grow pretty substantially.”  

With the slow decline of traditional office 
supplies, janitorial products have also 

helped increase average order size and 
generate more profitable transactions at 
Legacy Office Solutions in Brooklyn, New 
York. 

Over the years Chris Rhyne, vice presi-
dent, has seen janitorial SKUs in his ware-
house increase from just five or ten items 
to more than 50. 

Ryan Puccinelli, owner and partner, IQ 
Total Source, Phoenix, has taken a more 
aggressive approach to the JanSan busi-
ness and has been especially successful 
garnering business from larger accounts. 

He says IQ entered the business largely 
as a result of the emphasis placed on the 
vertical by S.P. Richards. IQ, a non-stock-
ing dealership, depends on the wholesale 
model for just about all the products it sells. 

Puccinelli and his partner have not hired a 
specialist yet because as he puts it “they 
tend to come with a high price tag.” In-
stead, the two function as the experts for 
IQ and, when needed, pull in a business 
development manager from their whole-
saler to fill that role. “As a large customers 
of S.P. Richards the BDMs are generally 
readily available,” he reports. 

Recently that thinking has changed how-
ever, and hiring a specialist is in the plan for 
2018. “After speaking with dealers at the 
ABC Conference in Orlando last month,” 
he says, “we see the need for someone 
internally and this person is on our radar.” 

Greater Involvement
Sundance Office in Broken Arrow, Okla-
homa, hired its JanSan specialist at the 
beginning of last year, following a lengthy 
search period that ran close to six months. 

The dealership’s new JanSan expert, Ste-
phen Sutton, carries a title of business 
development manager but his primary 
emphasis is on janitorial. He accompanies 
salespeople on meetings where janitorial 
products is the theme and also attends 
office supply meetings. “When I am at 
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Why 
Janitorial 
Supplies?
A recent blog post by Mark Miller, 
president of Eakes Office Solutions, 
Grand Island, Nebraska, offered 
four strong reasons for dealers 
to compete for janitorial supplies 
business: 

1.  Defined largely by paper 
towels, break room 
beverages, can liners, 
chemicals, and cleaning 
equipment, this industry was 
estimated at about $61 billion 
in 2016.

2.  Most orders with janitorial 
supply companies are not 
placed electronically which 
leads to unnecessary delays. 
An automated office supply 
dealer can easily perform 
more quickly and more 
accurately. 

3.  The janitorial supply business 
has yet to consolidate and 
many janitorial companies 
have no succession plans. 
This provides dealers looking 
to grow in this category a 
huge opportunity. 

4.  The same customer who 
needs office supplies also 
needs janitorial supplies. 
And the office supply dealer 
already has all the necessary 
logistics, trucks, routes, 
drivers, warehouse space, 
etc. in place to deliver those 
janitorial supplies.

[READ MORE]

https://www.eakes.com/about/blog.html/article/2017/07/17/why-janitorial-supplies-


those meetings I always bring up the fa-
cility side of the business,” he says. 

So far the JanSan emphasis at Sundance 
has been on sales to existing customers 
and, says Sutton, the dealership has just 
scratched the surface. 

Many of the firm’s existing customers con-
tract out office cleaning and those ven-
dors supply their own cleaning chemicals. 
“Generally with their markups on paper 
products it makes more sense for custom-
ers to buy paper supplies from Sundance 
and just pay for the cleaning,” says Sutton. 

Dispenser programs, he adds, have of-
fered an effective way for the dealership 
to grow its JanSan business. Generally, 
dispensers are provided at no cost to help 
close the sale and lock in the customer. 
“We cover the cost but it tends to be min-
imal,” says Sutton. “It’s worth it in the long 
run because once you have dispensers on 
the wall you are guaranteed the business.” 

As a company Sundance offers differ-
ent dispenser programs in what Sutton 
describes as good, better, best product 
assortments and the dealership typically 
installs them at no charge. If the opportu-
nity is large enough brand-name vendors 
will come out and perform the installation. 
At the lower-end of the spectrum, Sutton 
goes out with one of his warehouse man-
agers to provide the install.

Lincoln Dix, vice president of sales for 
Storey Kenworthy, Des Moines, Iowa, 
also sees dispenser programs as a useful 
tactic to grow janitorial sales. “If we were 
to highlight the one thing that has helped 
us, it would have to be no-cost, low-cost 
dispenser programs,” he says. 

If you find the right customer at the right 
time, and can take over 100 or more dis-
pensers, it provides a big boost. “We have 
found that getting the equipment in place 
to catch consumable sales is the most 
successful way to promote the category 
with mid-market and larger customers.”

At IQ, Puccinelli has been able to pick up 

business with larger customers by push-
ing the compliance angle. “Larger ac-
counts with multiple locations don’t nec-
essarily use the same products at each 
location,” he says. He can show them 
savings when they choose to standardize 
on the same tissue, hand soap and paper 
towels. “When they settle on compliance 
it allows us to install dispensers and cap-
ture the business,” he adds. 

Specialists Drive Sales 
At Storey Kenworthy, Dix is another office 
products guy who sees the need for a 
JanSan category specialist. “If you don’t 
have a specialist you are not playing in the 
category and you are not going to be suc-

cessful,” says Dix. Storey Kenworthy has 
been actively selling the category for sev-
eral years and is on its second specialist.

“Anybody who wants to grow their JanSan 
business and doesn’t have a go-to special-
ist is not going to get the numbers,” Leto 
concurs. There needs to be someone with 
training who spends their time immersed 
in the industry. “That person is important 
because you can’t open a catalog in the 
JanSan world and expect to make a sale,” 
he adds. “There is a lot to know and the 
more they learn the more effective they’re 
going to be.”

For any dealer, says Dix, finding the right 
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person to head up JanSan efforts can be 
a challenge. “You need someone with the 
product knowledge and professionalism 
to be in front of an on-the-carpet decision 
maker and then be able to comfortably 
move off the carpet with key facility deci-
sion makers,” he maintains. 

And the right person needs more than just 
product knowledge and selling skills, he 
suggests. The best specialist also has to 
be able to interact with the existing sales 
team in a productive, non-threatening 
manner to achieve a successful partner-
ship. John Guenther, the facility solution 
specialist at Storey Kenworthy, says his 
presence means that salespeople don’t 
need to spend an exorbitant amount of 
time on the category. 

“I can basically go to their customers with 
an introduction and take if from there,” he 
says. “It comes down to letting them know 
that I am not their boss or their competitor; 
I’m there to make them money.” 

Get to Know the Buyer
The easiest sales are those that fall into 
the janitorial lite category. “Those are cus-
tomers who buy something just because 
it is featured on your website,” says Dix. 
“That’s where you are going to accidentally 
generate sales and make decent margins.”  
The easiest conversions are existing cus-
tomers, says Guenther. “Since I came on 
we have been able to service customers 
with the right products. We brought on a 
few key customers, and that has given us 
some fire in the engines to look for more of 
those larger size customers.”

When dealers become fully entrenched 
in janitorial supply sales they usually find 
themselves selling a different buyer from 
their OP business. “If it is the same person 
they are probably not going to be a long-
term, big contributor to the bottom line,” 
says Guenther. “In almost every situation 
where we have gotten big programs we 

talk to someone different.” 

Larger businesses frequently have different 
departments, which often includes facility 
managers. “I have dealt with a lot of build-
ing managers where the main focus is fa-
cility supplies,” says Sutton. These individ-
uals are totally removed from the purchase 
of office supplies. “When we have a rela-
tionship with existing customers they ei-
ther reach out to this person on our behalf 
or at least give us their contact information 
so we can connect with them.” 

“If the customer has somebody responsi-
ble for facility products that’s what you are 
looking for,” says Dix. “It is not about how 
big they are, it is more that they need a dif-
ferent person with a different background 
and a different skill set to handle this pur-
chase.” 

Legacy Office Solutions has yet to add 
a specialist to its janitorial sales efforts, 
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though Rhyne admits that the idea has 
crossed his mind. That’s especially true in 
situations where a more knowledgeable 
person might have been able to facilitate 
sales. “I would look for that person to train 
my existing salespeople and get out and 
see facility manager customers,” he says. 
“We are probably going to be forced to take 
a hard look at it within the next year or so.”

Where to Buy
Rhyne and his team regularly review prod-
ucts available through wholesalers and rely 
on them for a good portion of the facility 
products they sell. The dealership also reg-
ularly buys from local JanSan distributors. 
“New York tends to have more access to 
product from local JanSan houses,” he 
says. Other dealers around the country 
don’t always have those local sources. 

Legacy also stocks and sells a selection of 
Genuine Joe products from S.P. Richards. 
Rhyne says he also purchases items direct 
and through Independent Stationers. 

Sundance purchases some products 
through its buying group, TriMega, but the 

majority of what it sells comes from Es-
sendant. “Right now we do not stock a lot 
but if we continue to grow like we plan, 
that could change,” says Sutton. 

At Louisiana Janitorial and Facility Sup-
plies, how inventory is acquired depends 
on specific items. “We buy can liners di-
rect and that has made a huge difference 
in margins,” says Leto. The downside, he 
adds, is he has to inventory more product 
than he would like. 

Leto says he buys from his buying group 
and from three or four different janitorial 
and office supply wholesalers. He works 
with each of these suppliers to get the 
best possible pricing and sometimes that 
means he buys larger quantities and puts 
some in inventory. 

Purchasing from a variety of different 
sources increases the internal workload 
but also helps make pricing more com-
petitive. “We still let catalog and online 
purchases flow to Essendant,” he adds. 
“If someone goes online and buys a box 
of Boardwalk can liners, I don’t substitute. 
It is sold merchandise that comes in and 

goes out. Most of the time we don’t even 
know about it.” 

Storey Kenworthy maintains an inventory 
of between 200 and 250 JanSan SKUs. 
“We partner with our wholesaler and a 
local JanSan supplier that we have a 
long-standing relationship with to access 
products daily,” says Guenther. He adds 
that dealers need to strike a balance be-
tween how much inventory they maintain 
and the cost to hold that product. “When I 
joined the company I made some chang-
es within the category and worked with 
some suppliers to get better pricing so we 
are in a good position at the moment.”

Know Your Competition
Pricing is always a crucial element when 
it comes to competition but it is only part 
of the puzzle. “Your focus has to change 
if you are going to move into the JanSan 
world where your competition will be larg-
er regional or national JanSan suppliers,” 
says Leto. These vendors offer stiffer com-
petition than big box competitors who tend 
to play more in the janitorial lite world, he 
says. 
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At the local level, competition for janitorial sales isn’t nearly 
as rigorous, says Sutton. Local JanSan distributors tend to be 
mostly old-school in their approach, he suggests. “They don’t 
have viable websites and often customers still phone or fax in or-
ders,” he says. That gives dealers like Sundance a distinct edge. 

“We have a user-friendly online system where customers can set 
up janitorial specific favorites, place an order and get delivery 
the next day,” he says. “Janitorial customers who are tech savvy 
really like that.”  

“When we go up against a local JanSan house, generally speaking 
their prices are too high and that is one of their biggest weakness-
es,” says Dix. Longer delivery times also put local JanSan distrib-
utors at a disadvantage—typically they only deliver once or twice 
a week. “If we are up against Staples Advantage their weakness is 
going to be sales representation and lack thereof,” Dix adds.

Storey Kenworthy competes successfully with big box suppliers 
such as Walmart, Sam’s Club and Costco. It comes down to show-
ing the value of readily available product at competitive prices. 
“Customers know there is a whole team of people to assist them 
if there are any problems or they need something different,” says 
Guenther. “All of those benefits outweigh the 25 cents they might 
save on a case of cups.”

“We find that the JanSan world tends to move a lot slower than 
office products,” says Rhyne. Facility buyers, he says, are used to 
waiting at least a couple of days and sometimes as long as a week 

to get their orders. “We turn it around next day, the same as we 
do with office supplies,” he says. “When it shows up the next day 
they are pleasantly surprised.” That quick turnaround that dealers 
are known for helps make these accounts somewhat stickier.

The Best of Janitorial Supply
Customer loyalty is an often overlooked quality that dealers fre-
quently come across in the janitorial supply world. “You get a 
higher level of loyalty on the JanSan side than you do with office 
products,” says Leto. That is especially true with dealers who 
go out of their way to provide top-quality service. “They don’t 
run away as quickly, especially if you offer a good product at a 
competitive price.”

Puccinelli agrees that once you’re established as the JanSan 
supplier of record, customers tend to be stickier. “They are pret-
ty much your customer for the long haul,” he says. “They don’t 
change as readily as an office supply customer.” Another good 
reason to look seriously at growing or adding the janitorial supplies 
category. 

Michael Chazin is a freelance writer specializing in business topics. He has been 
writing about the office supply business for more than 15 years. He can be reached 
at mchazin503@comcast.net.
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My husband and I just returned from an 
amazing trip to Italy that took us from 
Bellagio to Cinque Terre to Rome. Before 
we left, he challenged us to travel for two 
weeks with just a carry-on and I panicked! 
How could I make exactly the right deci-
sions necessary to enjoy my trip with just 
one little suitcase?

Sound familiar? Many of my business cli-
ents face the same challenge. They want 
to keep their options open and not limit 
themselves unnecessarily. So they say 
yes to everything and try to serve every-
one. And most end up carrying too much 
baggage. 

Once I got used to the idea that I might 
wear the same outfit twice, I actually en-
joyed the challenge. Narrowing options 
made things easier. I had a system—leg-
gings, tunics and layers. It became my 
brand for the trip. 

Similarly, focusing your business al-
lows you to specialize and be known for 
something. Then, you can develop rein-
forcing activities throughout the enter-
prise to create depth and support your 
chosen direction. 

When I was president of VividBoard (cus-
tom whiteboard manufacturer), we start-
ed out exploring many different industry 
segments. Heck, you could print anything 
on the boards, so why commit to just one 
industry? 

However, once we decided to focus on 
healthcare, we started to grow. We be-
came specialists. Without that focus, we 
never would have gotten clear about the 
struggles nurses face with patient safety 
or the role the whiteboard plays in improv-
ing patient satisfaction scores. 

We created custom products and tools 
designed around shift nurses and critical 
patient communication issues. Our focus 
led us to become a valuable resource for 
our dealers and hospital end-users and 
our revenues soared.

It does take discipline to stick to your de-
cisions. As I was packing, I was tempted 
to throw in a pair of jeans and nice heels. 
But those would have taken up too much 
room, weren’t part of the leggings and tu-
nics system and in the end, they would 
have weighed me down. 

Shiny objects are all around us, luring us 
to lose our focus and chase another great 
idea. As you explore adding new product 
categories and services, how can you 
stay true to what makes you special? How 
do you insure you don’t get de-focused 
and complicate your business? 

The first step is to get clear about why 
you exist and who you serve. With that 
knowledge, you can stay true to your core 
yet still stimulate the progress needed to 
grow. Here are some other questions you 
can ask yourself to get focused and stay 
on track:

• What do we do best?
• Why do people buy from us?
•  What do our best customers have in 

common? (Look for opportunities to 
focus)

•  Where could we focus our efforts and 
gain traction by going deeper in that 
direction?

The packing analogy struck me as I was 
enjoying the simplicity of less. I didn’t 
have to think about which jacket or shoes 
to wear; I had only one of each. I did have 
to plan ahead to minimize any risk associ-
ated with my decisions but once planned 
(and packed), it was execution time. 

Walking up multiple flights of stairs, get-
ting on and off trains and everyday deci-
sions were so much easier with my lighter 
load. 

Take the time to carefully assess the op-
tions available to your business and then 
make some decisions about who you are 
and where you want to play. You’ll find 
clarity and simplicity that will allow you 
to reduce the noise and do what you do 
best.

Safe travels!

Janet Collins is a strategy consultant for the industry, 
helping dealers and manufacturers navigate the 
changes ahead. Her specialties are market strategy, 
strategic planning and organizational health. Contact 
Janet at 513-404-2809 or by email at jcollins@
tpstrategy.com.

Lighten  
the Load& 
Sharpen 
the Focus
By Janet Collins
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The threat of ransomware is not new. It 
has long been a problem for home users 
who found their PC locked and files 
encrypted after clicking on a bogus email 
attachment. But in the last few years it 
has it become a major threat to business-
es of all types and sizes.

Generally speaking, ransomware is soft-
ware that spreads virally through vulner-
abilities and security holes in IT systems. 
Once it infects a host, it looks for critical 
data throughout the network and uses 
encryption to lock that data and render it 
unusable. 

The key to unlock the data is held on a 
cyber-criminal’s server and victims must 
pay a fee to access it. The fee—some-
times quite expensive—must usually be 
paid using Bitcoin, a form of internet dig-
ital currency that can be difficult to locate 
and costly to purchase. 

A message displayed to the user on their 
computer system informs them of the 
ransom and includes a dashboard show-
ing how the price of the ransom goes up 
as time passes towards an ultimatum 
time limit. If the time limit is reached, the 
key to unlock will be erased. Understand-
ably, this causes stress and urgency to 
pay as soon as possible. 

Here are some suggestions to help you 
minimize your exposure to what poten-
tially at least could be a life-threatening 
attack on your business:

#1 Automatically apply Microsoft 
security patches to all PCs and 
servers. Eliminating known vulnera-
bilities in your IT environment is critical 
to keeping ransomware from spreading 
from a single infection point. 

Good: Set up Windows Update on every 
PC and server to apply updates automat-
ically during off hours.

Better: Set up Windows Server Update 
Services to deploy and report on updates 
across your enterprise.

#2 Install and maintain updates on 
antivirus/malware protection on all 
PCs and servers. Up-to-date antivirus 
protection that can detect ransomware 
and stop it from executing its mission is 
critical.

Good: Install antivirus protection, like 
Windows Defender, on all PCs and serv-
ers and set it to update automatically.

Better: Deploy antivirus protection from 
a central server to all PCs and servers in 
the enterprise and maintain, report and 
alert on updates and activity centrally. 
Implement advanced end-point protec-
tion suites capable of automatic resolu-
tion of suspected malicious encryption 
behavior. Consider using a managed se-
curity service to hunt for possible threats 
proactively.

#3 Back up all PCs and servers 
at least weekly. As IT professionals, 
we can recreate PCs and servers but 
we cannot recreate your lost data. If it’s 

important to your business, make sure 
to back it up—preferably nightly—to an 
offsite or cloud storage location. Make 
sure to take completed backups offline 
so attempts by ransomware to encrypt 
them fail. Your ERP vendor might be able 
to offer you backup service in the cloud. 

Never keep your backups stored in the 
same physical place or network as your 
machines. Whatever you do, run a fire 
drill at least twice annually to make sure 
that your backups are all still working and 
you can recover your data.

Good: Automatically back up all ma-
chines to a cloud backup service like 
Carbonite individually once a week.

Better: Set up a backup server or cloud 
service that allows for the centralized 
management of backups, including daily 
incremental backups, to offsite or cloud 
storage.

#4 Provide security education to 
employees and other end users. 
Educate your employees on security 
best practices regarding opening email 
attachments and downloading software 
from the web. They should open attach-
ments or download software only when 
they absolutely trust the source.

Good: Have a discussion with users 
about clicking links, opening attachments 
and downloading software only from 
reliable and trusted sources. Tell them to 
get a second opinion before acting on 

Six Steps to Protect Your 
Business From Ransomware

By Grant Howe and Gordon P. Kushner
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something that looks suspicious.

Better: In addition to education, install 
content security filtering software or an 
appliance as part of your email and inter-
net gateways that strips or quarantines 
questionable content before it reaches 
your users. A managed security provider 
can help you choose a good solution for 
your budget.

#5 Schedule a security analysis 
and checkup with an outside secu-
rity firm. Ask an expert to come in and 
evaluate your network from the inside 
and outside to identify risks.

Good: Have an outside partner look at 
your firewall configuration, access per-
missions for users and services, de-pro-
visioning of ex-employee credentials 
and general security best practices. Fix 
anything major that is found.

Better: In addition to the above, have 
the partner perform an external penetra-

tion test and internal vulnerability scan on 
your network. Fix anything major that is 
found.

#6 Take out a cybersecurity in-
surance policy for your business. 
Despite the best of care and defenses, 
you cannot eliminate 100% of the risk 
of compromise by ransomware or other 
security breaches. Cleaning up your en-
terprise IT infrastructure and/or repairing 
your reputation could both be expensive 
undertakings. Insurance coverage for 
cyber-security breaches is available and 
could prevent the incident from closing 
your business.

Good: Work with an experienced in-
surance broker who is familiar with your 
business and the types of cyber-secu-
rity coverage available in the market to 
evaluate the options that best suit your 
business. Consider your own security 
risk profile, coverage limits and deduct-
ible levels.

Better: Consider having a policy that 
covers both first-party losses such 
as out-of-pocket costs you may incur 
to rectify a ransomware or other cy-
ber-security incident (e.g., data recov-
ery, forensics, legal fees, PR, business 
interruption, etc.) and third-party losses 
(e.g., losses due to third-party claims, for 
example customers who may have been 
affected by the incident). 

Whether we like it or not, there’s no rea-
son to believe the ransomware threat will 
be going away any time soon. Make sure 
now that your network—and indeed your 
entire organization—has the protection it 
needs to avoid any major problems in the 
future.

Grant Howe is chief technology officer for ECi 
Software Solutions; Gordon P. Kushner is ECi’s senior 
vice president, general counsel and secretary.

2017 BSA Forum
Austin Hilton in Austin, TX

September 6 - 7, 2017 
www.businesssolutionsassociation.com

The following individuals will be honored at the 2017 BSA Forum in Austin: 

Lifetime Achievement Award
Jimmy Godwin
Owner / CEO

FSI Office
Legend of the Industry

David Fasbender
Senior Vice President Sales / Marketing, Retired 

Smead Manufacturing Co. 
Leadership Award

Jim O'Brien
Executive Vice President - Operations 

S.P. Richards Co. 
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A month ago, I did a workshop on net-
working at a trade show on the East 
Coast. This program typically gets rave 
reviews. It’s about networking—the pro-
cess of meeting people, forming relation-
ships and converting those relationships 
into referrals and sales. 

It’s a great program and a useful one. I’ve 
constantly updated it and I now include 
about ten minutes on incorporating online 
social media networking into a networking 
program. 

When I got the audience feedback results, 
however, I was surprised. The program 
didn’t get the reviews it normally does and 
over 50% of the comments were some vari-
ation on “I was expecting this to be about 
social media networking.” That makes me 
wonder if the emphasis on social media is 
starting to squeeze out the still very neces-
sary skill set of live networking.

My opinion is this: Whether it is or whether 
it isn’t, it shouldn’t. There’s a huge quali-
tative difference between a network that 
looks big online versus a network that can 
actually be monetized. 

Think of the Facebook hero who has 
1,547 “friends” and who has actually met 
about 10 of them in real life. Most of those 
contacts are, at best, arm’s length ac-
quaintances and are not necessarily good 
contacts that can generate results for you.

When I asked for a definition of a good net-
worker, one person used the word “con-
nector” and I think that works pretty well. 

Good networkers are able to connect peo-
ple with other people that they can benefit 
from knowing. Not-so-good networkers 
can name drop with the best of them but 
can’t actually arrange or get a meeting with 
very many of the names they drop.

This, too, is a difference between online ‘re-
lationships’ and real networking contacts. 
If you’ve had the experience of asking 
someone for an introduction to an online 
contact of theirs and not gotten it, you’ve 
probably encountered the difference. 

The truth is that, much of the time, the 
person doesn’t introduce you because 
they can’t. They don’t actually know the 
person they’re being asked to introduce 
beyond their online “friendship.”

Taking it one step deeper, I think that good 
networkers are “hubs of value.” In other 
words, they are capable of getting value 
from the relationships they have with oth-
ers (think referrals, business, favors, etc.), 
and are able to give or relay value to oth-
ers they know (similar to the above). Here 
are some other measuring sticks to deter-
mine whether you are a good networker 
or not:

•  Good networkers are successful. 
First and foremost, good network-
ers are able to produce success for 
themselves. They are producers. I’ve 
never met someone who was inca-
pable of producing success on their 
own terms for themselves but was 
able to produce it for others. 

 I should point out here that “success” has 
its own definitions, and those definitions 
are not necessarily financial. For instance, 
the high school football coach who con-
sistently generates a winning team and 
gets his kids scholarships might not nec-
essarily be wealthy in financial terms, but 
has certainly achieved success in his/her 
own measurement. 

•  Good networkers have stability.
Here we are, back to that “job sta-
bility” thing again. The truth is that 
people who are constantly expending 
energy finding new jobs for them-
selves have precious little left over 
to conduct value to others. And of 
course, they also have issues with 
generating the needed respect from 
others to conduct value.

•  Good networkers are selective.  
It’s impossible to generate value 
from or for everyone that you meet, 
particularly if you’re an active net-
worker and are constantly meeting 
new people. Hence, good networkers 
are selective with the relationships 
they want to pursue and once they 
select someone, they work very hard 
to generate value for them. 

•  Good networkers are willing to be 
the first giver. There’s an old law 
which I believe is still on the books 
in Kansas that says, “When two cars 
meet at an intersection, neither shall 
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Harrison on networking continued from page 40

move until the other has passed.” 
Think about that brilliance of lawmak-
ing for a second. 

Somewhere at a seldom used intersection 
in western Kansas, the skeletons of two 
old farmers sit in their Model T’s, still ex-
horting the other to move first. 

That’s a good analogy for how many po-
tentially good networking relationships die. 
If you are always waiting for the other to 
give first, you run the danger of never get-
ting any value. Along these lines, good net-
workers seek out mutual relationships and 
not just coattails.

•  Good networkers never stop.  
I have encountered a number of 
people in my travels who came to me 
with the reputation of being “great 
networkers” or even “networking gu-
rus.” I’ve always been amazed at how 
many of these people seem to have 
retired or withdrawn from networking 
efforts. 

They’re not encouraging new contacts or 
new relationships and seem content to 
rest upon whatever laurels have been be-
stowed on them. 

The problem with this is both simple and 
obvious: People retire, they change jobs, 
they move. The network that you have to-
day might not be the network you have to-
morrow. For that reason, a good networker 
always remains open to new relationships.

So why do people emphasize online net-
working over live networking? There are 
several reasons in my opinion. 

First, it’s easy; live networking is hard and 
time consuming. There are events to at-
tend, real introductions to make, etc. On-
line, all you have to do is send a “request.”

Second, online people can see how many 
contacts you have—again, it’s the “Face-
book hero” syndrome.

Finally, it’s trendy. Online networkers can 
feel up-to-date, as opposed to the some-
what “old school” method of live network-
ing.

Here’s the rub: A quality network built on 
face-to-face encounters can be mone-
tized much more easily than can an on-
line network. My advice to those who are 
looking to build a quality network is this: 
Emphasize live networking and use online 
social media as an adjunct and a tool for 
achieving your goals, not as an end in and 
of itself.

Troy Harrison is the author of “Sell Like You Mean 
It!” and “The Pocket Sales Manager” and a speaker, 
consultant and sales navigator who helps companies 
build more profitable and productive sales forces. 
For information on booking speaking/training 
engagements, consulting, or to sign up for his weekly 
E-zine, (913-645-3603, Troy@TroyHarrison.com or 
www.TroyHarrison.com) 

When: September 29 - October 1, 2017
Where: Evins Mill Resort in Smithville, TN
Who: OPWIL Executive Members (current & new)

OPWIL wants you to feel EMPOWERED in your business. Get started by
attending the 2nd Annual OPWIL Retreat and relax, refresh, network and learn 

with Women Empowering Women.

Enjoy fantastic educational sessions, hiking, yoga, bonfires, and more. 

Click here to learn more or visit www.opwil.com

OPWIL 2nd Annual Retreat
Women Empowering Women

EMPOWER 2017
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If the company you sell for has the lowest possible prices in the 
marketplace, it’s time to polish your resume. Either they will go 
out of business because they can’t pay their overhead or their 
product or service is so unique they won’t need sales people to 
sell it for them. 

Did you ever watch the TV show “The Office?” Most of the time 
the show made me cringe because so often it seemed like its 
episodes were inspired by companies for whom I had worked 
or consulted. However, a few of their story lines intrigued me 
enough to tune in, even though at times I was tempted to run out 
of the room screaming. 

The most riveting episodes for me featured Michael’s resigna-
tion from Dunder Mifflin to start his own company. The Michael 
Scott Paper Company added Pam and Ryan to its team and they 
headquartered their startup in a broom closet in the basement of 
Dunder Mifflin’s building. 

In order to steal business from Dunder Mifflin quickly, they cut 
prices way below cost. Within a few weeks they gained a foot-
hold in Scranton, while panic set in at Dunder Mifflin. Senior 
leadership from the parent company visited to assess the situa-
tion. They were totally confounded by how Michael and his team 
could sell products so cheaply. 

In the final episode, entitled “Broke,” Michael learned from his 
CPA that his startup would be bankrupt in less than a month 
because their prices were too low. At the same time the CFO of 
Dunder Mifflin decided to buy Michael’s company because they 
had taken ten of the company’s largest accounts. 

Only Dwight knew the truth about the Michael Scott Paper Com-
pany’s financial situation but no one would listen to him. Near the 
end of the final episode, Dunder Mifflin bought the Michael Scott 
Paper Company and rehired Michael, Pam and Ryan—just as 
Michael was about to beg for his job back.

At Some Point Companies 
Need to Stop the Price-
Cutting Insanity!
Price cutting can generate business temporarily but at some 
point, companies and sales reps need to make a sustainable 
profit. Every sales organization emphasizes profitability within its 
ranks but too many companies attempt to entice prospects with 
price-based ploys. 

In their spectacular book, “Blue Ocean Strategy,” W. Chan Kim 
and Renée Mauborgne describe the problem with the current 
competitive landscape. They point out that so many competitors 
occupy similar business spaces that commoditization of prod-
ucts and services has become rampant. 

In order to gain market share within commoditized industries, 
business leaders have emphasized price cutting and cost con-
tainment, a strategy Kim and Mauborgne call “competing in a 
red ocean.” 

The Problem with Price
By Tom Buxton

“We Have The Lowest Prices Anywhere!”
Slogan on a vacant Ultimate Electronics store
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Competing in red oceans can grow sales but profits are continual-
ly threatened by other companies that perform the same functions 
at a lower cost. The book highlights the fact that many compa-
nies—and by extension sales people—have fallen into the lower 
price trap only to be defeated by other, more efficient, systems.

The book suggests that companies must find ways to sail in 
“blue oceans,” where price competition is not the primary selling 
tool. The authors explain:

“What consistently separated winners from losers in creating blue 
oceans was their approach to strategy. The companies caught in 
the red ocean followed a conventional approach…The creators 
of blue oceans, surprisingly, didn’t use the competition as their 
benchmark. Instead they followed a different strategic logic that 
we call value innovation. Value innovation is the cornerstone of 
blue ocean strategy. We call it value innovation because instead 
of focusing on beating the competition, you focus on making the 
competition irrelevant by creating a leap in value for buyers and 
your company, thereby opening new and uncontested market 
space.”

Cirque du Soleil, Yellow Tail and Southwest Airlines are examples 
the authors cite of companies that sail in blue oceans. Let’s ex-
amine how Southwest Airlines has differentiated itself so well in 
the otherwise commoditized air travel environment. 

For Southwest Airlines, 
Happy Employees Translate 
into Happy Customers
Southwest’s mantra of “Bags Fly Free” has captured the hearts 
and minds of many regular travelers. As a frequent business 
traveler, I am extremely impressed by their creative advertising, 
efficient boarding process and especially their workers. Their 
employees are creative and empowered by management to do 
whatever it takes to serve the customer.

Southwest is also smart enough to tell stories about exceptional 
acts of kindness performed by their employees in their monthly 
magazine. Bragging about an employee’s kindness or personal 
sacrifice for a customer highlights the importance of their team 
and impresses their passengers. Not a bad way to build loyalty 
to their brand, right?

Please notice that we haven’t said anything specific about their 
prices. However, in a recent non-scientific poll, all my friends with 
an opinion believed that Southwest Airlines is very low priced. 

Again, because I travel almost every week and need to find rea-
sonably priced flights, I can state without reservation that they 
are not always the cheapest. In fact, by the time you add the $15 
fee that ensures an aisle or window seat, they are often more 

expensive than other carriers. But no one seems to care. South-
west has done a great job of taking price pretty much out of the 
equation through their branding and marketing strategy.

But do they make money? Over the past fifteen years Southwest 
has been more consistently profitable than any other U.S. airline. 
They definitely sail in a blue ocean and have never gone bank-
rupt, while almost every other major airline serving North Ameri-
ca has struggled to survive at one time or another. 

Interested in Leading the 
Race to the Bottom?
Businesses must find ways to sail in blue oceans or risk failing. 
So, why do so many sales organizations struggle to differentiate 
themselves from the competition except through price-based 
propositions? Moreover, why do the same companies feel the 
need to deceive current customers about price increases?

The other day, I asked a business owner about the message his 
sales team uses to generate interest from prospects. His answer 
was similar to one I have heard from over 250 other owners I 
have spoken with in various fields: “We try to get their attention 
by offering to save them money.” 

Then I asked him, “Can you actually save them much money 
on the products or services they purchase from you?” “No,” he 
replied “We can’t and that has always troubled me.”

Price-based sales is a disease with many symptoms but they 
almost always share the same outcomes: 

1.  Drastically shrinking profits 

2.  Diminishing commissions for reps 

3.  Increasing temptation to deceive prospects or customers 

4.  Companies acquiring their competitors because they can’t 
grow organically

So, what can you do to cure the disease? If your dealership is 
trapped in a price-cutting death spiral, the first step is to rec-
ognize what’s going on and commit to a radical change in your 
sales culture. How do you do that? I have a few ideas and I’ll be 
sharing them next month. Stay tuned!

Tom Buxton, founder and CEO of the InterBizGroup consulting organization, works 
with independent office products dealers to help increase sales and profitability. A 
regular contributor to INDEPENDENT DEALER for many years, Tom took some time off 
to work on his new book, “Dating the Gatekeeper,” from which this article is drawn. 
The book will be available from various booksellers beginning in September. For 
more information, visit www.interbizgroup.com.
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