


Fifty Years and Counting for MA Dealer Union Office
Being an independent dealer in the 

Boston market is not exactly the 

easiest way to earn a living. Staples 

started out there and they still have 

a major presence. And if that wasn’t 

enough, there’s also mega-dealer 

W.B. Mason and several other strong 

independents to worry about.

It’s about as competitive a market 

as it gets and that makes this year 

particularly special for Joe Danizio, 

Jr., and Lou Fragoso and their team 

at Union Office, as they get ready to 

celebrate their dealership’s 50th an-

niversary. 

Union was founded by Joe’s father, 

Joe, Sr., in 1965. Back then, it was 

father and son, Joe’s mother and two 

other employees. 

Joe’s father would take the orders, his mother would write up the invoices and 

Joe himself would mail the invoices and make the deliveries.

Hit the fast forward button to today and Union is some 50 dedicated indus-

try professionals strong, who work out of a headquarters facility in Wilming-

ton, Massachusetts and satellite locations in downtown Boston and Augusta, 

Maine.

Fifty years of continuous operations is not all the Union Office team has to 

celebrate these days. Business has been good for a while now, Joe reports. 

Sales at the dealership have more than doubled over the past 10 years and 

last year saw its best year ever, with a 22% sales gain. 
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2015: Build Your Network
As the new year gets underway, the top priorities 
for most independents look pretty clear: Broaden 
the product mix, continue to invest in technology, 
develop an aggressive outreach program to attract 
Millenials—both as new customers and possible 
new employees, and put in place a plan to take ad-
vantage of any fallout from the Depot-Max merg-
er—again, with a focus both on securing potential 
new customers and attracting new talent to your 
sales and/or management team.

There are several columns in this month’s issue 
that discuss various ways to plan for the coming 
year and we hope they’ll make your own business 
planning a little easier. But there’s one piece of ad-
vice of our own we’d like to offer: Build your net-
work.

As we’ve noted in previous columns, one of the 
biggest downsides of running your own business 
is that all too often, it can be a pretty lonely occu-
pation. 

“Your role as the decision maker, bread winner and 
overall renegade definitely makes you a winner, but 
you have to pay the price,” contends business psy-
chologist Peter Shellard. “Making those decisions, 
winning that bread and living that outlaw lifestyle is 
mainly going to happen in a party of one.”

The good news, though, if you’re an office prod-
ucts entrepreneur, is that it doesn’t have to be that 
way.

Over the next 12 months, our wholesalers, dealer 
groups and technology providers will be providing 
some outstanding opportunities to meet with other 
dealers and get their perspectives on the key chal-
lenges and opportunities you face. 

There are also plenty of groups offering opportuni-
ties closer to home to get sound advice from fellow 
entrepreneurs in other industries.

So as you plan for the coming year, do yourself 
and your business a favor by making a point of in-
cluding some action items that will help build your 
network of fellow dealers and other advisors. 

From where we sit, 2015 looks set to offer the 
independent dealer community some terrific op-
portunities. The more you reach out for guidance 
and advice, the better able you will be to make the 
most of them.

Simon De Groot
simon@idealercentral.com

EDITORIAL

mailto:simon@idealercentral.com


ECi can expand 
my business into 
multiple verticals.

Fully Integrated &  
Customizable E-commerce

On-premise or 
Cloud-based Solutions

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

Multi-location Support
Business Analytics, CRM, 

Mobility & Other Tools

“WE’VE EXPANDED INTO SEVERAL 

VERTICALS OVER THE LAST 5 YEARS, 

SUPPORTED BY SOLUTIONS WE’VE 

ACQUIRED FROM ECI.”

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

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

–Jeff Schroeder • The Supply Room Companies

http://op.ecisolutions.com/products/ad-office-products-ns-opi-june-2013.aspx
mailto:info@ECiSolutions.com
http://www.ecisolutions.com/


And, he adds, it’s looking like 2015 will provide more of the same 

with several major furniture projects already on the books.

What’s been the key to Union’s success over the years? “We 

have a great team here and our president Lou Fragoso has done 

an outstanding job,” says Joe. “And we’re strong believers in the 

basics—we stay close to our customers and we focus on doing 

what we do best.”

If the past 50 years at Union Office are any indication, that’s a 

pretty successful formula to follow. Congratulations to Joe and 

his team and here’s to the next 50 years!

Memphis Dealer Yuletide Office Solutions 
Helps Collect 4,500 Toys for  
Children in Need

With a name like Yuletide Office Solutions, it shouldn’t come as 

any great surprise that the folks who work there have an out-

standing track record of good deeds and support for worthy 

causes during the Holiday Season.

This time around, though, Chris Miller and his team at the Mem-

phis-based independent took those efforts to a whole new level, 

as one of the lead sponsors for Toy Truck 2014, a city wide pro-

gram that aimed to collect toys for some 4,500 children in need.

Sales director Todd Miller spearheaded toy collection efforts at 

Yuletide but, says Todd, it was a true team effort that involved 

virtually all aspects of the dealership.

The Yuletide sales force recruited over 50 customers to support 

the drive with their own donations, customer service reps and 

drivers took care of the logistics of dropping off collection boxes 

and bringing them back when full and the warehouse team took 

care of storing the boxes at Yuletide’s distribution center until 

they were ready to deliver to the agency organizing the drive.

By the time the Yuletide team was finished, they had filled over 

60 collection boxes with toys and helped ensure the agency or-

ganizing the drive met its 4,500-toy goal and then some.

“This was our first year as a major Toy Truck sponsor and we 

had a lot of fun,” says Todd. “A commitment to giving back has 

always been an important part of who we are at Yuletide but the 

opportunity to make a lot of little kids happy at this time of year 

made this particular effort really special.”

Good Deeds for the Season Courtesy of 
Baltimore Dealer Rudolph’s Office and 
Computer Supply 

In Baltimore, Christina Ensley and her team at Rudolph’s Office 

and Computer Supply got into the spirit of the Holiday Season in 

a big way with some outstanding volunteer work at a local food 

bank and non-profit that serves women and children in the city 

living in poverty.

Just before Thanksgiving, a team of Rudolph employees took an 

afternoon and went out to the Maryland Food Bank, who also 
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WINNER’S CIRCLE continued from page 4

happens to be a Rudolph customer, where they worked on their 

assembly line, sorting donations and putting together packages 

for those in need.

About a month later, a similar Rudolph group headed for My Sis-

ter’s Place, another Baltimore non-profit and Rudolph custom-

er, where they dropped off a product donation of their own and 

served lunch to the organization’s clients.

“Like most independents, we feel it’s very important to give back 

to the community and this is a particularly good time of the year 

to do just that,” says Christina. “And with revenue and margins 

both up about 5% in 2014, we have plenty to be thankful for 

ourselves,” she notes.

MS Dealer officePRO Supports Local Toy 
Store Effort for Families in Need
In Corinth, Mississippi, John Mercier and his team at officePRO 

provided yet one more example of a good dealer doing good 

things with a program to support a local non-profit’s Christmas 

Toy Store.

officePRO donated 5% of all web orders placed over a three-

week period to help buy toys for children and families in need in 

the community.

The effort was particularly important for John and his team, 

since it continued a tradition of support for the Toy Store be-
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gan by officePRO founding partner Joe 
Franks, who died in December 2012 after 
a lengthy battle against cancer.

“The Toy Store is a wonderful mission that 
was very special to Joe Franks and we 
very much appreciate the opportunity to 
continue his spirit of giving,” said John. 

Further Expansion for 
NE Dealer Eakes Office 
Solutions
Nebraska-based Eakes Office Solutions 
last month announced expansion of its ser-
vices into the southeastern part of the state 
with the addition of Brent Shanholtz and 
Tri-State Office Products of Nebraska City. 

The deal gives Eakes its twelfth location 
in Nebraska in addition to its Grand Island 
headquarters. 

Tri-State Office Products has been servicing 
the Nebraska City area for over 30 years. 

“Brent pays great attention to his custom-
ers and has a wealth of knowledge of the 
office products industry. These qualities, 
along with the fact that he is a genuine, 
good person, make him a great fit for 
Eakes. We are excited to work with Brent 
to bring even more value to his custom-
ers.” said Eakes president Mark Miller.

WA Dealer Chuckals Office 
Products in Merger with 
Local Independent Speed’s 
Stationers
In Tacoma, Washington, Al Lynden and 
his team at Chuckals Office Products are 
starting the new year by expanding their 
operations through a merger with Speed’s 
Stationers in Silverdale, Washington, 
some 40 miles northwest of the city.

Lee Speed, founder and current presi-
dent of Speed’s Stationers, is retiring after 

over 45 years in the office supply indus-
try, while Janet Greenlaw of Speed’s has 
joined Chuckals as a customer service 
representative, bringing over 25 years of 
office supply experience to the company. 

We’re delighted to welcome Speed’s 
customers to the Chuckals family,” com-
mented Al. “Chuckals and Speed’s share 
a common culture based on long-term 
business relationships with our custom-
ers and we are looking forward to the op-
portunity to bring the superior customer 
service and value that have been the hall-
marks of Chuckals for over 20 years to our 
new customers in Kitsap County.”

Chuckals will retain Speed’s warehouse 

in Silverdale as a distribution center and 

has plans to support it with a local Kitsap 

County account manager, Al indicated.
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NC Dealer Corporate Resources Hosts 
Customer Appreciation Day
In Kinston, North Carolina, Scott Bowen and his team at Corporate 

Resources had the red carpet out for some 150 customers, local 

dignitaries and business partners last month, as they hosted their 

2014 Customer Appreciation Day. The event featured hors d’oeu-

vres from a local caterer, plenty of door prizes, including an Apple 

iPad Air, and coffee demonstrations highlighting the dealership’s 

Keurig K-cups line.

“We’ve been in business for 64 years and this was an opportunity to 

say thank you to the folks who made all that possible,” said Scott.

The event also provided an opportunity to showcase the dealer-

ship’s one-stop-shop value proposition. In addition to office sup-

plies, office furniture and cleaning and breakroom products, Corpo-

rate Resources’ 30,000 sq. ft. facility also houses print and digital 

marketing services, a copy and shipping center and a growing 

signs, banners and wraps business.

It’s a formula that evidently strikes a chord with the folks in Kinston. 

The dealership has been voted the best office products and printing 

company in its local market for 15 years running, Scott reports.
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IN MEMORIAM:

James R. Lucas 
Columbus & Bloomington Office Supply
Long-time independent James R. “Jim” Lucas, died January 
2, 2015, at his home in Columbus, Indiana. He was 77.

Jim and his wife, Jo, owned/operated Columbus and Bloom-
ington Office Supply from 1973 through 2003, and J & J Sales 
from 2003. His dealership was one of the seven founding 
members of the Independent Stationers dealer group.

Jim is survived by his wife, Jo Rosa Lucas; daughters Sandy 
Lucas (John Cisney) of St. Paul, MN, Susan Hawkins (Joel) of 
Spencer, IN, and Ann Keaton of Columbus, IN. 

Also, grandchildren Kailash Lucas-Baradan, Kieran Lu-
cas-Baradan, Bailey Keaton, Sydney Keaton, Connor Keaton, 
Josie Hawkins, Becca Hawkins and Crystal Lucas (deceased) 
and two brothers, Allen Lucas (Judy) of Terre Haute, Indiana, 
and Thomas Lucas of Sarasota, Florida.

Memorials may be made to Bright Stars of Bethlehem, PO 
Box 185, Mount Morris, Illinois 61054-0185 or IU Simon Can-
cer Center, 535 Barnhill Drive, Indianapolis, Indiana, 46202 
(“Dr. Paul Helft-Esophageal Cancer”) on the memo line.

Condolences can be sent to the family through the guestbook 
at  www.westparrishpedigo.com.

http://www.westparrishpedigo.com
http://www.edexpo.com
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Dealers getting into non-traditional prod-
ucts like jan-san and breakroom is hardly 
news these days, but would you believe 
Christmas trees and fresh fruit? For the 
husband and wife team of Margee and 
Mike Witt at Blaisdell’s Business Products 
in Oakland, California, they’ve both been 
part of the mix of late and for one very 
simple reason. 

“If our customers want it, we’ll get it,” 
says Margee. “We operate as a one-stop 
resource for them and they know we’ll do 
just about anything to help make their life 
easier and more productive.”

Take that intense, customer-centric focus 
and put it together with a strong entrepre-
neurial culture and you have a powerful 
formula for success for just about any or-
ganization. 

At Blaisdell’s, it’s resulted in an impressive 
growth spurt that has seen sales more 
than double over the past four years—
from $4.4 million in 2010 to $10.4 million 
last year. And it’s been 100% organic 
growth, with nary an acquisition in sight.

Ask Margee and Mike what’s been the 
key to all that and they don’t take long to 
come up with the answer. 

“It’s the Blaisdell’s team who really make 
the difference here,” says Mike proudly. 

“We put a lot of effort into hiring the right 
folks and if they don’t share the same cus-
tomer-centric focus that we do, they don’t 
stay very long.”

That may sound a little harsh, but it’s more 
than offset by the way Blaisdell’s treats 
the folks who do get it and who do stay.

“We pay our people a little bit more. They 
get extra PTO days and vacation days, 
along with a matching 401K program and 
cash bonuses for meeting various perfor-
mance goals and a Christmas bonus at 
our annual holiday party,” Mike explains. 
“And,” adds Margee, “we treat them as 
we’d like them to treat their customers … 
it’s a culture that very much starts at the 
top!”

One other key element of the Blaisdell’s 
success story is a willingness to invest in 
the business to support its growth. Last 
year, Mike and Margee purchased a new 
12,000 sq. ft. distribution center with 
plenty of energy-saving, environmentally 
responsible features and the ability to run 
far leaner and more productively. Most 
importantly, though, it provided, a great 
working environment for the employees.

Not surprisingly, the Witts are also heavy 
investors on the technology front. Blais-
dell’s is a DDMS house and this past year 

served as a beta site for the new DDMS 
mobile phone app. 

“We’re in a market that’s full of high tech 
companies and they really respond to a 
strong technology-driven offering,” ex-
plains Margee. “We not only give them 
that in terms of customer service and 
our ordering options. We’ve also been 
very successful growing our ergonomic 
products business to help them make the 
most of their own technology.”

Blaisdell’s ergonomics business is anoth-
er example of how letting customer needs 
drive the business can generate great re-
sults. 

“We do business in one of the most com-
petitive markets in the country but we’re 
having a great time and the past few years 
in particular have been a lot of fun,” re-
ports Mike happily. 

And as for the future? “”Hopefully we’ll 
continue to grow and we know we’ll be 
adding new product categories and new 
services,” says Margee. “But one thing is 
never going to change. It’s always been 
about the customer at Blaisdell’s and it’s 
going to stay that way, no matter where 
the business takes us.”
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The Blaisdell’s team was joined by local dignitaries and business partners for a special ribbon cutting 
ceremony for their new distribution center last year.
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More details emerged last month on the credit card security 
breach that hit Staples in the second half of last year.

According to an update provided by Staples, nearly 1.2 million 
customer payment cards may have been exposed to computer 
malware deployed to point-of-sale systems at 115 stores.

The malware may have allowed access to transaction data at 
affected stores that included cardholder names, payment card 
numbers, expiration dates, and card verification codes, Staples 
said, with most of the attacks impacting purchases made from 

August 10 through September 16 of last year.

And while initial reports indicated last year the security breach 
was limited to stores in the Northeast, Staples last month said 
the cyberattacks affected stores in 35 different states, including 
16 in both California and Florida and 11 in New York and Penn-
sylvania. 

Download this pdf for a complete list of stores affected by the 
security breach.
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IndustryNEWS

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

Credit Card Security Breach at Staples May Have 
Impacted 1.2 Million Payment Cards

The industry’s two largest dealer groups, 
Independent Stationers and TriMega Pur-
chasing Association, last month both an-
nounced programs by which their mem-
bers will be able to participate in the third 
generation of the government’s Federal 
Strategic Sourcing Initiative (FSSI OS3).

Independent Stationers announced it has 
a letter of intent to partner with Capstone 
Office Products, LLC on an FSSI OS3 
agreement. 

Capstone was one of the dealers awarded 
a contract under the government’s FSSI 
OS3 last August. 

For the previous two generations of FSSI 
OS, Capstone was an authorized dealer 
under Independent Stationers’ contracts. 

The agreement between IS and Capstone 
will allow the group’s authorized members 
to sell under Capstone’s FSSI OS3 con-
tract, IS said.

“We consider Independent Stationers to 
be vital to the success of the indepen-
dent dealer and have greatly benefited by 

being a member. I am excited to extend 
this opportunity for IS members to use our 
contract so that we can all continue to do 
business with the federal government,” 
said Capstone president Jim Cope.

IS EVP Charles Forman said, “Since no 
dealer group was awarded a direct con-
tract with the ability to sell the total offer-
ing (office supplies, paper, ink & toner) un-
der FSSI OS3, we are pleased to be able 
to offer this solution through a fellow Inde-
pendent Stationers member. 

“We believe this partnership coupled with 
our group-held FSSI JanSan BPA provides 
tremendous opportunity for our members 
to sell to the federal government.”

TriMega announced it has been awarded 
an OS3 contract under GSA’s “Clin 0002” 
for paper products through its Point Na-
tionwide national account program.

“Point Nationwide has the only indepen-
dent dealer channel fully GSA-compliant 
front-end that is also integrated with all of 
the major software houses,” commented 

Grady Taylor, managing director of Point 
Nationwide. “In fact, GSA helped us with 
the features that we built into the system—
features that meet all current governmen-
tal requirements for AbilityOne, open mar-
ket items, search, blocking, reporting, etc. 

“Our belief is that Point Nationwide’s keen 
attention to the GSA requirements over 
the last four years with EZ Print/Impact 
for OS2 had a positive influence on the 
awards just announced.” 

“As the only dealer group with an OS3 
contract, our intent will be to increase 
market penetration by the independent 
dealer channel into the largest office prod-
ucts customer in the world—the U.S. gov-
ernment,” commented TriMega president 
Mike Maggio.

“This contract will allow Point Nationwide 
to further direct relationships with GSA, 
which we see as very positive benefit 
for TriMega and our independent dealer 
members,” he added.

IS, TriMega Announce FSSI OS3 Programs for Members

http://staples.newshq.businesswire.com/sites/staples.newshq.businesswire.com/themes/staplesREDESIGN_newshq_businesswire_com_theme/pdf/List%20of%20Impacted%20Stores.pdf
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AOPD Adds GA Dealer  
Perimeter Office Products
The American Office Products Distrib-
utors national accounts dealer network 
(AOPD) last month announced the addi-
tion of Norcross, Georgia-based Perime-
ter Office Products to its dealer members.

Commented AOPD executive directior 
Bud Mundt, “We are extremely excited 
to have Perimeter Office Products join 
AOPD. They are one of the fastest grow-
ing dealers in the Metro Atlanta area and 
their strong commitment to their custom-
ers makes Perimeter a perfect fit for AOPD 
and our national contract programs.” 

This addition brings AOPD’s membership 
to 83 dealers and affiliates with 182 lo-
cations throughout the United States, as 
well as Canada and Australia, AOPD said.

TriMega Names Morris EVP of 
Marketing, Partners with ITEX for 
2015 INTECH Show

TriMega Purchasing Association last month 
announced the promotion of Michael Mor-
ris, previously vice president of marketing, 
to the position of executive vice president 
of marketing. TriMega president Mike Mag-
gio made the announcement.

Morris began his career as a marketing 
specialist for Levi Strauss & Co. In 1998 
he joined IT distributor Daisytek, ultimate-
ly heading up the company’s marketing 
efforts as director of marketing North 
America. 

He joined TriMega in 2003 as its director 
of marketing, where he was responsible 
for developing programs, promotions and 
tools to help independent dealers grow 
their business. He was promoted to vice 
president of marketing in 2006.

“Michael has been the creative engine 
driving innovation in the channel and for 
our members,” said Maggio. “His many 
‘firsts’ include the industry’s first catalog 
app, ‘OP on the GO’, constructing TriMe-
ga’s Torque program featuring the popular 
spokes-model, ‘Meg’, establishing TriMe-
ga’s first young executive committee enti-
tled Next, and continually re-inventing Tri-
Mega events, including being instrumental 
in the first ever joint-convention, EPIC.”

In addition to his work for TriMega, Morris 
also serves on the Executive Council for 
City of Hope, is a judge for the NAOPA 
Awards and gives freely of his time as a 
regular volunteer for various charities in 
the industry and beyond.

Separately, TriMega announced that it is 
partnering with ITEX 2015 for its 2015 IN-
TEC Show, an event aimed at TriMega’s 
INTEC and technology focused resellers, 
MPS dealers and imaging supply and 
equipment specialists. 

The ITEX National Conference & Expo 
is the largest event in the office equip-
ment and solutions channel representing 
dealers, resellers, and solution providers 
across the globe. 

TriMega & INTEC’s event, entitled Ignite 
2015, will take place on the front end, 
March 9-10, of the ITEX 2015 Conference 
and Expo. The complete ITEX event takes 
place March 10-12 at the Broward County 
Convention Center in Fort Lauderdale. 

For the last two years, the INTEC event 
had been co-located with TriMega’s One-
on-One Meeting, NeXus. 

This year, INTEC and select imaging fo-
cused TriMega members, will be able to 
attend Ignite 2015 where they will receive 
updates on the group, conduct one-on-
one business review meetings with key 

supplier partners, and participate in net-
working and education forums. 

Following their participation in Ignite 2015, 
Ignite 2015 attendees will receive an exclu-
sive $100 discount off their ITEX 2015 reg-
istration fees. There is no cost of participa-
tion to members for TriMega’s Ignite 2015. 

TriMega/INTEC will also be represented on 
the ITEX 2015 tradeshow floor with a booth 
and Ignite 2015 attendees will be invited to 
participate in ITEX’s Executive Workshop 
and evening networking receptions. 

Registration for ITEX 2015 is live at  
www.itexshow.com and registration for 
TriMega’s Ignite 2015 will be live shortly at 
www.trimega.org. 

United Stationers Extends 
Collaboration Agreement with ECi, 
Sells MBS Dev subsidiary 
Wholesaler United Stationers and dealer 
technology provider eCommerce Indus-
tries have signed a three-year agreement 
to extend their collaboration efforts on 
digital e-commerce tools for resellers. 

The agreement sets in motion extended 
integration of United’s digital services into 
a number of ECi’s e-commerce platforms, 
providing resellers access to winning 
e-commerce tools both now and into the 
future, United said.

Under the terms of the agreement, Unit-
ed will offer upgraded SmartSearch and 
premium relationship functionality to cus-
tomers utilizing the ECinteractive Plus, 
D-Force II plus and Red Falcon platforms. 
(Red Falcon is ECi’s next generation plat-
form for Britannia and Red Cheetah users).

The agreement also opens the door to 
additional SmartMerchandising and ad-
vanced analytics capabilities that will 
greatly enhance the online shopping ex-
perience for independent resellers’ cus-
tomers, United said. 

The collaboration road map includes de-
veloping capabilities for re-targeting based 
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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


on previous shopping patterns, browsing 
or cart abandonment as well as future 
multivariate testing capabilities to optimize 
performance of digital merchandising and 
marketing, the wholesaler added.

Separately, United also announced last 
month the sale of its MBS Dev distribution 
software subsidiary to Project AX (PAX), 
a newly-formed Microsoft Dynamics AX 
provider. 

“As part of PAX, MBS Dev will be advanced 
to meet the specialized needs of distribu-
tion industries. This development will bene-
fit our customers by supporting their online 
and ebusiness needs more thoroughly,” 
said P. Cody Phipps, United Stationers’ 
president and chief executive officer.

“Acquiring MBS Dev is the linchpin of our 
entire strategy,” said PAX co-founder and 
chief executive officer Thomas Ajspur. “As 
one of the largest Dynamics AX providers 
in the U.S., we have the knowledge, scale 
and capability to support the Microsoft 
push into the enterprise space.”  

In addition to its MBS Dev purchase, PAX 
also announced last month its purchase 
of Celenia Software, a multinational Mic-
rosoft Dynamics Gold Certified partner. 

For the nine months ended September 
2014, MBS Dev’s revenues totaled $13 
million, and earnings were slightly dilutive 
to the company.  In the fourth quarter of 
2014, United expects to record a loss of 
an estimated $8-10 million related to MBS 
Dev, the wholesaler said.

ECi and Jump Technologies 
Announce Strategic Alliance 
Dealer technology providers ECi Software 
Solutions and Jump Technologies last 
month announced a strategic technology 
alliance by which the ECi DDMS business 
system and the JumpTech JumpTrack 
proof-of-delivery solutions will be inte-
grated.

ECi said the new alliance will help drive 
savings for customers through improved 

fleet efficiency and the elimination of pa-
per-based proof-of-delivery systems. 

“ECi and JumpTech have had a technology 
relationship for more than 14 years,” said 
Jump Technologies CEO John Freund. “As 
we extend our relationship, the JumpTrack 
product will help drive bottom line profits 
for DDMS dealers by decreasing their fleet 
and customer service costs.” 

“ECi’s long-standing relationship with 
JumpTech reflects a mutual respect for 
each other’s valuable technology solutions,” 
added Andrew Morgan, president of ECi’s 
Office Products Division. “The JumpTech 
products and services are first class and I’m 
confident they’ll bring tremendous value to 
the ECi family of dealers.”

OPsoftware and U3 Web Stores 
Announce ‘Next Generation’ OP 
Business Software
Dealer technology providers OPsoftware 
and U3 Web Stores last month announced 
the release of Roadrunner Solutions, 
which they described as “a reasonably 
priced full featured business solution 
designed to manage the office products 
dealer’s business operations.”

Roadrunner has a starting implementation 
price of $795 and monthly maintenance 
starting at less than $500 for a five-user 
system, the company said.

Version 1, named Roadrunner Starter, is 
designed for a dealer that is stockless or 
minimally stocking.  

Features of the new software include:

•  Unlimited web storefront 
customization

•  United Smart Search and S.P. 
Richards Enhanced Content 
support

•  Merchandizing tools designed to 
allow dealers to sell the products 
with the best margin 

•  Search engine friendly, Google 
analytics enabled

•  U3 Web Clerk Order Entry, a 
new feature that lets dealership 

employees enter orders using 
search engine tools provided 
by Smart Search and Enhanced 
Content. 

•  The ERunner procurement 
module from OPsoftware for 
communications with vendors like 
United and S.P. Richards 

•  QuickBooks Interface

For a demo of Roadrunner, contact 
Sales@U3webstores.com.

Digitek Opens New Distribution 
Center in PA
Technology products distributor Digitek 
Computer Products last month moved its 
Virginia distribution center to a new facility 
in Camp Hill, Pennsylvania. The new facil-
ity is twice the size of its previous current 
location and its location means over 3,000 
new zip codes will become next day via 
ground shipping, the company said.

The new distribution center is located at 
2404 Gettysburg Road, Suite “A”, Camp 
Hill, PA 17011. Digitek’s corporate head-
quarters will remain at its current location 
in Virginia.

AmpliVox Receives Hero Award 
from Special Olympics Illinois
AmpliVox Sound Systems has been hon-
ored by Special Olympics Illinois with a 
special 2014 Maggiano’s Hero Award in 
recognition of its donation of portable PA 
systems to all of the organization’s area 
and statewide offices. 

AmpliVox was one of 10 Hero honorees 
this past year. The awards are given to in-
dividuals, groups or businesses that have 
shown exemplary commitment to Special 
Olympics Illinois and that have made ef-
forts to strengthen communities and im-
prove the quality of life for Special Olym-
pics athletes. 

AmpliVox’s Half Mile Hailer portable PAs 
were put into service at a number of Spe-
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Put the power to show and sell more office furniture in your hands right now.

Now you can show your customers a huge range of furniture ideas and pricing, right from your iPad. Show them everything they want to 

see with instant access to all the current furniture catalogs from your favorite manufacturers - desks, chairs, tables and complete furniture 

systems. Select only the furniture items your customers want; change fabrics and finishes. In seconds you can add and subtract items easily 

and intuitively. Everything is fully rendered with stunning photo-realism. Priced, itemized and ready to share with your customer.
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Look who’s selling more office furniture.

Buy it today –
you’ll wonder why you 
waited so long.

Simply call or              our sales department. 

Setup takes minutes and then you’re
ready to go. 416 499 2457 ext. 2720

http://www.kisp.com/contact/index.php?section=kitsdemo
http://www.kisp.com/kitss/#kkits_seven_fi
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cial Olympics events in 2014, including 
the annual Windy City Rubber Ducky 
Derby, Law Enforcement Torch Run Plane 
Pull, and Summer Games.

Bush Industries Completes 
Management Buyout
Jamestown, New York-based furniture 
manufacturer Bush Industries has com-
pleted a management buyout by which a 
team of Bush senior executives has ac-
quired 100% of the company from two 
private equity firms that had owned it for 
the past 10 years.

The new ownership team includes Jim 
Garde, chief executive officer; Neil Fred-
erick, chief financial officer; Mike Evans, 
executive vice president of business de-
velopment, and Steve Phelan, executive 
vice president of sales.

“We are extremely excited about the 
opportunities we have to grow our busi-

ness,” Garde said in a statement. “Our 
ownership structure and financing ar-
rangements provide a solid platform for 
growth. That, combined with quality prod-
ucts, a best in class distribution system 
and a great team will create a venture that 
rewards all involved.”

Bush Industries currently operates two 
North American divisions, BBF and Bush 
Furniture, to serve office and home appli-
cations. The company generates annual 
sales of about $80 million, and employs a 
total of 360 people, according to a report 
in the Buffalo News.

Mayline Launches New Gist 
Seating Line
Mayline has launched Gist, a new family 
of office seating that the company de-
scribed as boasting “a full featured chair 
design with an affordable price tag and 
three versions to meet every need.”

Gist is available in a Multi-Purpose, Task 
and Task Plus+ version. All include a 
pressure-fit adjustable lumbar support, 
silver-black mesh knit backs, easy-to-use 
ergonomic adjustments and soft-comfort 
arm pads. 

The task 
chair also has 
height-adjust-
able arms, a 
seat slider that 
is standard for 
a custom fit, 
along with a 2:1 
back/seat tilt. 

The Task Plus+ 
chair offers 
additional features including 2-way ad-
justable arms with both height and width 
adjustments, along with a polished alumi-
num base. 

Gist chairs are offered in standard black 

Helping Fund The Future Since 1962 
IOPFDA is now accepting scholarship applications for 2015. 

Based on merit and financial need, a record 41 scholarships 
were awarded last year to deserving students. 

Association member employees and their 
immediate family are eligible to apply. 

 
DOWNLOAD Guidelines 

and Application Today! 

www.iopfda.org or call 410.931.8100 
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OFFICE
PARTNERS

INC.

©2014 Office Partners Inc.

To learn more,  
call (205) 655-8888

 or visit www.officepartners.com

• consolidated marketing programs
• low membership fees
• networking opportunities

Graze some of our benefits:
• tech-driven vendor programs
• purchasing rebate distribution

Trust us to lead you
to greener pastures

Office Partners is a veteran-owned,  
family-operated, non-co-op buying  
group that strives to provide the best  
possible vendor programs and marketing available 
for the least amount of money to the independent 
office supply dealer.

Honesty and integrity. 
No bull!

http://www.officepartners.com
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fabric as well as an extensive custom 
upholstery selection. To learn more, visit 
www.mayline.com.

PapaNicholas Announces  
Expanded Single Cup and  
Brewed Coffee Lines
Coffee maker PapaNicholas has an-
nounced an expanded single cup and 
brewed flavors offering for 2015.

The PapaNicholas premium brand and 
Day To Day value brand are now available 
in 32 single cup flavors. 

The company’s brewed coffee offering 
is now available in 47 SKUs in ground, 
whole bean, frac packs and pods.

PapaNicholas features Bunn Commercial 
Equipment programs for brewed coffee 
and the new Bunn Single Cup Coffee ma-
chines. Nationwide installation and ser-
vice is available on all equipment. 

PapaNicholas and Day To Day Brand 
Single Cups are only available through 
Supplies Network. PapaNicholas Brand 
and Day To Day Brand brewed coffee are 
supported by Supplies Network, United 
Stationers and S.P. Richards. 

Contact PapaNicholas or your wholesaler 
for more information.

PM Company Offers Expanded 
Capabilities in Custom POS Rolls
Paper rolls and financial supplies manu-
facturer PM Company has announced the 
addition of new capabilities to enable its 
dealer customers to offer their customers 
custom-printed POS rolls.

Custom printed receipts account for 25% 
of the total POS roll market and repre-
sent a way for the dealer to bring added 
value to their customers with the addition 
of branding messages, advertising, fraud 
protection information, surveys, terms and 

conditions, etc., PM Company indicated.

“We have all received custom printed 
transaction receipts with brand logos and 
various kinds of marketing messages and 
business information,” commented PM 
Company president Mike Webster. “Now, 
thanks to our latest investment in produc-
tion capabilities, the independent dealer 
can help his or her customers enhance 
their messaging to customers and differ-
entiate themselves in their own markets.” 

For more information, contact your PM 
rep or visit www.pmcompany.com.

Stand Out From The Competition

Contact your PM Company
Sales Representative for
more information

Value-added transactions generate
additional profits for your customers

25% OF ALL POS RECEIPT
ROLLS ARE PRINTED

Policies
Coupons
Branding

Incentives
Advertising

Fraud Protection
Customer Surveys

Product Awareness
Revenue Generation

Terms and Conditions

CUSTOM PRINTED POS AND ATM ROLLS

Custom receipts make a
professional statement
and can be vital to your
customers’ identity and 
image awareness.
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It’s no great secret that the 
past few years have been 
challenging ones for NOPA and 
OFDA. What’s your assessment 
of where the association 
stands today?

Today NOPA and OFDA are well positioned to be the voice of 
the independent dealer. We have strengthened and broadened 
the scope of our value proposition in support of our dealer 
members. We’ve listened to our dealer constituency and refo-
cused our programs in support of their goals. 

What do you see as the key 
challenges facing the dealer 
community today and how 
do you see NOPA helpings its 
dealer members meet those 
challenges?

Today’s dealers face an array of challenges from emerging 
technologies to ever increasing competition. What we do 
best—and it’s something that no other organization can do—is 
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Incoming IOPDFA Chair 

Rod Manson 
of San Diego Office Supply

NEWSMAKER INTERVIEW: 

As someone who spent ten years in the big box world before joining the independent dealer ranks, incoming IOPFDA chair Rod Man-
son brings a unique perspective to the association that promises to serve it particularly well in its mission to support independents 
and strengthen their competitive position.

Manson began his industry career in 1994 as a store manager for Staples. He quickly moved to the company’s Direct Business De-
livery division where he opened their Northern California territory before leaving for Corporate Express in 1997, where he stayed until 
2004, when he opened his own dealership in San Diego.

It’s a career path that that given him some special insights into the national chains and how they operate and that makes him partic-
ularly well qualified to lead the association in a time of continuing change, challenge and opportunity.

We sat down with Manson recently and asked him for his current assessment of IOPFDA and its two operating divisions, NOPA (for 
office products dealers) and OFDA (for office furniture dealers) as well as for his views on the key challenges facing the dealer com-
munity today. Here’s what he had to say.



bring our industry’s primary stakeholders together at one table 
at the same time, each putting aside their parochial interests in 
an effort to ensure the daily challenges faced by independent 
dealers are not being complicated by our strategic partners. 

If I’m a dealer, chances are I get 
a lot in the way of support from 
my wholesaler and my dealer 
group. Why should I belong 
to NOPA? What can I get from 
the association that I can’t get 
elsewhere?

Undoubtedly, dealer groups and wholesalers provide import-
ant programs. Our focus, though, is not on product or distri-
bution but on the dealer’s business itself. Our educational we-
binars, industry benchmarking, data standards and advocacy 
programs are all aimed at the business and business owner. 

What do you see as the 
association’s top priorities for 
the coming year and where do 
you see the greatest potential 
for NOPA to make a difference 
for its members and for the 
dealer community in general?

We intend on reintroducing ourselves, what we do and how 
dealers can participate. 

We understand most dealers think of us as a government ad-
vocacy group and for good reason. Our success representing 
dealers’ interests in Washington, D.C. is notable. 

But our work with manufacturers and wholesalers to ensure 
industry part numbers and units of measure are the same re-
gardless of where they are sourced has favorably impacted 
more dealers but with less fanfare. 

Our annual benchmarking survey will be broadened over the 
next year to include much more information about technology 
trends. 

Our webinars will continue to focus on effective ways of run-
ning our dealerships in the coming year, with a greater empha-
sis on featuring case studies and testimonials from successful 
dealers as part of the presentations. 

What are your own primary 
goals as incoming chair of 
IOPFDA and what changes 
would you like to see in place 
by the time you step down as 
chair of the association?

 It’s no secret I’m a proponent of greater control over e-com-
merce at the dealer level. To that end, I’d like to see the for-
mation of a digital marketing standards group that works with 
manufacturers and their marketing teams on standards for im-
ages that can be used on dealers’ home pages. 

Specifically, I would like to see an effort to better educate our 
suppliers on what we as dealers need in the way of the size 
and shape of images used in sliders, banners, tiles, etc. 

Manufacturers spend a lot of time and money creating images 
that dealers simply cannot use or cannot use effectively. 

Any final words for dealers, 
both members and non-
members?

Join us! Be part of our solution. Join our board. Join our com-
mittees. In the end, dealers helping dealers beat the mega 
channel is what unites us and drives just about everything we 
do. NOPA and OFDA will always be the voice of the indepen-
dent dealer and the more members who join and actively par-
ticipate, the stronger that voice will be.
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NOPAnews

With those goals in mind, over this past year, IOPFDA has:

•  Hosted six webinars on a variety of topics from 
employment contracts to web design trends and the 
Affordable Care Act (ACA).

•  Expanded its Legislative & Regulatory Affairs 
Committee. 

•  With the assistance of all the OP industry’s major 
wholesalers and buying groups, administered and 
reported on the first “State of the Office Products Dealer 
Industry Survey.”

•  Developed five new subcommittees to focus on key 
issues including tax reform, labor and healthcare.

•  Contacted GSA in regards to the proposed 2015 FSSI 
RFP for office furniture.

•  Kept members up-to-date on FSSI OS3 developments 
and objections.

•  Hosted the highly successful, first joint BSA/IOPFDA 
Creative Disruption Conference.

•  Awarded 41 scholarships.

•  Expanded eNewsletter content to include articles, 
tweets and news from social outlets.

•  Created a remarkable historic video, showcasing 110 
years of association leadership.

•  Joined four coalitions dedicated to helping drive small 
business success.

•  Added two new members to the IOPFDA Executive 
Committee.

•  Issued 12 Advocacy Alerts on important dealer issues.

In the coming year, IOPFDA will continue to focus on what our 
members need. In fact, the association’s Board of Directors 
is so committed to focusing on members’ needs that it has 
formed a Strategic Planning Committee that will meet annually 
to evaluate the previous year’s efforts and develop a strategic 
focus to serve the membership for the following year. 

In November, the committee met for two days with a facilitator 
and created a targeted plan for 2015 that focuses on advoca-
cy and industry leadership; education; benchmarking industry 
studies, and developing technology solutions that help mem-
bers operate more efficiently.

IOPFDA is committed to being the best association for our 
members and remains dedicated to protecting their interests in 
Washington while also helping them run their individual opera-
tions most effectively. 

As the association looks to 2015, we are not only excited, we’re 
invigorated by the challenges, opportunities and successes 
that await.

IOPFDA IN 2014: 

The Year in Review
As we enter this new year, let’s take a look back at where we’ve been and where we’re headed for 2015. 

With a newly restructured Board of Directors and the unification of the Independent Office Products and Furniture Dealers Associ-
ation’s (IOPFDA) two alliances—the National Office Products Alliance (NOPA) and the Office Furniture Dealers Alliance (OFDA)—the 
association started 2014 on a high note. 

This included the re-launch of the IOPFDA website and a strong, unified plan to provide better, clearer communications; create com-
mittees to tackle important industry topics; align our strategies with other like-minded organizations to better represent the dealers’ 
interests in Washington, and to expand existing research initiatives. 



CITY OF HOPE TOUR  
AND HALL OF FAME DINNER2015

City of Hope is a global leader in the fight against cancer, diabetes and  
HIV/AIDS. With more than 32 years of support from the National Business 
Products Industry, we helped develop new drugs and treatments that are 
saving lives all over the world. And that is something everyone can live with.
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For more information or to  
register for this event, please visit  

cityofhope.org/nbpi 
or call City of Hope at 

866-905-HOPE.

The National Business Products Industry is committed to putting our compassion 
into action and I am proud to be City of Hope’s 2015 Spirit of Life honoree. 

Please plan to join us at the annual City of Hope Tour and 2015 Hall of Fame Dinner. 
Our industry is at its best when we’re working together on behalf of City of Hope.

WEDNESDAY AND THURSDAY,  
FEBRUARY 11 TO 12

City of Hope Tour and 
Hall of Fame Dinner 
Hosted by the National 
Business Products Council.

City of Hope  
Duarte campus
Duarte, California

Langham Huntington  
Hotel and Spa
Pasadena, California

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

http://www.cityofhope.org/national-business-products-industry


Congress finished the year with the worst record of accomplishments—or 
more accurately, lack of accomplishments—of all time. The explanation 
for just why this happened will depend on whom you talk to and where 
they line up on the political spectrum. 

In this column, I don’t want to focus on the reasons behind the gridlock 
but instead, I want to focus on the opportunity the 2015 Congress could 
present independent dealers.

The new year starts with the Democrats controlling the White House and 
Republicans in charge of the Senate by an 8-seat margin and the House 
of Representatives by a 59-seat margin, the largest Republican margin in 
more than 80 years. 

What makes this new Congress any different from what we have seen in 
the recent past? Well, for one thing, voters have signaled they have had 
enough and if both sides don’t find a way to compromise on legislation 
in 2015, chances are they will find themselves out of work come 2016. 

If you talk to the majority serving in Congress today, even they will say 
they have had it with hyper-partisanship and are willing to compromise 
to get things done.

It’s with this optimistic but realistic approach that NOPA approaches 2015 
and its Washington agenda. In 2015 you will see an immediate modern-
ization of NOPA’s grassroots efforts with a new letter writing application 
which will allow you to communicate with your members of Congress, 
literally within seconds. 

This new advocacy tool is critical in today’s Washington. Like business, 
our politics is being driven by faster and faster technology. To keep up 
we need to be able to communicate with you and your elected officials in 
minutes, not hours and certainly not days. 
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NOPA Sets 
Sights on 
2015 and a 
Do Something 
Congress
 By Paul Miller, NOPA Director of Legislative and Regulatory Affairs



Swinging a vote or an issue your way can happen very quickly 
and we need to be ready to move fast when opportunities arise.  
NOPA’s new grassroots technology puts your association in a po-
sition to rapidly respond to whatever Congress is doing, in real 
time.

This past year NOPA also beefed up its lobbying efforts with the 
addition of several new lobbyists and this has given the asso-
ciation the ability to tackle other critical issues important to the 
independent dealer community. 

NOPA also revamped its Legislative & Regulatory Affairs Com-
mittee and charged this group of independent dealers with the 
task of laying out the agenda for NOPA going forward and de-
veloping a multi-tier strategy that involves subcommittees to vet 
issues as they come up, testifying at roundtables on Capitol Hill 
and an ongoing series of meetings with key members of Con-
gress to educate them on the direct impacts legislative issues 
are having on the dealer’s bottom line.

NOPA will continue to push for a level playing field in the gov-
ernment market and for expanded opportunities for all dealers 
through Federal Strategic Sourcing.

We will also be expanding our agenda to include closing the cur-
rent big box pass-through loopholes that exist in the contracting 
process; playing a strong and proactive role in real tax reform; 
a continued effort to help drive healthcare costs down for small 
businesses; leveling the playing field for all players in the indus-
try, including those given federal preferences like the AbilityOne 
program; helping to revamp the regulatory structure by elimi-
nating the red tape and outdated regulations that impede your 
business, and ensuring that you have a say in the debate on the 
federal minimum wage.

How these issues are resolved will be critical to your bottom line 
and the success of your overall business in the coming year.

Our plans also call for more communication with you and other 
members on what’s going on in Washington, because frankly, 
without you our efforts won’t have the kind of impact on Con-
gress that we know they can. 

We will also be developing a stronger and more diverse grass-
roots effort, with a national fly-in day so that independents can 
hit the Hill to make their voices heard. 

We understand that coming to Washington involves costs, not 
only in terms of travel expenses but also in time spent away from 
your business. But again, if we are going to have the impact we 
need, legislators need to hear our voices and we need to be in 
Washington and talking to our members of Congress directly. 

A strong grassroots effort is more critical today than it’s ever 
been. Your willingness to come to our nation’s capital to meet 

with your elected officials sends a strong message about just 
how important these issues are to your business. Twenty years 
ago, it might have been possible to argue that one person can’t 
make a difference, but today, a handful of votes can be all it takes 
to determine victory or defeat on key issues. Your voice matters 
more than ever in today’s legislative and political processes and 
that’s why NOPA is moving back to these fly-in events.

NOPA’s 2015 plans also include stepped up activities on the co-
alition front. As an association of small businesses we need to 
work together with other small business groups to build an even 
bigger and stronger grassroots voice and we will be doing just 
that in the new Congress with a coalition building strategy that 
will allow us to expand our efforts on Capitol Hill without over 
extending our resources.

We have heard in the past from some independents that they 
don’t do business with the federal government and therefore 
don’t need the kind of advocacy effort the association provides.

But in today’s legislative and regulatory environment, you can-
not afford not to have an advocate to protect your interests in 
Washington. 

From the biggest of the bigs to the smallest of the smalls, those 
businesses that are growing and thriving are the ones that have 
made advocacy a part of their business plan. 

Support of NOPA and active involvement in its advocacy efforts 
should be part of your business plan. The new Congress offers 
the possibility that we will see an end to the paralysis that has 
gripped our legislative process for far too long.

We can also look forward to progress on some key legislative 
and regulatory issues with the potential to bring significant ben-
efits to each and every independent.

But none of that will happen without the broad support of the 
dealer community and its business partners. If we are to achieve 
the success we all want, we will need to be out there every day 
pounding the pavement and knocking on the door of literally ev-
ery member of Congress. We have the internal leadership; we 
have the beefed up lobbying team; we have the technology, and 
most of all, we hope we can count on your voice. Our success 
is your success and together we can and will be heard in 2015.

As NOPA’s director of legislative and regulatory affairs, Paul Miller is the association’s 
government advocacy representative on Capitol Hill. Miller represents NOPA and 
dealer interests before the U.S. Government and key states; insisting on a level 
playing field in contracting for independents and protecting office products dealers’ 
business against misguided government proposals. For more information, visit www.
iopfda.org/?page=Advocacy.
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Big Box mergers. E-tailers becoming 
more of a presence in the marketplace. A 
new generation of buyers. For indepen-
dent office supply dealers, 2014 proved 
to be an interesting year. There were ups 
and downs and a lot of changes and 
being open-minded and nimble proved to 
be the key to success. 

To get a grasp on the outlook of the in-
dustry, we spoke to 10 independent deal-
ers. For many, 2014 was a year of flat or 
single-digit growth, but all had optimism 

about the future. 

“It wasn’t a great year but it wasn’t ter-
rible,” said Dan Schmidt of Great 
River Office Products in St. Paul, Minne-
apolis. “We’d like to see more growth but 
it seems like the traditional supplies side 
is about flat. Jan-san and furniture, how-
ever, were floating our boat.”

Nancy Balkcom of MySupplies in 
Atlanta reported fluctuating sales. “Over-
all we will end up flat, but we have been 
trending upward over the last several 
months,” she says.

Like many dealers, Greg Fox of 
Kramer Leonard in Chesterton, Indiana 
pointed to the weather in his area con-
tributing to a slow first quarter. “The last 
three quarters we saw a steadily improv-
ing economy,” he said. “We’ve continued 
the momentum and we’ll be up over last 
year. We are seeing more capital spend-
ing in areas such as furniture, copiers 
and other equipment.”

John Rea of Gulf Coast Business 
Supplies in Gulf Port, Mississippi posted 
a slight upturn due to “a lot of dotting 
Is and crossing Ts,” he says. “Through 
the third year of the economic downturn 
we’ve learned to pay attention to little 
things, like item profit reports. We are 
trying to add additional items to tickets to 
help with growth. And we used the time 
to make improvements to our website.”

Tonya Horn of Rogards Office 
Plus in Champaign, Illinois reported an 
excellent year: “We are up over 20% year 
to date and we hope to see an additional 
10%-15% increase in 2015 based on 
our alliance with Independent Stationers 
and national contract opportunities,” she 
says.

Driving Business 
The hallmark of independent dealers is 
building relationships and this tactic con-
tinued to drive business in 2014. 

Reuben Levy of Global Office Solu-
tions in Novi, Michigan says his company 
lost a couple of key large clients, so it 
reevaluated its account representation. 

“We made a number of adjustments—
no layoffs but tightening up to right the 
ship,” he says. “During that process, we 
evaluated the idea of reinventing our-
selves.” 

Fox says the improved economy helped 
his business grow, and he’s creating 
new strategies to take advantage of that. 
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“We’ve changed our marketing approach 
to try to better tie together our electronic 
messaging with face-to-face relationships,” 
he says. “We retrained our staff on con-
necting with customers in today’s climate. 
We’re taking advantage of LinkedIn.”

Charles Scales of Greenville 
Office Supply in Greer, South Carolina 
found success with a new 12-step sales 
process using specials, emails and rep 
calls over a 12-week timeframe.

Getting Into  
New Products
Another driver of business is new product 
categories. Levy, who has been in the in-
dustry for 25 years, says some of the most 
dramatic changes to the industry have 
happened within the past three years. 

“For an independent dealer to remain in 
business, you’ve got to look into oth-
er areas,” he says. “Any dealer who is 
thinking it’s not happening is kidding 
themselves.”

One response at Global: the addition of 
office coffee service (OCS). “We looked 
at successful OCS dealers to see how 
they do it and launched our own effort 
in February,” reports Levy. “Since then, 
we’ve had explosive growth. It’s very 
lucrative for us but it’s not easy. It takes 
strong focus and dedication.” 

When offering new products, Levy says 
dealers must answer the question: What 
makes you different? “Great prices alone 
don’t work. Cool products aren’t enough; 

everyone has the same stuff. Dealers 
like to talk about service, but everybody 
says that; no matter what industry you’re 
in, you’ve got to have the best price and 
greatest service. What you have to do is 
not only talk about products but demon-
strate their value to your client.” 

Gulf Coast Business Supplies recently 
added teacher supplies to its mix. “We 
had a downturn with FSSI going away,” 
Rea says. “We made it up with the Edu-
cators Resource business. We’ve always 
offered educational supplies but the ad-
dition of Educators Resource means we 
now have 22,000 items that are specialty 
education items.” 

Rea has also found growth with its re-
manufactured toner cartridge program as 
well as in furniture. 

Kathy Hoyle of Hoyle Office Solu-
tions in Arden, North Carolina says con-
tract furniture has been the major driving 
force for her company’s strong growth. 

And David Fain of MyFain.com in 
Winston-Salem, North Carolina has also 
seen growth by adding furniture to his 
product mix. 

“In December 2013, we had the largest 
furniture project we ever sold,” he says. 
“We had another large order in 2014. 
What we’ve found is we’ve got to be 
open and willing to work with others to 
make those types of projects happen. 
We’ve partnered with designers, archi-
tects and other dealers, and we’re work-
ing together to accomplish the common 
goal of serving the customer.” 

Balkcom says she’s selling more product 
categories than ever before: “Our most 
successful efforts have come from our 
renewed focus on printing,” she says. 
“Our company originated in the forms 
business back in 1970, so we do have 
some experience in that arena. I land-
ed a printing commitment from one of 
our largest customers simply by talking 
about it!”

Challenges
When it comes to challenges, many deal-
ers say that getting time with customers 
and finding the right sales reps are con-
stant issues. 

“It’s same as always,” says Scales. “We 
need to make more face time with new 
and existing customers selling all our 
products and divisions.”

“The challenge that I see is continuing 
to build and drive and create a dynamic 
sales team,” says Levy. “You’re not an 
office supply company; you have to re-
invent yourself into a sales organization. 
That involves hiring new employees and 
training your existing team. We feel we’re 
creating a model that will allow us to be 
sales-driven. When you do that, you can 
decide what to sell.” 

Fox says another challenge is overcom-
ing the perception that an independent 
dealer has higher prices. “People don’t 
understand what it is that we do,” he 
says. “We need to get better at delivering 
our message. We handle two Fortune-50 
companies, yet the average 100-employ-
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ee company thinks that because we’re 
local and we’re not on TV that we can’t 
compete; it’s mind numbing.”

Jordan Kudler of Legacy Office Solutions 
in Brooklyn, New York, says technology 
and having greater access to manufacturer 
content are his biggest hurdles. “Amazon 
is making inroads into the office products 
area, and they have an unlimited amount 
of content available,” he says. “Staples has 
followed suit. When a customer is looking 
for something, they’ll search Google and 
it will come up on the Amazon or Staples 
website. It might not come up on our web-
site, and the perception is that we can’t get 
it. We don’t have access to that content, 
therefore, that piece of business is going to 
go somewhere else.” 

Kudler says it’s tough to keep up with the 
deep pockets of the big box stores. “The 
independent dealer community uses buy-
ing groups as advocates for them to go 
out and try to get third-party providers to 
make enhancements to technology, but 
it’s slow in coming. By time they come 
out with enhancements, it’s antiquated. 
What we’ve had to do is find some sort 
of workaround and truly differentiate our 
selves by the service we provide. We 
have to articulate to our customers that 
while we might not have all of the bells 
and whistles, we still have the ability to 
deliver everything they need with accura-
cy. Big boxes can’t do that.” 

A New Form  
of Competition
Amazon and other e-tailers have brought 
independent dealers a new challenge. 

“The biggest challenge today for inde-
pendents is the competition from new 
players such as the online e-tailers like 
Amazon and superstores like Wal-Mart,” 
says Hoyle. “Buyers feel they can buy 
everything from Amazon, and they don’t 
understand the associated risks and 
added soft costs. Our strategy is one of 

educating our customers and prospects 
on these risks, while showing them that 
we can provide a better overall value and 
still offer high quality customer service.” 

Fain agrees and believes the dot-com 
players are a bigger threat than the big 
boxes. “Technology has empowered the 
shopper,” he says. “Big boxes are strug-
gling with their identity, trying to main-
tain a retail presence, do contracts and 
dot-com as well. They haven’t figured out 
how to do all three.” 

“E-tailers are definitely competitors in 
the sense that people have become so 
conditioned to shopping that way in their 
personal lives,” says Horn. “It’s really 
easy to see a low price and click that 
‘buy now’ button and not remember the 
total value proposition that your local 
independent dealer brings every day. 
That’s why we have to be so proactive 
and consistent about our messaging to 
customers.” 

Consolidation 
As competition heats up, independent 
dealers are responding through merg-
ers and acquisitions. Balkcom says her 
company is interested in acquiring addi-
tional businesses and has done several 
acquisitions in the past. “We find that it 
is a viable way to grow sales quickly,” 
she says. “Our industry will continue to 
consolidate. We have a lot of companies 
with owners who are nearing retirement 
and not enough young people to take 
over the reins.”

Horn also believes consolidation will 
continue. “It just seems like that’s the 
point of the lifecycle our industry is in 
right now,” she says. “We feel that we’ve 
put ourselves in a good position as a 
financially healthy and growing company 
that we might be in acquisition mode in 
the next 12-24 months. It’s not just about 
having the capacity to acquire some-
thing, it’s about making sure that it’s the 
right fit for everyone involved.”

Levy says Global Office Solutions recent-
ly merged with a company that it had lost 
a large client to. “It’s been a huge uplift,” 
he says. “That gave us a large amount of 
business that we’re capable of handling.”

And Legacy Office Solutions was the 
result of a merger between Peck’s Office 
Plus and Crest Office Products. “It’s our 
second complete year, and the merger 
was a terrific opportunity,” says Kudler. 
“Peck’s Office Plus had been in busi-
ness since the turn of 20th century. It 
had a strong concentration in the office 
furniture market. Crest Office Products 
has a 40-year history and had a strong 
following in printing. We’ve found a lot of 
cross-selling opportunities.”

Healthcare 
Changes
The introduction of the Affordable Care 
Act has challenged independent dealers’ 
bottom lines. “We were already offering 
benefits so the only change that we saw 
was an increase in premiums,” says Balk-
com. “From what I understand that will 
be happening again on our next renewal. 
Affordable Care with regards to insurance 
is an oxymoron!”

Horn’s company is below 50 employees, 
so the law hasn’t impacted her directly. 
“However as all health plans have had to 
come into compliance with the law, our 
rates have increased quite a bit, though 
not as much as some,” she says.

The Millennial 
Generation
Another shift that is impacting sales is the 
emergence of the Millennial generation. 
Balkcom says younger consumers drive 
Internet sales and dealers must be pre-
pared. “You’ve got to make sure that your 
site is viable and up-to-date, otherwise 
you don’t have credibility in the eyes of 
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the consumer,” she says. “We’ve utilized 
social media but I believe it is more about 
what your customers are doing and say-
ing as opposed to business opportunities. 
It is a ‘top of mind’ experience.” 

Fox sees a disconnect in the industry 
due to the new generation. “There’s 
not as much emphasis on relationship 
buying,” he says. “And our industry is 
transitioning from a relationship-based 
initiative to transactional-based buying. 
Millennials don’t place a lot of value on 
buying local – we haven’t connected the 
dots for them. They don’t understand 
how money moves around the economy. 
Independents give more back to local 
economy than our competitors and we 
need to educate our field people on how 
to communicate that better.”

In response to the preferences of the 
younger generation, Horn has cut back 
on the number of catalogs her company 
sends and increased focus on her deal-
ership’s website. “The interesting thing 
about Millennials is that they enjoy shop-
ping for office supplies,” she says. “They 
appreciate product samples and demos 
and they like to see ‘cool’ stuff. It’s an 
opportunity to capitalize on the product 
side of the business, where maybe the 
previous generation of buyers had gotten 
tired of seeing more stuff. 

“I think the bigger challenge facing our 
industry is attracting quality Millennial 
talent into our organizations,” she says. 
“We are a nimble, progressive industry 
that competes successfully against some 
of the biggest e-tailers in the world to 
bring efficiency to our business custom-
ers. We need to do a better job of selling 
our story to prospective employees.”

Opportunities
Changes in the marketplace, including the 
consolidation of the Big Box companies, 
have opened up opportunities for inde-
pendent dealers, says Balkcom. “As cus-
tomer satisfaction declines with the larger 

players, the better we look,” she says.

“I think we have a great opportunity to get 
out in front of customers and build real re-
lationships,” says Horn. “We’re not going 
to have the lowest prices on everything, 
so it’s imperative that we get out into our 
communities, tell our stories, share our 
value propositions and remind customers 
why a local partner is the best choice.”

Hoyle agrees: “I believe there is a de-
mand for the kind of high touch custom-
er service that independents excel in, 
especially with the Depot-Max merger,” 
she says. “We are seeing a lot of their 
customers who are confused and who 
haven’t seen a sales rep in months or 
even years and we are positioning our-
selves to take this business back.” 

Many of the independent dealers we 
contacted are hiring. Schmidt says an-
other independent in his area got bought 
out and it brought a big shakeup in reps. 
“We want to give those reps options and 
we’re hoping we land some of them,” he 
says. “They have knowledge, experience, 
and they get how to service accounts.”

Balkcom says she’s been hiring and firing 
this year, and her company is investing in 
younger talent. Greenville Office Supply 
recently added a financial analyst and a 
jan-san specialist. Hoyle Office Solutions 
is taking a different approach: “Our strat-
egy in growth isn’t to hire more but to 
look to aligning ourselves with strategic 
partners such as our buying group and 
specialized consultants,” says Hoyle.

Business Goals
All of the dealers we spoke with want to 
grow their businesses in 2015. It’s time to 
shake more hands, says Balkcom.

“We have goals of at least 10% increase 
of sales and feel we will reach that due to 
new employees,” says Rea. “I think we 
passed through the worst of times and 
are starting to trend up.”

For Fain, growth is about building a fan 
base: “It’s time to get back out there,” 
he says. “I do believe there is a place for 
independent dealers in the marketplace 
and it begins with people and relation-
ships. People buy from people.”

Kudler is working on refining his compa-
ny’s processes to become more efficient. 
“Our goals are no different than anyone 
else’s goals: Strive to do better, be cost 
effective and grow our sales—whether 
it be through acquisition or on-boarding 
new sales staff,” he says. “We need to 
focus our organization and provide high 
touch levels of service.” 

“Our primary business goal for 2015 is 
to find innovative new ways to grow our 
business,” says Hoyle. “A few of our 
strategies include going after national 
account business as well as creating a 
fully integrated sustainability program. 
Customers in our market are demanding 
access to well priced green items and 
programs that will help them meet their 
own sustainability goals.”

Horn wants to increase both sales and 
margin and drive a higher percentage of 
orders to her website. “We also want to 
continue to give back to our community 
through employee volunteerism, financial 
contributions and other programs,” she 
says. “I think there’s a groundswell of 
momentum amongst independent deal-
ers. We’re talking about the really import-
ant topics in our industry—we’re asking 
more from our wholesale partners, more 
from our vendors and we’re putting the 
tools in place to hold ourselves account-
able too. Anyone who says this industry 
is boring really isn’t paying attention!”
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The role of the sales associate is con-
stantly changing. As this happens, the 
salesperson faces numerous challenges 
that continue to evolve as the market-
place shifts. The key to succeeding in this 
environment is to be nimble and willing to 
adapt to these changes. 

A few challenges for the sales profession-
al are: standing out from the competition, 
staying top-of-mind for their customers 
and adapting to technological changes.

One of the biggest challenges the sales 
associate faces is the explosion of com-
petition outside of the traditional business 
products industry. Warehouse clubs, on-
line resellers and retail stores that carry 
multiple categories of products are be-
coming the new competitors. 

Today, customers have more options 
when making a purchase. As digital mar-
keting advances, the competition has 
greater access to customers than ever 
before. 

Access to information, business intelli-
gence and smart phones have enhanced 
a sales professional’s chance for success. 

Information travels faster today than ever 
before and if used properly, allows for up-
ward movement. 

However, if this information is used im-
properly, it can have the salesperson fall-
ing behind just as quickly. 

Two crucial areas that sales professionals 

are truly underestimating are the power of 
an active customer relationship manage-
ment (CRM) program and business intel-
ligence. 

Many sales professionals fail to take the 
time to utilize the benefits of CRM in 
building their professional career. A CRM 
system allows the sales associate to keep 
up with several clients. 

By not making an entry into the CRM, they 
fall behind and do not make up for lost 
entries. Valuable information is now lost, 
both for the sales associate and for the 
company. 

Instant business intelligence is anoth-
er underutilized technology. By using a 
smartphone or tablet, instant information 
regarding an account is available. 

In which categories is the account suc-
ceeding? In which categories is it lack-
ing? Where are current sales and margin 
trends? 

By accessing this information when plan-
ning their day, the salesperson can make 
more effective calls and strive to increase 
sales and profitability.

An additional challenge for sales pro-
fessionals lies in online sales. In today’s 
competitive business environment, hav-
ing customers place their orders online is 
crucial. 

Since the salesperson has little control 
over the pricing of online items, he or she 

can direct the customer to fulfill their pur-
chases on their own, thus allowing the 
salesperson to focus their efforts on the 
consulting process.

Business consulting
Customers want their sales professional 
to be able to assist them with more than 
just the procurement of product; they 
want their sales professional to assume 
the role of a business consultant. 

Each company has an opportunity to help 
their sales associates achieve success by 
providing training and education. 

The sales professional must understand 
the different aspects of their customers’ 
business and also must understand their 
own strengths and weaknesses in ad-
dressing their customers’ business. This 
is especially true of a seasoned salesper-
son. 

Both their clients and the market are 
changing; sales techniques that worked 
several years ago might not work today. 

Change is a given and managing change 
is a task that each sales associate must 
excel at to meet the growing demands of 
their client base. Those who embrace and 
adapt to the changes to meet the market 
demands will succeed.

Phil Barnette is manager, United Dealer Training, for 
United Stationers.

Sales 
Leadership in a 
Changing Sales 
Environment
By Phil Barnette
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By now, you have undoubtedly made your forecast and prepared 
a budget for 2015. That is certainly appropriate. Dealers need to 
make a best-guess estimate for the upcoming year for several 
reasons, such as estimated profitability, cash flow, financing and 
staffing, including the level of customer service needed to sup-
port those forecasts. 

But that forecast can suddenly change due to any number of 
events. Who would have thought even a month ago that there 
would be so much speculation, at least at this writing, that Sta-
ples and Office Depot might be merging or that with or without 
a merger, they would be closing some thousand stores in the 
coming year? 

Those store closures could create major opportunities for inde-

pendents to increase their customer base. But they could also 
create a risk if a dealer is unprepared to move quickly to step up 
the level of quality and customer service necessary to take on 
new accounts while maintaining existing ones. A seeming oppor-
tunity could quickly turn into a nightmare.

Developing multiple scenarios—not focusing on just one possi-
ble outcome—can help ensure a bright future for your dealership. 

Scenarios are not predictions; they are stories about what might 
be. The word evolves from the theatrical use of “scenario,” 
meaning screenplay or the plot in a drama or piece of literary 
work.  

While scenarios can’t predict the future, they can predict how 
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a strategic dealer will act—and react—
in a timely fashion in the face of varying 
circumstances. Building multiple scenar-
ios will enable you to become better at 
responding to events that you might not 
have otherwise anticipated, building alter-
natives and finding the best solutions to 
meet potential challenges.

Scenarios can be developed around op-
portunities or risks. Opportunity scenarios 
might include examples such as the re-
cent Staples-Office Depot developments; 
others might include expanding into a 
new product or service area, a competing 
independent dealer going out of business, 
the possibility of hiring an experienced 
sales producer, having a major company 
expand or move into your area or having 
the opportunity to acquire another dealer 
within or outside your market. 

Risk scenarios might include losing your 
best salesperson, internal in-fighting 
with the potential of increased turnover 
that might include key personnel, having 
a new strong dealer enter your market, 
losing one or more of your top accounts 
or having you or key partners confronted 
with serious illness.

Scenario building requires a collective 
mindset. Involve others within your orga-
nization in constructing a scenario adds 
to the creativity and comprehensiveness 
of your stories. To enhance input, you may 
even want to include some outsiders who 
you feel might add to the dialog.

Suggested steps in the scenario-building 
process:

1.
Identify the focal issue, such 
as the example mentioned of an exist-
ing competitor going out of business 
(or alternatively, a new competitor 
entering your market). 

My experience has shown it is useful 
to develop about three scenarios, 
focusing on those that could have 
the largest impact on your business. 

I do not suggest focusing only on the 
scenario you feel might be the most 
likely. Likewise, I would not suggest 
developing more than four scenarios.

2.
List the key factors that 
affect the focal issue and 
shape outcomes. Key factors 
might include facts about the local 
market, workplace demographics, 
customers and their buying patterns, 
competition, suppliers, key employees 
and additional staff. 

3.
Identify the main driving 
forces that influence those 
key factors. Driving forces could 
include economic issues (growth or 
recession, inflation, the cost of mon-
ey), government or political actions, 
social dynamics (the changing work-
force), technology, and the Internet.

4.
Rank the key factors and 
driving forces. Which will be 
most consequential to the focal 
issue? What is the level of certainty or 
uncertainty associated with each of 
the factors and its driving forces?

5.
Develop scenario logics. 
Once those factors and forces affect-
ing the chosen issue that are most 
significant have been identified, “log-
ics”—what scenario planners call the 
plot that ties together the elements of 
the system—must be developed.

6.
Look at the implications 
associated with each 
scenario. Each scenario will 
undoubtedly require strategies or 

changes within your organization, 
based, in part, on whether you view 
a particular scenario as temporary or 
permanent.

7.
Continually be attuned to 
market indicators and early 
warning signs. There are often 
market indicators that announce 
change is coming. For example, 
should we not have known the big 
box stores cutback was inevitable? 
Building scenarios helps improve our 
market observation. 

Building multiple scenarios has many ad-
vantages, including using the scenarios 
as a learning and development vehicle, 
which enables your staff and your com-
pany to be much more effective. It’s a re-
hearsal for that screenplay. 

The process of scenario building creates 
dialog and brainstorming. The “what if” 
approach broadens your outlook in terms 
of what might change and it readies your 
organization to become more flexible, to 
react and act more quickly. 

It is simultaneously an inward and out-
ward look at your organization, adding in-
sight into both your marketplace and your 
own company. 

Even if an unexpected event occurs that 
is not one of your focal issues, scenario 
building will still help your organization to 
be better able to handle any surprise that 
may occur. 

Scenario building will help you to learn, 
adapt and find solutions that will hold up 
in the face of the difficult challenges and 
new opportunities we are likely to face. It 
can help you have a successful and pros-
perous 2015 and build a bright future.

Bill Kuhn, principal of William E. Kuhn & Associates, is a 
noted industry consultant who has been writing about 
the office products and office furniture industries for 
over 35 years. Contact Bill by phone: 303-322-8233, or 
e-mail: BillKuhn1@cs.com.
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Where will you be one year from today? 
What is your plan for getting there? Do you 
have your 2015 goals posted where you 
can see them every day? Are you commit-
ted to getting to that next level? If these 
questions look unfamiliar or make you un-
comfortable, you will probably finish 2015 
exactly where you are now…thinking you 
should probably be someplace else but 
with no clue how to get there.

Why do more than 90% of Americans 
struggle with creating and achieving 
meaningful goals? Here are four classic 
reasons...see if any of them look familiar.

•  Failure to write goals and post them 
in plain view. Let’s do a quick test…
what are your three most important 
goals for 2015 and where are they 
posted? Ouch…huh?

•  Not understanding how to create a 
goal. “I want to make more money” is 
NOT a goal. “I want to earn $150,000 
before taxes in 2015 so that we can 
buy a lake house to spend more 
quality time as a family” is a goal. 
See the difference? Goals need to be 
specific and measurable, motivating 
and achievable. 

•  Ability to create a goal but failing to 
create a plan on how to achieve that 
goal. Goals are your destination…the 
plan is your map on how to get there. 
A plan outlines the obstacles you will 
face and the resources you will need. 
It identifies the knowledge and skills 
that you need to acquire or sharpen. 

What small steps can you take each 
day to reach your goal by January 
2016? The answers to these questions 
are the foundation of a great plan.

•  Inability to keep commitments. Our 
culture today is all about quick fixes—
just look at the front cover of any 
major magazine. If you want to reach 
your goals, you’d better be ready to 
face some hard work. If this stuff was 
easy everyone would be doing it and I 
wouldn’t even be writing about it. 

So how can you set up 2015 to be your 
most successful year ever? Here are four 
quick tips to get you on track now!

1.  Get goals!  
Think about where you want to be 
one year from today—financially, 
physically, mentally and spiritually. 
Think about the places you want to 
visit, the relationships you want to 
build and the things you want to do. 
Brainstorm big ideas…don’t limit your 
thinking. You will be surprised at what 
you can accomplish in a year with the 
right focus and commitment. (By the 
way, quota should not be one of your 
goals. Quotas are set by managers, 
goals are set by you. If you focus only 
on making quota you will never reach 
your goals.)

2.  Why is this important?  
List all of the specific benefits of 
achieving each goal. If the benefits 
aren’t compelling, you will find 
yourself abandoning the goal at the 

first hint of a headwind. If the benefits 
aren’t clearly defined, you could knock 
yourself out for something only to 
discover you never really wanted it in 
the first place. 

3.  Determine the daily dose.  
How many calls, ounces, miles, 
dollars, presentations or calories 
will it take to reach your goal? Start 
small…experience success and build 
some momentum. Don’t set yourself 
up for failure by creating unrealistic 
expectations (losing 10 lbs. a week) 
or writing a check you can’t cover 
(making 50 new contacts every day).

4.  Surround yourself with 
accountability partners.  
Find others in your life that you trust to 
be honest with you (you’re not looking 
for a professional cheerleader!). Give 
them a copy of your plan and then 
schedule regular conversations to 
discuss progress, explore challenges 
and celebrate the small victories. 

Call to action

Want to make 2015 a year to remember? 
Then decide right now where you want to 
be next January and start creating a plan 
to get there. I can’t guarantee that these 
ideas will work for you, but I can guaran-
tee that they work. 

Tim Wackel is a veteran sales trainer and founder 
and president of The Wackel Group, a training and 
consulting firm dedicated to helping organizations find, 
win and keep customers for life. To learn more, visit 
http://timwackel.com.
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It’s that time of the year again when we all set goals and make 
new resolutions. If you’re like many sales people in our industry, 
one of your goals is to increase the number of new accounts you 
bring on in 2015. Here is something to consider:

After each first appointment, do you send a thank you note? 

Not an email, but a handwritten note, thanking your prospect for 
the time spent with you, whether on the phone or face-to-face. 

Realize that when prospective customers met or spoke with you 
for the first time, they took time out of their busy day. 

Thank them for that time. Sending a short note costs almost 
nothing, but the impression you’ll make and the competitive 
edge you’ll gain will be priceless. This is one small way you can 
continue to distinguish yourself from the “big box” competition 
out there.

When you write a thank you note be sure to do the following:1.  Address the person you met as “Dear (first name)” and 
not “Hi” or “Hey there” or other casual greetings. 2.  Thank them for the time they spent with you and tell 
them it was a pleasure meeting or speaking with them. 
For example, “Thank you so much for the time you 
spent with me today. It was a pleasure meeting you.”

3.  Mention something they stated when you met. “You 
mentioned…”4.  If you have another meeting scheduled mention the 
specifics in the note, for example: 

  “I look forward to speaking or meeting with you again 
on January 14 at 10 am.5.  For the closing use “Sincerely” “Best regards” or “All 
the best” followed by your signature.6.  If your first meeting was not in person, enclose your 
business card with the note.7.  Handwrite the envelope and use a real stamp. 

ACTION ITEM: Send five thank you notes over the next week. 
They could be to a brand new account or sent as a follow up to 
a first meeting. 

Be one of the few who make writing thank you notes a habit. You 
will reap the benefits of making a special connection with your 
prospective customers. Don’t worry about your handwriting—
just send it. People will appreciate it more than you can imagine! 

Marisa Pensa is the owner of Methods in Motion, a sales training organization 
that has helped hundreds of companies, both in the office supply industry and 
across a range of industries, start inside sales teams and develop both new and 
seasoned sales professionals and sales managers. For more information, visit 
www.methodsnmotion.com.
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“I don’t understand it,” the sales rep said. 
“I’ve been selling to that guy for fifteen 
years! I’ve taken him to football games, 
bought countless lunches, we’ve been 
to each other’s houses. And now,” he 
wailed, “he’s buying most of his stuff from 
someone else! I mean, what the heck?”

The rep in question (let’s call him Bob) is 
a sales veteran who works for one of my 
clients. I’ve known him for years. 

Bob’s a very charismatic person, an ab-
solutely fabulous rapport builder (to a 
degree that I’ve always envied) and he 
builds deeply personal relationships with 
his customers. 

He’s the kind of guy that if you met him 
out in public, you’d immediately tab him 
as a salesperson and probably a great 
one. And you’d be right. Or at least, you 
would have been about ten years ago. To-
day, not so much, and there’s a big reason 
why.

The sales world has changed. It’s changed 
in a big way and some salespeople are 
struggling to keep up. Bob went through 
my training a few years ago and, to be 
honest, he wasn’t impressed. 

He told me, “Look, sales is simple. I just 
wing it. Customers buy from people and 
specifically, people they like. My job is to 
be liked and be their friend and if I can be 
that, they’ll buy from me.” Essentially, he 
viewed sales as a friendship contest—and 

to be fair, for much of his career, that ap-
proach worked just fine for him.

Today, it doesn’t. 

My client (his employer) asked me to in-
terview a couple of his key customers—
customers who once made up a big part 
of his volume but who now bought only 
incidental items from him. 

In my interviews, I found why customers 
had cut back on their purchases so much: 
Bob just wasn’t useful. Their comments 
basically boiled down to this:

“Look, I like Bob. We all do. He’s a great 
guy. If we didn’t like him as much as we 
do, we wouldn’t buy anything from him. 
But the truth is that Bob isn’t much help to 
us. Whenever we have a technical ques-
tion, he has to call someone else and have 
them get ahold of us. His competitor can 
answer questions on the spot so we buy 
most everything from them.”

I found out that the competitive sales-
person also spends a lot of time keeping 
abreast of industry developments that af-
fect his customers; Bob asks about the 
son’s soccer team. 

The competitor is constantly refreshing 
his knowledge of the customer’s business 
and introducing new products and ser-
vices; Bob makes sure to bring doughnuts 
for the folks who work in the office.

When I took that information back to 
my client, he sighed and said, “So, what 
should we do about Bob?” You see, Bob 
has been a loyal employee for a long time 
and his employer felt the same way as his 
customers. They like Bob (and so do I), 
but Bob no longer contributes value. 

Bob is now into the ‘mercy buy’ phase of 
his career. The orders he gets are ‘mercy 
buys,’ and his job is a ‘mercy job.’ 

I advised his employer that if Bob wants 
to remain vital in his sales career (and he’s 
not close to retirement age yet), he’s go-
ing to have to embrace some changes. If 
you resemble Bob in any way, you might 
need to embrace them, too.

1.  Embrace sales process.  
One thing that sharp salespeople 
do today is that they are always 
conscious of sales process and they 
keep their customers involved in a 
sales process at all times. 

  There’s no better way of building 
a relationship with your customer 
than to always be selling to them—
requalifying them for new products or 
services, presenting and constantly 
working to improve the customer’s 
condition. The “just wing it” sales-
person is behind the 8-ball in this 
respect.
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2.   Become a business 
resource.  
Bob’s competitor won business 
not because he was more likeable 
than Bob—in fact, both customers 
made it clear that in the “friendship 
sweepstakes,” Bob was in the 
lead by half a lap—but because he 
could be a business resource for his 
customers. Customers know that 
the competitor is good for more than 
buying a good lunch—he’s good for 
helping them solve their problems.

3.  Always have a call 
objective.  
Most of Bob’s sales calls were 
centered around simply reinforcing 
friendships and staying visible. 
Meanwhile, his competitors pick his 
pocket because they are going in 
with a call objective and working to 
constantly advance the status of their 
business relationships.

4.  Develop customer 
expertise.  
The most valuable knowledge 
is customer knowledge. Bob’s 
competitor worked to build his 
knowledge of his customers on 
every sales call. In fact, both of the 
customers I interviewed remarked on 
the competitor’s ongoing questions. 
“It’s like he’s always trying to learn 
more about us,” one said. Bob is 
a friend who talks about the local 
football team; his competitor talks 
about the direction that his customers 
are going in.

5.    Make good use of the 
customer’s time.  
Both customers remarked on how 
time-efficient the competitor is. “He 
does something positive for us on 
every visit,” one said. “Granted, he’s 
not as personal. We like him, but 
he’s not our friend like Bob is. But 

we know that every time he’s here, 
something good will happen—and 
that stopped with Bob long ago.” 
Your customer now expects a return 
on his time investment with you. 
How are you going to generate that?

By the way, it’s not only veteran salespeo-
ple who fall victim to this kind of selling 
and its consequences. I’ve had young 
salespeople with the ‘friends first’ focus, 
and they lose business for the same rea-
son.

Today’s customer demands more than 
a buddy. The customer demands a re-
source—and if you can’t be that, your 
competitor will.

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-maill Troy@
TroyHarrison.com, or visit www.TroyHarrison.com.
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