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FSIoffice CEO Jimmy Godwin and his wife
Diane holding the dealership’s Army
Outstanding Service Award.

FSIoffice Receives Army
Outstanding Service Award
Congratulations go to Charlotte, North
Carolina-based FSIoffice (Forms &
Supply), recently honored by the United
States Army.

At a special ceremony, a senior manager
at the Womack Army Medical Center pre-
sented an Army Outstanding Service

Award to FSIoffice CEO Jimmy D. Godwin, Sr. for its programs tailored to meet the
specific needs of Womack Medical Center. FSIoffice currently provides office sup-
plies, technology, paper and furniture to the center. 

Memphis Dealer Earns Special Honors for Corporate Giving
One of the hallmarks of today’s independents is their commitment to giving back to
the communities where they do business, and in Memphis, Yuletide Office Plus has
been doing just that and then some.

Recently, Yuletide earned special honors for its generosity from the Memphis
Chapter of the Association of Fundraising Professionals when it bacame the first
small business to earn the organization’s Outstanding Corporation award.

According to current president Chris Miller, the company’s bigheartedness came
from his mother, Ernestine. “She taught me that you basically always give back to
those who give to you,” said Miller, whose father Paul Miller, Sr. and aunt, JoAnne
Avanzi, founded the family-owned business in 1972.

Today, the company gives fully nine percent of its profits to area nonprofits, one of
the reasons why Yuletide won special recognition this year.

continued on page 4

New Year
Starts With a
Big Thank You

and a Major New Addition
to Our Web Site
When the first issue of INDEPENDENT
DEALER came out this time last year, we
had two basic goals: to celebrate all the
innovation, ingenuity and plain hard work
we saw in the independent dealer channel
and to point the way to opportunities for
independents to grow sales, increase pro-
ductivity and generally make their busi-
nesses stronger.
As the publication’s second year of opera-
tion gets underway, the first order of busi-
ness is to offer a resounding THANK YOU
to everyone who has helped us do just that
over the past twelve months. Without the
wholesalers and dealer groups who pro-
vided their lists for our initial circulation,
the advertisers whose support helped pay
the bills and an outstanding team of
incredibly talented designers, technology
experts and veteran industry writers and
columnists, this past year simply would
not have been possible.
Most of all, of course, our thanks go to the
dealers—particularly those who allowed
us to write about all the good things they
are doing and to the readers who took the
time to let us know what they thought
about our new venture and who through-
out the year offered timely and valuable
suggestions on story ideas and more.
Several of you suggested we make com-
munications more of a two-way street and
starting this month, that’s just what we’re
doing with INDEPENDENT DEALER, the
latest addition to www.idealercentral.com. 
If you’ve got something to say about a hot
industry topic or if you’re looking for one of
those long discontinued, hard-to-find
items that your most important customer
insists on having, our new forum is the
place to start and we hope you’ll visit early
and often.

Thanks, as always, for reading and a
Very Happy, Healthy and Prosperous

New Year to all our readers!
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THE

WINNERS’Circle

If good things are happening at your dealership,
please let us know about them!!!

email Simon by 
CLICKING HERE.

mailto:simon@idealercentral.com
http://www.idealercentral.com
mailto:simon@idealercentral.com


ECi congratulates those 
honored as TriMega’s
“Top Performing Dealers” at 
the Driven 2007 Convention.

6 out of 8
run software from ECi.

We would especially like 
to congratulate the other 
two. After all, they had to 
work much, much harder 
to compete.

WAY
TOGO

Helping 
Companies GrowECI

INDUSTRY-SPECIFIC BUSINESS SOFTWARE

866.374.3221 • WWW.ECI2.COM • INFO@ECI2.COM
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Winner’s Circle continued from page 2

Old ways and new ways at Guernsey Office Products. One of the
company’s new pallet-type containers, free of stretch wrap but
ready to go, next to a traditional wooden pallet.

Guernsey Office Products Takes Going Green
to ‘Next Level’
Washington, DC-area dealer Guernsey Office Products has
taken its environmentally responsible practices to what it’s
calling ‘the Next Level,” with the introduction of a comprehen-
sive program aimed at reducing the materials it uses in pack-
aging and delivery.

Specifically, the dealership will reclaim, reuse and recycle the
boxes and bags used to deliver customer orders. “We esti-
mate a box should be good for at least three different orders,”
CEO David Guernsey contends. “And if we can take the num-
ber of boxes we use and reduce it by two-thirds, the savings
generated will partially offset the expense of the extra recy-
cling.”

Guernsey is also aiming to dramatically reduce the use of
shrink wrap and conventional pallets in its line-haul and back-
haul operations between the firm’s distribution center and
cross-dock facilities by shipping product in reusable pallet
structures.

The savings, says Guernsey, are only part of the reason for the
new initiative. “There’s a corporate citizen aspect to what
we’re doing as well,” he points out. “People are concerned
about the environment and when they see an organization like
ours trying to do something to reduce our carbon footprint,
they respond very positively.”

In addition, the dealership’s own staff is also applauding the
program. “Our own people are very high on what we’re doing,”
says Guernsey proudly. “Recycling bags and boxes means
extra work, but there’s been no push back,” he reports. “Our
people like being part of an effort to reduce waste.”

Going forward, Guernsey says the next step will be to explore
with suppliers how they can work together to achieve further
waste reduction and more environmentally sound distribution
practices. Stay tuned!

Radstons Office Plus, California Dealer, 
Gets Ready to Celebrate Its First 100 Years
In Hercules, California, Diane Griffin and her team at Radstons
Office Plus start the year with something very special to cele-
brate—the dealership’s 100th anniversary. 

Radstons first opened for business in 1908, as what Diane
describes as “a sleepy, turn of the century retailer.” Today,
Radstons is a thriving commercial dealership, with a staff of 18
operating out of a 17,000 sq. foot distribution center and serv-
ing a diverse base of customers in the San Francisco Bay area.

It’s very much a family business. Diane’s father John Drucquer
and his father Merlin bought the company in 1944 and Diane
came on board in 1978 and became president in 2003.

Diane and her team are still in the process of planning anniver-
sary celebrations but, she says, whatever they do will be very
much customer-focused. “We’re looking at organizing some
special customer appreciation events later in the spring or
summer,” she says. “After all, they’re the ones who’ve made all
this possible!”

Meanwhile, you’ll find an attractive new logo and some bright
new anniversary-themed graphics on the Radstons web site
(www.radstonsop.com) to mark the milestone. Congratu-
lations to another family-owned and operated independent
that continues to do good things, no matter how fierce the
competition!

One of the entries in the Office Environments’ Wreath, Menorah and
Stocking Auction—a Chrismas wreath made from pieces of velour.

Office Environments of New England Hosts
Fundraiser for Local Charity
Boston-based Office Environments of New England and
Steelcase last month hosted their sixth annual Wreath,
Menorah and Stocking, Auction, a special fundraiser to benefit
Community Servings, a local not-for profit organization that
provides free, home delivered meals for individuals and families
living with HIV/AIDS and other acute life threatening illnesses.

continued on page 5
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Winner’s Circle continued from page 4

Over 65 entries created by local designers, architects and stu-
dents competed for honors, with all proceeds raised at the
auction going to the charity.

New DC Offers Twice As Much Room for
Gulf Coast Office Products, Florida Dealer
They’re still unpacking the boxes at Pensacola, Florida-based
Gulf Coast Office Products after moving two miles down the
road to a much expanded distribution center with plenty of
room for new growth and productivity gains.

Gulf Coast had been in its previous location for the past five
years and had pretty much outgrown the space, reports pres-
ident Mark Wright. The new DC gives the dealership more than
twice as much space—from 16,000 sq. feet to 38,000—with
twice as many docks in the warehouse and room for a brand
new furniture showroom. The new showroom is a first for Gulf
Coast and Mark and his team are planning a major new furni-
ture push next year, including seminars and other special
events for the A&D community and other key customers.

Gulf Coast has come a long way from its beginnings back in
1993, when the company opened with only four employees. In
addition to its Pensacola headquarters, the dealership today
has locations in Bay Minette, Mobile and Montgomery,
Alabama and Fort Walton Beach, Florida. 

“Business has been good—particularly in furniture and print-
ing—and with our new home providing plenty of room for
growth, we’re very optimistic about the coming year,” says Mark.

Office Express, 
Michigan Dealer, Also on the Move
Also on the move recently to larger headquarters is Troy,
Michigan-based Office Express. It’s been tough times in
Michigan of late, but that hasn’t stopped president Mike Carr
and his team from posting an impressive nine percent sales
gain in their most recent fiscal year.

“We had gotten to the point in our old location where we were
crammed together like a bunch of sardines,” Mike reports. The
new location, just two miles down the road, is not only a whole
lot larger—15,000 sq. ft. versus 10,000—but it too provides
room for a new, 4,200 sq. ft. working showroom. Furniture has
been a growth area for the dealership of late and the new
showroom, says Mike, promises to keep the momentum
going.

The location, he adds, is also much more attractive. From
being in the middle of an industrial park, Office Express now
sits on a major thoroughfare near a large shopping mall and
Mike says he expects the increased visibility to also help bring
in new business in the coming year.
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No Time for
Complacency at
Nickerson
Business Supplies

Even though Nickerson Business
Supplies celebrates its 10th year in busi-
ness later this year, it still thinks like a
hungry start up. According to president
Chuck Inwood, that’s the reason the com-
pany keeps going and growing. 

Based in Monroe, Ohio, Nickerson was
founded by Inwood, who worked for
years in his family’s office products busi-
ness before venturing out on his own in
1998. The majority of Nickerson’s cus-
tomers are small and medium size busi-
nesses. As is the case in most markets,
Nickerson’s main competition comes
from the national chains, although it
encounters the occasional independent
dealer from time to time.  

How does Nickerson take care of busi-
ness amidst such well-heeled and high-
profile competition? “We compete on
price and we kick their butt on service
every day,” says Inwood. “Our customers
get to talk to someone local about their
concerns and they’re not calling into a call

center where they may never speak to the
same person twice.”

Nickerson also does an excellent job of
leveraging the ‘buy local’ angle. When
another local independent dealer was
acquired by Staples two years ago,
Nickerson’s had a promotional piece in
the mail to that dealer’s customers within
five days of the news. 

It included a letter from Inwood
describing the acquired dealer as
Nickerson’s local, friendly competitor who
they always respected and informing
them that Nickerson was already getting
calls from people who appreciate the
value of doing business locally. 

Those prospects also received research
information showing how much more of
their money stays in the local economy
when they buy locally, pricing information,
and a fax-back form for more information. 

Those prospects also received a sheet
called “Dare to Compare” that shows 20
key items with Nickerson’s prices and big
box national consumer web site prices.
“We’re lower than all of them,” boasts
Inwood. “We let them know that they can
save money and get that local personal
touch.”

The day the mailing hit the street,
Nickerson’s fax was ringing off the hook.
Inwood also credits his sales staff who
successfully converted many of those
competitor’s customers to Nickerson. The
past two years Nickerson has grown 40+
percent thanks in large part to this
aggressive campaign. “We took advan-
tage of an opportunity,” states Inwood. 

Retaining customers is also integral to
Nickerson’s growth. A driving force in its
customer retention efforts are its drivers.
“We hire nice friendly guys,” says Inwood.
“Customers know when our driver shows
up, if they need 10 cartons of paper and
four of them go here and four of them go
there, and some go someplace else, our
drivers will do that for them. When we
introduce our staff at our annual customer
appreciation party, our drivers get the
biggest round of applause.” 

Need more reasons why Nickerson’s is
so successful? How about Inwood’s
infectious passion for what he does? 

“The thing I always liked about the busi-
ness from a selling standpoint is we’re
selling a consumable product,” he says.
“Office supplies are somewhat recession
proof. I’ve always liked that aspect of it.
And when we win an account, we look at
it as an annuity. As long as you’re taking
care of that investment, you’ll get a
return.”  

But the ultimate secret to Nickerson
Business Supplies’ continued success is
its refusal to remain complacent. “We’ll be
10 years old next October, but I still think
of us as a start up,” says Inwood. 

“We have the mentality that we’re sup-
posed to be growing and an expectation
that we’ll continue growing. We don’t
think, how do we protect what we’ve got
or we’re comfortable where we are. We’re
always looking for opportunities for
growth. As long as we continue to look at
it that way and have that expectation,
we’ll continue to find ways to achieve it.” 
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Nickerson Business Supplies
Monroe, Ohio

� Chuck Inwood, president
Jean Inwood, customer service
manager/office manager

� Supplies, Furniture
� Employees: 14
� Growth: 40% between 2006-2007
� Since: 1998
� Partners: TriMega, United
� www.nickbiz.com

Chuck Inwood (center) and his team at Nickerson Business Supplies.

http://www.nickbiz.com


With a dynamic presentation of business product solutions and 

special offers, BiggestBook.com has always been a great way for 

dealers to connect with their customers. BiggestBook.com has been 

completely enhanced—even bigger and better than before! Our new 

content includes sharp new photography, copy packed with selling 

power, and even more consumer-friendly search and compare 

functions. Link your web site to the new BiggestBook.com to deliver 

the industry´s best and easiest online experience! 

Check out the new BiggestBook.com. When it comes to driving value 

to you and your customers, United Stationers backs up our big talk.

What did you expect from
a big book, small talk?

Red here, the coolest stapler ever to grace an 
office space. Skills? Let me put it this way:
I can pound through stacks of paper like a 

boxer hitting a speed bag…

http://www.biggestbook.com


From Zero to
$10 Million
in Ten Years
Very few dealers start their businesses from
scratch, and even fewer build it into a high-
ly successful ten million dollar business in
only ten years. Yet, that’s exactly what
Mindy Casas, along with her husband, Kraig
Wellshear, have accomplished.

Mindy was a highly successful software
salesperson and Kraig had experience with
both a furniture manufacturer and dealer, so
when an opportunity came along to partner
with several other individuals to start a
brand-new Herman Miller dealership, they
were ready.

At the time, the dot-com industry was
booming, so they offered the SQA (simple,
quick, affordable) Herman Miller line, which
fit that particular market segment.

A year later, Casas and Wellshear bought
out their partners, and broadened their mar-
ket, offering many additional lines.

Though still a Herman Miller dealer, they
now offer dozens of product lines, and
many services, including:

� Design
� Moving and storage
� Asset management
� Project management
� Furniture rental
� Used and remanufactured furniture
� School furniture
� Furniture removal and liquidation

What’s Your Secret?
“Sales experience was the most important
thing I brought to the enterprise,” says
Mindy Casas, “but that wasn’t nearly
enough. I had to learn a lot of things in a
very short period of time, and with the help
of Herman Miller, other dealers, and con-
sultant Jim Heilborn, we made it through
some difficult early years.”

Notes Casas, “This is an exciting and rapid-
ly changing industry, with dealers going
from design, sell and install to offering a
variety of services and becoming a turnkey
operation for many clients. The opportuni-
ties are immense.”

For the future, Intelligent Interiors plans to
expand geographically, as well as adding
additional services.

“We have moved beyond the Dallas market
to include much of the state of Texas, and
we currently have several national clients,”
Casas said.

Mindy Casas and Intelligent Interiors have
been recognized and received numerous
awards, including:

� Selected as one of the top 500
Hispanic-owned businesses in the
United States by Hispanic Business
magazine

� Chosen three times as a Top 100
diversity-owned business in Texas by
www.diversitybusiness.com.

Mindy is active with the Dallas/Fort Worth
Minority Business Council, and is also a
member of the Diversity Steering Council for
Herman Miller.

She and her family are very involved with the
work of the Cystic Fibrosis Foundation, as
well as the many charitable activities of the
Dallas Chamber of Commerce.

“It’s been an exciting ten years,” says Mindy
Casas, “and I look forward to an even more
exciting time in the years to come.”
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Intelligent Interiors, Inc.
Addison, Texas

� Furniture and furniture services
� Herman Miller dealer
� Founded: 1996
� Mindy Casas, president 

Kraig Wellshear, general manager
� Employees: 10
� Sales: $10 million
� www.intelligentinteriors.net

Mindy Casas, President

http://www.intelligentinteriors.net
http://www.diversitybusiness.com
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If you have good news to share - email it to Simon@IDealerCentral.com

Think Identity Theft Can’t Happen to You? Think Again!
Identity theft is one of those Information Age, media-created problems. It gets lots of headlines but basically it’s all way
overblown and really not anything to get too worried about. Wrong!

If you don’t have policies and procedures in place to protect your business from cyber-fraud, take two minutes to read
John Hauptstueck’s story below and then go out and do something about it!

John is president of Rosa’s Office Plus in Richmond, Indiana, and if identity theft can hit there, it can hit anywhere! Here,
in his own words, is what happened:

Last week, my controller was reviewing
our bank accounts at 2:00 pm to make
sure everything was in good order
before the bank’s normal business day
cut-off of 3:00 pm. 

She was surprised to find a wire trans-
fer for $15,540,25 going to a bank in
Russia. She called the bank and they
told her they had a wire transfer request
from me as President, officially asking
for the transfer. The request was on
Rosa’s fax letterhead and the signature
matched mine.

We stopped the transfer with three min-
utes to spare. 

Our bank transmits all wires at 3:00 pm
every day. The bank gave us a copy of
the paperwork they received by fax and
sure enough, the signature matched the
type of signature I use for checks. I try
to use a different kind of signature on
quotes, a different one on legal docu-
ments, and a different one on checks.

We think someone maybe bought a
check of ours from a bad employee at a

vendor with poor identity theft policies
and scanned in my signature. Having
the check gave them our routing num-
ber and account number. From there, it
was easy to use Microsoft Word to cre-
ate a fax cover page with our company
name and an official wire transfer docu-
ment. 

Our bank put the request through nor-
mal tests to verify the Russian bank
existed and then posted the transaction
to occur. Unfortunately they missed a
step, as the person responsible for call-
ing our office to confirm the request was
out to lunch.

Adding to our concern, if they have my
signature, check number series and
checking account number, they can
easily create new checks and cash
them. We are watching for false checks
that do not match our check register.

The bank and Rosa’s both learned a
valuable lesson and have put in place
the following steps to ensure an inci-
dent like this does not happen again:

- We changed our checking account
number.

- No wire transfer can take place
from our checking account.

- All wire transfers must use the
bank’s online transfer program.

- We moved all possible vendor pay-
ments to ACH or credit card.

- We moved all possible remaining
vendor payments to online banking
and check delivery.

- Any handwritten checks are daily
uploaded to the bank for Proof
Positive verification that the check
number matches the amount and
vendor written to.

At the end of the day, it would have
been the bank out of the funds, but I
consider myself a partner to my local
bank and we will together fight this
crime. Any time the crook wins, we all
lose.

Please read and take note. And our
thanks and appreciation go to John for
sharing his story.

continued on page 12
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Industry News continued from page 10

TriMega Announces Regional Meeting Dates for 2008 
The TriMega Purchasing Association has announced dates
and locations for its 2008 series of Regional Meetings. Based
around the theme of “Collaborate 2008,” the day-and-a-half
meetings will take place in five different cities across the
country and provide TriMega members with the opportunity
to interact with suppliers, network with their fellow TriMega
members and  take advantage of industry education.

Complete meeting details are still being finalized, but dates
and locations are as follows:

Feb 28-29 . . . . . . Western . . . . . . Newport Beach, CA
Fairmont Newport Beach 

Mar 13-14 . . . . . . South East . . . . Memphis, TN
Memphis Mariott

Apr 3-4 . . . . . . . . North Central . . Chicago, IL
Hyatt Lodge at McDonald’s
Campus (Oakbrook) 

May 1-2 . . . . . . . . North East . . . . Atlantic City, NJ
Trump Marina

May 15-16 . . . . . . South Central . . Dallas, TX
Westin Park Central 

For more information, contact TriMega headquarters (PH:
847-699-3330; Internet: www.trimega.org).

WorkPlace Furnishings 
Names Carlson Interim President
Following the untimely death last month of WorkPlace
Furnishings president and CEO Dennis J. Insogna, the orga-
nization's board of directors has unanimously voted to
appoint Bob Carlson of St. Cloud, MN-based Marco Office
Products as its interim president.

Carlson, currently WPF chairman, is a long-time member of
the organization who has served as a Board member in vari-
ous capacities since 1993.

"One of Dennis Insogna's most impressive achievements as
president was the development of a strong and very compe-
tent staff organization and I'm confident in their ability to
insure a smooth transition and continue the momentum that
Dennis's leadership helped generate," Carlson commented.

Vice president of marketing Victor Maffe will assume respon-
sibilities for the day-to-day running of the organization, he
indicated.

RKV, Swedish Buying Group Joins BPGI
Swedish buying group RKV has joined Business Products
Group International (BPGI), reinforcing the global independ-
ent dealer group consortium’s position as the third largest
office products organization in the world, with over $12.5 bil-
lion in combined annual dealer sales. 

“It is important for us to continue to grow with member part-
ners that add value to the whole of BPGI and we feel like we
are getting that with RKV,” commented BPGI chairman Mark

Austen. “BPGI welcomes RKV and looks forward to working
closely with them to bring benefits to RKV and its dealers,
existing BPGI members and vendors,” Austen added.

RKV is located in Boras, Sweden and is made up of 19 inde-
pendent dealers located throughout Sweden with end-user
sales of $235 million.

United Stationers Relaunches biggestbook.com Web
Site, Recognizes Preferred Suppliers, Names New
Furniture Marketing Director
It’s been a busy month for wholesaler United Stationers. In
the latest step of its eBusiness strategy for resellers, United
recently relaunched biggestbook.com, its consumer informa-
tion web site. In addition to improved search, graphics and
organization, the site is now powered by United’s enhanced
product content on nearly 40,000 products, organized into
four broad categories: Office Supplies, Technology,
Breakroom and Janitorial, and Furniture.

“The new site is a great demonstration window for our
enhanced product content and the value dealers can derive
once the new content is enabled within their eCommerce
systems,” said Ed Rodham, vice president, consumer and
eBusiness marketing. 

Separately, United announced recipients of top honors under
its annual Preferred Supplier Award Program. To be named as
a 2008 Preferred Supplier, companies were rated on numer-
ous criteria including support of the reseller channel, supply
chain efficiency, and category/channel leadership. 

Winners, some of which were named in multiple product cat-
egories, included Acco, At-A-Glance, Avery, Brother, Dixie,
Energizer, Esselte, Fellowes, Gojo, HP,  Iceberg, Kensington,
Kimberly Clark, Lexmark, Quality Park, Rubbermaid, Safco,
Sanford, Sharp, Smead and 3M.

This year, for the first time, special recognition was also given
to several of the Preferred Suppliers. Avery and Acco were
recognized for excellence in supporting United’s field sales
organization, and Smead and Avery were acknowledged for
excellence in support of the field operations team. 

In addition to the Preferred Suppliers, three other suppliers—
Balt, Boise, and Elmers—were recognized as “Emerging
Suppliers” for their efforts in integrating their operational
efforts with United, as well as providing outstanding go-to-
market strategies.

Finally, United announced Melinda Myers, most recently
director of marketing and member services for NOPA and
OFDA, has joined the company as director of category pro-
grams - furniture. 

Myers will report to Richard J. Aievoli, vice president and
general manager of United’s Furniture Division and be
responsible for the management and coordination of United’s
go-to-market strategy for the furniture category, as well as
managing United’s Direct Access and Furniture Marketing
Programs.

continued on page 14
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Industry News continued from page 12

HON Products Earn Indoor Air Quality Certification
The HON Company has announced a major expansion of its
Scientific Certification Systems (SCS) Indoor Advantage Gold
certifications. HON said the expansion cements the compa-
ny’s ongoing environmental commitment and active partici-
pation in sustainability initiatives, as well as its support of the
U.S. Green Building Council’s Leadership in Energy and
Environmental Design (LEED) system.

The certifications, which encompass 32 series of chairs, mark
HON’s 63rd product line to receive either SCS Indoor
Advantage or SCS Indoor Advantage Gold recognition in the
past two years. 

SCS is a third-party auditor and certifier of environmental and
sustainability claims. The SCS Indoor Advantage certification
program tests and certifies products for indoor air quality by
evaluating these compounds to help improve the air quality
within enclosed indoor environments.

Neutral Posture Wins 
Ergonomics Conference’s ‘Attendees’ Choice’ Award
Neutral Posture’s N·tune Seating System won an “Attendees’
Choice” Award at the 2007 National Ergonomics Conference
and Exposition (NECE) in Las Vegas. It was the fifth consec-
utive award for Neutral Posture from NECE attendees.

Neutral Posture developed the N·tune system as a way to
integrate the chair/stool design with the storage and layout
potential of systems furniture for the home or office.
Components can be used with any system furniture capable
of being set up at standing height.

Herman Miller Acquires Brandrud Furniture,
Healthcare Furnishings Manufacturer 
Herman Miller has signed a definitive agreement to acquire
Brandrud Furniture, a Seattle-based manufacturer of health-
care furnishings. Terms of the transaction, which is expected
to be completed in February, were not disclosed. 

Brandrud’s product offering includes seating products for
patient rooms, patient treatment areas, and public spaces

such as lobbies and waiting areas, as well as products for the
higher education and office markets. 

The company is expected to have 2007 sales of approxi-
mately $20 million. Brandrud and Herman Miller have shared
a marketing alliance since October 2005. 

New Marketing Director at NOPA and OFDA
The National Office Products Alliance (NOPA) and the Office
Furniture Dealers Alliance (OFDA) have appointed Stephen E.
Peeler as their new director of marketing and member services. 

Peeler, who brings over sixteen years of hospitality industry
experience working with national associations in the sales
and marketing arenas, succeeds Melinda Myers, who has
joined United Stationers as director of category programs -
furniture. 

For the past four years, Peeler led sales efforts for the
Washington, DC satellite office of the Greater Phoenix
Convention and Visitors Bureau as regional director of nation-
al convention sales. Previously, he held director positions
with the city of Milwaukee and Marriott International in the
Washington, DC area.

Consumer Files Suit Against Staples, HP Alleging
‘Illegal Agreement’
A disgruntled consumer has sued Staples and Hewlett-
Packard charging they violated antitrust laws in collaborating
on the sale of replacement ink-jet printer cartridges, the
Reuters news agency reported last month.

In a lawsuit filed in U.S. District Court in Boston, Ranjit Bedi
charged the companies had reached "an illegal agreement
between competitors to stop competing" when HP paid
Staples "market development funds" to stop selling non-HP-
branded ink-jet printer cartridges for HP printers. 

Industry Trainer and Consultant Winnie Ary
Announces Her Retirement
Industry trainer, consultant, professional
speaker, author and regular columnist for
INDEPENDENT DEALER Winnie Ary has
announced her retirement after twenty
years as president of Ary Group, Inc. 

Before setting up her own consulting and
training organization, Ary had a success-
ful sales career of her own, that led her to
top management positions including vice
president of sales, with industry companies. 

“I leave the office products and office furniture industries with
many fond memories and will always be grateful for the
opportunity to work with so many fine companies and for the
many wonderful friendships I have made over the years. I
wish all my friends and clients a very Happy and Prosperous
2008 and many more years of success,” she commented.
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RDC Program:

When is.group introduced the RDC program,
we weren’t members. We were more or less on
the outside looking in, part of a buying group
but stocking less than 75 SKU’s with maybe a
total of $100,000 in inventory—mostly paper
and HP toner.

We started hearing about the program on the
street and it sounded intriguing. One of the
reasons why we hadn’t been doing very much
direct buying was the high minimum of each
individual vendor and this seemed to offer a
way around that.

is.group has what they call a Test Drive pro-
gram that allows you to try it out to see how
you like it without having to commit fully and
we signed up for that. We tested out the pro-
gram for several months and then went ahead
and joined.

Today, we’re probably stocking over 200
SKU’s and have about $200,000 worth of
inventory. We’ve increased the HP toners and
added some other toners as well as other
high-moving commodity type items like legal
pads, etc.

But even though we’ve added more
SKU’s, we haven’t had to add any
more people. And it’s had a very
positive impact on several levels.

Our purchasing people really love
buying through the is.group system.
It probably takes an hour a week at
most to go through and decide
what we’re going to buy; we place
an order once a week, and it usual-
ly shows up in two or three days.

We calculate we’ve saved about
$8,000 a month as a result of buying direct
versus wholesale. That’s net after we pay the
is.group fees, though it doesn’t reflect any
additional benefits from yearend rebates. 

There’s a lot more we could be doing with the
program. We’ll be looking to try and bump up
our direct purchases a little more next year—
they’re currently around 25% and we’ll be
looking to move them up to as much as 33%.
We’re also exploring the possibility of bringing
in some “C” and “D” items, in addition to the
high-turn commodities.

But even if we just keep doing what we’ve
been doing, we’ll be happy. Saving $100,000 a
year with little or no investment is a pretty
good deal. And the benefits we’re generating
from the RDC are going to become even more
important for Friends and other dealers like us. 

Putting it simply, if we don’t look for ways to
save money on our purchases and throughout
our organization, we’ll be in big trouble trying
to keep up with the big guys. That’s why we
made the switch and it’s why we’re using the
RDC’s more and more.

is.group’s

Dealers Tell the True Story
When is.group launched its re-distribution program in January of 2004, it quickly became one of the
most controversial and widely discussed initiatives of any kind in the office products industry in
recent years.

Some hailed it as a bold new move that would bolster the independent’s position in the industry and
create a stronger and more viable business model going forward. Others condemned it as overly-
ambitious and doomed to failure.

The model is.group introduced back in 2004 has gone through many changes since it first rolled out
and many of the features that critics pointed to as sources of concern have been either modified or
discarded. Despite that, however, the debate over the RDC’s and their value continues to roil.

What’s the real story behind the RDC’s? We asked three dealers whose experiences over the past
few years make them uniquely qualified to judge its true worth. Here’s what they had to say.

Ken Schroeder, Friends: “Switch to RDC’s Generates $8,000 in Monthly Savings”
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When is.group introduced the program,
Greenville Office Supply was a member,
though at the time, we were buying the major-
ity of our products—probably around 80%—
from the wholesaler and only stocking copy
paper and a few other select items like high
turn toner cartridges.

Our initial reaction was not real positive. We
heard about all the initial costs and decided
we simply weren’t willing to pay for all that and
left. 

While we were out of the group, we acquired
the supplies business of another local inde-
pendent that increased our own business sig-
nificantly. And at around the same time, we
looked at all the changes is.group had put into
the program since we left and decided to take
another look.

Since then, we’ve been continually evaluating
and re-evaluating how it makes the most
sense for us to buy and so far, the RDC’s still
win out. It’s easy, it’s convenient, and the fast
turnaround time is huge.

If you’re on a 6-8 week order cycle and work-
ing high minimums with a bunch of key ven-
dors, buying direct means tying up a lot of
money in inventory. With the RDC’s, you can
place one PO for multiple vendors and buy in
much smaller minimums. 

It’s a model that makes a lot of sense for an
independent dealer. We’ve gone from carrying

about $378,000 in inventory across
300 SKU’s in 2005 to $530,000 in
inventory across about 1,000 SKU’s.
And our profitability is a whole lot
better. We just ended our most prof-
itable year ever and our net profit
was up by more than 10%. 

We’re also able to be more compet-
itive in the marketplace. Paper and
toner are the chief indicators today
of how we stand price-wise in the
eyes of the customer. We’ve got to
be competitive on those items. They’re high
dollar SKU’s and we’ve got to buy that prod-
uct as cheaply as we can. And that’s one of
the big advantages of the RDC program.

One other key benefit is that it’s made us able
to respond to new product trends far more
easily. Look how fast change happens in our
industry today. New items are continually
coming in and old ones are going out. We’ve
got to constantly be adjusting our mix and
making sure we’re always stocking the right
things. That’s much harder to do if you’re buy-
ing everything direct with larger minimum and
longer turn intervals. 

If you’re not currently using the program, have
is.group do a comparison and evaluate your
current buying to identify items you’re current-
ly buying from the wholesaler that are stocked
in the RDC and show you what your gain
would be from making the switch.

Charles Scales & Scott Hart, Greenville Office Supply: “Coming Off Our Most Profitable Year Ever”

Our association with is.group goes back to its
very early days. We were among the first deal-
ers (member #10) outside of Indiana to join the
group back in 1982, when they started expand-
ing from the original Hoosier Independent
Stationers dealers who founded it. 

And when they first introduced the RDC pro-
gram, we thought it was a great idea. The
opportunity to buy from more than a dozen dif-
ferent manufacturers without having to meet
each of their pre-paid minimums was really
appealing.

Unfortunately, however, there were some initial
challenges with the program and in October of
2005, we decided to leave. We kept in touch
with the organization, though, and by spring of
2007, it was starting to look like many of those
initial challenges that had caused us to leave
had now been resolved.

In March of 2007, we started using the RDC
program again on a Test Drive basis and three
months later, re-joined the organization.

Looking back on the past few years, there’s no
question in my mind that if it wasn’t for the buy-
ing group and the RDC program, we wouldn’t
be in business today. It’s become very impor-
tant to our dealership. 

We’ve gone from being a dealership that
sourced about 65% of our purchases from the
wholesaler and did 35 direct to one that’s now
buying 45% from the wholesaler and 55%
direct. And the amount of direct buying we’re
able to do continues to grow.

Overall, we figure using the RDC’s has added

somewhere between 3-5 points to our gross
profit margin. We’re stocking about 20% more
SKU’s than we were before the RDC’s, but our
overall inventory investment hasn’t grown,
because our turns are so much better. We’re
over 400 miles from the New Jersey warehouse
that services us but we still get most of our
orders in just two days and that’s made a big
difference.

If you’re a stocking dealer of any size and you
aren’t currently using the RDC program, I’d
strongly recommend that you at least take a
look at it. The initial challenges have been 
overcome and today, it’s very much a smooth
sailing ship.

Bruce Poe, McGhee Office Supply: RDC Program Today is a ‘Smooth Sailing Ship’

Keasbey, NJ • Glendale Heights, IL • Las Vegas, NV

Avg Stocking order: $7,778 (Jan - Nov 2007)

Delivery Tracking: 2 days - 50%
3 days - 33%
4 days - 12%

RDC Items: 6,217 total stocking items
3,269 office products
459 Legacy Office Products

private label brand 
161 jan/san items
2,787 IT SKU’s

Contact Information:

(317) 845-9155 • www.isgroup.org

The is.group Regional Distribution
Centers at a glance:
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The numbers tell an encouraging tale:
Compared to 2006, sales for 2007 are expected to be:

� About the same. . . . . . . . . . . 20%
� Up 1-5% . . . . . . . . . . . . . . . . 20%
� Up 5-10% . . . . . . . . . . . . . . . 13%
� Up over 10% . . . . . . . . . . . . . 42%
� Down 1-5%. . . . . . . . . . . . . . . 5%

Even more remarkable is the dealers’ ability to
maintain or increase gross margins during the

same period. Compared to 2006, gross margins for
2007 will be:

� About the same. . . . . . . . . . . 46%
� Up slightly. . . . . . . . . . . . . . . 36%
� Up significantly. . . . . . . . . . . 5%
� Down slightlyl . . . . . . . . . . . . 13%

continued on page  18

Another Good Year
for Independents:

Holds Great Promise
By Jim Rapp and Simon De Groot

2007 was another banner year for independent office 
products and furniture dealers, with three out of four dealers

surveyed reporting increased sales volume, and nearly half up by

more than 10%.

These gains are remarkable, considering the increased compet-

itive pressures and ongoing efforts by the big box chains to go

after small and medium office businesses, the independents’

sweet spot.
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How Did They Do It?
As we talked with dozens of independents around the coun-
try in preparation for this report, one thing became clear—the
dealers with the greatest sales increases were those with a
specific plan to take business away from their big box com-
petition.

“Our sales are up significantly this year,” says Bernie Garvey,
Garvey’s Office Products, Niles, Illinois. “We have been able to
take business away from the big boys, in spite of the fact that
they have been hitting prices again as their businesses stag-
nate or drop.”

Foss Jones, Jones and Cook Stationers, McAllen, Texas, is
witnessing the same aggressiveness on the part of the power
channel in his market. What’s happening, Jones
says, is that the “Big Three” are
fighting with one another over
their combined stagnant or
shrinking market share.

This, of  course, affects the independents.
Jones and Cook, like Garvey’s, constantly
monitors competitors’ service levels as well as
pricing, stepping in with presentations that point
out the benefits of buying from the local independ-
ents dealer.

“Our sales are up over 30% this year,” states
John Thayer, The J. Thayer Company, Lake
Oswego, Oregon. “We added eight new
salespeople, broadened our product
mix, and are constantly looking for
cross-selling opportunities.”

Although we don’t have enough specific
information to call it a trend, it appears that
some dealers are increasing their “feet on the
street” in an attempt to counter similar activity by
the competition.

One can’t help but wonder if some of the problems that
Office Depot, OfficeMax and Corporate Express expe-
rienced in 2007 were not the result of business they
lost to independents. Although Staples did a tad bet-
ter, most of their gains came from sales outside the
United States.

Furniture and 
Non-Traditionals Strong
Independents continue to increase their furniture
sales—by far the most mentioned growth area of all
product categories for 2007. Dealers we surveyed
believe that ‘08 will be just as good, as mid-market

lines capture a larger and larger share of the total furniture cate-
gory.

Nearly as strong in 2007 were non-traditional products, with
jan-san leading the pack. Close behind were break room sup-
plies, green products and IT supplies. More and more dealers
have expanded their furniture business to include showrooms
and a variety of services that are not usually offered by tradi-
tional supply dealers. Today’s Business Products, Cleveland,
Ohio, is one such dealer. 

States Today’s Rick Voigt, “We had a very good year in furni-
ture. We’re getting more recognition in the furniture industry
than ever before, and are working quite successfully with
architects and designers.”

Another example of broadening furniture sales and services is
Office Environments, Louisville, Kentucky. In 2007, their sup-

ply business was up 17%, but their furniture operation had
a whopping 54% increase. Other dealers are expanding
their furniture lines, and moving into specialty niche mar-

kets like education and healthcare.

“Our furniture business has
been so good that we estab-

lished a separate division
to handle it,” says Dwight
Bogart of Austin, Texas-

based Convenience Office
Supply. “We started offering

middle grade furniture three
years ago and it’s now our

fastest-growing product line.”

It may not be for long, because
Bogart has just started a premium

coffee service business. This will com-
plement his break room supplies and jan-

san business.

This broadening of product offerings appears to be
the primary reason for 2007 sales increases,
based on our conversations with independents.
Jan-san leads the pack, helped by increased
wholesaler and buying group offerings. 

“We’re getting deeper and deeper into jan-san,”
states Ray Wilkins of Taylor Printing and Office
Supply, Roxboro, North Carolina. “It seems that
as customers realize that we can provide just
about any item they can think of, they prefer buy-
ing it from us.”

Wilkins says that in addition to selling a lot more
jan-san and breakroom supplies, bottled water is
now taking off.

continued on page 19
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2008 Looks Bright Indeed
In spite of all the negative economic news we keep hearing,
almost every dealer we talked with is predicting sales increas-
es in 2008. Here are the numbers:

Compared to 2007, my sales in 2008 will be:

� About the same . . . . . . . . 4%

� Up 1-5% . . . . . . . . . . . . 31%

� Up 5-10% . . . . . . . . . . . 38%

� Up over 10% . . . . . . . . . 27%

The good news continued when we asked about net profit
predictions for 2008:

� About the same . . . . . . . 42%

� Up slightly . . . . . . . . . . . 49%

� Up significantly . . . . . . . . 9%

In addition, 58% of all the dealers we talked with said they will
be hiring more people in 2008.

Even with all these rosy sales and profit forecasts for this year,
more than a few dealers inserted a note of caution. They’re
primarily worried about a softening economy, with warning
signs in the latter half of 2007—the sub-prime mortgage
debacle being the most significant.

Here are some of their concerns, in their own words:

� Non-traditional vendors, like Wal-Mart and Costco

� More competition from online (stockless) dealers

� Big Boxes trying to buy business with very aggressive
pricing

� Rising fuel costs

� Inflation and rising product costs

� Young, 20-somethings doing the buying—they don’t know
who we are

� Big boxes’ private label--not price, but name recognition.

continued on page  20

Opportunities
and Threats
We asked dealers to identify the oppor-
tunities and threats they see coming
their way this year. Here, in no particu-
lar order, is what they told us:

Opportunities

� Selling more non-traditional
products, especially jan-san

� Increasing online orders
� Focus on the middle to small

business market
� Jan-san continues to be an

area where we see continued
improvement

� More furniture sales first half
of the year

� More commercial accounts
� Hiring more salespeople
� Doing more with inside tele-

marketing
� Selling more to existing cus-

tomers
� Going after larger prospects
� Education market looks good
� Going after new customers,

and more furniture business
� More bid business

� Selling more private label
� Selling more higher-margin

products
� Getting more name recogni-

tion and more local business
growth

� Furniture and IT supplies
� Taking advantage of big box

shortcomings
� Government sales
� Using radio and print ads for

name recognition
� Trying harder to give customers

exactly what they want.

Threats

� Negative thinking about eco-
nomic downturn

� Price clubs—Sam’s, Costco,
etc.

� Not having the best technolo-
gy available for customer
ordering

� Rising costs, particularly fuel
� Big box salespeople on the

street
� Continuing big box pressure
� Young buyers not aware of

independents

� All operating costs increasing
� Economy--softening here,

especially housing
� Big box advertising influenc-

ing more and more people.
� Big box private label
� Not continuing to actively

advertise and not working
hard enough to gain new
business

� Government spending here
could drop

� Margin maintenance—com-
petition is fierce

� The impact of an uncertain
election year

� Increasing delivery costs and
insurance costs

� Big boxes going after the 50-
150 employee office with
aggressive pricing

� Independents not working
together for greater results

� Possible reduced buying
power as independents close
or sell to big boxes

� Consolidation of customer
companies and the move to
central purchasing.
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Make Your Own Opportunities
Why are dealers so bullish about the future when there are so many negative signs on the horizon? Most likely because they’re
gaining ground on the giants and nothing is going to stop them now. Listen to what dealers are saying:

� Online ordering continues to grow—we’re saving money

� We continue to grow jan-san, breakroom and furniture

� We take advantage of every big box stumble

� Ad specialties are highly profitable

� We’re taking from the competition by adding new salespeople

� We have a new business development team and we’re taking customers
from the big boxes

� Green products are growing very big here and getting bigger

� We’re expanding our geographical coverage area.

The past two years have been good for independents and 2008 looks like it’s
off to another good start. Dealers talk about positive movements that have
been taking place over the last several years, including:

� Greater support from wholesalers and buying groups

� Improved software

� More “buy locally” activity

� Big box slowdown

While all these things have helped, it’s the Spirit of the Independent Dealer
that comes shining through every time, and there’s no sign of its demise!
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What are your top 
opportunities and threats

from the coming year?

We hope to make 
communications at
Independent Dealer 

very much a two-way
street and you can help

us do just that by 
posting to our new Online

Dealer Forum by 

CLICKING HERE

http://www.opwebinar.com
http://www.websitetoolbox.com/mb/idealercentral


This represents the essence of leadership and underscores that leadership is much
more than just commanding direction and applauding successes, but about inspiring
others through action.

One of the methods for creating the type of environment conducive to inspirational
leadership and committed followers is establishing clearly defined goals, objectives,
and tactics supported by a framework of accountability. 

“Accountability” sometimes carries negative connotations because it is often mistaken-
ly regarded as a system of strict oversight, rewards, and punishments. On the contrary,
in the business environment, accountability should be a collaborative model of respon-
sibilities, shared by both sales leaders and their sales representatives. 

Correctly implemented and executed, accountability functions in a positive, construc-
tive manner, and with the appropriate means of feedback and development, represents
a source of inspiration for your sales reps.

As a leader, it is vital that you recognize first your responsibility to help others pursue
and reach their full potential. This responsibility requires that you clearly define expec-
tations for everyone in the organization, from top to bottom. Only then can you focus,
guide, and inspire others to achieve their goals.

At K.Coaching, LLC, we consider the two most important practices for establishing an
effective, positive accountability model are the annual formal review process and
monthly one-on-one meetings with developmental conversations. Both practices rep-
resent powerful and essential tools for creating the inspirational organization.

Annual Formal Review Process
Annual reviews are intended to increase productivity by providing formal feedback; they are not forums for rehashing
old stories, incidents, or poor performance issues that have been left unaddressed over the course of the year. 

Annual reviews offer the means for making valid decisions about pay, development, and promotion. 

continued on page 22
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Action,
Accountability,
and Leadership
One of my favorite quotes about leadership 
comes from John Quincy Adams: 

“If your actions inspire others to
dream more, learn more, do more and
become more, you are a leader.”

by Krista Fleet



Krista Fleet continued from page 21

Most importantly, they offer a structured approach for making
a comprehensive assessment of sales reps’ performances,
and provide a foundation for inspiring future performance.

At K.Coaching, we recommend an objective-based annual
review process. This process involves “scoring” sales reps
based on a set of predetermined core competencies that rep-
resent standards of success. This activity is not about citing
deficiencies but rather targeting areas of development. 

Once you evaluate your sales rep against their core compe-
tencies, you have a basis for creating a developmental plan,
in collaboration with the rep, for improvement and growth.

As I said, you should base a sales rep’s annual review on pre-
established goals of achievement and development. These
goals involve financial obligations for sales quotas and activ-
ities, but also more personal standards such as selling skills,
attitude, and demonstrations of commitment. 

Remember, it is essential to avoid creating an atmosphere of
confrontation; there should never be any surprises and your
rep should know the format and topics of discussion prior to
the review, so that he or she may come prepared to partici-
pate in a meaningful conversation.

Set the stage for a constructive dialogue by having your sales
rep perform a self evaluation prior to the review. Self evalua-
tion helps set the tone of partnership and eliminates any
unexpected discussions. It also minimizes negative reaction
to feedback, and promotes a more trusting relationship
between you and your employee. (Don’t forget, the annual
review process also provides you with documented history
and protection from any potential legal issues arising from
performance-related terminations.)

Finally, you can make the annual review process less intimi-
dating for your reps and an easier activity for you, the leader,
to perform, by combining it with the second vital piece of your
accountability framework: the monthly one-on-one review.

Monthly One-on-Ones
K.Coaching recommends the monthly one-on-one review as
the most effective component of your management and
accountability framework. The personal time and attention
that sales reps receive from their managers keep them on
task and help them with emerging challenges and dealing
with at-risk accounts.

The monthly one-on-one is a scheduled opportunity to
assess how your sales reps perform relative to their goals,
and gives you the ability to intervene early in the event of any
developing issues. 

Most dealers using monthly one-on-ones establish a routine
of one day a month after the previous month’s numbers are
in; sales reps understand that this schedule is fixed and do
not schedule any activities for that day. 

Consistency and commitment represent the critical success
factors for the monthly one-on-one review practice. It often
takes six months of commitment, maintaining high expecta-
tions and standards, for the organization to adopt and grow
comfortable with the routine. 

As with annual reviews, it is essential that your sale rep pre-
pares for his or her monthly one-on-one by analyzing and
understanding recent business trends and activities, and
comes to the review ready to discuss them.

Here are some examples of monthly one-on-one review topics:
• Review monthly numbers compared to quota and dis-

cuss reasons for any gaps.
• Discuss new accounts in the last three months and

their sales each month.
• Discuss the status of online ordering targets.
• Talk about retention activities conducted in the past

month.
• List the top ten furniture leads and estimated project

value.
• Discuss product categories “at risk” within certain

accounts and estimated GP loss per month.
• Review and analyze business lost in the past quarter.
• Talk about actions taken to raise overall margin per-

cent.
• Discuss the rep’s perceived challenges and the help

you can provide.
• Ask your rep for his or her feedback or suggestions

for you.

Once you have effectively established the monthly one-on-
one reviews, you and your sales reps will begin to see both
the value and the sales results of this activity; you’ll wonder
how you ever managed without them.

Be a Leader
True leaders achieve amazing results through others. A
framework of accountability should not and must not be a
harsh set of practices, but a collaborative milieu that fosters
a charged atmosphere of enthusiasm and ambition. 

It should also allow you to create an air of opportunity
throughout the organization: opportunities for you to coach,
mentor, and lead; opportunities for your reps to excel,
achieve, and benefit—both personally and professionally. 

Accountability equals action, and action demonstrates lead-
ership. Your action and participation in each and every
employee’s success sets forth an inspirational example that
will resonate throughout your entire organization.

Krista Fleet is President of K Coaching, LLC an executive coaching and consulting practice
that has helped literally hundreds of independent dealers maximize their full potential and
strengthen key business partnerships. For more information, visit the K Coaching web site at
www.kcoaching.com.
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This past year has solidified the position of Staples as the premier
“big box” player. OfficeMax and Corporate Express took turns to
disappoint the market by not selling out to the highest bidder and
in the last few months Office Depot also joined the ranks of the
under-performers. 

That’s right, three of the independent channel’s biggest competi-
tors are now weaker than they were this time last year and that
should certainly make your New Year a little brighter. 

The turmoil these folks are in and their need for higher margins is
a combination of circumstances we should all note with optimism.
However, don’t break out “the bubbly” just yet. 

Regardless of the opportunities to increase sales big box strug-
gles might give your dealership, there is another, less visible com-
petitor that might be hurting your business in ways that are just as
damaging. 

It would be nice if the competitor I am speaking about had a sin-
gle name or methodology, so we could track its movements, but
it is not a national company (usually). In fact, the competition that
I believe threatens your dealership more this year than ever before
is a lot like you. 

The local companies that can be more dangerous to your growth
than even folks like Staples are imaging companies that feature
printer service as part of their offering. There are at least three rea-
sons these folks are so dangerous to your business:

1. Hewlett-Packard, Lexmark, and compatible toner account
for between 25-35% of most dealer’s office products sales
today. (How many ribbons do you sell anymore?)

2. Your customer will often continue to buy from your compa-
ny, but will have signed an “exclusive” agreement for toners
that locks you out of that sale. 

3. You might not even know that you have lost this business to
the competition unless you look closely at usage reports or
your reps ask tough questions of their customers. 

Often the reduction in sales will go unnoticed and your margins
from the customer in question may even improve. Also, because
most reps don’t want to ask tough questions, they can go for
months or even years without finding out the extent to which the
account is shrinking. 

This summer, for example,  I made an “Account Review” call with
a rep from one of my clients in the Midwest. He assured me before
we went into the account that he had all of the business, but with
just two questions we discovered the customer was spending
thousands of dollars per month with a “toner service” company. 

While they purchased a few Hewlett-Packard toners each month
from my client’s company, they were spending thousands with the
copier company that had sold them remanufactured toners as
part of their service.

I’ll bet some of you are saying, “Toner service is a sham” or “All
they’re doing is overcharging for the same toners that I can sell
them for less money.” You may be correct, but when I was with
Corporate Express we lost an account that purchased over
$80,000 per month in toner because we could not supply them
with the solution they believed they needed. Price was not a major
issue!

So, what should you do to see if printer service competition is a
problem for your company? First, I would go to a few of your best
customers and ask questions like, “What is important to you in a
toner supplier?” “How do your machines receive service now?”
“Would it be of benefit to you if I could provide a solution for you?” 

Next, check with your supplier partners to understand how they
can help you turn back this threat. I know of at least one whole-
saler and one buying group that are working on this
problem/opportunity and I know of a few dealers that have
become very successful in the “printer service” business. You
might also take a look at your local phone book to see if there
might be a printer service company in your area that does not sell
toner. Most service folks sell supplies as well as service, but there
are some who don’t and they might welcome the opportunity to
partner with you.

So, as 2008 dawns, be sure to count your blessings that three of
the four “big box” operators are wounded, but don’t let that make
you complacent. Remember to combat the competitors that you
may not even see!

Tom Buxton is founder and CEO of InterBiz Group, a consulting firm that works with independ-
ent office products dealers to help increase sales and profitability, For more information, visit
www.interbizgroup.com.
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Your Two Most
Dangerous 

Competitors
(You may not know one of them!)

By Tom Buxton

http://www.interbizgroup.com


Back in May I reported that we were
working with small businesses to stop
the General Services Administration
(GSA) from outsourcing office supplies
from the GSA Global Supply Program.
After eight months of hard work, I am
please to report that Senators John
Kerry (D-MA) and Olympia Snowe (R-
ME), Chairman and Ranking Member of
the Senate Committee on Small
Business and Entrepreneurship, have
stepped in yet again to halt any effort to
outsource these products and eliminate
small business opportunities.

Senators Kerry and Snowe sent GSA a
letter requesting the agency halt any
efforts to issue an RFP for these prod-
ucts until the General Accountability
Office (GAO) has conducted a thorough
review of the Global Supply Program
and its impacts on small business and
the readiness capabilities of the federal
government.

Before the Senators’ intervention, GSA
was moving towards a plan to take office
products out of the Global Supply
Program and transfer them to a contract
held by a large corporate company. 

If this were to happen, it would mean
tens of millions of dollars in lost revenue
for the small business community. In
fact, we are concerned that such efforts
would be done with little focus on 
providing new opportunities for small
businesses.

“Eliminating contracts that small busi-
nesses successfully competed to win,
without a full understanding of the nega-
tive impacts, is unacceptable,” said
Senator Kerry. 

Small Business Impact
“It is crucial that we fully understand
how the GSA’s removal of office supplies
from the Stock Program will impact
small businesses,” said Senator Snowe.
“Currently, 80 percent of the Stock
Program’s office supply procurements
are directed to small businesses suppli-
ers. I am concerned that the elimination
of these contracts could have a detri-
mental impact on our nation’s small
enterprises. Every avenue must be
explored to ensure that small business-
es are not faced with further barriers in
accessing government contracts.” 

Senators Kerry and Snowe also asked
the Government Accountability Office
(GAO) to review the consequences,
given that the Stock Program’s office
products create a vital and readily
accessible resource to all government
agencies for their various supply needs
in times of emergency. 

Senators Kerry and Snowe should be
applauded for their hard work on this
issue. Both members stood together
and worked in a bipartisan way to
ensure that small businesses currently

supplying the GSA Global Supply
Program wouldn’t be unfairly harmed by
this action. We still have to wait and see
what the GAO report says, but we are
confident that it will come back with a
report that’s positive for small business.

The Global Supply Program is an impor-
tant one for the federal government and
its readiness capabilities. Any attempts
to make changes without thoroughly
studying the impacts that eliminating
such a program would have on small
business and on the government’s abili-
ty to get the goods its needs during a
crisis situation is not good for anyone.

Our message is a simple one: Before
eliminating any products from this pro-
gram, let’s take a closer look at the
impacts any move would have to ensure
that it is in the best interest of the gov-
ernment and the people it serves. 

To that end, we will continue to work
with the GAO and Senators Kerry and
Snowe, two true small business advo-
cates, to help provide information sup-
porting the need to maintain the current
Global Supply Program and its support
of small business.

Following is the text of the letter
Senators Kerry and Snowe sent to the
GSA:

continued on page 25
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Senators Kerry and
Snowe Request Halt

to Elimination of Small
Business Opportunities

By Paul A. Miller



Miller continued from page 24

Ms. Lurita Doan
GSA Administrator
U.S. General Services Administration
1800 F Street, N.W.
Washington, DC 20405-0002

Dear Administrator Doan:

It has been brought to our attention that the General Services Administration (GSA) has not adequately addressed the concerns we raised in our letter of
July 6, 2007 and is still actively working to eliminate office supplies from the Stock Program. We were especially disappointed to learn that GSA plans to
issue a new solicitation in the next few weeks to outsource these products to a private vendor.

Before GSA moves forward, we request that a temporary halt be placed on this effort until Congress has had a chance to review this issue in greater detail.
We’re concerned that outsourcing these office supplies will have a devastating effect on the small businesses currently supplying these products. We are
also alarmed about the impact the elimination of the Stock Program will have on our Nation’s emergency readiness capabilities. Having office supplies
readily available is important to our ability to react quickly to disasters. Before GSA eliminates any items from the Stock Program, we would like to fully
understand all the consequences of this action.

We are also requesting that the Government Accountability Office (GAO) perform a study of this issue and report back to us as quickly as possible on their
findings. We have reviewed past GAO reports on office supplies and the Stock Program but believe that a current GAO review is needed before GSA takes
any further steps to terminate the program. We request that you take no further action toward eliminating office supplies or any other items from the Stock
Program until we have had adequate time to review the GAO’s findings.

Thank you for your cooperation with this request. We look forward to working with you to strengthen the Stock Program and give our small businesses a
level playing field in the federal procurement arena.

Sincerely,
John F. Kerry Olympia J. Snowe
Chairman Ranking Member
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Paul Miller is a founding partner in Miller/Wenhold Capitol Strategies, LLC, providers of direct and grassroots lobbying, legislative and regulatory tracking, advocacy planning and implemen-
tation and related services. Before setting up Miller/Wenhold, Miller served as government affairs director for the National Office Products Alliance and the Office Furniture Dealers Alliance
(NOPA/OFDA). In addition to his lobbying and regulatory monitoring activities, Paul also provides consulting services to businesses on selling to the federal, state and local government mar-
kets. For more information, visit www.mwcapitol.com.

http://www.mwcapitol.com
http://www.interbizgroup.com


It is not an exaggeration to say that men and women often view each
other as aliens. Working with the opposite gender can sometimes be
challenging, but when it comes to managing, men and women can
often have starkly different views of the same situation, leading to
unnecessary and unwanted problems. 

Dr. Pat Heim, a noted expert on gender differences, says that by
pointing to different ways men and women approach issues, we
legitimize alternative strategies. And because they often bring differ-
ent approaches to looking at problems, opportunities and decisions,
it means there are more approaches available. It also means better
outcomes for individuals as well as business.

There are exceptions to every rule – some women will relate to male
characteristics and vice versa. But below are some differences Dr.
Heim has discovered in how each gender approaches the workplace.
They should not be perceived as right or wrong, but as varying per-
spectives to be aware of. 

Consider some of the subtle and not so subtle differences, and
instead of putting value judgments on “the other gender,” look on
them as opportunities to increase your effectiveness in working with
co-workers and managing them. 

Friends vs. Friendly. Women tend to have friends in the work-
place, and men tend to be friendly. The difference is that the

friendships women have are important to them and they are pre-
served, often in spite of the situation. Men are friendly, but not nec-

essarily friends. It is easy for men to switch sides and loyalties, not
unlike a team member switching baseball teams. It’s not personal.

Win vs. Win-Win. Men are more accustomed to working in a hierarchi-
cal environment where there is a leader, everyone has a role and rules are fol-
lowed. They want to win. And while women in business certainly want to win as
well, they seek win-win and strive for harmony. Women tend to be more col-

laborative, are comfortable in a flat organizational structure, share power
and strive to have everyone’s needs met. 

continued on page 27
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managing
by Understanding THE

Other
Gender

by Trish Brock



Trish Brock continued from page 26

Banter vs. Attacks. Men often use ban-
ter as good, rough and tumble play but
mean no harm. Women can see such
banter as unnecessary and unwarrant-
ed attacks and often choose to avoid it
and not participate. 

Loyalty vs. Loyalty. Loyalty can have
widely different meanings. Men often
view loyalty as doing what is required
by the leader and best for the “team”
which sometimes even means sacrific-
ing self by carrying out the agenda from
above. Women view loyalty and make
decisions based on “what’s right,” what
meets the needs of the group and pre-
serving relationships. 

Moving On vs. Hanging On. When men
lose, they rarely take it personally and
quickly move on. When it’s over, it’s
over. Women tend to take losses per-
sonally and will sometimes even
assume blame, making “moving on”
more complicated.

Feedback vs. Criticism. Possibly
because men have traditionally played
sports more often, they tend to see crit-

icism and feedback as opportunities to
improve performance and again, don’t
take it personally. Women often have a
more difficult time with criticism, not
only taking it personally, but seeing it as
potentially damaging to relationships.

Control vs. Unleashing. Men will tend
to avoid personal and emotional issues
and try to control the human dimension.
Women are more willing to confront
emotional issues in order to bring addi-
tional points of view and harmony.

Goal vs. Process. Women tend to be
process oriented. It’s not just the bot-
tom line, but exploring options, continu-
ous improvement, alternatives, needs
and how you get there. Men often feel
burdened by this “process” and want to
achieve the goal and move on to the
next one.  Since things are not as “per-
sonal” to them, this can be perceived as
insensitive and ruthless. In these cases,
women can be perceived as scattered.

Multiple vs. Linear Focus. Women
want to achieve professional goals, but
often measure their success in life by a

multitude of achievements in addition
to their work: family, personal growth,
friends, their children, community
involvement, etc. While men value
many of the same things women do,
they tend to gauge their success in
more linear terms focusing on their
career path.

All of these attributes bring value to the
workplace, but it’s easy to see how the
differences can cause confusion and
even conflict. It’s important to remem-
ber that understanding personal rela-
tionships affects productivity levels.
When managing someone of a different
gender, allow yourself to look at a situ-
ation from their vantage point. Maybe
talk about, or even laugh about, your
differences. Tapping into the strengths
of both genders will benefit individuals
as well as your dealership.
Trish Brock is a well-known industry consultant, with over
25 years of “real world” sales, marketing and management
experience. Her cross-functional consulting group, Trish
Brock & Associates, specializes in helping dealer principals
and their management teams solve identity, branding, sales
support materials and web site challenges. For more infor-
mation, contact her at tbrock@trishbrockassoc.com or
720.277.3035.
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The First Network of Independent Installation Companies

Installation made easy.  Anywhere.

Over 250 service providers offering trouble-free office furniture 
installation services throughout North America.

A network of installation professionals

24/7 access to real-time project status 
information

Online Quotes, national capability and 
experience

Consistent performance and service excellence 
nationwide

A one-stop solution for multi-location projects

Moves, reconfigs, panel cleaning and more!

Call 1-888-GO-INSTALL Today or go to www.installnet.com

mailto:tbrock@trishbrockassoc.com
http://www.installnet.com
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You don’t need to spend too much time in this industry to realize it’s a business with some
proud traditions and history. There’s a steady stream of stories in our regular “Winners Circle”
section about dealers who are celebrating special anniversaries or similar landmarks and
we’re delighted to give them well-deserved recognition.

In Sarasota, Florida, however, there’s a dealership with a particularly strong sense of history.
Its name is Bucko’s and it not only sells commercial and home office furniture today, but also
houses a unique museum.

Bucko’s started out as an Army-Navy store back in 1960. It was founded by Jack D. "Bucko"
Barrineau, and sold hardware, clothing, government supplies, and storage cabinets. 

Used desks were added to the inventory in the late 1960s and by 1971, with two sons back
from the service, the office furniture business was off and running and continues strong today.

Bucko, recalls his son Willy, was always interested in history and liked to collect curios. Today,
those curios and more are on display in a 4,500 sq. ft. museum located next to the furniture
showroom.

In addition to many items from Sarasota's local business history, items on display also include
a 1924 Dodge truck and the license plate from a car driven by the Lindbergh baby kidnapper,
Bruno Hauptmann.

“People like to come in and browse around,” says Willy, who works in the business with his
brother Jack and sister Suzi. “I don’t know if it helps our office furniture business or not,” he
says, “but it certainly makes us different!”

A Sarasota
Dealership

That Comes
With a

Special
Sense of

History
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Lessons from the
General Store

by Pat Miller
CEO, Miller’s Office Products

Lorton, Virginia

THELast
Word

In 1971, Pat Miller started a small office prod-
ucts business in Northern Virginia that today has
grown to become a $40 million plus company
with more than 100 employees. Recently, she
gave the keynote speech at a local women entre-
preneurs’ convention where she described the
most important lessons she learned about run-
ning an independent business. Here’s what she
had to say:

Around 20 years ago, Robert Fulghum wrote a
very popular book titled All I Really Need to Know
I Learned in Kindergarten. Most of what I really
needed to know to run and grow my own busi-
ness—to live my dream—I learned at McGraw’s
General Store and Gas Station in Gate City,
Virginia in the summer of 1961. Here is a summa-
ry of those ten lessons. 

LESSON ONE: Show up. Other people
depend on your work to get their work
done. 

LESSON TWO: Care and take initiative
and reward others who do. Whether it is
cleaning the top shelf, learning new
technologies, or finding ways to save
money, success finds the people who
step up. 

LESSON THREE: Find someone you
trust who can help you make the right
decisions. Two heads are better than
one, and often someone else’s head will
be better than yours. 

LESSON FOUR: Understand what you
are asking of your people, even on the
hottest day of the year. You don’t to
have to be able to do their job, but you
must understand, in your skin, the effort
it takes to do their job well. 

LESSON FIVE: Start with trust. Trust
your employees until they give you rea-
son not to. Though your trust will some-
times be challenged, living in a state of
constant distrust slows you down too
much. 

LESSON SIX: Don’t spend what you
don’t have. This one’s important. It
could be fatal. Don’t spend what you
don’t have. 

LESSONS SEVEN AND EIGHT: Take
care of your customers and your ven-
dors. Give them what they want and
they will give you what you want. 

LESSON NINE: Meet your competition,
and swerve if you must to avoid a head-
on collision. If they offer it, you offer it.
If you can’t offer it, offer something bet-
ter. 

LESSON TEN: It is hard to be a woman
in business. Remember (like you would
ever forget) that business is often not
the first thing on a man’s mind when he
meets a woman. Let that be his distrac-
tion, not yours.


