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When It Comes Down to 
Spending Serious Money 
on Digital Marketing, You 
Really Don’t Have a Lot of 
Choice
There’s a good news, bad news aspect to this 
month’s cover story on digital marketing. 

The good news is that our writer, Michael Chazin, 
didn’t have a real hard time finding dealers to talk to 
who are investing resources in their websites, social 
media and email and developing strong and profit-
able online profiles.

The bad news is that there are still far too many 
independents who are basically doing things the 
way they always have done and failing to give 
their digital marketing adequate resources and  
commitment.

Putting it simply, if you’re a dealer in that second 
group, you’re putting your business and the peo-
ple who work for you at serious risk. Why? Here 
are some answers from the research presented at  
Essendant’s Core Live event earlier this year:

•  Nearly 70% of a buyer’s journey is now com-
pleted digitally and that means your prospects
have almost made up their mind about you
before they ever talk to your sales team!

•  Over 50% of B2B buyers prefer to gather their
own information online; nearly 60% of them
prefer not to interact with a sales rep, and over
90% prefer to buy online once they’ve decided
what they want to buy.

You don’t need an MBA from Harvard to figure out 
the wisdom of selling customers and prospects 
how and where they want to be sold. 

That means offering a website that provides a supe-
rior user experience and a marketing program that 
delivers a strong, progressive message about your 
business across multiple platforms, including social 
media and email.

Take a look at what the dealers featured in this 
month’s cover story are doing. Look too at our big 
box competition and Amazon. Then look at your 
own website and digital marketing efforts. If you 
don’t like what you see, do something about it. Oth-
erwise, you may as well start planning for retirement 
or a new career path. It’s that simple.

Simon De Groot
simon@idealercentral.com
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Iowa Dealer Bettendorf Office Products 
Celebrates 40 Successful Years 

When Bettendorf Office Products, Bettendorf, Iowa, first opened in the quad 
cities 40 years ago there were a dozen other independent dealers. “Today, we 
are the only ones left,” says Mark Hippler, vice president.

The dealership was started by Mark’s mother and stepfather, Al and Betty 
Steinbrecher, in 1977. Al opened the business after the company he had been 
working for, another local independent, closed its doors.

Mark got involved in 1984 after graduating from college with a fine arts degree. 
His parents suggested he open an art supply store next door and Evergreen Art 
Works was the result. 

“There were so may crossover products, such as drafting supplies, that the 
divide eventually came down,” says Mark. First, a door was added between the 
two businesses, and then the wall was taken down.

Over the years Bettendorf Office Products moved several times before the 
Steinbrechers built their own building in 2006.

Sadly, Al died shortly after the new store opened but Betty, now 85, still comes 
in six days a week.

The current building houses both Bettendorf Office Products and Evergreen 
Art Works as the two businesses continue to operate side by side. In addi-
tion to a full-range of art supplies, Evergreen also enjoys a thriving business in  
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commercial framing. “We have done more than 120,000 commer-
cial frames, museum framing and sports memorabilia framing,” 
says Mark. “We just completed a hospital job with 170 pictures.”

The dealership’s office supply business is as strong as ever, he 
reports and even though the retail store serves as the base of 
operations, the majority of sales today—about 70% of total vol-
ume—is commercial. 

Innovative Office Solutions’ Jennifer Smith 
Receives Regional Entrepreneur of the 
Year Award 

Innovative Office Solutions’ Jennifer Smith (third from left) and some of her team at 

the “Entrepreneur of the Year” gala.

Congratulations are in order for Jennifer Smith, CEO of Innova-
tive Office Solutions, Burnsville, Minnesota and winner of Ernst 
& Young’s 2017 Entrepreneur of The Year Award for the upper 
Midwest. 

Jennifer was one of eight finalists for the award who were select-
ed by an independent judging panel made up of previous award 
winners, leading CEOs, investors and other regional business 
leaders. Jennifer was announced as winner at a black-tie gala 
last month in Minneapolis.

“EY has been recognizing leading entrepreneurs for more than 
three decades,” says Joe McCarney, Entrepreneur of The Year 
program director for the upper Midwest. “The class of winners in 
2017 represents new ways of thinking, disruptive business mod-
els and overall dynamism that make this country a great place to 
do business.”

“It’s an absolute honor to be selected as a 2017 Entrepreneur of 
the Year for the upper Midwest,” says Jennifer. “I can’t thank EY 
enough for this amazing opportunity.”

Jennifer is now eligible for consideration for the Entrepreneur of 
the Year National program. Award winners in several national cat-

egories, as well as the Entrepreneur of the Year Overall National 
Award winner, will be announced at the Entrepreneur of the Year 
National Awards gala in Palm Springs, California later this year.

Iowa Dealer VP Inducted  
Into His College Hall of Fame

A big high-five goes out this month to Ryan Boese, vice presi-
dent of sales and marketing at Storey-Kenworthy in Des Moines, 
Iowa, who was recently inducted into the Hall of Fame at his 
alma mater, Iowa Wesleyan University. Ryan earned the honor for 
the impact he had on Tiger Athletics during his time as a student.

Ryan graduated in 1998 but not before establishing himself as a 
standout player on the Tiger football team.

During his time at Iowa Wesleyan Ryan was twice named Pre-
season All-American by the National Association of Intercolle-
giate Athletics (NAIA). He also earned NAIA National Player of 
the Week honors, NAIA Mid-States Football Player of the Week, 
1996 Most Valuable Player of the Year and 1996 IW Outstanding 
Defensive Player of the Year.
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Ryan still holds the IW single-game record 
for tackles in a game with 36 and record-
ed 223 career solo tackles and 312 career 
total tackles.

When asked about that record-setting 
game with 36 tackles, he says “I remem-
ber it like it was yesterday. It was just one 
of those games where I felt like I could do 
no wrong.” Ryan actually blocked an ex-
tra point attempt in that game, which the 
Tigers went on to win by a close margin.

Boston Dealer Joins Effort 
to Fight Opioid Addiction
There’s a reason why opioid addiction is 
so much in the news these days—a re-
cent analysis by the Blue Cross Blue 
Shield Association of millions of Ameri-
cans’ medical claims showed diagnoses 
of opioid-use disorder has increased by 
nearly 500% over the past seven years.

In Boston, Herman Miller dealer Creative 

Office Pavilion stepped up in support of 
efforts to counter the opioid problem re-
cently by hosting a special gala to benefit 
the Gavin Foundation, one of the coun-
try’s leading opioid treatment programs. 

“We had been very generous with larger 
charitable organizations such as Breast 
Cancer and the United Way, but were 
looking for our own signature charity,” 
says Karen Van Winkle, vice president of 
business development and marketing. 

A contact within the Governor’s office intro-
duced her to the Gavin Foundation, which 
has locations across Massachusetts, in-
cluding the South Boston neighborhood 
where Creative Office Pavilion is based. 

The foundation met all of the factors that 
Creative Office Pavilion looked for to gain 
its support. “Our employees could get in-
volved from a volunteer standpoint, it was 
a timely issue in need of support and it 
was local,” says Karen.

The foundation had been conducting a 
small annual fundraiser of its own, but at 
Karen’s suggestion, COP took it over. The 
dealership came up with a new name— 
the Road to Recovery—and rebranded 
the event. 

COP also brought in a number of in-kind 
donations that enabled the fund-raising 
effort to bring in even more. The landlord 
at the local Boston Design Center donat-
ed the function space and other business-
es donated AV services and graphics and 
printed the event brochure. 

Sponsorships were sold in advance of the 
gala, which also featured both live and si-
lent auctions.

If the results from the gala offer any in-
dication, maybe COP might think about 
getting into the fundraising business on 
an even bigger scale!

There’s something for everyone at Minneola Farms.  
Whether you want to spice things up with our Wasabi Party 
Mix or keep it clean with our Natural Almonds, the selection 
of gourmet quality nuts & dried fruit mixes from Minneola 

Farms is second to none.

www.officesnax.us
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From left: COP’s Karen Van Winkle, Massachusetts Governor Charlie Baker and John 

McGahan of the Gavin Foundation.

The previous fundraising record for the foundation had been 
$62,000. COP blew through that and then some! “We had 477 
clients, friends and supporters in attendance and raised just 
shy of $300,000,” reports Karen. “We are hoping to make it an 
annual event.”

Michigan Dealer Rep Karla Van Dam 
Honored by West Michigan Leukemia and 
Lymphoma Society
Last month we reported on Grand Office Supply sales rep Karla 
Van Dam and her nomination by the Leukemia and Lymphoma 
Society of West Michigan as its Woman of the Year.

Now, we’ve got even better news: Karla’s nomination resulted in 
her receiving actual Woman of the Year honors after raising over 
$30,000 for the organization in just ten weeks!

“It has been an incredibly exciting but overwhelming experi-
ence,” says Karla. “I had never done any fund raising before so it 
was kind of baptism by fire.” 

Both Karla and her male counterpart will go on to the National 
event, and both will be featured on a billboard in Grand Rapids. 

Office Value Supports Buy Local Networking
One of the key points of differentiation between independents 
and their big box competition is their status as locally owned 
and operated businesses. In Meridian, Idaho, Jeff Lurcook and 
his team at Office Value recently came up with an effective way 
to get that point across to customers and prospects when they 
hosted a local Buy Idaho networking event. 

Buy Idaho is a networking organization that promotes local pur-
chasing as well as sales of locally produced products. 

It supports a number of different activities but some of its most 
visible are its networking events, explains Jeff. “The event 
brought in business owners, decision makers and manufacturers 
to highlight Office Value for the evening,” says Jeff.

S. P. Richards helped sponsor the event and sent out three rep-
resentatives to attend; other manufacturers that supply Office 
Value also exhibited. 

“We had a lot of breakroom and cleaning samples along with 
tabletop displays of general office products along with furniture,” 
says Jeff,

Activities were held in the warehouse and showroom; food and 
drink were served in the warehouse. “One of my employee is a 
karaoke DJ who set up in the showroom,” says Jeff. “After for-
malities were out of the way and door prizes were awarded, the 
night opened up with karaoke for all which was a lot of fun.”

KS Dealer The Office Products Alliance 
Joins Neighborhood Art Event
The Office Products Alliance, Kansas City, Missouri, knows how 
to enjoy the weekend if its involvement with First Friday Night 
activities in the downtown Crossroads neighborhood where OPA 
is located offers any indication.

The dealership has started to host its own First Friday Night event 
in Crossroads, a diverse community that is home to more than 400 
local artists and 100 independent studios, making it one of the 
most concentrated gallery districts in the nation. 

“In warm weather months, it is a big party centered around art-
ists and their work,” says Mark Whitlow, OPA president. The First 
Friday event features food trucks, street music, sidewalk ven-
dors, art exhibits and much more.

“We get involved with artists who don’t have a gallery and allow 
them to come in and hang their art in our lobby,” explains Mark. 
“This is a big neighborhood and if there is nice weather on a Fri-
day there are easily 10,000 people in the area.”

Last month OPA provided space to showcase the photographic 
work of Debbie Roesser-Vest and the artist ended up selling 10 
pieces. More artists are scheduled through October … party on!

Office Furniture of New York Recycles 
Furniture One Donation at a Time
Office Furniture of New York has a unique business model in to-
day’s competitive marketplace. The dealership diverts surplus 
furniture and electronic assets from landfills through donations 
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Winner’s Circle continued from page 8

to charitable organizations. The business model was developed 
by the Consortium for Sustainability in New York City.

“We walk through floors that will be decommissioned with not-for-
profit charities and allow them to pick out the furniture that will fit 
in their footprint,” explains Kristen McGowan, executive VP 

The dealership works hand-in-hand with furniture dealers selling 
new furniture and specializes in liquidation, relocation and installa-
tion. One current project with Citibank serves as a good example:

Four floors were surrendered back to the landlord in a large con-
solidation. The existing furniture on those floors wouldn’t fit in the 
new space. “Instead of taking four floors of furniture to landfill, we 
make diversion decisions,” says Kristen. Choices are to donate, 
recycle/reuse or resale. “When all of that fails, whatever we can 
is up-cycled back into the marketplace. We only use landfills that 
provide LEED Certification.”

Office Furniture of NY is paid for liquidation work. “The client do-
nating typically pays us to transport and install,” says Kristen. 
“There’s a different spirit on the job when I can meet with our team 
beforehand and say, ‘Tonight you’re working for Citibank and Of-
fice Furniture of New York, but you’re also working for child wel-
fare recipients in New Jersey.’ It gives our team members value.” 

Michigan Dealer DBI Covers Business 
Topics on Local Radio 
Lansing, Michigan-based DBI Office recently took to the air-
waves to get out the word on its products and services via a 
local FM radio show. 

“Michigan Business Rap is a weekly local radio show that DBI is 
part of,” explains Benjamin Klaver, DBI director of marketing. The 
program offers content to inspire the business community and 
brings together business leaders in roundtable discussions to 
educate and entertain.

LET’S COLLABORATE 
& GROW TOGETHER

Come visit MasterVision at Booth# 417 and 
learn why Bi-silque is the Fastest Growing 
Viscom manufacturer in the Independent 
Dealer Channel!
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The dealership has been participating in the program on a regular 
basis since Steve Klaver, DBI president, was asked to participate 
in a roundtable and really enjoyed it.

Most recently Steve was on along with Tyler Josz, a furniture 
sales representative at DBI, and Sydney Watkins, designer. The 
topic: “How to Design a Workspace That Works.” 

Also on the program: a representative from a local credit union 
who talked about how the design and furniture from DBI had a 
positive impact on his business. 

Benjamin has been on the program more than once to talk about 
e-commerce and marketing topics. Following those broadcasts, 
he had people reach out to him via social media. 

“There are definitely people listening and giving feedback,” he 
says. “We share episodes on social medial.”

Dealer Office Plus of KS Enlists Facebook 
to Track Down Missing Rental Equipment
In Wichita, Kansas, Office Plus of Kansas recently turned to so-
cial media for help after the dealership’s sister company, American 
Fun Food Co., found itself potentially facing the loss of a signifi-
cant amount of rental equipment.

American Fun Food provides rentals of a variety of commer-
cial-grade concession equipment. “While not a large money-mak-
ing component for us, it is invaluable to businesses, entrepre-
neurs, churches and fundraisers that serve the community,” says 
Lester Limon, chief operations manager for American Fun Food 
and Office Plus. “The loss of any equipment is a terrible blow to 
our community.”

In May, a woman rented one of each type of equipment in stock at 
American Fun Food but when the due date rolled round to return 
the items, she was nowhere to be seen. 

“We called the number provided on the rental agreement form and 
left messages asking for the return of the equipment but there was 
no response,” reports Lester. 

Management at Office Plus decided to ask for the public’s help 
in finding the missing equipment. A Facebook post with a picture 
and description of the suspect and the missing equipment was all 
it took. 

Friends shared with friends, colleagues shared with colleagues 
and soon the news about the missing equipment had been shared 
more than 2,000 times. 

Ultimately, anonymous tipsters provided the proper identity of the 
persons involved, along with contact numbers and addresses to 
check. The renter eventually called American Fun Food claiming it 
was all a big misunderstanding.

Two weeks later, a car showed up with all the equipment, but 
without the suspect. Pieces were dirty and in one case, slightly 
damaged, but all there. “We were so grateful to get them back 
and reached out to our Facebook followers to let them know the 
equipment was back,” says Lester. 

The dealership has since learned to increase its healthy skepti-
cism. New rental and payment practices have been instituted 
that include requiring fingerprints, a valid government-issued ID 
matching the renter and the form of payment and a video system 
that takes pictures of each person. 

“In today’s world, without positively establishing who you are do-
ing business with can cost you and those that depend on you,” 
warns Lester. 

Iowa Dealer Monkeytown Auctions 
Surplus Products on Facebook

When you find a long-lost item in some dark corner of the ware-
house, what do you do with it? If you don’t have a good answer 
to that question, you could do a whole lot worse than Monkey-
town in Vinton, Iowa.

“Back in May, one of our delivery guys found a big and tall Alera 
chair in a box in the back of the warehouse,” recalls Kurt Karr, 
owner. It had been returned and had probably been sitting there 
for about a year. “He took it out, cleaned it up and one of the of-
fice workers suggested we run an auction on Facebook.”

Since that first auction, Monkeytown has run several more. “It 
gives us an opportunity to let people know about some of the 
different things we have,” says Kurt. 

In addition to the chair, a touchless towel dispenser and custom 
banner have also been auctioned. “The most successful auction 
was for the chair,” reports Kurt. Bidding for the chair started at 
$100 and it eventually ended up selling for $280.
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The Business Solutions Association (BSA) 
has announced its slate of honorees 
who will be recognized for their industry 
achievements at the association’s 2017 
Annual Forum later this year.

Jimmy Godwin, founder and CEO of 
FSIoffice in Charlotte, North Carolina, will 
receive BSA’s 2017 Lifetime Achievement 
Award.

“Jimmy Godwin certainly deserves to 
receive this special recognition from our 
industry,” said BSA president Barry Lane, 
VP commercial sales for Avery Products. 
“He has spent almost sixty years in the 
business and office products marketplace 
and we are truly pleased to honor Jimmy 
with BSA’s Lifetime Achievement Award in 
2017.”

Godwin began his industry career in 1957 
and five years later founded Forms & Sup-
ply, Inc. (now known as FSIoffice). Over 
the past 55 years, he has grown the busi-
ness into one of the largest independent 

office supply dealers in the country, with 
more than 250 employees.

FSIoffice is now a third-generation, wom-
en-owned business with strong ties to the 
founding beliefs in the value of integrity 
and customer service that were imple-
mented by Jimmy and his wife, Diane, 
who serves as president of the company.

Also at the meeting, BSA will present its 
2017 Legend of the Industry Award to Da-
vid Fasbender, formerly senior vice pres-
ident of sales and marketing for Smead 
Manufacturing.

Fasbender began his career at Smead in 
1959 as a sales rep. Since he did not want 
to be a “traveling salesman,” Fasbender 
decided to work at the corporate offices, 
where he made significant contributions 
to the company in several key areas. 

In 1977, he became vice president of sales 
and was named senior vice president of 
sales in 1995, before becoming senior vice 
president of sales and marketing in 1997.

In addition, BSA will honor Jim O’Brien, 
executive vice president, operations for 
S.P. Richards, as this year’s recipient of 
the association’s Leadership Award.

O’Brien began his industry career in 1973 
with the Office Products group of Cham-
pion International (formerly known as 
Federal Office Products). He held a variety 
of local and regional positions with Cham-
pion before joining S.P. Richards in 1987. 

After managing three different distribution 
centers for the wholesaler, he was named 
Northeast Division vice president in 1992.

O’Brien was promoted to the headquar-
ters staff as vice president of dealer de-
velopment in 1999 and became senior 
vice president of marketing in 2004 and 
executive vice president, operations in 
2016.

In addition to his work at S.P. Richards, 
O’Brien has served in numerous volunteer 
positions with industry organizations. 
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He was 2014-2016 BSA president and currently serves on the 
association’s board of directors. He has also served as BSA’s 
vice president and treasurer.

Godwin, Fasbender and O’Brien will receive their awards at BSA’s 
2017 Annual Forum, which is scheduled for September 6-7 in Aus-
tin, Texas. Visit www.businesssolutionsassociation.com for more 
information.

Northern California City of Hope  
Fundraiser Sets New Record
The remarkable spirit of generosity that runs through our industry 
was once again on display last month, as independent dealer 
The Office City and the Vanguard Sales Group rep organization 
(formerly known as The Godfrey Group) joined forces once again 
to host the 2017 Northern California Golf Benefit, a special fund-
raiser for the City of Hope. 

The two-day event, which featured an opening reception and 
dinner in San Francisco’s North Beach and a benefit golf tourna-
ment at the historic Olympic Club course, drew some 200 golfers 
and raised nearly $200,000—both new records—to support the 
research and treatment of cancer and other life-threatening dis-
eases at the City of Hope.

The two organizations have raised over $1 million in total since 
launching the event eight years ago.

“It takes a village to throw a good fundraiser we are grateful for all 
the support, particularly from our sponsors and others who pro-

vided silent auction items and tee prizes,” commented Vanguard 
Sales Group’s Nick Aronis.

Sponsors included Essendant, Hewlett-Packard, Smead, S.P. 
Richards and 3M. Auction items were provided by HSC, Brown 
and Saenger, GOJO, Henson Sales Group, Georgia Pacific, Moe 
Shafer, Acme Paper, Kelsan, Inc., Amy Nieva, Rusty Connell, Pi-
lot and Newell. Pentel, 3M, Hewlett-Packard and Deflecto donat-
ed items for tee prizes. 

A highlight of the meeting was a special presentation by Essen-
dant’s Joe Templet remembering former AOPD executive direc-
tor Bud Mundt, who died earlier this year after a long and coura-
geous battle against cancer.

Click for more information on how you can support City of Hope 
and this year’s fundraising campaign in honor of 2017 Spirit of 
Life Award honoree Steve Schultz of GOJO Industries.

Spirit of Friendship Golf Event,  
Set for August 17, to Honor Bud Mundt
For nearly 40 years, the Spirit of Friendship golf outing has of-
fered industry members up and down the supply chain a day of 
fellowship and the opportunity to swing the clubs in support of 
a worthy cause.

This year’s event, set for August 17 at the Temecula Creek Inn 
Golf Course in Temecula, California, will have a special dimen-
sion, as it honors the memory of former AOPD executive director 
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Bud Mundt, who died earlier this year after a long and coura-
geous battle against cancer.

Event co-chairmen Bob Enk of Professional Sales Associates 
and former Pentel sales director Tim Fallihee have announced 
the Spirit of Friendship Golf Championship Trophy will be re-
named in Bud’s honor.

“It is only appropriate to recognize Bud as he was clearly a leader 
in our industry. Not only was he respected for his professionalism 
and his leadership qualities, he was a longtime supporter to both 
the Spirit of Friendship Golf event and the Schutzman Memori-
al Golf outing, its predecessor event,” commented Enk. Added 
Fallihee, “Bud is sorely missed by his industry friends and those 
who knew him well.”

The Spirit of Friendship event is open to all comers and includes 
an after-tournament dinner at the Temecula Creek Inn.

For more information or to register please contact: 
Tim Fallihee (tfallihee@gmail.com) 
Bob Enk (robert.enk@psarepresentatives.com), or 
event co-chairman Mike Wilbur (mike.wilbur@verizon.net).

Staples Set to Go Private  
in $6.9 Billion Buyout Deal
Just over a year after a U.S. District Court judge ruled against Sta-
ples’ effort to acquire Office Depot, the Massachusetts-based big 
box last month announced it is itself being acquired by Sycamore 
Partners, a private equity firm with a record of investing in troubled 
retail brands.

Sycamore’s current portfolio also includes the Belk department 
store chain, shoe retailer Nine West and The Limited, which it 
bought after the clothing chain filed for bankruptcy earlier this 
year.

Staples said Sycamore is buying it in a deal that values the com-
pany at approximately $6.9 billion. 

Sycamore will be paying $10.25 per share, which Staples said 
represents a premium of approximately 20% over the company’s 
stock price before media reports started appearing about a pos-
sible acquisition. Staples’ stock had traded as high as more than 
$25 a decade ago.

Sources familiar with the deal told the New York Times Sycamore 
will be organizing Staples along three lines: its stronger delivery 
business, its weaker retail business and its business in Canada.

This structure will give Sycamore the option to shed Staples’ re-
tail business in the future, one of the sources said.

Staples said the deal is subject to customary closing conditions, 
including regulatory and stockholder approval, and is expected 
to close no later than December of this year.

Staples Issues Chair Recall Due to Fall Hazard
Staples is recalling its Hazen Mesh Task chair following 20 re-
ports the company received of the legs breaking on the chairs, 
including three reports of injuries resulting in minor cuts and 
bruises.

About 124,000 chairs 
are affected. They were 
sold at Staples’ stores 
nationwide and online 
at staples.com, staple-
sadvantage.com, and 
quill.com from Octo-
ber 2014 through April 
2017 for between $100 
and $180.

The chair, which was 
manufactured in Chi-
na, has a five-wheel 
base, black fabric seat 
cushion, and black 
mesh seat back. The 
chairs have SKU num-

ber1058246 and item number 26680 printed on a white label on 
the underside of the seat cushion.

Essendant Names New Interim President/CEO
Wholesaler Essendant last month announced the appointment of 
Richard D. Phillips, the company’s group president of its industri-
al business unit, as interim president and chief executive officer.

Phillips succeeds Robert B. Aiken, Jr., who left the company 
to become president and chief operating officer of TreeHouse 
Foods, a packaged foods and beverages manufacturer that fo-
cuses primarily on private label products for both retail grocery 
and food away from home customers. 

Phillips joined Essendant in January 2013 as president of online 
and new channels and became president of the company’s ORS 
Nasco unit in November 2015.
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When: September 29 - October 1, 2017
Where: Evins Mill Resort in Smithville, TN
Who: OPWIL Executive Members (current & new)

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

with Women Empowering Women.

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

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

OPWIL 2nd Annual Retreat
Women Empowering Women

EMPOWER 2017

He was named group president of industrial in August 2016, 
when he added responsibility for Essendant’s automotive and 
e-commerce businesses. 

Prior to joining Essendant, Phillips spent 14 years at McKinsey 
& Company, where he was elected partner in 2005 and worked 
across industry sectors, with a functional emphasis in strategy, 
commercial performance and operations. 

He previously spent six years at Baxter Healthcare in various fi-
nance and sales roles.

“Ric has demonstrated exceptional leadership in key growth ar-
eas since joining Essendant in 2013, including guiding the ex-
pansion of our ecommerce relationships and driving improved 
performance in Industrial,” said Essendant board chairman 
Charles K. Crovitz. 

“We are confident that under Ric’s leadership, our ongoing ef-
forts to transform Essendant will continue to progress as the 
board diligently conducts its search for a permanent leader.”

IS, AFFLINK Form New Alliance
The Independent Stationers dealer coop and the AFFLINK jan-
san dealer group last month announced a new strategic alliance 
by which the two groups are launching Affiliate Membership pro-
grams they said would strengthen the dealers and distributors of 
each organization. 

“Both AFFLINK and Independent Stationers have a proven histo-
ry of individual success in the market,” commented IS president 
and CEO Mike Gentile. 

“Bringing together our shared cultures of innovation and long-
standing commitment to the independent will strengthen both 
organizations, and ensure our dealers and distributors remain 
healthy, viable businesses for years to come.”  

The two groups said Affiliate Memberships will open access to 
alternative programs and services, allow a low barrier of entry 
into new growth categories and generate additional revenue 
streams for dealers and distributors seeking to diversify into new 
categories. It will also offer group members’ customers a com-
plete supply chain experience, the two groups said.
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“As buyer habits change and product channels blur, we must con-
tinue to move with our customers in order to remain relevant as 
independents,” added Dennis Riffer, AFFLINK president and CEO. 

“Our alliance with Independent Stationers will allow us to contin-
ue driving the value of distribution, surrounding customers with 
a comprehensive bundle of supply chain solutions and servicing 
them with local experts in their respective fields.”

OfficeZilla Adds Two New  
Franchisees to Its Network
The OfficeZilla office products dealer franchise system has an-
nounced the addition of two new franchisees to its nationwide 
network over the last three months: Office Pointe in Pensacola, 
Florida, and Office to Go in Selma, Alabama. 

Currently, OfficeZilla has over 30 franchisees throughout the 
United States, putting emphasis on business consultation and 
customer service, the company said.

“We provide our dealers with a suite of solutions in e-commerce, 
customer relationship management, customer service, account-
ing, and marketing. These tools let our dealers flourish in their lo-
cal markets,” commented OfficeZilla president Susan Mintmire. 

“We are currently developing new strategies with our dealers to 
fully utilize the scope of OfficeZilla’s offerings in order to boost 
their market share while eliminating unnecessary effort on ad-
ministrative tasks.” 

For more information on OfficeZilla, contact Susan Mintmire at 
800-699-7549.

ECi Recognized for Second Year As One of 
‘Fifty Most Engaged Workplaces’ 
Dealer technology provider ECi Software Solutions last month 
announced that it has been named one of the 50 Most Engaged 
Workplaces in North America by the Achievers employee rec-
ognition and engagement solutions company. This year’s listing 
represents the second year in a row ECi has been so honored.

Honorees were selected by a panel of employee engagement 
specialists that included representatives from the Society for 
Human Resource Management (SHRM), HR Technology Confer-
ence and HRO Today. 

The judges evaluated each applicant company on the basis of 
eight key elements: Communication, Leadership, Culture, Re-

wards & Recognition, Professional & Personal Growth, Account-
ability & Performance, Vision & Values and Corporate Social Re-
sponsibility. 

“I am so proud of our employees for obtaining this recognition 
from Achievers for the second year in a row,” said ECi CEO Ron 
Books. “ECi’s culture has evolved organically from the beliefs 
and work ethic of our global team. Our employees enjoy rec-
ognizing co-workers who have gone above and beyond to help 
them. Using the recognition program has definitely contributed 
to the welcoming atmosphere here at ECi.”

Avery Launches UltraDuty GHS Chemical 
Labels for Small Bottles and Vials
Avery Products has introduced a new line of Avery UltraDuty 
GHS Chemical Labels for small containers such as lab bottles 
and vials.

The new label sizes are the latest additions to the company’s 
offering of industrial-grade labels that can be printed from stan-
dard desktop printers and help businesses comply with the  
OSHA-mandated Globally Harmonized System of Classification 
and Labeling of Chemicals (GHS).  

Now, more than one year after the June 1, 2016 compliance 
deadline, chemical producers, distributors and workplaces that 
use hazardous chemicals need to ensure they are fully GHS 
compliant by updating their chemical and secondary container 
labels as needed, Avery said.
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Support Our Troops! 

Pentel is donating �ve cents from the sale of each Stars & Stripes pack to 
the Semper Fi Fund, which provides immediate �nancial assistance and 
lifetime support for post 9-11 wounded, critically ill and injured 
members of all branches of the armed forces. 

pentel.com

Visit semper�fund.org  for more information.

The Pentel® Stars & Stripes series features a �ag design on every 
barrel to add a touch of patriotism to your everyday writing.

https://semperfifund.org/
http://www.pentel.com/
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The new sizes include 1” x 2.5” labels designed to work on a 
variety of small bottles and 0.5” x 1.75” labels for containers like 
vials and ampoules.

UltraDuty GHS Chemical Labels are intended for use on a variety 
of surfaces such as glass, plastic, metal and ceramic. They are 
also waterproof and resistant to chemicals, abrasion, UV fading, 
harsh temperatures and tearing.

For more information, visit www.avery.com/GHS.

Industry Veteran John Harding Joins Central 
National Gottesman
Industry veteran John Harding, previously director of national 
distribution for Georgia Pacific, has joined the Business Paper 
Group of pulp, paper and packing tissue distributor Central Na-
tional Gottesman as sales manager.

Harding began his industry career in 1994 with Champion In-
ternational and spent five years with International Paper before 
joining Georgia Pacific in 2005.

New Sales Managers at Neutral Posture
Office furniture manufacturer Neutral Posture has announced 
the appointment of Rachel Boenigk and Brock Neville as sales 
managers.

Neville started out at the company 26 years ago in the machine 
shop. Since then, he has served as a customer service rep, buy-
er, independent sales rep, customer service lead and most re-
cently customer service manager. In his new position, Neville will 
be the sales manager for seating. 

Prior to joining Neutral Posture, Boenigk worked as a research 
assistant at the Federal Reserve Board of Governors. Since 
joining Neutral Posture, she has held positions from process 
improvement technician, to sales and marketing coordinator, to 
strategy development specialist, to product manager and most 
recently served as a territory sales representative. In her new po-
sition, Boenigk will be the sales manager for systems. 

Floortex Introduces New Sit-to-Stand 
Ergonomic Solution 
U.K.-based floor protection products manufacturer Floortex has 
announced its new AFS-TEX range of anti-fatigue floor mats for 
sit-to-stand applications is now available in the U.S. and ready to 
ship from the company’s Tennessee facility. 

Three different SKUs are available in the line. They all incorporate 
an active anti-microbial ingredient and come backed by a 10-
year warranty.

For more information, visit https://vimeo.com/205384783.

The Godfrey Group and W.G. Atherton & 
Associates Announce Merger 
The Godfrey Group and W.G. Atherton, two of the leading in-
dependent rep organizations covering the western states, last 
month announced they are merging. Going forward, the com-
bined companies will operate under a new name, Vanguard 
Sales Group.

Floortex anti-fatigue floor mats for sit-to-stand applications. 

“This is a very exciting event for both companies, our employees, 
manufacturer partners and clients,” the company said in a state-
ment. “Our greatest asset has always been our people and by 
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$50 of any
Ultimate Lithium batteries

(while supplies last)

products*Pentel®buy get Energizer®$15 of

$50 of any $15 of
products* pens

(while supplies last)

Energizer® Pentel® EnerGel®-X
buy get

*One redemption per person or company.
© 2017 Energizer   Energizer, Energizer Bunny design and certain graphic designs are trademarks of Energizer Brands, LLC and related subsidiaries

s t o c k  u p  a n d save

*One redemption per person or company.
© 2017 EnerGel and associated graphics are trademarks of Pentel.

Click for Details

joining forces, we have constructed a team of highly competitive 
and competent professionals.”

Godfrey Group president Nick Aronis commented, “Our goal is 
to continue to develop the rep group of the future that brings the 
highest level of quantifiable results to the market.” Added W.G. 
Atherton president W.G. Atherton, “Our future is bright togeth-
er, our line package makes the combined company an essential 
supplier to all our clients.”

New Banner Trimmer from Martin Yale
Martin Yale Industries has introduced a new product, the BT100 
Banner Trimmer. Developed for merchants who print banners, 
the new trimmer safely and efficiently trims custom- or stan-
dard-sized banners from 4” to 43” wide for a more professional 
look, the company said.

The banner trimmer is designed for a variety of print and ship 
centers, as well as marketing and promotional print shops. For 
more information, visit www.martinyale.com/BT100. 
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Among this year’s key trends: more emphasis on health and wellness issues reflected in plenty of new sit/stand solutions and greater 
use of natural fabric and lighting; the continued move to a more residential design aesthetic for business environments; greater 
integration between furniture products and technology and the introduction of lines with elements specifically designed to support 
collaboration and/or privacy.

With an event the size of NeoCon, it’s impossible to present any kind of broad overview but here are some of the new products that 
caught our eye at the Mart last month.

p Halo from Halcon won “Best of Competition” in this year’s Best of NeoCon contest. The new line of conference room furniture 
features the innovative Halo edge, providing protection for table and chair while delivering connectivity. Also part of the line: seating 
and sideboard storage that accommodates refrigeration, cutlery, waste bins, glassware and more.

t HON introduced Empower, 
a new benching system designed 
to provide simplicity from 
specification through to ordering 
and installation. Made in the USA, 
Empower pairs well with HON’s 
Contain or Voi credenzas, towers 
and mobile pedestals or Flagship 
mobile pedestals, the company 
said. It also coordinates with HON 
Workplace Tools, such as monitor 
arms and power modules
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SEEN AT
If you were in Chicago last month for the 2017 NeoCon 
office furniture tradeshow, you weren’t exactly alone. 
Show organizers reported a 7% increase in registered 
attendance over last year and 75 first-time exhibitors.



2017
BIKE FOR HOPE

5 DAYS / 500 MILES

Dear Industry Friend & Colleague,

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

Just a few reasons to support City of Hope:

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

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

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

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

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

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

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

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

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

Thanks for your consideration!

Greg Welchans
President & CMO Supplies Network

We need your support

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


t Safco introduced the 
Kick Balance Board as 
the latest addition to its 
Active Collection. Kick is 
designed to encourage 
a more active workday 
by promoting continual, 
low-intensity movements 
during use, similar to 
fidgeting. Additionally, 
the anti-fatigue surface 
helps combat pain and 
fatigue that can come from 
standing, Safco said.

q  The Raynor Eurotech iOO chair features a single-lever control mechanism, dynamic lumbar support and arms that are height, 
width, and swivel adjustable. The chair is available in black mesh with a black or white frame.

p Pallet from the Waddell brand of GMi Companies offers a 
residential look and feel, both to display furniture in an open office 
environment and provide for the division of space without the need for 
permanent walls. 

Seen at NeoCon continued from page 24
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IT’S YOUR CHOICE! Vote for our products in the People’s Choice Awards!

www.safcoproducts.com  |  www.mayline.com

IN ANY WORKSPACE SETTING
A VARIETY OF PRODUCTS TO KEEP YOU MOVING, AND GROOVING,

Kick your sedentary sitting 
habits with the KICK™ BALANCE 
BOARD. Kick inspires low-intensity 
movement that facilitates an 
easy yet active workday. Plus the 
top features an anti-fatigue mat 
cushion for more comfortable 
standing support.

ADAPT™ CONFIGURABLE SPACE 
DIVIDERS: Tame the workspace 
jungle by adding these lightweight 
dividers that can easily be moved 
to create meeting and touchdown 
spaces within larger, open areas. 
They are also totally customizable 
for your branding pleasure.

Get the comfort of sitting with 
the benefits of standing with 
the FOCAL™ PIVOT SEAT. This 
innovative seat allows for continual 
movement to keep users active and 
engaged throughout the day. 

http://www.safcoproducts.com
http://www.mayline.com


p Personal Harbor is Global’s newest addition to its River seating series. Personal Harbor comes in three back heights and with 
coordinating laptop/tablet tables and optional high traffic construction for high demand environments such as airports and universities.

t Makers of the Edge Desk claim it is the first all-in-one desk, 
chair and easel. The Edge comes fully assembled right out of the 
box and set up takes less than a minute. The Edge is designed 
for comfort, with a patent-pending kneeling desk and adjustable 
desktop and seat.

q  Prospect from Herman Miller is a portfolio of semicircular 
freestanding furniture designed to foster collaborative and 
individual creativity. The line includes whiteboards, tackable 
surfaces, and media display, and won a Gold Award in the 
Best of NeoCon contest in the Furniture Collections for 
Collaboration category.

Seen at NeoCon continued from page 26
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t The Ava accent, guest 
or reception chair from Boss 
Office Products features an 
extra-large padded seat for 
extra comfort and driftwood 
finished legs and is available 
in beige, medium grey, slate 
grey, deep purple or white. 

t West Elm Workspace 
with Inscape partnered with 
the Gensler design firm to 
develop the Conduit System. 
The system won a Gold 
Award in the Best of NeoCon 
contest in the Furniture 
Systems category and a 
Silver Award in the Benching 
category.

t The QuickStand Eco 
from HumanScale is a height-
adjustable work surface that 
arrives ready to use. Simply 
remove from the box, place 
on your desktop and you’re 
ready to go. 

Seen at NeoCon continued from page 28
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t Knoll’s new Anchor line won a Gold 
Best of NeoCon award in the Files and 
Mobile Storage Systems category. Anchor 
is a preconfigured collection of storage 
products intended to provide individual 
storage for focused, shared and team 
settings, or for group settings outside of 
primary workspaces.

t Magnuson Group introduced the K-50M Line of colorful magnetic 
coat hooks. The hooks hold up to 22 lbs. each with back plates available in 
Black, Marigold Yellow, Marine Blue, Silver and White. Hooks can be Black, 
Brushed Chrome, Marigold Yellow, Marine Blue, Polished Chrome, Silver or 
White. Backplates and hooks can be mixed and matched.

t Heya from OFS Brands won a 
Silver Award in the Best of NeoCon 
contest in the Furniture Collections for 
Collaboration category.

Seen at NeoCon continued from page 29
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When I started with NOPA in 2000, the in-
dustry was dealing with—or should I say 
reeling from—the continued growth of 
what was back then considered the Pow-
er Channel. At the time, the Power Chan-
nel included the likes of Boise Cascade, 
Staples, Office Depot and Office Max. 

It was a time when those companies were 
doing well and growing and they consid-
ered independent dealers little more than 
flies that were just hanging around ready 
to be swatted. 

Independent dealers’ days were num-
bered and they were irrelevant at best, the 
so-called experts told us back then. Giv-
en how many of the big dogs have fallen 
into varying degrees of dysfunctionality, 
it’s hard not to ask, who’s irrelevant now?

I share this because we are facing a simi-
lar situation today, with the growing pres-
ence of Amazon in our industry. 

The doom and gloom comments that 
were first heard back in 2000 about our 
demise are now starting to be heard again 
because of the rapid (and frankly) impres-
sive growth of Amazon across the board. 

Amazon today accounts for 33% of all 
online sales. The next closest to them is 
Walmart, which accounts for 7.8% and 
behind them is eBay. 

Based on those numbers, you could 
make the case that independents are 
once again facing an existential threat, 

but it’s not a case that holds up in any 
meaningful way in my view.

Yes, Amazon poses challenges for the in-
dustry, but those challenges are not ones 
that we cannot or will not overcome. We 
did it in the early 2000s against the so-
called Power Channel; we can do it again 
against Amazon and any other compet-
itor. 

Our goal shouldn’t be to beat Amazon, 
just as it wasn’t to beat the likes of Sta-
ples and Office Depot nearly 20 years 
ago. 

Instead, our goal should be to create a 
business model that allows us to com-
pete against Amazon and every other 
competitor selling office supplies online 
today. 

Trying to take Amazon head on is a mis-
take. We cannot compete with their finan-
cial resources, technology or marketing 
platforms. Where we can compete though 
is on the basis of what we do best: supe-
rior customer service and dedication to 
our communities.

We need to focus on getting back to the 
basics of talking about who we are and the 
role we play in our communities. 

Ask the people around you how much of 
every dollar they spend on Amazon goes 
back to support their own local commu-
nities? 

Independents and 
the Opportunities and 
Challenges Posed By 
Amazon
By Paul Miller
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Ask school districts, who are now being 
sold on using Amazon, how much Amazon 
is giving back and how invested are they in 
the kids in our communities?

Amazon is a faceless giant whereas you 
are part of the everyday fabric of your com-
munity. 

You are neighbors. You support local little 
league teams. You support local EMS, fire 
departments, and law enforcement. You 
create jobs. You create a tax base that 
keeps the money circulating within your 
community instead of siphoning it away 
and out of your state. 

That is critical to this discussion. Since 
2010, 51 cities or municipalities have filed 
for bankruptcy and this trend will continue 
to grow. 

So, when your local school district or gov-
ernment decides to take a too-good-to-
be-true deal with the likes of Amazon, re-
mind them that the deal really is too good 
to be true. These school districts and gov-
ernments end up paying more at the end 
of the day compared to what they were 
promised. 

According to a study published by the In-
stitute for Local Self Reliance, the City of 
Phoenix  found that only 11% of the dollars 
they were spending with an office products 
big box stayed in the community com-
pared to the 33% that stayed local after 
they switched to using a local independent 
dealer. 

Ravalli County in Montana had a contract 
with Amazon and found they were paying 
twice as much for paper as they would 
have from a local independent dealer. 

We cannot turn our backs on what Amazon 
or others like Walmart are doing. We must 
engage them and create a model that com-
petes against them, just as we did (and still 
do) against Staples and Office Depot. 

To help dealers in this new challenge, 
NOPA wants to be part of your solution. 
To help you continue to grow your busi-
ness and create new programs that help 

you successfully compete against the 
newcomers on the block, we have cre-
ated a new industry working group that 
has already begun to lay the groundwork 
for a new road map independent dealers 
can use to compete in their communities 
against the likes of Amazon and Walmart. 

For starters, we are putting together an 
analysis of the true costs behind an Ama-
zon contract and what it means to a local 
school district or government. 

Promises are one thing, but actually be-
ing able to deliver on those promises is 
something entirely different. Take a look at 
the recent award made by U.S. Commu-
nities through the Prince William County 
School District. The RFP for this contract 
was clearly written for Amazon because of 
the wide array of items they requested—
everything from office supplies to musical 
instruments. 

In an RFP this size, you would think that 
one of the top priorities for the school dis-
trict would be price but it wasn’t. The real-
ity was, the school district wanted to use 
Amazon and they did everything in their 
power to do so. 

This was not an open or transparent pro-
cess. This contract was rammed through 
the School Board without any debate. It’s 
these types of situations NOPA wants to 
help you address and challenge in your lo-
cal community. What happened in Prince 
William County, Virginia, is happening all 
over the country.

These are the issues our working group is 
tackling. If you take the prices being offered 
by Amazon for products being purchased 
by counties and states, you will find a local 
vendor can service that account more cost 
effectively and efficiently—just ask the City 
of Phoenix and Ravalli County!

The bonus for these communities is that 
the money is staying local, which means 
the county and state collect more for their 
budgets. 

When Ravalli was paying twice as much 
for products and only seeing 11% stay lo-
cal versus the 33% staying local by buy-
ing from a local dealer, you are seeing the 
erosion of a community. The result: either a 
higher tax burden for citizens or cuts to vi-
tal programs in the community or schools. 

Buying local means more job opportu-
nities in the community versus sending 
money out of state to pay big corporate 
CEO wages. And by keeping it local, you 
are allowing for businesses to grow and 
thrive. This is what competition is all about 
and why our plans include creating new 
and innovative ways for independents to 
do business today.

So when I hear Amazon is going to run in-
dependent dealers out of business, I just 
smile. We’ve heard it before and we are still 
standing. 

Today’s challenges are very different, don’t 
kid yourself, but our staying power is still 
the same as it was in the early 2000s. 

Today, with NOPA’s help and commitment 
to you, our industry will continue to be suc-
cessful, while at the same time creating our 
own new business models that allow us to 
be global, not just local, players.

Buying local can’t just be a tagline, it has 
to be a strategy. NOPA continues to lead 
the effort to highlight the benefits of buy-
ing from local independent dealers in ev-
ery community. We will continue to chal-
lenge these sweetheart contracts that cost 
tax-payers more while costing communi-
ties jobs.

To learn more about our working group, 
contact NOPA’s managing director Paula 
Kreuzburg at (410) 931-8100.

Paul Miller is NOPA’s director of advocacy and 
regulatory affairs.
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NOPA Announces 2017-2018 Scholarship Recipients
The Scholarship Fund of the National Office Products Alliance 
(NOPA) last month announced the recipients of its scholarship 
awards for the 2017-2018 academic year. They include:

Recipient.....................................Member Sponsor

Allison Amadon ............... National Business Furniture
Melanie Arokiaswamy ..... All-State Legal
Tiffanie Arokiaswamy ...... All-State Legal
Jonathan Bayert .............. Shane’s Office Supply 
Kathryn Brewer ............... Kimball Office
Connor Clare ................... Office Environment Co.
Jacob Cornblatt .............. OLS Trading
Brynelle D’Rosa .............. ECI Software Solutions
Jake Einsiedl ................... The Office City
Trey Evans ....................... Business Interiors
Vincent Galatolo .............. Mac Papers
Savannah Guernsey ........ Guernsey Office Products
Sam Hanson ................... Smead Mfg. Co.
Rachel Hassfurther ......... National Office Furniture
Delaney Henery ............... Cooke Stationery
Kendall Henery ................ Cooke Stationery
Allison Mattingly .............. National Office Furniture
Amanda McLaughlin ....... M & M Office Interiors
Jordan Mehringer ............ National Office Furniture
Madelynn Mulianro ......... Complete Office Supply

Eric Mullins ...................... Forrer Business Interiors
Nicholas Nolan ................ CMF Business Supplies
Shelby Pund .................... National Office Furniture
Natalie Rea ...................... Essendant
Robyn Schoen ................ Office Environment Co.
Michael Shortt ................. Rudolph’s Office/Computer Supply
Rossi Sloan ..................... FSIoffice
Charles Smith .................. Essendant
Brianna Summers ........... Essendant
Forrest Terpe ................... All-State Legal
Mitchell Tobin .................. National Office Furniture
Leah Tomisman ............... Davies Office Refurbishing
Christopher Tredici .......... All-State Legal
Charles Warren ............... Bill Warren Office Products

“The Scholarship Committee is proud to be able to help so many 
deserving students with scholarships that will assist them in fol-
lowing their dreams,” said committee chairman Skip Ireland, pres-
ident of COS Business Products & Interiors in Chattanooga. “We 
wish each student all the best as they look to the future and build 
their paths to success.”

Employees and immediate family members of all NOPA OFDA 
member companies are eligible to apply for annual scholarships. 
For more information, visit the NOPA website. 

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

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

Find out more by visiting www.nopanet.org! 

What committees exist?
• The Advocacy Committee
• The Benchmarking Committee
• The Education Committee
• The Finance Committee
• The Nominating Committee
• The Scholarship Committee, and many more!
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By Michael Chazin

There’s a harsh but unfortunately irrefutable fact about 
selling business supplies in the 21st Century: If you don’t 
have a feature-rich, user-friendly website with the latest 
in digital bells and whistles, chances are your dealership 
will find it a struggle to survive, let alone thrive!
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“Amazon takes only online orders, and 

we’d better be ready to compete with 

that,” says Mark Miller, president of Eakes 

Office Solutions, Grand Island, Nebraska. 

Eakes still operates a chain of retail stores 

that remains strong against current retail 

headwinds, but its commercial sales are 

what drives the bus these days and the 

dealership’s retail business represents 

a smaller percentage of total sales with 

each passing year. 

“Our objective is to get people to our web-

site,” says Miller. The website is where 

customers and prospects head when they 

want to know more about Eakes. Market-

ing efforts are focused on creating a great 

website, driving traffic online and then 

getting people to call or place an order. 

Digital marketing efforts at Eakes are 

managed internally by Sandy Faber, mar-

keting director, and Jason Tomjack, mar-

keting coordinator. 

What makes a website good is difficult to 

put into words. “It has to do with look and 

feel, functionality and simplicity,” says Mill-

er. A great look stands on its own. “Most 

people know when they visit a website if it 

looks good and feels good,” he adds.

How to Stand Out
“Office supplies” is one of the most widely 

searched terms on the Internet today. Ev-

ery business needs them but competition 

to sell them online is intense. “If you’re 

going to be marketing on the Internet you 

need a niche,” contends Dan DeKorne, 

president of Office Mall in Western Mich-

igan. With a niche DeKorne can attract 

customers and satisfy that need. 

He sees the Internet as a lead generator, 

which enables his business to grow. “It 

starts with a loss leader that you put out 

there to get that order. Then, you build a 

relationship. That is what we primarily use 

the Internet for,” he says. 

Once the customer finds you, use old-

school business practices to build a re-

lationship, he suggests. That includes 

being there for customers and having a 

direct salesperson or customer service 

representative they can speak with when 

assistance is needed. “That really makes 

a difference,” he says.

DeKorne has additional online business-

es that serve to generate leads. One such 

business is eFiling Plus, an IRS-approved 

1099 filing services provider. The site han-

dles printing, mailing and e-filing of 1099 

and W2 forms. 

“Customers upload their employee infor-

mation and we file with the IRS,” DeKorne 

explains. He uses digital advertising and 

email marketing to attract customers. 

“Then we follow up with those customers 

with emails and phone calls to sell them 

office supplies,” he says. 

LB Office, Madison Heights, Michigan, 

rebranded and launched a new website 

earlier this year. LB worked with the Pure 

Red marketing agency in Fort Worth, Tex-

as, which works on dealer rebranding and 

website design for S.P. Richards. 

“They helped us do a complete branding 

overhaul and designed the template for 

our new website,” says Bryan Beck, mar-

keting manager.

The revitalized LB Office website features 

a new company mascot in the shape of 

Leo Beck, the founder of the company 

and Bryan Beck’s grandfather. “Leo” fea-

tures prominently on the LB Office web-

site, along with a refreshed logo. But as 

befits a company founder, Leo’s presence 

is felt throughout the organization. 

“We came up with a bunch of concepts 

that use our mascot—Leo’s Choice Prod-

ucts and Leo’s Hot Items—that give the 

site a fun spin,” says Beck. 

Online Is the  
Place to Be
Last October, DBI, Lansing, Michigan, 

launched a new website that, reports di-

rector of marketing Benjamin Klaver, was 

faster and provided more information than 

the dealership’s previous site.
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“We understand that there’s still a need 

for over-the-phone orders, and we have 

three full-time customer service agents, 

but we’re trying to move everybody to on-

line and make ordering as easy as possi-

ble,” he says.

Eakes spent a considerable amount of 

time reviewing office products indus-

try websites before settling on its own 

redesign. “We tried to learn from those 

websites what worked best,” says Miller. 

Eakes has distinct divisions selling into 

different industry sectors—office sup-

plies, copiers, contract furniture and its 

latest separate division, janitorial. 

The Eakes home page identifies each of 

the divisions; when a visitor clicks on one 

they get taken to a new page with its own 

identity.

The furniture main page, for example, is 

design oriented and visually compelling 

with a few carefully chosen images of of-

fice settings. “People shopping for furni-

ture experience this great feeling of high-

tech design,” says Miller. “Office supply 

sites are generally a little busier and highly 

promotional.” The office equipment main 

page is different again, with features com-

mon to sites selling office copiers. “The 

key to our digital marketing website is that 

it is up-to-date and really functional,” con-

tends Miller.

Every dealer should expect the same of his 

or her website. That means first spending 

time developing a concept and learning 

what features are expected in today’s dig-

ital marketplace. The process might also 

involve working with an outside provider 

to make sure those conditions are met. 

It’s probably a requirement to be certain 

that customers get the information they 

need, that ordering is easy and can be 

accomplished with a minimum of click-

throughs, explains Beck. “We were able 

to provide a website with very few click-

throughs that allowed our customers to 

get what they need when they need it,” 

he says. “That’s something that took us a 

while to accomplish.”

Standing out on the Internet with a site 

that is easy to use is critical, Beck argues. 

“If you don’t have a solid web presence in 

this industry then, most likely, you are not 

going to be able to go to the next level,” 

he warns.

Get Social!
“The two biggest pieces of our digi-

tal marketing are our website, which we 

update monthly and sometimes weekly 

and our Facebook page,” reports Liz Fer-

nandez, VP of marketing and business 

development at Twist Office Products, 

Wood Dale, Illinois. She says that Twist’s 

Facebook page is updated daily, including 

weekends. 

Steve Pawloski, president at Arkansas Of-

fice Products, Jacksonville, Arkansas, says 
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Digital Marketing 
Resources
Dealers interviewed for this article 
mentioned various sources for help 
with digital marketing strategy and 
tactics. Here are a few sources to 
try:

•  Digital marketing groups 
on LinkedIn

•  Social media email blasts

•  Check out entrepreneur. 
com

•  Search “Digital Trends” 
on Google

•  Network with local 
marketing professionals

•  Attend marketing events

•  Wholesaler/Buying Group 
events and webinars 

http://www.entrepreneur.com


any dealer can easily become active and 

find success on social media. Basically it’s 

free; all it really takes is an investment of 

time and effort, he says. “You get instant 

feedback, it helps increase web traffic and 

builds relationships,” says Pawloski. “It’s 

just like any form of advertising.”

Along with his Facebook efforts, Pawloski 

creates videos that get posted on You-

Tube and promoted through social me-

dia. Content is information intended for 

customers such as how to adjust an of-

fice chair. The videos explore the different 

adjustments that are possible and explain 

which devices control which functions. 

“It is the same as if they came in and asked 

us to show them how a chair works,” says 

Pawloski. Videos are available from dif-

ferent manufacturers but the dealership’s 

home-grown productions add a personal 

touch. “That way customers know they 

can talk to experts here,” he says. So far 

a few videos have been produced, and 

Pawloski hopes more will get shot over 

time until all the different chairs available 

have been covered.

It Can’t Be All 
Business
With digital content it’s sound advice for 

dealers not to be selling all the time. “Your 

post doesn’t even have to be about office 

products,” says Pawloski, “it could be 

about who is going to win the World Se-

ries this year.” 

The most popular video Arkansas Office 

Products has ever posted offered an in-

troduction to its staff. “People want to see 

the faces of people they talk to when they 

call in,” he says. “Next thing you know 

customers log onto the website to see the 

face of the person they just talked to.” 

At DBI the jury is in and the verdict is clear: 

People like to see other people. “People 

really enjoy seeing posts about people on 

our staff,” says Klaver. “They also like to 

see that we are involved in the community 

and the charitable events we support.” 

Contests are another popular draw on 

Facebook. The most popular contest, he 

adds, is probably one that awards tickets 

each year to a local music festival—very 

little to do with products and everything to 

do with the culture and values that drive 

business at DBI.

“We try to make it fun for customers,” 

says Klaver. “We encourage people to 

like us by running these contests, and 

we take pictures of the winners with their 

salesperson and post them on Facebook. 

We try to seem more personal instead of 

a company that is always out there selling 

product.” 

DBI also uses its Facebook page to 

strengthen its status as a source of office 

management insights and information. 

During this year’s NeoCon office furniture 

show, the dealership posted live video 

feeds to give customers who weren’t at 

COVER Story continued from page 36

JULY 2017 INDEPENDENT DEALER PAGE 37

continued on page 38 >>



the show a look at some of the new prod-

ucts and market trends. 

At Eakes, Miller too has learned that a 

dealer isn’t going to gain Internet followers 

if every post relates to the office products 

industry. Sometimes you have to capture 

the interest of customers and prospects 

in other ways. “For example we have a 

feature on our website called “Recipes 

at Eakes,” he reports. Every month that 

link is among the top five features that are 

clicked on. “That brings them to Eakes.

com, and that’s the whole point,” he says. 

Unique content seems to capture the at-

tention of customers and prospects; you 

can’t push products all the time, says 

Fernandez. She admits there is always 

the temptation to get the latest promo-

tion up on Facebook and/or the website 

but, she contends, digital content has to 

go further than that. “You can’t forget that 

if you constantly just push product, peo-

ple aren’t going to come back; they’ll feel 

they’re just being sold to,” she says.

Office Mall outsources its digital market-

ing to a five-person team based in the 

Philippines. DeKorne used upwork.com 

to find freelance marketing assistance 

and after working successfully with his 

current provider on several assignments, 

he brought them on full time. 

Dekorne conferences with them on 

planned activities and they execute. One 

recent campaign started by identifying 

blogs and social media types who cov-

ered office supplies.

“The team contacted these different blogs 

and social media people and presented 

them with a $40 coupon to spend on the 

Office Mall website,” says DeKorne. After 

making their purchase those bloggers and 

posters were asked to write about their 

experience and link back to Office Mall. 

“It was about having people review your 

products, build links and get your name 

out there,” he explains.

To generate more interest on specific 

products The Office Connection, Farm-

ington Hills, Michigan, started a new pro-

gram where a select group of customers 

reviews a product every month. “We talk 

with our wholesaler and our manufactur-

ers about getting new product samples,” 

says Megan Collins, marketing coordina-

tor. About a dozen product samples are 

sent to customers picked by the sales 

team. “They try the product for a month, 

and we ask them to send a review which 

we post back to our website,” she says. 

Communicate 
Digitally
Along with websites and Facebook posts, 

email marketing is another workhorse of 

digital marketing campaigns. A variety of 

email offerings are available—from whole-

salers, dealer groups and independent 

marketing services—and some dealers 

use entirely home-grown solutions. Ask 

which approach works best and you get 

a variety of different responses.

DBI relies on its wholesaler, Essendant, 

for its email engine and uses the whole-

saler’s SmartDeals program, augmented 

by its own internally developed content, 

for weekly email blasts.

Email marketing is also an important part 
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‘Customer of 
the Month’ 
Lights up 
Facebook 
Paulene Almgren was the 

inaugural “Customer of the 

Month” on Facebook for 

Ridgefield Office Supply 

(aka Squash’s) Ridgefield, 

Connecticut. One of the oldest 

customers at the dealership, 

she is a retired pediatric 

nurse at Danbury Hospital. 

She comes in the store every 

Tuesday to copy lottery tickets 

she plays weekly on behalf of a 

group of friends and former co-workers. “We have some customers who are 

regulars; it’s like ‘Cheers’ around here,” says Whitney Williams, owner. Customer 

of the Month will become a regular feature on the Ridgefield Facebook page. 

The next customer to be recognized will probably be the fifth grader who stops 

in every morning to get a candy bar before school, says Williams.

Customer of the month Paulene Almgren and Matt 
Bellagamba, copy shop manager at Ridgefield Office Supply. 



of the digital mix at The Office Connec-

tion. “We use Essendant’s Act-On mar-

keting automation software,” says Collins. 

Analytics available with the service report 

on how many emails are opened, which 

items are clicked on and which emails 

were returned as undeliverable. 

The digital newsletter that LB Office of-

fers its customers is part of S.P. Richards’ 

email marketing offering. “It incorporates 

SP’s Work Life monthly flyer that includes 

office tips and other information related to 

industry products,” says Beck. The news-

letter is produced by the wholesaler but 

LB is able to customize content. “We go 

over it on a monthly basis with our SP rep 

—what we want to include and what we 

want to promote—and then we send it,” 

says Beck.

Paying for Clicks
Paid digital advertising is another method 

to increase online activity. With its online 

advertising, which employs retargeting, 

DBI is able to capture the attention of 

Internet browsers. “If someone visits our 

website and looks at a chair, the chair they 

look at might follow them around,” says 

Klaver. Ads are not scheduled; instead 

they just track browsers’ Internet history 

during the period that the ads cover. 

For example, if someone in the geograph-

ic area DBI targets does a Google search 

for office supplies or office furniture, ads 

will pop up when they visit sites such as 

ESPN or Weather.com. “When they are 

scrolling through a site, a video testimo-

nial may pop up,” Klaver says. “It has 

helped us get our foot in the door with 

quite a few businesses that might not 

have known who we are.” 

Eakes has used digital advertising to tar-

get specific demographic profiles. “For 

example 25 to 45-year-old managers with 

income over $100,000 are targeted as 

prospects who would make decisions on 

various products,” says Miller.

As decision makers surf around the Inter-

net, ads appear that say “Call Eakes for a 

Print Assessment” or “Call Eakes for Your 

Janitorial Supplies and Get $20 Off.” “If 

we want a little more activity on copiers in 

Omaha we will just target ads there,” says 

Miller. “If we want a little more activity on 

janitorial in one of our Western Nebraska 

locations we do it there.”  

Another popular form is pay-per-click ad-

vertising which is practically synonymous 

with Google AdWords. That is where you 

pay to come up on searches when certain 

search terms are used. The more popu-

lar the term such as “office supplies” the 

more expensive it can be. 

DeKorne suggests a more economical 

approach. Instead of paying for those 

highly searched terms, he explains, some 

larger sellers choose part numbers as 

key words. “Instead of trying to do ‘of-

fice supplies’ where everybody competes 

they pick specific part numbers, which 
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are relatively low search terms,” he says. 

“Not many people compete for that so the 

price is lower. It’s a great way to get in for 

a low cost with Google AdWords.” 

Measure for 
Success
Analytics are a critical component of all 

digital marketing endeavors. “It’s critical 

that you measure your success on digi-

tal marketing,” says Miller. “You can’t just 

digitally market and hope it works,” he 

cautions. “You have to review outcomes 

through data to determine what works 

and what doesn’t and pivot off the stuff 

that doesn’t work even if you like the 

idea,” he says.

Understanding what works and what 

doesn’t can be one of the biggest chal-

lenges that digital marketing presents. 

“It’s very time consuming to make sure 

you understand the way all the elements 

work together,” says Collins. Over time, 

she says, she has learned to decipher 

the various analytics to understand what 

works on the Internet and what doesn’t. 

“Analytics are nothing new, but they’re 

definitely one of the most important ele-

ments to consider,” says Fernandez. Twist 

uses Google analytics as well as data ob-

tained through ECi Acsellerate to deter-

mine how many hits a promotion gener-

ates and how many of those hits convert 

into purchases. 

Another useful undertaking is to integrate 

digital marketing efforts. Twist uses inter-

nal communication to keep sales, cus-

tomer care and logistics fully informed of 

digital market campaigns. “It a customer 

asks them a question about something 

they saw online they need to know the 

answers,” says Fernandez. Email coordi-

nates with the latest wholesaler promotion 

which coordinates with what gets posted 

on the Twist website and the flyers that 

drivers hand out. 

“We try to make it all integrated where be-

fore every piece was slightly different or 

didn’t have anything to do with each oth-

er,” says Fernandez. 

Catalogs Less 
Important
As the use of digital media increases, 

Miller reports a shift in customers’ use of 

traditional materials, primarily catalogs 

and flyers. 

“People are not throwing their catalogs 

away,” he says; at least not yet. The state 

of Nebraska is split between rural com-

munities in the west and more metropoli-

tan areas in the east and buying habits in 

those areas differ. “The larger populated 

towns have a higher percentage of online 

orders and the use of print catalogs is 

lower, but as we move west the percent-

age of online orders decreases and the 

use of print goes up,” Miller says. 

The use of flyers has been reduced in 

frequency but not necessarily volume. 

“Sometimes we deploy single-sheet fly-

ers through email blasts; it’s a PDF not a 

hard copy,” Miller adds. The salespeople 

are also given those PDFs and print them 

as needed.

“With print catalogs, it depends,” says 

Fernandez. “Some people still like to 

touch the print catalogs and look things 

up quickly.” But she adds they are defi-

nitely not as important as they once 

were. “More folks go online now and as 

the younger generation moves into roles 

where they’re purchasing supplies I think 
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catalogs will become less important.”

“The older generations still want print, 

but Millennials want everything digital,” 

says Collins. “It is a delicate balance.” 

The Office Connection surveys custom-

er each year and asks how they want to 

receive information. She expects that as 

Millennials move into more responsible 

roles and start to take over the business, 

communications will become a lot more 

digital. “Every day we get hard flyers com-

ing back to us with a note saying ‘Take 

us off your mailing list, we just want your 

email,’” she reports.

Ready, Set, Go
There is no one path to success in digital 

marketing other than the path that leads 

you to the starting blocks. “If dealers are 

not already active today, they need to 

start,” says Pawloski. “If they are doing it, 

they need to make sure they are doing it 

on a regular basis.” 

“Take one step at a time,” says Klaver. 

“Pick something; try to get good at it. See 

what works and what doesn’t. Check the 

analytics; check the likes. Just know that 

these efforts take time to grow.”

Adds Beck, “Make sure you have a web-

site that customers can use and easily find 

the optimal way to order office products 

and keep it interesting.” He suggests in-

troducing a rewards program for frequent 

buyers to make the shopping experience 

more memorable and fun. 

Digital marketing is forever changing, but 

one thing is certain: It’s not going away 

anytime soon. 

“If you don’t have a strong online pres-

ence; get one,” says Collins. Make sure 

your website isn’t too complicated; it 

needs to be easy to navigate and user 

friendly for customers, especially Millen-

nials. “Make sure your online presence is 

warm and inviting,” she says. “You want 

your sales team to be personable, and 

you want you online presence to feel that 

way too.”

Michael Chazin is a freelance writer specializing in 
business topics. He has been writing about the office 
supply business for more than 15 years. He can be 
reached at mchazin503@comcast.net.
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Prospecting is a task that sales associates have always held 
in distain but it has become even more difficult in today’s 
digital environment. Not only do you have to circumvent the 
digital world, you also have to keep in mind the generational 
differences of suspects and prospects in the market. 

For more senior sales associates, the key is first to understand 
today’s technology and then recognize just how much 
continued success depends on adopting and adapting it.  
No matter how much sales experience you may have, you  
must play on your client’s playground and use their toys when 
you do so!

Ask yourself this question: “How does the customer or prospect 
want to do business with me and am I willing to do business 
with that client in that manner?” 

The answer may look easy but only if you’re not one of the all 

too many sales associates who have yet to embrace technology 
or the methodology and preferences of today’s B2B consumer.

What do you use when you sit down with a prospect? 

Are you purposely walking away from business simply because 
you choose not to embrace technological change?

The stakes are even higher, of course, when it comes today’s 
fastest growing market demographic: millennials. In many 
instances, millennial prospects have already completed the 
research and information gathering stage of evaluating a 
possible new supplier before the sales associate gets involved 
in any meaningful way.

Prospecting in an Increasingly Digital World
By Phil Barnette

JULY 2017 INDEPENDENT DEALER PAGE 42

continued on page 43 >>



Prospecting... continued from page 42

The message is clear: Accept and adapt technology and build 
the relationship with today’s decision makers or they will simply 
choose another supplier.

However, it’s not all gloom and doom. There is positive news 
about the decision makers of today: They still want to meet you 
and get to know you!

Research indicates there are two times in the sales process 
when today’s younger decision maker wants to meet with you. 
First, in the beginning of the relationship, when they want to 
know the person and the company and second, during price 
negotiations. 

The key here for every sales professional is to make sure that 
once the relationship is formed, they are doing business with 
their new client in the manner they prefer. 

In other words, when you ask how they would like to do 
business with you, listen and listen hard. At that precise time, 
they will give you the information you need to successfully 
complete the business transaction.

In many cases, you may hear: “We can talk via telephone or text 
when we need to communicate.” Accept their response, and if 

clarification is needed, ask them if they need to see you. Make 
sure you honor their preferences, even if they do not fit your 
way of doing business. 

The old days of cold calling—both inside and with your field 
sales representatives—are over. Yes, continuing this process 
will no doubt gather some new clients but if closing more clients 
is a company goal and objective, we must work closely with 
marketing and digital content and move from a “push” sales 
process to more of a “pull” process.

However, I still want to encourage you to continue prospecting 
and converting suspects to prospects and then to clients. 
This remains one of the most critical aspects of successful 
businesses today and any dealer who neglects it does so at his 
or her peril.

What’s the old saying: “A poor plan well executed is still better 
than a great plan not executed at all.”

Phil Barnette is a veteran sales and sales management coach/trainer/consultant 
with IDGrowth Solutions who is dedicated to providing best in class sales 
and sales management training and development to the independent reseller 
community. For more information, contact Phil at Phil@KCoaching.com.

Create sales strategies

Build a system of goals and accountability

Train, mentor, and coach individual sales reps

Conduct productive and inspiring team meetings

Manage and monitor high performance

Define sales approach and processes

Assist in closing deals

On-site sales training

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

Introducing K.Coaching’s 
VIRTUAL SALES MANAGEMENT PROGRAM (VSM) 

CALL NOW to inquire or customize your 
Virtual Sales Management Program

You can now leverage the expertise of 
our newest coach and seasoned OP 

industry veteran as your Virtual 
Sales Manager.

919-554-4505 www.IDGrowth.com

Phil Barnette
Sales and Sales 

Management 
Coach & Facilitator
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“Troy, I just don’t understand it,” my friend 
was telling me. “I lost one of my best cus-
tomers and I didn’t even have a chance to 
save them!” 

My friend is a long time industrial sales-
person, and he’d been calling on the 
customer he was lamenting for the past 
twelve years. 

“Twelve years!” he said. “I’ve been work-
ing with the stockroom manager and the 
maintenance mechanics and helping them 
solve their problems for twelve years! And 
the guys that replaced me never even 
CALLED on my contacts!”

What happened was that my friend lost 
his customer to an integrator, an inte-
grated supply agreement. He was selling 
them a small part of their consumable 
products and doing a great job of it. He’d 
gotten used to competing against other 
companies who did what he did and sell-
ing against them. 

He had solid relationships with the imple-
menters and influencers in the plant (the 
stockroom manager and the maintenance 
mechanics), but had never bothered to 
call on the plant manager, who was the 
ultimate decision maker.

Then an integrator—a company that spe-
cializes in taking over ALL the consum-
ables in the plant, from bearings to toilet 
paper—called on the plant manager and 
pitched him on the benefits of vendor con-
solidation: back office savings, better ser-
vice through fewer vendors and the like. 

Where my friend had been focusing on 
the small issues of his own product and 
service superiority, the integrator went to 
the corner office and sold the plant man-
ager on a much bigger vision.

This is the biggest trend I’m seeing in 
sales these days. I call it the “elevation 
of needs” and it basically means that 
salespeople who are selling products in a 
transactional fashion are losing out to oth-
er salespeople who take a more big-pic-
ture approach and sell solutions, using 
the products as a tool. 

These salespeople have figured out if you 
sell a concept and a solution as part of 
a system, you get the products and the 
transactions.

On the other hand, selling the products 
and transactions doesn’t mean that you 
are solving the big-picture problem. 

A great example of this is the copier in-
dustry. For years, salespeople in that in-
dustry have basically had a similar, trans-
action-focused sales approach. First, they 
find a customer with copier(s) coming off-
lease. Then, they define the technology 
and functionality. Finally, they compete in 
what is typically a race to the bottom in 
terms of price and profit.

As in many industries, there’s a better 
way. Now, sharp salespeople are selling 
document management systems. These 
software products can manage the entire 
document life cycle—from creation and 
distribution through to archiving. Much 
of the process is done electronically, em-

powering companies to retrieve docu-
ments more effectively and saving massive 
amounts of space that was once used for 
storage. Those salespeople are still moving 
copiers because they end up riding along 
with the document management sale. Not 
coincidentally, profits are going up.

Here’s the other key to the document 
management sale: It’s typically made at a 
higher level—C-level, for instance—than 
the copier sale, which can be handled by 
middle managers (who then have to ask 
permission from their bosses).

So what does this mean for you? 

It means you’d better start thinking at a 
higher level than you are right now. You 
might not think that your product or ser-
vice warrants the attention of the corner 
office but I’ll guarantee you that SOME-
ONE has figured out a way to do just that. 
And if it’s not you, you’re going to be that 
person’s victim.

How to do it? That’s a little tougher, but I 
can give you some guidelines and ideas 
to get you started.

Identify the Key Business Process. If 
you’re selling a product category and 
doing it transactionally, you’re probably 
selling to a subset of a Key Business 
Process. 

Look at our two examples above. My 
friend the industrial salesperson was sell-
ing a particular product category, but it 
was a subset of a Key Business Process 

Time to Raise Your Sights?
By Troy Harrison
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that could be best titled, “Buying Con-
sumables.” 

In such a plant, “Consumables” are 
typically separate from components of 
their finished goods; they were in the 
Maintenance and Related Operations 
category. Normally, MRO buying authority 
stays with low-level managers such as the 
stockroom manager and the maintenance 
mechanics. But when you put together 
ALL the consumables used by the plant, it 
became a sizable enough number to get 
the attention of the plant manager.

In the same fashion, copiers and docu-
ment management become part of a Key 
Business Process that could be titled, 
“Written communications.” Again, its 
components don’t justify the attention of 
the corner office—but the Key Business 
Process does.

Identify Your Decision Maker. For a 
smaller company, that’s obvious: Your 

Decision Maker is the corner office—own-
er, president, CEO, plant manager, etc. 
For larger companies, you might want 
to choose a C-level executive below the 
CEO such as CFO, CMO, CIO, etc. 

The key to remember is that Key Busi-
ness Processes are decided by C-level 
executives, not middle managers. That 
means that you need to be prepared to 
sell at that level.

Articulate the Win. You’re proba-
bly already accustomed to selling the 
“win” to your current contacts. The wins 
there come from better products, better 
service, etc. However, at the C-level, the 
“win” must be more global in nature and 
be something that affects the big picture 
of the company. 

That puts a far different burden on 
you—because you might have to sell at 
a higher level than you’re used to. You 
might need to create a new Infomercial 

for the pitch, or completely redo your 
whole thought process. 

You may also need to do other things, 
such as find partners with whom to in-
tegrate. In the future, I predict that more 
and more business contracts are going to 
be won this way. You can either start now 
to get ready for this new environment or 
simply maintain your status quo and sit 
and watch while the parade—along with 
existing customers and their business—
passes you by. Like it or not, it’s time to 
start elevating your thinking.

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

2017 BSA Forum
Austin Hilton in Austin, TX

September 6 - 7, 2017 
www.businesssolutionsassociation.com

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

Lifetime Achievement Award
Jimmy Godwin
Owner / CEO

FSI Office
Legend of the Industry

David Fasbender
Senior Vice President Sales / Marketing, Retired 

Smead Manufacturing Co. 
Leadership Award

Jim O'Brien
Executive Vice President - Operations 

S.P. Richards Co. 
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