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Contract Furniture Dealers, Storr & Goodmans Mark 
Special Anniversaries by Giving Back in Special Ways

One of the 60 organizations selected for Goodman’s Chair Reaction program was a local children’s 
cancer research and treatment center.

One is a Steelcase dealer in North Carolina and the other represents Herman 
Miller in Arizona, but while they’re both very different, the two dealers share a 
remarkable commitment to giving back to the community in some very special 
ways this year.

In Raleigh, North Carolina, president Bob Schanz, CEO Tom Vande Guchte and 
their team at Storr Office Environments this year celebrated a truly special land-
mark as they marked their dealership’s 100th anniversary.

CONTINUED on page 4 >>
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Time to Crank Up 
Your New Business 
Development Machine
It wasn’t really planned this way but the timing for 
our cover story this month could hardly be better.

It’s not hard these days to make the case for 
committing time and resources to a strong new 
business development effort. Other than trying to 
sell more to existing customers, it’s about the only 
way to generate growth. But the potential return 
from those efforts over the next couple of years 
gives independents even more reasons to put 
new business development near the top of their 
to-do list. 

As Harbinger National’s Mike Rowsey noted at 
the Office Partners annual “Grand Ole Gathering” 
meeting recently—you’ll find a report of the meet-
ing in our Industry News section this month—
somewhere in the region of $2 billion worth of 
business will be looking for a new home next year 
as a result of all the store closings our friends in 
the big box world have planned.

Obviously, some of that business will move to 
another big box store or shift to other walk-in re-
tailers. And some will no doubt move online. But 
even with all that, those store closings still spell 
opportunity for aggressive, forward-thinking inde-
pendents who are willing to invest time and re-
sources in a marketing campaign that highlights 
their superior service, their competitive pricing 
and their strong roots in the local community. 

And if that campaign also makes the point that 
unlike some of their competition, they’re not plan-
ning on closing any time soon, that can’t do any 
harm either!

Hopefully, your team will be one of those dealers 
who will be executing just that kind of marketing 
campaign next year and when it does, we hope 
you will let us know about it, so we can share yet 
another independent dealer success story with 
the rest of the industry.

As the folks highlighted in this month’s cover  
story demonstrate, independents can do a pret-
ty impressive job of finding new customers when 
they put their minds to it. And it looks like there 
will be plenty of opportunities to do just that in the 
coming year.

Simon De Groot
simon@idealercentral.com

EDITORIAL
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The company has come a long way from the day in 1914 when 
founder Harry Sherwood Storr opened a small office furniture 
and office supplies business in downtown Raleigh.

Today, Storr is a furniture-only operation with some 170 employ-
ees operating out of a 140,000 sq. ft. headquarters facility in  
Raleigh and a branch location in Greensboro, North Carolina.

Storr president Bob Schanz (far right) and his team celebrated their dealership’s 
100th anniversary with a $100,000 “Giveaway” program for two local nonprofits, 
including (above) an organization that provides at-risk girls with rescued horses to 
promote healing.

Support of worthy local causes has traditionally been an import-
ant part of the culture at Storr, says Bob, and the company came 
up with an innovative and remarkably generous way to contin-
ue that tradition in the shape of an anniversary-themed, “Storr’s 
$100,000 Giveaway” campaign that awarded $100,000 in office 
makeovers divided between two local nonprofits.

The makeovers went to an organization that provides support for 
homeless families and a local faith-based nonprofit that provides 
at-risk girls with rescued horses to promote healing.

“To celebrate our 100th birthday, we wanted to give back to the 
local community that has been so kind to us over the last centu-
ry,” says Bob. “And it also provided an outstanding opportunity 
to celebrate and support the amazing local nonprofits that make 
a difference in our community.”

Meanwhile, in Phoenix, president Adam Goodman and his team at 
Goodmans Interior Structures have been celebrating their dealer-
ship’s 60th Anniversary in an equally innovative and generous way 
through a program they’re calling the Goodmans Chair Reaction.

“Instead of throwing a party to celebrate our anniversary, we de-
cided to give the gift of giving to our most precious asset...our 
employees,” said Adam. “After all, it’s their party!”

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

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

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

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

SAFE INTERNATIONAL, LLC

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

800.636.0778   |   www.phoenixsafeusa.com
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3
 
Remove 
front panel

Simplicity Through Carton Innovation
  EZ Access™ Carton

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


DECEMBER 2014 INDEPENDENT DEALER PAGE 6

As part of the Chair Reaction program, Goodmans asked 60 of 
its employees to nominate 60 local “do-gooders” to receive a 
Herman Miller Sayl chair with a street price value of around $450, 
as a way of recognizing unsung heroes and inspiring others to 
make an impact on their community.

Recipients include a diverse group of people from teachers to 
nonprofit executives, social workers and community volunteers. 

“This is the most inspiring initiative our company has ever under-
taken and we’ve been absolutely overwhelmed by the response 
from our customers and the community in general,” says Adam. 
“I’m not sure whether our employees or the recipients are more 
excited and grateful.”

For more on Storr’s $100,000 giveaway, visit www.storr100.com 
and to learn more about Goodmans’ Chair Reaction program, 
visit www.goodmanschairreaction.com.

IL Dealer Garvey’s Office Products Earns 
State ‘Family Business of the Year’ Award

The Garvey family turned out in force for Loyola University’s Family Business of the 
Year awards banquet and came away with special honors and plenty to be proud of.

In Niles, Illinois, Bernie Garvey and his team at Garvey’s Office 
Products were popping champagne recently after earning hon-
ors from the Family Business Center at Loyola University’s Quin-
lan School of Business as its Illinois Family Business of the Year 
in the medium-size (50-250 employees) category.

Garvey’s first opened its doors for business in 1926. Bernard 
Garvey, Sr., joined the company in 1954 and ended up buying it 
ten years later.

Garvey, Sr., had eight children and today five of them co-own the 
business and are involved in various capacities. 

Bernie serves as president, Kevin and Dan Garvey are sales 
managers, Ken Garvey is the dealership’s operations director 
and Sheila Gartland (nee Garvey) handles its marketing.

The Family Business of the Year Awards, now in its 21st year, 

recognizes family businesses that contribute positively to their 
communities and Garvey’s certainly fits that bill and then some. 
They can boast a long list of non-profits and other worthy local 
causes that have benefitted from the dealership’s support and 
an impressive record of growth and innovation on the business 
side of things.

Bernie Garvey said that the award wasn’t just an accomplish-
ment for the company but a recognition of its employees and 
customers.

“We’re honored and thrilled to be recognized by Loyola Universi-
ty for the Illinois Family Business of the Year Award but the award 
goes far beyond the siblings. Our co-workers and customers are 
what make the family culture at Garvey’s special,” Bernie told a 
local newspaper.

MO Dealer Metro Office Supply Receives 
Special Community Service Award

The husband and wife team of Chris and Linda Hagan celebrate some well-earned 
recognition from their local business development organization.

Congratulations are in order for Chris Hagan and his team at Met-
ro Office Supply in Festus, Missouri, who were recently honored 
by their local business development organization with a special 
award for community service.

Remarkably, Metro is the first retailer to get this award, Chris 
reports, and even more impressive, they were the unanimous 
choice of the judges.

WINNER’S CIRCLE continued from page 4
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HOW MUCH DO YOU LOVE THIS
CHAIR, ON A SCALE OF 0 - 350 LBS?

OFFICE HAPPINESS™

With a weight capacity of up to 350 lbs, the Vy™ Stack Chair sits comfortably atop 

the stackable chair food chain. Available in sled base or straight leg frame, this  

stackable chair can pile up to 12 high. The Vy™ Stack Chair is worth its weight 

capacity in gold.

The road to office happiness begins at SafcoProducts.com.

http://www.safcoproducts.com
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When you consider the Hagan family’s track record of involve-
ment in community service, none of that is too surprising, how-
ever.

The whole organization has been contributing to the community 
one way or another since Chris’s parents, Roger and Rosetta 
Hagan, opened for business in 1980. 

Rosetta was a founding member of the local Optimists Club and 
Chris himself is a past president of the local Kiwanis and Down-
town Merchants’ Association, as well as an active participant in 
numerous entrepreneurs and business development organiza-
tions.

“I’m honored and humbled to receive this award but the bottom 
line is that if our local community did not support Metro Office 
Supply, we could not do the things we’ve done,” Chris told his 
local newspaper.

IL Dealer Widmer Interiors Honored  
by Local Chamber as its 2014  
Outstanding Small Business

Widmer CEO Win Stoller (left) and president Frank Gutwein have plenty to smile 
about this year: their dealership’s 50th anniversary and a special Outstanding Small 
Business award from their local chamber.

It’s been a special year for Frank Gutwein and his team at Wid-
mer Interiors in Peoria, Illinois. Not only are they celebrating their 
dealership’s 50th anniversary but their local chamber of com-
merce honored them with its 2014 Outstanding Small Business 
Award.

Over 750 chamber members turned out to see Widmer’s receive 

the award, which recognizes the dealership’s innovation, com-
mitment to community and perseverance.

Unified Sales Associates Unites Texas 
Independents in Contagious Compassion

Some of the donations from Unified Sales Associates’ ‘Contagious Compassion’ effort, 
with team members Lyn Hutchinson, Unified Sales Associates; Edel Diaz and Marco 
Rodriguez, Gateway Printing; Mike McCain, City Office Supply; Mark Mousner and 
Monica Jones, Unified Sales Associates.

Some outstanding industry folks turned out for a good cause to 
help children in need in Houston last month, as the Unified Sales 
Associates rep organization offered an innovative program that 
made it easy for the independent dealers they work with to do 
one of the things they do best anyway—support deserving caus-
es in their local communities.  

As part of the program, called Contagious Compassion, the rep 
firm partnered with several local independents and their custom-
ers on their fourth annual Halloween costume drive.

Independents and their business partners collected and contrib-
uted costumes, candy and more for the Children’s Assessment 
Center, an advocacy center for sexually abused children.  

Houston dealers Challenge Office Products, City Office Supply, 
Gateway Printing, Go Stephens, Legal Specialties Plus, Pro-
Source Packaging, Reliant Business Products and Tejas Office 
Products joined in the Unified effort to donate 60 costumes, 105 
pounds of candy and countless hats, masks and accessories for 
the children.  

After helping the kids select their perfect costume, the fun en-
sued with trick-or-treating around the facility. 

Commented City Office Supply’s Mike McCain, “The party is a 

WINNER’S CIRCLE continued from page 6
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great opportunity to try to put some smiles on some well-deserv-
ing kids that are going through some rough times…even if it’s 
just for one day.  We want to thank the folks from Unified Sales 
for heading this up and including City Office Supply in the event.”  

Gateway Printing sales manager, Edel Diaz, remarked, “Wow, 
what an event!  It has really blossomed into something greater 
than it was!  This is my third year of supporting this cause and I 
can tell you now that you can count on me and Gateway Printing 
& Office Supplies for years to come!”

360 Office Solutions Funds  
$50K Classroom Makeover

Th 360 Office Solutions makeover after...

Also providing another outstanding example of dealer good 
deeds last month was Frank Cross and his team at 360 Office 
Solutions in Billings, Montana.

Thanks to their generosity, some middle school students with 
special needs are finding their school days a whole lot enjoyable 
and productive after their classroom received a custom make-
over worth $50,000.

This is the third year that 360 has teamed up with a school part-
ner and the results, says Frank, have been terrific. “I can assure 
you it’s one of the coolest classrooms in Montana,” he told a 
local newspaper.

...and, before.

The makeover reflects the latest thinking on product features and 
design for learning spaces, with a heavy emphasis on mobility 
and flexibility to promote student focus and collaboration.

Products from manufacturers like Artcobell, Safco Products, Shaw 
Industries, The HON Company and VS America created a state of 
the art learning environment to replace what had been a hodge-
podge of industrial-style school furnishings, accented by a few 
items the teachers themselves purchased. The makeover even ad-
dressed environmental stewardship, by including a recycle center.

The classroom, which was selected by 360 through a statewide 
contest, has taken teachers’ ability to work with special needs 
students to a new level. School officials told a local newspaper 
the makeover may already be helping to reduce behavioral prob-
lems. “I’d knock on wood,” said the school principal, “but there 
aren’t any here anymore.”

Chicago Area Dealer Interiors for Business  
Hits the Heights for a Good Cause

Interiors for Business president Pat Gosselin and design consultant Dennis Foote 
celebrate at the end of their epic 104-floor climb.

If you have an ounce of entrepreneurial spirit, chances are you 
start out most days aiming to hit the heights. But few take things 
to the level that the folks at Batavia, Illinois-based Interiors for 
Business did recently.

WINNER’S CIRCLE continued from page 8
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Last month, a team of IFB and Steelcase employees climbed to 
the top of Chicago’s Willis Tower, as part of the 2014 SkyRise 
Chicago fundraiser in support of the Rehabilitation Institute of 
Chicago (RIC). 

That’s 104 floors and a mere 2,109 steps, which makes the event 
the world’s tallest indoor stair climb. 

Remarkably, all but one of the 20-person IFB-Steelcase team 
managed to reach it to the top, along with about 3,000 other 
upwardly mobile participants.

“We have worked with RIC in the past and have been truly in-
spired by the work they do,” says IFB marketing coordinator Kelly  
Gosselin.

“The climb was hard but it was also a lot of fun and there were 
a number of RIC patients who participated, which made it even 
more special,” she added.

Office Express Supply Gets in the Holiday 
Spirit with Thanksgiving Day Food Drive
In Hialeah, Florida last month, the folks at Office Express Supply 
got into the Thanksgiving spirit in a big way when they organized 

their second annual food drive to help families in need enjoy the 
holiday festivities..

Some 200 customers responded to the call for turkeys, canned 
goods and other tasty items, reports VP of sales and marketing 
Randy Garcia, either dropping them off at the dealership’s head-
quarters or arranging for a driver to take them back after making 
his delivery.

Office Express Supply COO Danny Fuentes and some of his team members who 
collected over 100 turkeys from friends and customers for their Thanksgiving food 
drive. 

“Our food drive is really a win-win for everyone,” says Randy. 
“It’s an opportunity for us to give back and show new customers 
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and prospects that we’re about a whole lot more than just selling 
office supplies; it gives our customers an easy way to support a 
worthy cause, and, most importantly, it makes Thanksgiving a lot 
more fun for people who would otherwise go hungry.”

And once the last of over 100 turkeys collected had been deliv-
ered, Randy and his team started work on their next good deed. 
For Christmas, they will be serving as a collection point for the 
local Toys for Tots effort. 

Another Acquisition for Miller’s Office 
Products, Metro DC/VA Dealer
Earlier this year, Lorton, Virginia-based Miller’s Office Products 
strengthened its presence in Virginia’s Shenandoah Valley with 
the acquisition of Augusta Office Products in Waynesboro, Vir-
ginia. Now comes word of further expansion in that market with 
the acquisition of Blue Ridge Office Products in Lexington. 

The deal represents the sixth such acquisition for Miller’s in the 
past few years.

In addition to its Shenandoah Valley locations, Miller’s 110-plus 
employees operate out of a 65,000-square-foot headquarters fa-
cility in Lorton.

KY Dealer Kerr Office Group in Expansion 
Mode
In Elizabethtown, Kentucky, Brian Kerr and his team at Kerr Of-
fice Group are looking forward to a nice boost in sales after their 
acquisition of fellow independent Chandler’s Office Supply in 
Campbellsville, about 50 miles south.

The deal promises to bring Kerr’s a 15% sales increase from the 
get-go, reports Brian, but it also promises the opportunity for 
him and his team to increase penetration of Chandler’s existing 
accounts to generate even more.

Long time Chandler’s owner Bill Chandler and his wife Jill will be 
staying on and they will continue to work in the store as sales 
representatives, according to a local newspaper report.

Campbellsville will be the third location for Kerr Office Group—
the dealership has another location in nearby Radcliff—and oth-
ers may soon be coming on board too, says Brian.

“Business has been good this year, with our jan-san sales up 
38% and furniture also strong,” he reports. “We are in a growth 
mode and looking at other possible acquisitions, possibly even 
beyond Kentucky, to keep the momentum going.”

Fin
ancial Services
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For more information or to attend an event, please visit  
cityofhope.org/nbpi or call City of Hope at 866-905-HOPE.

Steve Sakumoto
Vice President and  
General Manager
Hewlett-Packard Company
2015 Spirit of Life® Honoree

City of Hope pioneered bone marrow transplantation, a lifesaving procedure utilized today by 
doctors around the world. Thousands of patients have undergone bone marrow, cord blood or 
stem cell transplants at City of Hope. They reunite every year to celebrate life. 2015 SAVE THE DATE

Wednesday and Thursday,  
February 11 to 12    
City of Hope Tour and  
Hall of Fame Dinner
City of Hope   
Duarte, California

Monday and Tuesday, May 11 to 12
Bob Parker Memorial Golf  
Outing at Kiawah Island,  
Hosted by United Stationers
Kiawah Island Resort, Ocean Course  
Kiawah Island, South Carolina

Monday and Tuesday, July 13 to 14
Honoree Golf Outing at Chambers Bay, 
Hosted by Hewlett-Packard
Chambers Bay Golf Club 
University Place, Washington  

Wednesday, September 16
Howard Wolf Golf Classic,  
Sponsored by Office Depot
Cantigny Golf Club 
Wheaton, Illinois

Thursday, September 17
Spirit of Life Gala
Chicago Hilton 
Chicago, Illinois

For over 32 years, the National Business Products Industry 
has raised nearly $130 million for City of Hope’s mission to 
save lives. Thanks to your support, City of Hope has one of the 
world’s largest and most successful transplant programs with 
some of the best outcomes in the nation. Your involvement can 
and does make a difference!

Steve Sakumoto and the National Business Products Council 
invite you to the annual City of Hope Tour and Hall of Fame 
Dinner attended by industry executives.

CITY OF HOPE TOUR AND 
HALL OF FAME DINNER

http://www.cityofhope.org/national-business-products-industry
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In Pensacola, Gulf Coast Office Products 
Hosts 2014 Vendor Show
It was show time in Pensacola recently, as the folks at Gulf Coast 
Office Products hosted their seventh annual Vendor Show.

Some 800 customers, prospects and business partners turned 
out for the event, which was held at GCOP’s main showroom 
facility.

“For us, this show is more about thanking our customers and 
conveying to them the breadth of product we represent than it is 
about selling,” says GCOP’s Jon Wright.

“We got tremendous support from our manufacturers and our 
first-call wholesaler S.P. Richards who all helped make this year’s 
event one of our most successful.”

And with 25 different door prizes, including three big-screen TVs, 
entertainment provided by an up and coming young country 
singer from Nashville and a fine lunch courtesy of GCOP, it’s no 
wonder the event drew rave reviews.

And along the way, Jon and his team raised some $2,400 for a lo-
cal non-profit that serves people with developmental disabilities.

TriMega’s Meg Visits Wist’s End User Show

The beautiful and talented Meg with some happy Wist Office Products customers at 
their recent New Product Showcase.

Wist Office Products’ annual New Product Showcase in Phoenix 
has been a signature event for the Tempe, Arizona-based inde-
pendent for many years. This year, however, the show had an 
extra dimension, thanks to the presence of Meg, the spokes-
woman for the TriMega dealer group’s Torque digital marketing 
campaign.

Meg was on hand to host a photo booth and meet and greet 
some 350 Wist customers and prospects who turned out for 
the event and, reports Wist business development director Sam 
Richard, the response could not have been better.

”We were one of the early adapters of the Meg campaign and we 

use it to put an attractive face on what is largely a faceless office 
products world,” explains Sam. “It was remarkable how most of 
our customers recognized her and they reacted very favorably 
to her.”

This was the first office products show Meg had attended but it 
looks like it won’t be her last. According to TriMega marketing 
VP Michael Morris, the group plans to launch a turnkey program 
next year that would allow their members to similarly bring Meg 
to their customer events.

If you’re a TriMega member and would like to learn more, contact 
Michael at the group’s headquarters (PH: 847-261-0033; Email: 
MMorris@trimega.org).

WI Dealer BSI Holds Open House, Ribbon 
Cutting for new Design Center 

The BSI team celebrated their first year in their new home in style last month.

Waukesha, Wisconsin-based BSI (Building Service Inc.) cele-
brated its first anniversary in its new corporate offices last month 
with a special open house that drew local elected officials, in-
cluding Wisconsin Lt. Governor Rebecca Kleefisch, business 
partners, clients and other associates.

Also on the program: a special ribbon cutting ceremony for the 
new Ralph T. Kuehn Learning Center which is part of the facility.

BSI moved into its new corporate office in November of 2013. 
The 61,000 square foot facility was designed, built and furnished 
by BSI associates. 

One of the facility’s key elements is a working showroom which 
showcases the latest concepts in commercial interior design, 
lighting, floor treatments, wall finishes, furniture manufacturers 
and the latest in energy-efficient tools.

“I am honored to serve as CEO of such a special company and 
to work alongside such dedicated and talented people,” said Jim 
Kuehn, CEO of BSI. “I am so proud of this company and thrilled to 
celebrate our anniversary in such a world class facility which was 
designed, built and furnished by our exceptional employees.”

WINNER’S CIRCLE continued from page 14

mailto:MMorris@trimega.org


BATTERIES PROVIDE

POWER 
TO YOUR SALES!

GET YOUR FREE DEVICE GUIDE:

Visit www.duracellpro.com/sell  
or call 877-277-6235 for your free guide 
matching Duracell’s trusted batteries with  
your customers’ most crucial devices. 

POWER Your Sales with Duracell Professional. 

More than 60% of all B2B battery purchases 
are made on a monthly basis.1 
Are you getting your share of the business?

877-2PROCELL    www.duracellpro.com1Irwin P. Sharpe & Associates MRO Publication Survey

Power your sales with the  
#1 Trusted Brand by Contractors, 
Electricians, Office Professionals, 

and First Responders. 

LEARN HOW DURACELL PROFESSIONAL CAN HELP INCREASE YOUR SALES

PGC-1130 OND2014 Full Page Ad Independent Dealer.indd   1 9/29/14   3:44 PM

http://www.duracellpro.com/sell
http://www.duracellpro.com


DECEMBER 2014 INDEPENDENT DEALER PAGE 18

When Ed Zuzula and his wife Cindy 
bought Alamo Heights Office Products in 
San Antonio in 2002, it represented some-
thing of a homecoming. Ed had started his 
career as an independent, when he joined 
Wilson Business Products in 1983, at that 
time the largest dealer in Houston.

When Wilson’s was acquired by Office 
Depot ten years later, Ed stayed and he 
spent another ten years in the big box 
world, initially with Depot and then mov-
ing on to positions with BT Office Prod-
ucts and Corporate Express.

When the opportunity to purchase Alamo 
Heights came along, the deal not only 
represented a chance for Ed to flex his en-
trepreneurial muscles. It also offered the 
opportunity to return to his roots and the 
basic principles he had learned in those 
early years at Wilson’s.

“One of the things I really liked about be-
ing an independent was the ability to go 
out and focus on developing long-term 
relationships based on sound business 
practices,” he recalls. “I had found quite 
often in the large corporate world that de-
cisions weren’t always based on sound 
business practices.”

For Ed and his team, those principles start 
with making the right choices about the 
kind of customers you want as a dealer and 

making sure you serve those customers in 
a way that makes sense for both sides.

“We don’t pursue every prospect that 
comes our way,” says Ed. “Instead, we fo-
cus on opportunities that offer the great-
est growth potential and give us the abil-
ity to maintain margins while developing 
long-term customers.”

If the past twelve years at Ed’s dealership, 
now called Heights Office Products & 
Interiors, offer any indication, it’s an ap-
proach to the market that can yield plenty 
of positive results.

Ed points with pride to annual sales growth 
at his dealership of some 12% over the past 
four years, driven by some sizable furniture 
projects and the enthusiastic embrace of 
new, non-traditional categories such as 
cleaning and break room products.

Remarkably, that growth has come with-
out the addition of any more staff at 
Heights. Ed runs lean—with a seven-per-
son team of hard-working industry pro-
fessionals and some shrewd outsourcing 
decisions that have allowed him to build 
his business without adding additional 
overhead on the HR front.

He gives kudos to his key business part-
ners—Heights is a member of both AOPD 
and TriMega, is first-call with S.P. Richards 
and has used the Britannia system from 

ECi to run the dealership from Day One.

Also important: a fierce commitment to 
technology which has seen close to 75% of 
supplies business at Heights move online.

That’s no accident, Ed points out. “When 
we set up a new account,” he explains, 
“we sit down with them to map out their 
internal processes for ordering supplies—
from order entry and redistribution through 
to the payables side of their accounting—
and develop a system that’s customized 
specially for their needs and priorities.”

That customized approach, of course, is 
critical when it comes to developing the 
solid, long-term relationships that are 
such a key part of the basic business 
model at Heights.

It may be more demanding and labor-in-
tensive than the way Ed went to market 
during his big box days, but it’s an ap-
proach whose results speak for itself.

“I’ve been part of the office products in-
dustry for over 30 years now and while 
we’ve all seen a lot of changes, some 
good things have stayed the same,” he 
contends. “There’s still room for a busi-
ness driven by relationships based on 
competitive pricing, quality service and 
honesty. And if you’re an independent and 
doing the right things, it’s still a lot of fun!”

ofSecrets 
Success

n  Key management team members:  
Ed Zuzula, president;  
Cindy Zuzula, administrator

n  Products carried: Office supplies, office 
furniture, cleaning and break room

n  Year founded: 2002

n  # Employees: 7

n  Key business partners:  
S.P. Richards, TriMega, AOPD, Britannia

n  Supplies sales generated online: 75%

n  www.heightsofficeproducts.com

Sound Business Practices Drive Growth at Heights Office Products

http://www.heightsofficeproducts.com
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More details emerged last month on the 
terms of the settlement Office Depot 
reached recently with the state of California 
and the estate of whistleblower and former 
Office Depot employee David Sherwin.

The suit was filed suit five years ago and 
alleged overcharges and other irregulari-
ties related to Office Depot’s performance 
under the office supplies contract it held 
with the U.S. Communities purchasing 
consortium.

According to a report published last 
month in the San Diego Union-Tribune, 
Office Depot will pay $43 million to more 
than 1,200 government agencies across 
California to settle the lawsuit, which 
charged Office Depot systematically vio-
lated the terms of its contract over a ten-
year period from 2001 to 2011.

The largest recipient of settlement funds 

will be the City of Los Angeles, which will 
receive $11.66 million. Santa Clara Coun-
ty will receive $3 million, and the County 
of Los Angeles will receive nearly $1.95 
million, the newspaper reported.

In addition to the 19 agencies that joined 
the lawsuit, hundreds of others will receive 
payments even though they chose not to 
participate. They get a smaller share of 
the settlement because they bore no risk, 
court documents say, the newspaper said.

Sherwin, who died earlier this year after 
a lengthy fight against cancer, filed the 
lawsuit in March 2009. His suit claimed 
the company violated the California False 
Claims Act by fraudulently billing govern-
ment agencies more than promised. 

The settlement follows a string of individ-
ual cases across the country, including 
an undisclosed settlement paid in 2012 

to Detroit public schools, which claimed 
overcharges of $5.2 million, the newspa-
per said.

Office Depot also agreed to pay $5.9 mil-
lion to Florida agencies in 2010, $412,000 
to Colorado agencies in 2011, $440,000 to 
Missouri agencies in 2010, and $475,000 
to New York agencies in May.

Under the latest settlement, Office Depot 
will pay $77.5 million in all, the newspaper 
reported. On top of the payments to gov-
ernments, Sherwin’s attorneys will get $9 
million, and Sherwin’s estate will receive 
$25.5 million, the newspaper said.

For more information on Office Depot and 
its problems with state and local govern-
ment contracts across the country, visit 
the ID Watch List.
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More Details Emerge on Office Depot’s California Settlement

Black Friday No Bargain at Office Depot
Last month saw millions of Americans headed for retail stores to 
take part in the annual post-Thanksgiving shopping ritual known 
as Black Friday.

But if their trip included a stop at Office Depot, they might have 
been better off staying home, according to a study by the Nerd-
Wallet financial advisory services organization. 

NerdWallet researchers found Office Depot selling the Brother 
Digital Color Wireless Laser MFC9340CDW printer for $349.97 
on Black Friday this year, down from the regular price of $449.97. 

That discount might seem impressive, except that NerdWal-
let said Office Depot was selling the exact same printer for 
$349.98—effectively the same price—on Black Friday last year.

Apparently, this is one case, at least, where a year’s worth of ad-
vances in printer technology failed to make an older model any 
less expensive. 

Office Partners Hosts 2014 
‘Grand Ole Gathering’ in 
Nashville
At the Office Partners meeting, the group’s founder 
and president Jim Hebert was recognized for his 
recent “Lifetime Industry Achievement Award” 
from the Business Solutions Association (BSA). 

For anyone looking to get a better 
handle on the trends and market forc-
es shaping the industry today, the 
place to be last month was the Office 
Partners “Grand Ole Gathering in Nashville, where Harbinger Na-
tional CEO and managing director Mike Rowsey offered a broad 
ranging overview of the current state of the industry as viewed 
through the eyes of a seasoned veteran with over 35 years of OP 
experience.

In his presentation, Rowsey painted a picture of an industry fac-
ing some tough challenges. Declining demand for traditional core 

http://www.idealercentral.com/Watch_List
mailto:Simon@IDealerCentral.com
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office products, the emergence of aggressive new competitors 
like Amazon, Costco and Walmart and weak job trends in key 
sectors such as financial services and the public sector have 
combined to create a difficult environment up and down the sup-
ply chain, he contended.

“You wake up every day and you’re already a negative two [in 
terms of sales], not because you lost business to anybody but 
because there’s less of the products that we normally sell every 
day being sold,” he told the group. “And that’s a fact of life that 
we all have to deal with.”

Not all the news was negative, however. Independents, Rowsey 
maintained, can look forward to new business opportunities com-
ing their way as a result of big box consolidation and restructuring.

The next two years will see 1,000 big box stores closing through-
out the United States and with each store averaging about $2 
million in annual sales, they represent a total of some $2 billion 
in business that will be looking for a new home, he pointed out.

But even though the independent dealer community has a clear 
opportunity for growth from those stores closings, the critical 
question is how best to take advantage of it.

For Rowsey, a key part the answer to that question comes down 
to how dealers manage their product mix.

“You have to broaden the offering of product that you sell and 
get into alternate categories if you’re going to offset the negative 
trends in the marketplace,” Rowsey told Office Partners members.

He gave kudos to the industry’s wholesalers for their efforts to 
encourage greater dealer participation such as food and bev-
erage, breakroom and janitorial products but stressed that the 
dealers themselves are ultimately responsible for their success 
or failure in those markets.

“The good news is that there are clearly things you can do about 
all the negative trends but nothing is going to change on its own,” 
he warned. “You have to commit to change and be willing to take 
the initiative on these news categories. “The world’s going to be 
pretty ugly if you don’t.”

In addition to Rowsey’s presentation, Office Partners’ 16th annu-
al get-together also featured the traditional dealer-manufacturer 
one-on-one sessions, special presentations by BIC Graphic’s Tr-
ish Daly, NextMajor’s Matt Gresge and RDA Advantage’s Mark 
Lyle, as well as training sessions on the group’s GSA program.

In addition, Office Partners founder and president Jim Hebert 
was recognized at the meeting for his recent “Lifetime Industry 
Achievement Award” from the Business Solutions Association 
(BSA). 

Also of note at Office Partners, the group recently raised over 
$32,000 for City of Hope and Children’s Hospital of Alabama 
through its Fishin 4 a Cure fundraiser.

The three-day event, held at the Dream Lake Lodge in Living-
ston, Alabama, drew participants from Hawaii to Maryland for 
some world-class fishing in support of two worthy causes.

Millennials, New Technology Are Focus of ECi 
Connect Conference

Ron Books, ECi President and CEO

Trevor Gruenewald, COO

There has never been a better time to be a small or medium-sized 
business but if things are going to stay that way, the entrepre-
neurs who run those businesses will need to embrace their inner 
millennial and reach out to what is rapidly becoming a key seg-
ment of both the workforce and the overall customer base.

That was the message that came through loud and clear from 
ECi president and CEO Ron Books and COO Trevor Gruenewald 
at Connect 2014 in Las Vegas last month.

The event, ECi’s third national user conference, drew close to 
900 attendees from nine different countries and 45 U.S. states 
for three days of education and networking.

In a joint presentation at the conference’s opening session, 
Books and Gruenewald focused on the key factors that are put-
ting millennials, the group born between 1980 and 200, in the 
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economic driving seat: 

•  There are now more than 80 million millennials in the U.S. 
alone and they represent both the largest segment of the 
population and also the fastest growing segment.

•  Millennials are expected to make up more than half of 
the total workforce by 2020 and 75% of the workforce by 
2025.

•  Millennials spend more than $600 billion a year at retail 
and that number is expected to more than double by 
2020 to $1.4 trillion.

In addition, they highlighted the key characteristics of millennials 
that ECi’s own customers need to respond to if they are to tap 
the full potential millennials represent.

Millennials look at the world through a largely digital lens, they 
said. They spend over 17 hours a week on social media on aver-
age and over 80% of them are on Facebook.

In a recent poll, nearly 40% of millennials said they distrust big 
business, a finding Books and Gruenewald suggested makes 
small and medium sized businesses particularly appealing for 
them.

Millennials are environmentally conscious, which makes it im-
portant that any business seeking either to sell to or hire millen-

nials has a strong “green” component to its value proposition, 
Books and Gruenewald pointed out.

Millennials are also socially aware, they stressed, and that makes 
it important for them that the businesses they buy from and work 
for support the same kind of causes and values that they do.

And while they are often accused of lack of loyalty to their em-
ployers, that is largely a myth, Books and Gruenewald contend-
ed. Millennials can be extremely loyal if they feel like they’re be-
ing treated in a way that recognizes what’s important to them, 
they said.

It’s not necessarily about the product or the price with millenni-
als, they suggested. It’s more about the total purchasing experi-
ence or working environment.

Small and medium businesses are well positioned to appeal to 
millennials, Books and Gruenewald maintained. Their ability to 
be non-conformist and flexible and nimble means they can at-
tract the millennial customer base in a much better way than 
larger organizations can. 

Also at the conference, ECi introduced a broad range of new pro-
grams and enhancements to its various office dealer systems.

L E A R N  M O R E  AT:  
www.edexpo.com

February 22–24
Atlanta, GA

ED
expo2015

Increase Your Customer Base 
Beyond the Front Office

 V World’s largest selection of 
products for students and 
teachers from PreK–Higher Ed. 

 V Business sessions packed with 
valuable strategies to grow your 
independent dealership.

 V Huge show specials guaranteed  
to save you money.

 V Unlimited opportunities to 
connect with educational 
professionals and grow  
your dealership.

Feb. 20-24  |  Atlanta, GACO-LOCATED 
WITH:

http://www.edexpo.com


Get Mobilized With 

OP RevelationTM

Itʼs a fact.  The work force is aging and is being replenished by millennials. It 
is more important than ever to enable your customers to interact with your 
company by using their smartphones and tablets.  BMI has taken the same 
power and ease of use that our e-commerce site is famous for and extended 
that to Iphone/Android Smartphones and Tablet devices.  Donʼt lose 
business to the Power Channel because your e-commerce site is not 
mobile/smartphone ready. 

Visit us on the web at http://www.bmiusa.com/office-products-distribution-
software or call us today, toll free, for a free consultation at 888-580-8382, 
X206. 

  

http://www.bmiusa.com/office-products-distribution-softwareor
http://www.bmiusa.com/office-products-distribution-software


DECEMBER 2014 INDEPENDENT DEALER PAGE 26

INDUSTRY NEWS continued from page 24

CONTINUED on page 28 >>

They included:

•  OfficeShopper, a new mobile e-commerce app for use on 
both iOS and Android platforms

•  Red Falcon, the next generation system for both Britannia 
and Red Cheetah

•  ECi HostIT, a cloud-based program that allows users to 
provide employees with only the specific applications 
they need for their particular desktop. 

•  Enhanced customization capabilities for the CRM compo-
nent of Acsellerate, to support targeted marketing, sales 
management and reporting

•  Integration of Acsellerate with ECi’s Team Design contract 
furniture dealer management system

•  Version 8.7 of its e-automate office equipment dealer 
software solution, with new features and enhancements 
including the option for contracts and service calls that 
are not tied to specific equipment. 

•  In addition, the new FMAudit User group held its inaugu-
ral meeting in conjunction with the conference.

To see a video ECi presented at the conference on the power 
of small and medium-sized businesses and their entrepreneurial 
spirit, click here.

Next year’s Connect Conference is scheduled for November 9-11 
at Disney’s Coronado Springs Resort in Lake Buena Vista, Florida.

KiSP Partners with Artcobell on KITS Collaborator App
Office furniture technology provider KiSP, Inc. last month an-
nounced a new partnership with Artcobell to support the manu-
facturer’s entire product catalog portfolio on the KITS collabora-
tor mobile sales platform. 

Artcobell field sales personnel will now have instant access to 
find, visualize and quote products on the iPad tablet device when 
working directly with dealers and customers.

“We’re excited to be the first to bring the very latest in mobile 
sales technology to our marketplace” said Sharad Mathur, vice 
president of sales, marketing and product for Artcobell. “The 
KITS collaborator will allow us to provide our clients with instant 
answers to a variety of questions and situations that we encoun-
ter when engaging them with our product solutions.”

Designed to dramatically accelerate the ideation and budgeting 
process for furniture sales professionals, the KITS collaborator 
app will also be available for download to Artcobell dealers.

Visit www.kisp.com/kits for additional information.

TriMega Hosts Supplier Advisory Council Meeting
TriMega Purchasing Association reported that it held another 
meeting last month of the group’s Supplier Advisory Council. The 
meeting brought together members of TriMega’s board of direc-
tors, executive management team and a select group of leading 
supplier industry partners. 

Topics for discussion, based on feedback from the group’s first 
session in July, centered on three key areas: a Point-of-Sale 
(POS) sharing initiative, e-content and digital marketing. 

The TriMega team shared progress on exploring a solution to 
provide enhanced POS data from TriMega members’ sales to its 
suppliers. 

While the organization currently provides this to select suppliers 
for its DSC larger dealer members, the solution presented would 
streamline the data gathering process while transforming the 
analytic capabilities through a real-time, comprehensive, dash-
board approach. 

“We believe this tool would allow TriMega’s preferred suppliers to 
gain meaningful visibility into their sales in the independent deal-
er channel, via actionable analysis and reporting,” commented 
TriMega president Mike Maggio. “We’re still exploring partners 
in this effort, and will report back to the council on progress and 
next steps,” he said.

Council suppliers also received an update on TriMega’s prog-
ress in developing an enhancement to its e-content offering for 
dealers in an effort to respond to the growing shift from print to 
digital. 

“We firmly believe that expanding the content choices for today’s 
independent dealer, giving them more control over what they can 
sell on their websites, is mission critical in today’s digital driven 
marketplace. And it is important to note that  we plan to work 
closely with both S.P. Richards and United Stationers so that the 
e-content solution we are developing will fit seamlessly with the 
content they currently offer independent dealers,” Maggio com-
mented. 

“Doing so allows both our members and our suppliers to grow 
market share, improve their speed to market and increase mar-
gins. We look forward to be able to share the solution we are at 
work on in the coming months,” he concluded. 

Finally, the group explored digital marketing efforts and took a 
look at TriMega’s plans to expand its Torque email marketing 
campaign (featuring Meg) to include other digital marketing tools 
and applications. 

“What started as an email marketing program for our members 
will steadily grow to add additional digital touch points to drive 
sales from the inbox, from a dealer’s website or anywhere that 

http://www.ecisolutions.com/about-us/video-proudly-supporting-entrepreneurial-spirit.aspx
http://www.kisp.com/kits
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customer may be on the web,” commented Michael Morris, Tri-
Mega’s VP of marketing. 

“I found this meeting to be highly productive,” commented Casey 
Avent, VP of sales for Smead. “We are tackling precisely the issues 
that we need to be addressing as a channel in today’s changing 
marketplace—and most importantly, we are doing so together.  I 
commend TriMega for bringing us all together for this candid dia-
logue and debate. I am pleased that Smead is a part of this council 
and I certainly look forward to continuing on these forums for con-
structive discussion—and problem solving,” he added.

United Stationers Unveils Speakers and Topics for 
CORE Live Event

Grammy-winning country music group Little Big Town will provide Nashville-style 

entertainment at United Stationers’ CORE Live event.

United Stationers and Lagasse last month announced initial  
details of their CORE Live event that will take place February 
16-19, 2015 at Gaylord Opryland Resort & Convention Center in 
Nashville. 

Theme of the event is Emerge 2015. United said it is designed to 
help independent dealers and distributors from across the coun-
try sharpen their skills, benchmark their business practices and 
access industry resources to help them win with their customers.

“We see markets and purchasing behaviors changing rapidly, 
and many trends affect how our customers need to plan for their 
future,” said Diane Hund, vice president of marketing for United 
Stationers/Lagasse. “This event focuses on equipping resellers 
to compete in the changing economy and provides the oppor-
tunity to interact with suppliers and resellers nurturing a robust 
learning environment.”

Keynote Speakers will include:

•  Jeremy Gutsche, described as “a new breed of trend 
spotter” by The Guardian and an “intellectual can of Red 
Bull” by Association Week, who will deliver a keynote 
address on what the future holds for business leaders

•  Chris Hodson, associate and partner at Cleveland Re-
search Company, an independent equity research firm, 
who will provide insights on the industry from an inves-
tor’s perspective

•  James Sun, an entrepreneur and a finalist on Donald 
Trump’s “The Apprentice” TV show who will offer a key-
note address on how small businesses can build loyalty 
and grow in an increasingly global market

•  United Stationers CEO Cody Phipps, who will address 
attendees on the state of the industry and provide an 
update on the company’s strategic direction

In addition, breakout seminar tracks will cover a broad range 
of topics that address critical business issues and provide 
best-practice insights while the CORE Live Exhibition and Trade 
Show will feature over 160 suppliers of business essentials rep-
resenting cleaning and hygiene, food service and breakroom, of-
fice products, furniture, technology, and safety categories.

Headlining entertainment for the event will be Grammy-win-
ning country music group Little Big Town. In 2014, the group’s 
most-recently released album went platinum and they served as 
mentors on the hit TV show, The Voice. 

Baumgartens Selected as Finalist for State ‘Small 
Family Business-of-the-Year’ Award 

The Baumgarten team receives their Small Family Business of the Year award (Left 

to right): National sales manager Tom Edgeworth, family member Nancy Baumgarten 

Butler, EVP David Baumgarten, David’s wife Kwiyoung Baumgarten and VP and 

general manager Tim Grabrovaz.

Atlanta-based office supplies manufacturer Baumgartens has 
been chosen as a finalist for the Georgia Family Business of the 
Year Award. 

The award is presented by the Cox Family Enterprise Center at 
Kennesaw State University’s Coles College of Business and rec-
ognizes outstanding family firms that promote family involvement 
in the business, innovative business practices or strategies, con-
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tributions to the community and business success. 

“Baumgartens uses creativity and innovation to offer the best 
to their clients and it is inspiring to see the incredible resources 
they generously and continuously put into products and projects 
to support their industry and to sustain our planet,” said Dr. Gaia 
Marchisio, executive director of the Cox Family Enterprise Center. 

“This is a family business that leverages past values and tradi-
tions to live purposefully in the present and to build a stronger 
future for all their stakeholders.”

New Brother P-touch Label Maker  
Features Full-Color LCD Display

Brother International has introduced a new addition to its P-touch 
label maker line that it says is the first with a full-color LCD dis-
play.

The PT-D600 is designed for higher-volume business users 
and features a full-color LCD display intended to provide a true 
WYSIWYG image of the label being created. The machine also 
shows edits in real time and automatically detects and displays 
the color of the labeling tape installed in the machine.

For more information, visit www.brother.com.

Clover Releases Fifth Annual Sustainability Report
Clover Holdings, parent company of Clover Technology, West 
Point and other brands, last month announced the release of its 
2013 Sustainability Report, the fifth released by the company.

The report highlights the major environmental impacts of Clo-
ver’s imaging supplies and telecom business operations in 2013. 
Key findings include:

•  Clover collected over 66 million cartridges  and repaired 
over 10,000 telecom hardware units.

•  The average ink cartridge contained over 95% post-con-
sumer recycled content and the average toner cartridge  
contained 85% post-consumer recycled content.

•  Clover recycled 22,705,16 7lbs of materials.

“We are proud of our progress and our ability to deliver solutions 
that improve both the environmental profile and the bottom line 
of our customers,” said Clover CEO Jim Cerkleski. “In 2013, we 
continued to live up to this commitment in the way we manufac-
ture our products, maximized reuse and minimized our environ-
mental impact.”

To view the report, visit www.clovertech.com/sustainable.

Diversified Woodcrafts Offers Create  
& Explore $40K Giveaway
Furniture manufacturer Diversified Woodcrafts is offering school 
districts a chance to win $40,000 in Diversified/Shain brand fur-
niture as a way of celebrating its 40th year in business.

Now through January 31, teachers and education officials can 
submit a 1-2 minute video explaining why their school needs 
new furniture and identifying their “dream piece” and how they 
would use it.

Educators and others can cast votes for the videos, with vot-
ing ending February 28. A Diversified Woodcrafts team will then 
review the top ten vote getters and one will be selected to win 
$40,000 worth of furniture.

For more information, visit www.diversifiedwoodcrafts.com.

in memoriam: William Atherton, Sr.
William Atherton, Sr., an industry veteran who held senior 
sales and marketing positions with several office products 
manufacturers before forming his own independent rep 
organization, died November 15, at his home in La Quinta, 
California after a brief illness.

Bill is survived by his wife, Cheryl; five children: Bill Jr., 
David, Susan, Sharon, Jason; eight grandchildren and six 
great-grandchildren.

A leader in the office products industry for over 40 years, he 
served as vice president of sales and marketing with Dymo 
and Rotex before forming his own rep firm, W. G. Atherton & 
Associates, in 1979.

In lieu of flowers, the family requests any donations be sent 
to the City of Hope, 1055 Wilshire Boulevard, Los Angeles, 
CA 90017.

(www.cityofhope.org/national-business-products-industry)

http://www.clovertech.com/sustainable
http://www.diversifiedwoodcrafts.com
http://www.cityofhope.org/national-business-products-industry
http://www.brother.com


CONTINUED on page 31 >>

It’s been a challenging time, 
putting it mildly, for Hewlett-
Packard and its distribution 
partners, with a new Qualified 
Reseller program that calls for 
a new level of commitment 
from dealers looking to sell 
original HP supplies and more 
than a little confusion in the 
marketplace about whether or 
not those dealers are required 
to report end user sales data 
for their HP supplies business.

To get a better sense of 
what it all means for the 
dealer community and some 
insight into HP’s view of the 
independent’s role in their 
distribution going forward, 
we asked Steve Sakumoto, 
vice president and general 
manager of U.S. supplies at 
HP, for his perspective on 
what’s going on. Here’s what 
he had to say. 
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There’s been confusion 
in the dealer community 
in recent months about 
whether or not HP is 
requiring its dealers to 
report end user sales 
data. What happened? 
Was the notice that went 
out just a mistake?
No, it wasn’t a mistake. The requirement 
for end user reporting is a Hewlett-
Packard partner program requirement but 
it only applies to hardware products. 

For supplies, the Qualified Reseller 
program that went into effect on 
November 1 supersedes the hardware 
requirements.  The Qualified Reseller 
program does not include a requirement 
to report end user data on HP supplies 
sales. However, if you are a reseller who 
sells both HP supplies and HP hardware, 
you still have to follow the reporting 
requirement for end user hardware sales. 

If reporting end user 
sales data isn’t currently 
a requirement for HP 
supplies, do you ever 
foresee a situation where 
HP might introduce it as 
part of the requirements 
for the Qualified Reseller 
program?
You never say never but at least for the 
foreseeable future, we do not see that 
happening. For any manufacturer with 
scale, collecting data of any kind is a 
very costly endeavor and there is no real 
business use on the supplies side that 
can justify that cost. 

On the hardware side, it’s a different 
story. In a lot of cases, the data has 
already been collected—when the 
product is drop-shipped to the end user, 
for example. On the hardware side, the 
thinking is, if the data is already being 
collected, let’s use it in a manner that can 
help the customer in areas like warranties 
and service and so on.

If I’m an HP hardware 
reseller and I’m reporting 
end user sales data, 
should I be concerned 
that the end user sales 
data I’m reporting could 
be used by HP to sell my 
customer direct?
You can get paranoid about that if you 
like, but it really doesn’t make any sense. 
Typically, HP is going to sell to its largest 
customers and rely on our channel 
partners to sell the vast majority of the 
middle market and the small business 
and consumer markets.

We have always had a policy of selling 
direct to the Fortune 2500-3000 market 
and we don’t need reseller data to figure 
out where those companies are. There’s 
a myriad of market intelligence firms who 
are more than happy to sell us that data. 

The value of end user sales data for 
HP does not lie in telling us who the 
customer is. For a successful sales effort, 
you still need people on the street, you 
still need the relationships and you still 
need a high level of product and market 
knowledge.

You can’t replace all that just by getting 
end user sales data. And besides, if HP 
wanted to go direct, we have the data 
we need already. We don’t have to get it 
from anybody. 

Does any of the hardware 
end user sales data 
get used on the sales 
side in addition to any 
supporting warranties 
and service-related 
activities?
Absolutely. It’s used to calculate sales 
force compensation, for example. If a 
product is shipped to a reseller in Atlanta 
but that reseller is selling the product 
to someone in New York City, it makes 
sense to track where the ultimate end 
user is, so that the New York City sales 
rep who actually helped close the deal 
can get credit for it. 

We also do general market tracking to 
gain a better understanding of where 
product is being sold to the ultimate 
end user as opposed to point of resale. 
We are very much in a boundary-
less business today and we need to 
understand where the product ends up, 
rather than just who you ship it to, in 
order to manage that business properly.

The notice that went 
out referencing the end 
user sales data reporting 
requirement was seen 
by more than just a few 
dealers as part of a plan 
to strengthen HP’s own 
direct sales efforts. How 
important are direct sales 
to HP? 
It really depends on the product category. 
For the big, enterprise-type systems, 
selling direct is extremely important. At 
the other end of the spectrum—small 
and medium sized businesses and  
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consumers—it’s not important because 
most of our sales go through resellers.

The bulk of our supplies business—
over 95%—is sold indirectly through 
the channel. That has always been the 
case and at least as far as our crystal 
ball can tell us, that’s going to remain 
the case going into the future. We do 
not see a scenario where HP has either 
the capability or desire to sell supplies 
directly.

How important to HP 
are its sales through 
the independent dealer 
channel?
Independents account for roughly a third 
of our channel business. We have always 
valued those independent resellers for 
their local touch and their local customer 
service capabilities. There are still many 
customers out there who prefer to 
deal with a local business entity, either 
because they like local service and the 
more immediate access or they want to 
promote their local community in general.

That customer base tends to be 
extremely loyal to their independent 
reseller and because of their local 
presence, that reseller has the ability to 
provide a superior service experience. 
We certainly want to make sure that HP 
is part of all that.

What would you like to 
see independents doing 
more of?
In many ways, our Qualified Reseller 
program answers that question. We 
started work on the qualified program 
about two years ago, because we saw 
broad customer dissatisfaction in the 
open marketplace with the presentation 
and representation of HP ink and toner.

Brand violation was rampant and there 
were a lot of situations where consumers 
thought they were buying HP OEM 
product because of the way it was  
being presented and then were 
disappointed when they found out that 
wasn’t the case.

The Qualified Reseller program seeks to 
change all that. Our goal is a scenario 
where 100% of the time, customers are 
satisfied with their HP purchase and 
the HP brand is properly represented. 
We’re not there yet and we can always 
do better but the Qualified Reseller 
program has made some significant 
improvements.

The requirements HP 
introduced over the 
past year or so have 
reduced the number 
of HP resellers quite 
dramatically. What does 
the channel look like now 
as a result?
We have eight Tier I distributors today 
and that hasn’t changed from last year. 
On the reseller side, we’ve gone from 
over 15,000 resellers two years ago, 
when we had completely unmanaged 
open distribution, to about 5,000 
Qualified Resellers today.

What impact has that 
had on your overall 
supplies sales?
We haven’t lost any business that we’ve 
been able to notice. Those customers 
who were buying from the 10,000 we 
lost are either buying from the 5,000 who 
are left—and we have seen their sales 
increase—or they have shifted to the big 
national accounts or started buying online. 

The trend in our supplies sales has stayed 
steady through the last few years.

How would you 
define the ideal HP 
reseller, particularly 
in the context of the 
independent office 
products dealer channel?
We want a situation where 100% of 
all the transactions and customer 
interactions with HP product are positive, 
constructive engagements and where HP 
is properly represented so that at the end 
of the day, every customer is satisfied 
100% of the time. That’s the ideal.

Does HP’s definition of 
an ideal reseller include 
any tolerance for the sale 
of HP-compatible ink 
and toner products?
Absolutely. If you’re an independent 
reseller, part of your longevity depends 
on selling a broad assortment of 
products. 

If you want to sell reman toner, go ahead 
and do it and do a great job of it. But if 
you want to sell HP ink and toner, then 
we expect you to be all-in and also do a 
great job, independent of anything else 
you might sell.

Is there a percentage of 
reman above which it 
would not be a good idea 
to go?
We have no preconceived notion of 
percentage. What we are concerned 
about is if you are using the HP brand 
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and misrepresenting the HP brand in any 
way to encourage or enable the sale of 
alternatives. We consider that as not a 
good presentation of the HP brand.

There have been fairly 
widespread prophecies 
of gloom and doom in 
recent years about the 
demise of the paper and 
ink and toner markets 
as digital storage and 
communications become 
increasingly important. 
What’s your own view 
of what’s happening and 
do you see any areas of 
actual opportunity for 
independent dealers to 
grow their ink and toner 
business?
I cannot speak for all print manufacturers 
but from HP’s perspective, there are two 
areas where we see opportunities for 
immediate growth.

First of all, there’s expansion into the 
copier side of the business. HP has 
primarily been a lead player in the office 
printing market and today, we are rapidly 
trying to expand into the office copier 
business. We see some huge growth 
opportunities for HP in that market.

The other area where we see a lot of 
potential is Managed Print Services. 
More and more customers today are 
looking to get out of the business of 
running their print fleets and buying toner 
and paper. They want to find someone 
who can come in and take over that 
whole process for them and again, that 
means a lot of growth potential for HP.

Let’s switch gears 
completely and talk 
about City of Hope. I’m 
sure your duties at HP 
keep you plenty busy. 
Why would you get 
involved in City of Hope 
and what are your goals 
for next year’s campaign 
as 2015 Spirit of Life 
honoree?
HP has been involved with the City of 
Hope for over 15 years and for good 
reason. We feel it’s very important, as part 
of HP’s involvement in the office products 
industry, that we give back to the 
community and support those causes that 
the industry supports. City of Hope is the 
industry’s primary cause and we’re very 
much committed to supporting it, too.

I’m obviously very honored to be asked 
to serve as this year’s honoree. My 
objective is to beat last year’s campaign, 
which raised $12.45 million, but whatever 
our number turns out to be, we will be 
doing as much as we can to support the 
work of City of Hope and its remarkable 
record of research and treatment of life-
threatening diseases.

Do you have any 
suggestions on how 
the independent dealer 
community can best 
support your campaign?
I would just ask independents to get 
involved. At last count, there are at least 
25 different national industry events 
scheduled across the U.S. in support of 
the City of Hope for 2015.

I would encourage all our partners to 
participate in as many of them as they 
can. If that’s not possible, there’s still 
a lot they can do locally—whether 
it’s a fundraiser internally within their 
dealership or a local consumer show that 
has a City of Hope dimension. Whatever 
form it may take, I hope they will get 
involved in some way. 

Any parting words for 
the independent dealer 
community?
From HP’s perspective, we really value 
our independent dealer partners because 
of their ability to provide outstanding 
local service to customers who want 
to do business with a local business 
provider. We have always held that view 
and we don’t see that ever changing 
in the future, regardless of all the other 
market trends that are out there.

We want to recognize and salute the 
service they provide to their communities 
and we want to make sure they stay 
healthy. As a manufacturer, we’re always 
open to suggestions on ways we can 
support them and their efforts.
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 Keep an Eye Out For 2015 Renewal Notices Coming Soon! 

After serving as a NOPA board member 
since 2011 and chair of the IOPFDA for 
the past three years, Mike Tucker, presi-
dent of George W. Allen Co. in Beltsville, 
Maryland, will be turning over the reins of 

leadership at the IOPFDA to Rod Manson, 
NOPA board member since 2012 and cur-
rent IOPFDA vice-chair. 

Manson began his industry career in 1994 
as a store manager at Staples. He quickly 
moved to Staples’ Direct Business Deliv-
ery division where he opened their North-
ern California territory. In 1997, he joined 
Corporate Express and stayed with them 
until 2004, when he started his own deal-
ership in San Diego.

Nominated by long time NOPA and IOPF-
DA advisory board member Charles For-
man, executive vice president of Inde-
pendent Stationers, Manson became an 
active member of both the board and the 
association’s Legislative & Regulatory Af-

fairs committee, where for the past two 
years he has served as chairperson. 

Working closely with IOPFDA director of 
legislative and regulatory affairs Paul Miller, 
Manson and his fellow committee mem-
bers have identified a number of key dealer 
issues, including fair and open competition 
in procurement, small business healthcare 
reform and Internet sales taxation. 

“Under Mike Tucker’s direction and with 
the assistance of Paula, Kreuzburg and 
the team at Clemons & Associates, we are 
more focused than ever in support of the 
success of the independent dealer com-
munity,” said Manson. “I hope to continue 
to reinforce the association’s brand identi-
ty and broaden our industry offering.”
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Mark Porter

New Focus
Mark Porter, president of Porter’s Office 
Products in Rexburg, Idaho, says the re-
cent recession was when things in the of-
fice supply market started to go bad. 

“Companies had to cut expenses and the 
first thing they cut was office products,” 
he says. As the economy improved, Por-
ter says companies discovered that they 
were able to get along with less. 

“Even though it’s coming back, we aren’t 
ringing up a lot more sales,” he says. “Of-
fice supply spending is continually going 
down. It will never go away, but it is being 
reduced.”

To survive, Porter’s Office Products has 
learned to adapt. While all of its sales reps 
are responsible for new business acqui-
sition, the company has reorganized to 
focus on new business. When a custom-
er makes an initial inquiry, the account 
is funneled to one inside person who is 
responsible for entering the potential cli-
ent’s information into the Porter’s Office 
Products CRM. That person is then re-
sponsible for following up with an email or 
thank you card. 

“We’ve found it’s easier and more suc-
cessful that one person handle this type 
of function,” says Porter. “While this is 
primarily a sales rep job, we moved the 
person into a sales specialist role that 
supports the reps. This person has selling 
experience and they handle special sales 
projects, one of which is new business.”

Porter’s Office Products sets a monthly 
goal for its reps on presentations or calls 
made on new business, and the compa-
ny sets quarterly and annual sales goals 
for new business. As an added incentive, 
the company leased a BMW and set up 
a points system. The sales rep who hits 

their minimum goal and has the highest 
amount of points gets to drive the BMW 
for a month. 

“The BMW has been a pretty good 
motivator,” says Porter. “Those who get 
to drive it don’t want to give it up, and it’s 
created some fun competition among the 
reps. The cost of the lease is inexpensive if 
you look at how much sales it generates.” 

Porter says one of his company’s biggest 
challenges is getting the reps to go out 
and generate new business. “A lot of them 
get in their comfort zones,” he says. “You 
have to get out and meet new people and 
ask for business. After we get the reps to 
do that, the obstacle is getting businesses 
to change. We could offer customers all of 
their office supplies for free and many of 
them still wouldn’t buy from us because 
they’re afraid of change. Too many are 
afraid if they change and things go wrong, 
they’ll look bad in front of their coworkers. 
You have to connect with potential cus-
tomers and show them that making the 
change to a new supplier will make them 
look better.”

Like many of the other independent 
dealers we spoke with, Porter says the 
big buzzword in the industry is facilities  
supplies. 

COVER STORY
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The traditional office products market continues to shrink as companies 
downsize and go digital, and businesses close or are acquired. To 
stay relevant – and afloat! – independent dealers must develop new 
channels of business. That means moving into new verticals, offering 
a broader range of products, providing new services, generating new 
leads, and connecting with potential customers in unexpected ways.

We spoke with five independent office supply dealers to find out how 
they’re growing their businesses by keeping things new, and this is 
what we learned:
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“Break room and janitorial items are be-
coming a big focus for us and like most 
other dealers looking for growth, get-
ting into new categories is the key,” he 
says. “We have everything for the office, 
and now we can sell janitorial products, 
cleaning supplies, paper towels, toilet 
tissue and more. Our next focus is going 
through our top office product customers 
and identifying which to go after for their 
facility supplies.”

Porter says he’s also had success devel-
oping new business by getting his drivers 
involved. “If we’ve made initial contact 
and the person seems interested, we will 
have our delivery driver stop by and drop 
off a little packet of samples as a way to 
say thank you and to introduce ourselves 
to the customer. Many feel like that’s a 
nice touch, and it lets them get to know 
our support team before they place their 
first order.”

Porter’s Office Products currently utiliz-
es a closed website where current cus-
tomers can place orders, but Porter says 
they’re in transition. “We are upgrading 
to ECI’s latest web-ordering platform and 
converting existing business to online,” 
he says. “The goal is to see how much 
business comes in online. We are setting 
up email campaigns, as well. And for new 
customers, we are trying to show them 
our website capabilities. We’ll be spend-
ing next year on SEO and blogging to get 
people to come to us. We have the capa-
bilities, our goal is to convert prospects 
into customers.”

Porter says his company has renewed 
its focus on new business development. 
“Having a sales specialist supporting our 
reps in follow-ups for new business as 
well as having our delivery drivers partic-
ipate in recruiting new customers is help-
ing us in this area,” he says. “These ac-
tions are all new within the last six months 
and we’re starting to see some traction.”

Norman White

New Leads
Norman White, president and CEO of 
Newtown Office Supply in Newtown, Pen-
nyslvania, says consumers are spending 
less these days, and his company needs 
to add new customers in order to grow its 
business.

“Everyone here is extremely focused on 
new business,” he says. “We consider it 
a sales urgency and to motivate them, we 
pay our sales people a significantly higher 
commission during the first year of a cus-
tomer’s sales.”

Sales representatives at Newtown Office 
Supply spend about 40% of their time on 
new business development, and all team 
members are assigned to this task. White 
says he’s not focused on the numbers of 
accounts acquired; instead, he looks at 
new business dollars.

“The biggest obstacle is that many pros-
pects don’t even know that [independent 
dealers] like us exist,” says White. “If we 
get someone to consider us we have a 
very high closing ratio.”

White uses the appointment-setting pro-
gram SalesTactix to generate leads and 
get sales reps in the doors of potential cli-
ents. Some of its most successful sources 
of new business are non-profit, legal and 
healthcare industries.

 “SalesTactix has been very successful at 
getting us a quality and qualified appoint-
ment,” he says. “We have been focused 
on new business for many years. The 
main difference in what we do today is the 
appointment-setting program.”

While online ordering hasn’t generated 
many new accounts, White says it has 
had an impact on order size. “We recent-
ly restructured our pricing and have seen 
higher average orders and more items on 
orders than before,” he says.  

New Products
With sales of traditional office products 
going down, Sidney Genius, CEO of Lou-
isiana Office Supply Company in Baton 
Rouge, Louisiana says his company has 
had to pursue new avenues. 

“We started working on a formal new 
business development plan the later part 
of last year, and we’re still working on it,” 
he says. “So far, it’s going well.”

Part of that plan is bringing in new lines 
of products, such as janitorial and facili-
ty supplies. Another part is taking those 
additional products and going after new 
markets, such as restaurants. Louisiana 
Office Supply Company doesn’t have a 
single person dedicated to its new busi-
ness mission. Instead, the existing sales 
team scouts new accounts and reports 
progress during the company’s regular 
sales meetings.

“We did put one person in charge of our 
janitorial division,” says Genius. “He has 
a good background in LED lighting, and 
he’s hired several sales people who work 
on selling janitorial and facilities supplies.”
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Genius says his company doesn’t set specific new business 
goals: “We just expect an increase over what had been,” he says. 
“To date, it’s increased about three times.”

While bringing in new business has lots of upsides, there are 
challenges, too. “Knowing what we need in the way of new in-
ventory is part of it,” says Genius. “During the year, we slowly 
add the new products to our stock. The other big challenge is 
letting people know we’re in this category.” 

Genius addresses that challenge by ensuring that his sales team 
tells customers about new product offerings. Existing custom-
ers get information about new products delivered in their orders. 
Genius says he uses flyers supplied by United Stationers to pro-
mote the new products. His staff also comes up with marketing 
pieces on its own, including a line of chemicals they sell from the 
private label chemical manufacturer Chemical Universe. 

“We offer a bulk form of chemicals and have a dilution system,” 
says Genius. “End users can cut the cost of the product through 
this system, and it’s becoming very popular.” 

While online ordering has helped with the customer’s ease of sale, 
Genius says it hasn’t had a big impact on new business. “New 
sales are still mainly about somebody pounding the streets,” he 
says. “Three or four years ago, our salesmen were out there sell-
ing traditional office supply products. Today, they have additional 
products to sell. Things are changing, but how sales are made is 
staying the same.”

Steven Woodall

New Methods
Steven Woodall of Reliant Business Products in Houston, says 
new business development is a vital part of being a successful 
independent dealer.

“We have to go after new business,” he says. “Quite a few cus-
tomers have been with us for 20 years. Sometimes we lose 
customers because they sold out to someone else. If we’re not 
looking for new business, then when stuff like that happens it 
doesn’t look good. That’s why we have to go after new accounts. 
If you’re not growing, you’re dying.”  

Woodall was recently named vice president of sales and he is 
revamping sales strategies to gain market share. 

“We used to have goals on the number of calls our reps made, 
but I want to change stuff up,” he says. “If all they’re doing is 
making calls to hit a number, the quality of the call isn’t going to 
be good. When you set a goal of 40 calls, a lot of reps won’t take 
time to answer questions because they want to get off the phone 
and get to the next call. We’ve talked about doing away with call 
goals, moving toward face-to-face meeting goals. You need to 
make the call but you need to get a commitment for meeting. 
What matters is getting in front of customers and showing them 
what we can bring to the table. I’d like to have our reps shoot for 
having four to six good meetings a week. With three sales peo-
ple, that could be 18 meetings a week.”

To improve sales, Reliant Business Products implemented cus-
tomer incentives. For example, every new customer who spends 
more than $750 in a purchasing month gets $50. Woodall also 
offers sales reps an incentive; once they get four new accounts, 
they earn an extra $250 on top of their commission. 

“We think the bonus outside of commission is a good motivator 
because it’s not a negative to those who have a big account 
base,” he says. “We used to pay a higher commission on the 
first 12 months of new business, but then the commission would 
drop after that initial year to our standard rate. It’s a negative and 
a kick in the teeth to the reps who worked hard to grow the ac-
count. We’re thinking long term and we’re trying to make things 
simpler.”

All reps at Reliant are expected to open new business. Woodall 
says their biggest challenge is getting the meeting. “Some peo-
ple commit on phone and then they’re not there when our reps 
show up for the meeting,” he says. “It’s frustrating to the sales 
staff to get stood up.” 

For help getting the meetings, Reliant uses SalesTactix: “It helps 
verify and getting qualified leads and appointments,” he says. 
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Because they’re based on Texas, Woodall says his company has 
had recent success going after oil and engineering companies. 
The company used to have a large legal clientele, and Woodall 
would like to reintroduce his company to that market.  

“The office products market is shrinking, but lawyers still need 
their folders,” he says. 

Reliant Business Products is working on its email marketing, 
which Woodall believes will complement the leads it gets from 
SalesTactix. 

“We’re using ActOn.com for email marketing, which, when they 
use it, works well for our sales people,” he says. 

The company recently remodeled its website, and Woodall no-
ticed it gets a lot more traffic, with people signing up for ac-
counts. “They sign up but they don’t buy anything,” he says. 

Woodall says he’s trying to give the company owned by his fa-
ther a fresh perspective. “I’ve been an IT computer guy, and I 
don’t want sales people to worry about back end stuff,” he says. 
“I’m trying to create a sales assembly line, and I’m starting to put 
together a plan.”

Once sales people schedule a meeting with prospects, Reliant 
Business Products will have its drivers deliver a box that includes 
a letter that thanks them for scheduling meeting, sales flyers, 
product samples, and a sheet that provides access codes that 
let the prospect set up their account before meeting. 

“This gets the pricing issue out of the way,” he says. “We of-
fer aggressive pricing, and our price list compares us to Office 
Depot and Staples. When you get pricing out of the way, the 
meeting can be a value-add proposition, and we can show the 
customer how our service makes us the best choice.” 

New Criteria
Barry Farbstein, president of Premier Plus Office Supplies in Ke-
nilworth, New Jersey, says his company’s new business devel-
opment centers around making better choices.

“We’re doing more research on companies we want to do busi-
ness with,” he says. “Also, getting to the right person is more im-
portant than ever, otherwise we’re just wasting everyone’s time.”

When evaluating new companies, Farbstein says he looks at cer-
tain criteria, such as if the company is in a sector he wants to be 
in, if the company is geographically desirable, if the company 
has the right amount of people—about 25 or more white collar 

workers—and if the company has any recent news that could 
help the sales reps build the relationship.

“We are working harder than ever before not only to maintain 
the clients we have but to reassure existing and new that they’re 
getting great deals and working with the best possible choice 
that they can,” he says.

The Internet has given independent dealers a new challenge, 
says Farbstein. “Customers can open a browser and get five 
different prices on the same item,” he says. “We must convey 
the value of what our company brings to the customer. It’s not 
just price. You have to make this conversation a priority and talk 
about it constantly. You must let the customers know that your 
competition will be delivering low-ball flyers and not to be fooled 
by it.” 

Farbstein says Premier Plus sales reps have monthly and annual 
goals set in place, and bonuses depend on new business. “We 
have a number of calls goal, a number of sales goal, and we have 
a managing the pipeline goal,” he says. The company also uses 
SalesTactix to generate new leads, and Farbstein says he highly 
recommends using the service.

“We have a process in place that we utilize on a regular basis, 
and we’re focusing on companies that could help us make a dif-
ference in our business,” says Farbstein. “We’re looking for stra-
tegic partners with that will allow us to be more proactive than 
reactive.”

Barry Farbstein
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Introducing TaxRight™ by ComplyRight, a convenient tax form solution for 
small businesses — and an exciting sales opportunity for you!
TaxRight offers everything small businesses need to file W-2 and 1099 forms.  
The all-in-one sets come in quantities of 10 or 25 forms and envelopes.  
And, they’re available with or without software.

TaxRight Advantages:
✓Attractive All-in-One Kits

Forms, envelopes, transmittal form and optional 
software, all in one professional, protective box. 
Don’t send your customers a shrink-wrapped 
bundle with a generic tag stuck in it. 

✓�Compatible with Software
If your customers already have software on hand, 
our forms are guaranteed to be compatible.

✓50% Margin and Free Freight
You’ll enjoy a 50% margin and free freight … 
whether we drop-ship to your customer,  
ship to you or set up a stocking program  
for your location.

✓We’ll Help You Sell
We’ll provide you with a 4-page mini-catalog 
imprinted with your logo and contact information 
free of charge. Use them as handouts or order 
inserts to spread the word. Plus, we can provide  
a banner ad for your website that takes your  
customer to a freestanding landing page  
detailing the product choices.

Contact Maria today to get it right: 800-482-9367 Ext. 58004  
or email MDNavarro@tfpdata.com

Finally: Tax Forms Made Simple

Just 8 SKUs  

satisfy 80% of  

your customers’  

tax needs.

Finally. Somebody’s done tax right. TaxRight by ComplyRight.

24804-TxRghtIndpndntDlrAd.indd   1 7/24/14   2:45 PM

mailto:MDNavarro@tfpdata.com


Think of all the ways your company touches existing and po-
tential customers, of all the opportunities you have to impress 
or disappoint each day. It is the sum total of all of these impres-
sions and not a logo or a tagline that defines your brand and 
that determines the strength of the relationships you build. The 
S.P. Richards Market Share Development Program was built to 
help you make these touch points build brand equity. 

Promote your entire offering
A key component of your value proposition is your ability to of-
fer a single source solution to your customers’ business needs. 
S.P. Richards’ programs can help you make a powerful state-
ment online and in print.

SearchPro and  
Enhanced E-Content
Delivering a sub-par experience to today’s online shopper does 
not cut it. Today’s consumers demand a relevant and intuitive 
shopping experience and you can count on us to for the rich 
content, search and merchandising functionalities you need to 
meet and exceed their expectations. 

Our SearchPro and Enhanced E-Content is designed to provide 
best-in-class product images and descriptions, organization, 
search functionality and upsell/cross-sell information for use by 
both proprietary dealer online ordering systems and the leading 
industry front end system providers.

n A Growing Library of Images. With the addition of Detailed 
Views, you now have more ways than ever to showcase your 
product offering. Your customers can now zoom in for details, 
view items from several vantage points, see group shots and 
more. We have more than doubled the number of available 
images and the library continues to grow.

n Buying Pattern Analytics. We continue to ramp up the use 
of advanced buying pattern analytics to drive improved cross 
selling recommendations. “Also bought” prompts inform con-
sumers of related items and build order size.

n Product Reviews. Today’s consumers are more influenced 
by peer insights than manufacturer claims. In fact the majority 
of Millennials (18-34 year-olds) regard online reviews as a more 
trusted source of information than the recommendations of 
friends and family. That is why we bring product reviews to your 
website. This feature allows your customers to read comments 
and opinions other consumers have submitted to help guide 
their purchasing decisions. Bottom line: You are delivering trust-
ed guidance.

n Rich Media. Links to product videos, special offers, bro-
chures, manuals, assembly instructions and more give your 

S.P. Richards’
2015 Market Share
Development Program
 By Larry Goodman, S.P. Richards Director of Marketing
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S.P. RICHARDS 2015 continued from page 42

customers everything they need to make an informed purchas-
ing decision.

n User-Friendly Search Functionality. Visitors to your site 
will appreciate intuitive features such as auto-complete, cross 
references to big box unique product stock numbers, spelling 
suggestions (“Did you mean…”) and substitution suggestions—
all designed to deliver an exceptional online experience.

Full Line Catalog: Your 
Definitive Print Reference Tool
For your customers who still prefer print, the Full Line Catalog 
clearly establishes your company as the go-to resource for all 
things used in the business environment. From office furniture, 
business technology and general office products to cleaning, 
breakroom and facility solutions, you can be the single source 
your customers need to maintain a clean, safe, comfortable and 
productive work environment. 

The 2015 Catalog features:

•  A special “Solutions” introduction that focuses on the
important trends impacting today’s business environment

•  New Products insert that features 2014 North American
Office Products Award (NAOPA) winners and nominees as
well as other innovative items

•  A Keurig K-Cup insert option available for authorized
distributors

Additional options include a Full Line Catalog App for Apple and 
Android devices as well as an interactive online version via our 
Evolve online publication program.

Introducing PrivaScreen™

Blackout Privacy Filters

• Blacks out screen image when viewed from side angle to
prevent prying eyes from reading your screen

• On-screen data is clearly visible from a straight-on view

Privacy You Can Trust

Clear  
front view

Blackout 
side view
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Go-to-Market Catalogs 
We have three distinct business development catalogs that 
provide options for varied dealer go-to-market strategies. These 
catalogs offer a focused selection of products and can be used 
for prospecting, as contract catalogs or to support your overall 
pricing strategy. 

SmartChoice Catalog

The SmartChoice Catalog represents a proprietary brand-
ed alternative to the Select Catalog. When you hand out this 
well-rounded offering of popular products from Business 
Source, Lorell, Genuine Joe, Elite Image, Sparco, Compucesso-

ry, Nature Saver and Integra, you will be saving your customers 
money while maximizing your margins. 

Select Catalog
Provide customers their actual prices on a streamlined se-
lection of products while maintaining pricing flexibility on all 
of the items outside of the Select catalog. By combining the 
high-demand products from our Preferred Vendor partners with 
a focused offering of our proprietary brands, you deliver the 
selection and savings your customers are looking for.

Business Source Contract 
Catalog
This mini-catalog is great for prospecting or providing a con-
tract for existing customers. It features a heavy emphasis on 
Business Source products complemented by manufactur-
er-branded and proprietary commodity items. It’s the perfect 
solution when you want to provide aggressive consumer pricing 
on just a small core of high velocity products while maintaining 
price flexibility on the remainder of your offering.

500C     300C
4652001   4651501

Models

…so you can get back to business.

Heavy Duty MeDiuM Duty

200C    130C
4653501   4680001

Models

NEW!
130C

NEW!
200C

500C

300C

Fellowes new line of AutoMax shredders makes shredding more  

convenient and less time consuming.  Simply load the drawer, push 

the button and walk away with confidence.  It’s that easy…really!
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Personal spaces need personality. The LINK Board was designed to add color, productivity,

and mobility to modern workspaces. With a removable board face and a base that is also 

dry-erasable, the LINK Board is the only whiteboard of its kind. Featuring a premium dry-erase powder 

coat finish on a beautifully formed steel surface, LINK Board provides an incredible user experience.

LINKBOARD S P  R I C H A R D S 
2 0 1 5  G E N E R A L  L I N E  C ATA L O G

FEA T U R E D  P R O D U CT

http://www.ghent.com/board
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Category Promotion
As today’s work environment adapts to 
new technologies and a new generation 
of workers, sales in some categories of 
products have begun to decline. It is now 
more important than ever to identify new 
product categories to leverage. Why not 
expand your reach across all product 
categories to solidify your position as a 
go-to supplier? When your customers 
think office furniture, cleaning products 
and breakroom supplies, make sure they 
see you as their preferred source.

Furniture Catalog
The 2015 Furniture Catalog features the 
entire assortment of furniture found in 
the Full Line Catalog, plus thousands of 
additional items available through our 
FurnitureAdvantage program. 

Lorell Catalog
The Lorell Catalog also features the Lorell 
custom fabric and finish quick-ship offer-
ing. Offer deep discounts when you need 
to be priced aggressively and still enjoy 
solid margins.

Rounding out our furniture marketing 
offering are two promotional flyers, the 
Furniture Showcase Flyer and the Lorell 
Furniture Flyer.

The facility and breakroom supplies cate-
gory represents a significant incremental 
revenue opportunity for office products 
dealers. All of your existing customers 
use these items in the 

workplace, but do they think of you as a 
resource? Our Facility & Breakroom Solu-
tions Catalog and our FBS and Genuine 
Joe promotional flyers can help establish 
your company as the preferred supplier 
for cleaning, breakroom, facility supplies, 
and safety and security products. 

Touch Pieces
Staying in front of your customers on a 
consistent basis reinforces your product 
and service offering and keeps you top 
of mind.

 CampaignAdvantage
This innovative program gives you the 
marketing tools you need to consistently 
and effectively engage your customers 
and grow your sales. It enables you to 
reach your customers weekly with an 
integrated marketing campaign that 
includes automated email, automated 

Available now.
Contact your sales representative today
or visit pgpro.com for more information about 
this and other P&G Professional products.

• Unlike other electric fresheners,  
 Febreze NOTICEables 
 actually eliminates tough 
 odors from the air. 

• Great for removing common   
 background odors from 
 o�ces, break rooms, 
 bathrooms and kitchens.
   
• Available in two scents:   
 Linen & Sky and 
 Meadows & Rain.

With two alternating scents, 
a pluggable NOTICEables 

helps keep things fresh—and 
odor-free—for up to 30 days.

Product Item # Size Qty
Febreze Noticeables Linen & Sky Refill PGC45540 .879 oz 8
Febreze Noticeables Meadows & Rain Refill PGC45541 .879 oz 8
Febreze Noticeables Warmer Only PGC22714 1 count 6
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SHOP TICKET HOLDERS

c-line.com • (800) 323-6084

YOU NEED
WE HAVE
 organization tools 

New!
2015

CLI-85912

Magnetic Style
CLI-41922

Hanging Style

CLI-45114

Pressboard Back

CLI-49911

Open Long Side

http://c-lineproducts.net/new-2015-shop-ticket-holders.php
http://pgpro.com/professional_cleaning_supplies/?gclid=Cj0KEQiAqYCkBRC4xNiSu5-Y-PcBEiQA96OM9Gir_JuY0V0gCwQ3y95-iBQlA859GoWVh-mWqFMKVRcaAu5t8P8HAQ
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social media, editable flyers, web 
banners and more. Plus you will 
receive pricing support and a complete 
implementation guide to help keep you 
on track. 

With CampaignAdvantage, your automat-
ed emails are branded with your logo and 
contact information and linked directly 
to your website’s product detail pages, 
enabling your customers to order right 
from your email. 

Bargain Buys Flyers
Everyone loves a deal! Bargain Buys 
Flyers feature great prices, special offers 
and incentives that encourage your 
customers and prospects to buy. These 
flyers will help you gain new customers 
and maintain a great-bang-for-the-buck 
perception with existing customers. 
Dealer pricing support is available via an 
optional contract.

YOUR GO-2 
BUSINESS PEN
NO MATTER WHAT YOUR BUSINESS MAY BE

Pilot G2 is the perfect pen for business. Four point sizes, fifteen ink colors and smooth, 
long-writing gel ink ensure your customers have their favorite pen with the quality they trust. 
Innovative new styles include the Fashion and Mosaic Collections and G2 Metallics—with 
shimmering metallic ink. Great variety. Great quality. Great for growing sales! 

Fa
sh
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n

M
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c

M
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s

NEW NEW
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For existing customers and prospects
n Innovations@Work Flyer

Everyone wants to be kept in the loop regarding new products that deliver innovative solu-
tions to make their jobs easier. With the Innovations@Work Flyer, you will be that valued 
confidante that keeps them in the know. Productivity enhancers, time savers, unique and 
fun products that define one’s work space—you will find them all here. QR codes featured 
throughout link consumers to helpful product videos so that they can see items in action. 

S.P. RICHARDS 2015 continued from page 47

Each quarter also features several 
uniquely themed flyers: 

n Special Offers features special 
offers such as gift cards and free 
promotional items to encourage 
sales—available every quarter.

n Prospecting focuses entirely on 
commodity products establishing 
your price competitiveness on the 
items consumers benchmark you 
on—available every quarter.

n Made in USA shines the 
spotlight exclusively on goods 
manufactured in the USA—
available Q1 and Q3.

n We Mean Green showcases 
environmentally friendly 
alternatives—available Q2.

n Raising Awareness promotes 
Breast Cancer Awareness and 
other cause marketing related 
items—available Q4.

REWRITING THE
RULES ON FILING

FLEXIFOLDER™

THE DURABLE, REUSABLE FOLDER 
WITH MOVABLE AND ERASABLE TABS

© 2014 The Smead Manufacturing Company, Hastings, MN. ® Smead, three bars, checkerboard pattern and Keeping You Organized are all 
registered trademarks of The Smead Manufacturing Company. ™ FlexiFolder is a trademark of The Smead Manufacturing Company. 

smead.com
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© 2014 The Smead Manufacturing Company, Hastings, MN. ® Smead, three bars, checkerboard pattern, SuperTab and  
Keeping You Organized are all registered trademarks of The Smead Manufacturing Company.  U.S. Patent No. 8,746,539

smead.com

BE 3 TIMES
MORE ORGANIZED

SUPERTAB® 3-IN-1 SECTION FOLDER
MORE SPACE • MORE SECURE

• MORE VISIBLE

http://www.smead.com/
http://www.smead.com/
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Use this flyer to encourage sales of items that are more focused 
on productivity and efficiency and less focused on price. Dealer 
pricing support is available via an optional contract. This flyer is 
designed for in-person distribution as opposed to mailing.

n Business Development Toolkit
Why recreate the wheel when developing a business letter, 
email, business review presentation or web banner to place on 
your website? The Business Development Toolkit has dozens 
of templates that can be made yours with a minimum amount 
of time and effort. It is like having your own mini-advertising 
agency to help you professionally market your company’s capa-
bilities. You have a customer or prospect interaction; we have a 
tool to help you make a great impression.

 Features
•  Includes business letters, email templates, surveys, Power-

Point presentations, sell sheets, web images and more
•  Documents can be downloaded and customized
•  Key go-to-market themes:
 - Shop Local
 - We Mean Green
 - Single Sourcing
 - Value Brands

The Business Development Toolkit is an exclusive benefit for 
SPR Advantage dealers

n Create-A-Flyer
With this popular web-based program you choose the theme, 
select your products, set your pricing and your full-color flyer 

© 2014 The Smead Manufacturing Company, Hastings, MN. ® Smead, three bars, checkerboard pattern, SuperTab
 and Keeping You Organized are all registered trademarks of The Smead Manufacturing Company.  U.S. Patent No. 8,746,539

smead.com

DESIGNED TO GROW
WITH YOUR PROJECTS

SUPERTAB® ORGANIZER FOLDER
ORGANIZE MULTIPLE PROJECTS 

IN ONE PLACE
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© 2014 The Smead Manufacturing Company, Hastings, MN. ® Smead, three bars, checkerboard pattern, 
 Keeping You Organized and Stadium are all registered trademarks of The Smead Manufacturing Company.  

™ Organized Up is a trademark of The Smead Manufacturing Company. 

smead.com

FORM FOLLOWS FUNCTION
ORGANIZED UP™ VERTICAL STADIUM® FILE

with Heavyweight Vertical Folders

ORGANIZE YOUR FILES THE 
SAME WAY YOU READ THEM

http://www.smead.com/
http://www.smead.com/
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is ready to print or email in an instant. 
Create a sales promotion in minutes. Use 
the multi-page option to develop custom 
pieces that support customer contracts 
or support specific product categories 
or vertical market opportunities. Cre-
ate-a-Flyer is the ultimate “on-the-fly” 
custom promotion builder and it’s great 
for prospecting or driving sales with exist-
ing customers.

Features
•  Includes all S.P. Richards’ inventoried 

items as well as FurnitureAdvantage 
and ProductPro items

•  Choose from 11 themed categories 
and over 225 header options…or add 
your own!

•  Exceptional search functionality
•  Custom image upload capability
•  Custom coupon and header 

capabilities
•  Dozens of new manufacturer special 

offer coupon blocks uploaded each 
quarter

•  PDF, PPT and HTML output options 
for print and email distribution

•  Multiple page and design formats
•  QR code generator

Create-a-Flyer is an exclusive benefit 
for SPR Advantage dealers

Online Resources
n Evolve Online Catalogs and Flyers

Take your print publications to the next 
level by featuring Evolve catalogs and fly-
ers on your website. The Evolve program 
is an ideal tool to use with customers 
who no longer desire print publications 
but who still enjoy the shopping expe-
rience associated with traditional print 
vehicles. Customers can browse your 
publication as they would a print catalog, 
zoom in and even submit an order via 
email. Looking for an even greater level 
of automation? Have your publication 
integrated with your front end ordering 
system to enable your customers to go 

from your Evolve publication to your 
shopping cart. 

Features
•  Build your Evolve publications via a 

three-step Wizard on Dealer Services
•  Delivers the appropriate tablet or PC 

experience based upon user device
•  Links to manufacturer special offers, 

videos and rebate forms
•  One annual fee provides access to all 

Evolve-enabled publications
•  Integration option makes it seamless 

to go from publication to shopping 
cart 
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MODEL HNI 92105904
• Portable and efficient mobile 

workstation with adjustable 
height top.

• Plenty of space for portable 
electronics and equipment.

www.hausmann.com
1-888-HAUSMANN

MOBILE COMPUTER WORKSTATION

Pneumatic Lift with 360° 
Ring Hand Control.

2” Drawer with 3mm 
High Impact Edging.

Durable 5 Leg base with locking casters.

Also available in Natural Oak 
or Folkstone Gray laminate

Contact your SP Richards sales representative today or visit www.hausmann.com 
for more information about this and other quality Hausmann products.

http://www.hausmann.com
http://www.hausmann.com
http://www.deflecto.com/
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n SiteLynx Video Gallery

Take advantage of this series of videos 
developed to educate and engage your 
current and prospective customers. 
Whether you want to inform your cus-
tomers about your company’s capa-
bilities, present your solutions to the 
challenges of today’s workplace envi-
ronment or inspire them with your very 

own “Random Thoughts,” 
our SiteLynx videos will help 
make your website a more 
entertaining destination. 

n Evolve Catalog Apps

Now you can have your very 
own customized catalog app. 
Equip your tablet-enabled 
sales team with app versions 
of the Full Line, FurnitureAd-
vantage, Lorell and Facility 
and Breakroom Solutions 
Catalogs. Invite your custom-
ers to download your apps 
as well. Apps are available for 

Apple and Android devices.

Features
•  Browse as you would a print catalog
•  Search by stock number or keyword
•  Build an order list
•  Order directly from your app
•  Scan a product barcode to order it 

from your website

Margin Management
n MyAnalystPro

This world-class suite of business 
analytic tools utilizes real market 
intelligence to help you see what your 
customers are buying, which products 
and categories are influencing your 
profitability and where you can make 
information-based decisions to drive 
additional business and increase 
profitability.

MyAnalystPro couples the world’s 
leading B2B pricing software with the 
industry’s most comprehensive pricing 
intelligence to deliver business analytic 
tools and guidance to S.P. Richards 
Company Advantage Dealers. It enables 
them to make informed pricing decisions, 
improve margins and save time preparing 
bids.

TABBIES offers:   •  No Order Minimums  •  Private Labeling  •  Drop Ship  •  
    •  Over 4,000 Stock SKU’s  •  24 Hr Online Ordering

1-800-TABBIES       BECOME A DEALER TODAY!       www.tabbies.com

GENERAL FILING
LEGAL
VETERINARY

NEW!
HEALTHCARE

Filing, Indexing & Labeling Products Vertical Market Catalogs Also Available.

GENERALLEGALMEDICAL

 Wholesale Supported Vertical Market Product Flyers
Downloadable with space to add your company information

DEALER MARKETING TOOLS:

Patient Sign-In Label Forms
Conndentially sign in patients. Form limits access to

personal information as required by HIPPA and
provides a conndential daily patient log.

Great for doctor or dentist office, hospital, labs.

NEW! 

2015 S.P. Richards  Catalog

simple solutions @ work®

FILING, INDEXING & LABELING PRODUCTS
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Key Benefits
•  Provides patent-pending market 

intelligence that helps you better 
compete when bidding on orders

•  Enables you to evaluate profitability 
by customer, product and contract

•  Compares your pricing against in-
dustry benchmarks to help you make 
more effective pricing decisions

•  Identifies and prioritizes opportunities 
to save your customers money while 
improving your profitability

Training and 
Education
Whether your team needs basic industry 
and product information, a better sales 
process for prospecting and getting 
appointments, or skill development to get 
to the next level of sales professionalism, 
S.P. Richards has the tools and resources 
to support you. 

n Fuel Drive Your Business

FUEL Drive Your Business taps into S.P. 
Richards’ strategic partnerships to bring 
you up-to-the-minute content and help 
you reach new levels of success. Krista 
Moore and K.Coaching, Inc. provides 
sales and sales leadership programs, 
Fortune Web Marketing delivers expert 
guidance on online marketing techniques 
and strategies and Methods in Motion 
offers expert advice on establishing and 
developing an inside sales team.

Just a few of the available programs:
•  Meet the Experts “talk shows” 

provide insights, information, and 
ideas through a live, interactive 
webinar format. Our host and a guest 
expert explore relevant topics and 
respond to questions. 

•  The new Sales Process webinar 
series shows you how to develop a 
standard approach and process to 
gaining new accounts and growing 
your customer base. 

•  The Sales Meetings-in-a-Box pro-
gram combines video content with 
leaders’ guides and additional re-
sources to support sales managers in 
training and developing their teams. 

•  New Audio Podcasts allow you to 
take FUEL on the road so you can 
listen when and where you choose. 

•  Live and recorded webinars support 
your efforts to navigate the world of 
online marketing and social media.

Fuel Drive Your Business is an exclusive 
benefit for SPR Advantage members

SPR University 
SPR University (SPRU) is an online, 
on-demand learning center providing ed-
ucational modules on a variety of topics 
critical to your success. 

SPRU offers a diverse assortment of 
informational modules covering such 
topics as an industry overview for new 
hires, introductions to niche categories, 
step-by-step instructions for using S.P. 
Richards’ programs and a guide to listing 
your company on Google + Local, Bing 
and Yahoo. Content can be sorted and 
searched by title, publish date, popularity 
or keywords, making it easy to find the 
information you need. 

Choose modules for your team based on 
specific needs or follow the recommen-
dations on the Dealer Guide for Sales 
Team Development.

n  Dealer Guide for Sales Team De-
velopment: Education Tracks to 
Improve Your Sales Team

This new guide, available online on SPR 
University, provides a specific curricu-
lum of courses for each of six sales and 
marketing positions:

• First year outside sales representative
• Experienced outside sales 
representative
• Inside sales representative 
(outbound)

• Customer service representative 
(inbound)
• Marketing and sales support
• Owner and sales manager

Features:
•  Interactive presentations developed 

by experts ensure a quality learning 
experience

•  On-demand format provides the 
ultimate scheduling flexibility

•  Concise modules that are easy to 
squeeze into busy schedules

Brand Support and 
Development 
n The S.P. Richards Custom Shop

Develop a brand that is uniquely yours 
and establish a stronger presence in your 
market. 

S.P. Richards can help you by creating 
unique marketing materials that capture 
your company’s distinct personality. We 
can help you define and reinforce your 
brand at every customer touch point. 
Use our Custom Shop to create mar-
keting materials that communicate your 
company personality, business philos-
ophy and strengths. We can help you 
develop custom flyers, corporate mar-
keting materials, delivery vehicle designs, 
your website and more. Ask your S.P. 
Richards Sales Representative for more 
information.

Sales Benefits
•  Creates a consistent look and 

message throughout all your 
marketing materials

•  Motivates your team
•  Creates a positive impression with 

existing and future customers, 
associates and new recruits



The phone rang and it was clear the per-
son on the other end had researched me. 
“Hello, Mr. Harrison,” she said. “I’m the 
Human Resources director for ABC Corp. 
(name eliminated to protect the innocent), 
and we’re interested in having you do 
some sales training for our sales force.” 
She went on to explain the size of the 
sales force, the general layout of the 
company and how many days’ train-
ing she was seeking.

“Great,” I said. “Who is driving 
the project?” She explained 
that she was researching 
trainers and I said, “No, 
what I mean is, who is 
the ultimate decision 
maker, whose budget is 
this coming out of?” 

She said, “That would be our 
VP of sales Chris Smith (again, not 
the real name).” “Terrific,” I replied. “When 
can I talk to Chris?” “You can’t,” she ex-
plained. “I just need you to send me a pro-
posal, and I’ll send it on to Chris.” I then 
said one of the most important words in 
selling—a word that every salesperson 
should know and be comfortable with.

“No,” I said.

“Excuse me?” she asked. I clarified my 
answer.

“No, I won’t send a proposal without 
speaking to Chris. I won’t, because from 
past experience I know that if I don’t 
speak to the person driving the project, 
I’m only guessing at what to propose—
and chances are my proposal wouldn’t be 
for the right program or aimed at the right 
needs. Which means that I won’t get the 
business anyway.”

“I’m sorry you feel that way,” she said. 
“We would have liked to have you in-
volved in this project.”

“If I can speak to Chris, I’m happy to 
change my stance,” I said. She replied, 
“That won’t be possible.” We wished each 
other well, and that was that. Except that 
it wasn’t. Three days later, my phone rang 
again.

“Troy, this is Chris Smith,” the caller said. 
“I understand you refused to offer sales 
training to my company?” I explained 
that, in my experience, unless I had the 
opportunity to have a meaningful conver-
sation with the decision maker, I didn’t get 
the business anyway, and I simply don’t 
have the time these days to issue non-vi-
able proposals. 

“Well, we’re talking now,” he said, and we 
ended up having a conversation about 
his needs. Three days later, I received a 
FedEx package with a signed contract 
and a check.

What made the deal happen? 

Well, it seems counter-intuitive, but re-
fusing to propose was the difference. 

Had I simply spent time creating a 
proposal and sent it (as four oth-

er sales trainers did), I’d have 
been at the buyer’s mercy and 

I wouldn’t have gotten the 
engagement. 

Customers give us or-
ders and strong re-
quests all the time and 

sometimes it’s not in 
our best interests to follow 

them. Yet salespeople are pet-
rified by the idea of saying “No” to 

a customer, even when they know they 
should. 

It’s okay to say “No,” particularly when 
doing so means that you are guarding the 
value of your own time and resources. 
Here are some examples of times when 
saying “No” is the best option:

1.
 When you get a blind  

Request for Proposal.

We get RFPs all the time. Too often, we 
simply follow directions, fill in numbers, 
send them back and hope. That’s a mon-
strous waste of time. Here’s a good rule of 
thumb: For every RFP you receive, some-
one is driving it and has written it. A sales-

A Word Every
Salesperson Should Know

By Troy Harrison
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person has been able to talk to that per-
son. If that salesperson isn’t you, you’re 
probably not going to get the business. 
When you get an RFP, you should endeav-
or to meet with the decision maker, and 
if you can’t, you should ask yourself why 
you’re taking the time to respond. “But 
Troy,” you’re saying, “If I don’t respond 
they’ll take me off the bid list.” So what? 
Every time you get the RFP and don’t get 
to talk to the decision maker, your results 
will be the same.

2.
 When your customer makes an 

unreasonable request.

The old saying is, “The customer is always 
right.” Nonsense! Customers are wrong 
every day. Not to mention unfair, unreason-
able and downright unpleasant. Note that I 
don’t mean ALL customers—most are ter-
rific. But sometimes even the best, most 

well-meaning customers can be unrea-
sonable without knowing it. Your instinct, 
as a customer-friendly salesperson, is to 
accede to any and all requests but some-
times that’s the worst thing you can do. 
When you accept an unreasonable request 
from a customer, you train that customer 
to be unreasonable. Sometimes, to protect 
yourself, you have to say “No.”

3.
When your customer asks for 

something that’s not in their best 
interests.

As a consultative salesperson, your job is 
to help your customers make buying de-
cisions that are in their own best interests. 
Sometimes, your customer will ask for 
things that are not in their best interests 
and when they do, you have to be brave 
enough to say “No,” and explain why.

These, of course, are only a few of the 
times that “No” can be your best friend 
but it takes courage to do the right thing 
and say “No” when those situations oc-
cur. Every time I do so, I’m aware that I’m 
jeopardizing a relationship. But to be ef-
fective, sometimes that’s what I have to 
do. It works the same way for you. Don’t 
be afraid to say “No.” Sometimes it can 
result in your best relationships.

The conversation I detailed at the begin-
ning of this article took place over two 
years ago. That client has engaged me 
on numerous occasions since then and 
continues to do so. Had I just said, “Yes,” 
none of that would have happened.

Troy Harrison is the author of “Sell Like  
You Mean It!” 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, call 913-645-3603, 
e-mail Troy@TroyHarrison.com, or visit  
www.TroyHarrison.com. 

Office Products Women in Leadership (OPWIL)  
is a professional organization connecting women in  
leadership roles within the Office Products industry.  
Together we can learn, develop and grow while forming  
professional connections and developing lasting friendships. 

Join our conversation on Facebook and LinkedIn for more information.
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As suppliers of office products compete 
for market share in an increasingly com-
petitive industry, margins are eroding 
throughout the channel. Manufacturers, 
wholesalers, big boxes and independent 
dealers have all seen margins decline in 
the past few years. Yet, some indepen-
dent dealers are seeing margins on the 
rise. Why? Here are the ten best pricing 
practices that I have seen these success-
ful dealers implement. 

1.  Keep it Simple. Addressing all of the 
opportunities and utilizing all of the 
tools that are available to you can be 
overwhelming. Many dealers get frus-
trated and give up. The dealers who 
have been successful in raising their 
margins are the ones who are laser 
focused on a very short list of pain 
points or opportunities. After those 
are addressed, then they move on to a 
new opportunity.

2.  Have a Pricing Strategy. In Stephen 
Covey’s 7 Habits of Highly Effective 
People, habit #1 is “Be Proactive”. 
Too many dealers are reactive in their 
pricing: “The market sets the price”, 
“There is nothing that I can do”, “I 
can’t…”, etc. These dealers spend 
most of their pricing efforts reacting 
to customer demands. While under-
standing the customer and compet-
itive landscape is important, dealers 
who raise their margins are the ones 
that proactively define their pricing 
strategy as a business and with peer 
groups of customers or products, and 
then execute the strategy.

3.  Take an Analytic Approach. Most 
dealers have seen the effectiveness 
of utilizing analytic software such 

as MyAnalyst or Acsellerate, but the 
successful dealers are the ones that 
have embedded these tools as a part 
of their daily business practices.

4.  No Big Bangs. When making pric-
ing changes, take an incremental 
approach to see how the market will 
react. Large price changes will likely 
alarm customers, but dealers are often 
surprised how little negative feedback 
that they hear when they take a rea-
soned approach to changes.

5.  Know the Impact. While this seems 
obvious, I have found that dealers 
often make big price changes and 
then are surprised by the results. Sim-
ply get the old price, the new price, 
and the customer’s usage, and then 
calculate your current margin and the 
proposed margin (assume that prod-
uct mix remains constant).

6.  Someone Owns Pricing. Pricing 
needs to be the job of someone in the 
organization with clout and time. The 
dealerships with the highest margins 
do not rely on sales reps for pricing. 
The sales reps know the customers 
and will have input into pricing, but the 
pricing function has become special-
ized and analytic. The most successful 
dealers have a high level person in 
the organization who insures that the 
pricing strategy is executed.

7.  Market Pricing. Cost plus and dis-
count-from-list pricing are not effec-
tive. Successful independent dealers 
are following the lead of Fortune 500 
companies: What are the products 
actually selling for in the market?

8.  Peer Groups (Segmentation). You 
have similar groups of customers that 
have similar needs and expectations. 
Identify 10-20 of these peer groups 
(including one for “very small” custom-
ers and one for “outliers”) and target a 
price list or matrix for that group. 

9.  Target Underperformers. Perhaps 
the easiest margin lift that dealers 
have seen has come from targeting 
underperformers. Identify the bottom 
20% of customers within a peer group 
and bring their margins up. Identify the 
bottom 20% of SKUs within a contract 
or customer and put in increases on 
those items.

10.  Improve Product Mix. There are 
a number of different strategies you 
can use to improve product mix: 
hard subs, soft subs, formal business 
reviews, phone calls, etc. The key is 
to identify the products that cus-
tomers are buying from you, identify 
where there is a more profitable op-
tion available and get the customer 
to buy the preferred items.

Although there is a clear trend toward 
margin erosion in the office products in-
dustry in general, there are still dozens of 
successful dealers who are growing mar-
gins by employing these ten best pricing 
practices.

Wilbur Reid, Ph.D., is the inventor of the patent-pending 
MyAnalyst suite of margin and sales enhancement 
tools designed for independent office products dealers. 
Beginning in 2015, Wilbur will be splitting his time 
between S.P. Richards and Johnson University, where 
he will serve as professor and program director of the 
MBA program. Before joining SP Richards in 2006, 
Wilbur was the pricing manager for Kimberly-Clark’s 
Healthcare division for 12 years.

Best Pricing Practices 
FOR INDEPENDENT DEALERS IN 2015
By Wilbur Reid
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As 2014 comes to a close and we begin planning and preparing 
for 2015, I wanted to share with you our Seven Steps to Sales 
Success model,  a proven method for building a successful and 
sustainable sales organization. 

A great exercise would be to read through the model below and 
determine on a scale of 1-5 (5 being the highest score) where you 
would place the strength of your steps in 2014. Then determine 
what you can do better or different during your business planning 
and execution of your plans for 2015. 

When you review the model, keep in mind the order of the steps 
is important; with the first step being the foundation and the sub-
sequent steps building from each other. 

In my experience, companies will have most of the steps, but 
some steps are weaker than others. In many cases, businesses 
will skip steps all together or not realize the many components of 
that step and their importance.

1. MVP - Mission/ Vision/ Passion 
What are your company’s mission, vision and passion? Where do 
they reside? Are they on a website, in your head or in the hearts 
and minds of all of your employees and customers? 

Employees want to know they are working for a business that has 
a purpose, a plan and vison for the future. What is your WHY? 
Why are you doing what you are doing every day? What drives 
you? Are your dreams, realities, guiding principles and core val-
ues well established and understood by all? 

2.  Build Your “Go to Market” Strategy
Once you have a clear picture of your “why” and your ultimate 
outcomes, it’s now time to begin a deeper dive into your compa-
ny, the competition and the industry. Understand your Strengths, 
Weaknesses, Opportunities and Threats by doing a SWOT anal-
ysis every year. Understand what is happening in your market. 

What is the competition doing? Where and how is your current 
business growing? What are the changes and needs of the cus-
tomers?

3. Get Tactical with the CPR Model
After you have done this discovery, you want to play from a pos-
iton of strength and build a tactical plan around what you can re-
alistically accomplish within a given period of time. Where is your 
business weak as it pertains to the business trends of growth and 
attrition? Then determine what the tactical game plan should be. 

Prioritize your activities based on what will make you the most 
money, can be implemented the easiest and at the lowest cost. 

We suggest looking at activities in the three areas of Conversion 
(new business), Penetration (selling more to existing accounts) 
and Retention (creating customer loyalty).

When you have all these tactical plans being executed simulta-
neously, your business will grow. 

4. Clearly Define and Communicate
Once you know the “what to do”, now it is time to put the meat 
on the bone and clearly define and communicate the Go to Mar-
ket Strategy and CPR Game Plan. 

We suggest creating a company DOGOM as a means of docu-
menting each strategy in a clear and concise fashion, so that you 
can best communicate, execute and lead your game plan. 

Describe the strategy. What are the Objectives? List the specific 
Goals. Who is the Owner and how will you Measure and Monitor 
for accountability? 

Your management system and sales process should be com-
municated. Each sales rep should be aligned to the company 

7 Steps to Sales Success
 By Krista Moore 
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plan with their individual expectations and 
objectives as well as tactics tied to goals 
and quotas.

5.  Measure and Monitor 
Accountability

Often companies are weak in Steps 4 and 5, 
and then the plans and strategies don’t get 
executed and led through the sales team. 

Everyone gets busy and seemingly is 
working hard, but without team and indi-
vidual accountability the best laid plans 
fall apart. We suggest monthly one-on-
ones for individual accountability and 
regular team sales meetings to reinforce 
company strategy.

Regular score boarding against quotas 
and expectations should be done while 
creating a culture of camaraderie and fun. 

6. Develop and Motivate
Unfortunately, this is the step that often 
gets forgotten. The sales organization may 

have all of the above steps intact, but the 
sales reps are then left to fend for them-
selves, be self-motivated and expected to 
learn and develop along the way. 

Begin this step by scoreboarding your 
reps as an A, B, or C player. This should 
be based on the competencies needed 
to be successful in their positon. Are they 
meeting their sales quotas? Are they a 
team player with the right attitude? 

Then you can build a developmental plan 
that’s customized for them, for continuous 
improvement. This step should include 
reward and recognition, motivation by lis-
tening and understanding while coaching 
and driving the behavior that you want… 
because they want to do it.

7. Lead with PUC
This is the most crucial step of all. You 
may have executed all of the previous 
steps, but without effective leadership 
you will ultimately fail. Leadership with 

PUC is leading with Passion, Urgency and 
Commitment. It is about having an inspir-
ing positive attitude and fearless focus. 
This is the style in which to lead the sys-
tem that you have created in the previous 
steps. 

Now that you have scored yourself 1-5 
on your company’s effectiveness in each 
of these steps, reflect back on this year 
and previous ones. Would strengthening 
a particular step have resulted in better 
results? What needs to change? What will 
you do now, to best prepare for a suc-
cessful 2015? 

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

Call or email Brittany at K.Coaching, Inc. 919-554-4505
or Brittany@kcoaching.com, for more information on
how you can achieve success in 2015!
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