


Fifty Years and Counting for Newport Stationers, CA Dealer
In Irvine, California, congratulations are in order for Colin West and his team at 
Newport Stationers, which this year celebrates its 50th year of service to the 
local business community.

Newport was founded by Colin’s mother, Sylvia West, in 1964. Back then, it 
was just Sylvia and her two sons—Colin, now company president, and his 
brother Barry, since retired—and annual sales were less than $300,000!

The dealership has gone through a lot of changes over the past 50 years and 
today boasts some 30 hard-working industry professionals and annual sales 
of $4 million.

Colin gives much of the credit for the company’s success over the years to his 
employees, spearheaded by general manager John Tackman and purchasing 
manager Jim Splittgerber, both veteran team members.

And while southern California was hard hit by the Great Recession and 
housing market meltdown, business right now is showing welcome signs of 
strength, says Colin.

“We’re seeing growth right now in some of our key markets such as medical, 
legal and professional and people are a lot more optimistic generally,” he 
reports.

Dealer Account Exec Harry 
Naydock Celebrates Fifty Years 
of OP Sales
Also celebrating 50 years of industry 
service this year is Harry Naydock, a 
senior account executive at Miller’s Office 
Products in Lorton, Virginia.

Harry got his start in the office products 
business as a driver for a Northern Virginia 

independent back in 1964, working part-time while still in high school.

After fulfilling his draft-era military duty, he joined the M.S. Ginn Company, one 
of the largest dealers in the Washington, DC market at that time, and held an 
account executive position there for the next 14 years.

Winner’s
Circle

Simon De Groot
simon@idealercentral.com

EDITORIAL

You Can’t Afford to  
Back-Burner Succession 
Planning Forever!
Sadly, it’s a story that’s all too common in our 
industry: A dedicated entrepreneur works long 
and hard to build up his dealership, only to see it 
hit by death or illness of the owner, the departure 
of key personnel or some other unexpected set 
of circumstances.

And because the dealer never took the time to 
develop a clear succession plan, the value of the 
business plummets and what should have been 
the source of a retirement nest egg becomes 
something quite different.

As veteran industry consultant Bill Kuhn argues 
in his column this month, it should never have to 
be that way. 

Unfortunately, too many dealers take an “It 
will never happen to me” attitude towards 
succession planning, only to discover sooner or 
later that guess what, it can happen to me and it 
has!

It really doesn’t matter how well you run the day-
to-day aspects of your dealership or how much 
growth you might be generating from all the 
terrific opportunities available to independents 
today. If your management plans don’t include a 
realistic, well-crafted succession plan, you risk 
seeing all your hard work ending up worth so 
much less than it should be.

So if you haven’t yet addressed business 
succession in any meaningful way, spend some 
serious time reading Bill Kuhn’s call to action in 
this issue and get started now.

After all the effort you’ve put in, surely you owe 
it yourself, your family and the people who work 
for you to make sure the story of your dealership 
and indeed your own business career has a 
happy ending!
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OfficeWorks President Tom O’Neil Honored by Local University

OfficeWorks’ Tom O’Neil (center) receives a special ‘Spirit of Philanthropy’ award from the Indiana University-Purdue 
University Indianapolis (Photo credit: John Gentry).

“I got hooked on office products during 
that time and had no desire to do anything 
else,” he recalls. “And as a high school 
graduate, I was earning in the top 5% 
income bracket and felt very content with 
what I was doing in my life.”

Harry joined Miller’s in 2004 and over the 
past ten years, says Miller’s executive 
vice president Wayne Stillwagon, he has 
continued to build a successful sales 
career based on consistency, service and 
commitment.

“Harry is constantly looking out for the 
wellbeing of Miller’s customers and serves 
as an inspiration for many to learn that no 
matter what they do, they can succeed as 
long as they like what they do and commit 
to their obligations,” says Wayne.

And what does Harry himself see as the 
keys to his success over the past 50 
years? 

Here are a few pointers he offers:

• Start with a strong desire to succeed.

• Show up every day (work ethic).

• Set measurable goals.

• Do not take rejection personally.

• Have empathy for your clientele.

• Be willing to change.

• Learn from your failures.

• Build on your successes.

• Learn and grow.

After 50 years, some might think it’s time 
to start spending a little more time on the 
golf course. But not Harry!

“As long as the Lord will give me health 
and faculty, and Miller’s will have me, it 
is not my desire to ever stop working,” 
he says. “This is the most exciting time 
ever to be able to do what we do. I am 
so excited to get up each day to the new 
challenges before us and I am so blessed 
to be able to do so.”

We’re delighted to add our own congratu-
lations to Harry for an outstanding indus-
try career and wish him many more years 
of sales success!

When it comes to giving back to the com-
munity and supporting worthy causes, few 
do it as well or as much as locally owned 
and operated dealers. Case in point: Tom 
O’Neil and his team at OfficeWorks in In-
dianapolis.

Tom was recently honored by Indiana  
University-Purdue University Indianapolis 
(IUPUI) for his work as an enthusiastic and 
generous volunteer supporter.

IUPUI is one of the top urban public re-
search universities in the country, offering 
more than 250 degrees in 19 schools. It’s 
nationally ranked in many areas. For exam-
ple, U.S. News and World Report this year 
ranked it Number 5 in its list of “Up-and-
Coming National Universities.”

For the past four years, Tom has served 
on a special advisory council for IUPUI’s 
School of Informatics, providing a small 
business owner’s perspective on the 
school’s priorities and direction.

He’s been generous with his time and 
insights as a veteran entrepreneur but 
he’s been equally generous with his 
checkbook, through a special Informatics 
Scholarship that OfficeWorks sponsors 
to help undergraduates of diverse 
backgrounds enrolled in the university’s 
technology program.

“Technology is critical for just about all of 
us today but it’s an area where there’s a 
real lack of minority students,” Tom points 
out. “Funding the Informatics Scholarship 

is a way we can help make a real differ-
ence while at the same time fulfilling the 
commitment to giving back to the com-
munity that is such a key component of 
OfficeWorks’ core values.”

Evidently, the powers that be at IUPUI 
agree. In recognition of Tom’s support, 
the university presented him with its 2014 
Spirit of Philanthropy Award at a special 
ceremony earlier this year.

Houston Dealer Tejas Office 
Products Honored by NASA - 
Johnson Space Center
Stephen Fraga and his team at Houston-
based Tejas Office Products recently found 
themselves looking for more shelf space 
in their display case after being selected 
as a recipient of one of the National 
Aeronautics and Space Administration 
(NASA) - Johnson Space Center’s 2013 
Small Business Industry Awards. 

Tejas earned the honor in the category 
of small business prime contractor of the 
year. The award also recognizes Tejas’ 
outstanding efforts in developing and im-
plementing innovative practices in sup-
port of NASA - Johnson Space Center’s 
small business program.

Nikki Caravella Pinto, who manages the 
account, accepted the award on behalf of 
the dealership.
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“We’re fortunate to have a long-standing relationship with NASA 
and we’re thankful for this recognition,” said Stephen. “We 
believe that small businesses fuel the U.S. economy, so we’re 
thrilled to work with agencies like NASA, not only to meet their 
need for office supplies but also help them achieve their small 
business goals.”

EZ Office Products, WI Dealer,  
Sponsors Local Hospital Radiothon
In Madison, Wisconsin, Rose and Gary Molz and their team at 
EZ Office Products hit the airwaves for a good cause recently, as 
one of the sponsors for a special radiothon to raise funds for a 
local children’s hospital.

The fundraiser aired on behalf of the American Family Children’s 
Hospital and while it certainly provide good PR exposure and an 
opportunity to serve as a good corporate citizen, it was about a 
whole lot than any of that for the EZOP family

Rose has two nieces who both have received treatment at the 
hospital, and, she says, they both received incredible care.

Inspired by the caregivers at the hospital, eighteen-year-old 
Rachel, who has been battling Crohn’s disease since 2011, has 

decided to pursue a career in nursing herself, while five-year-
old Kaylee, currently receiving treatment at American Family 
Children’s Hospital for high-risk acute lymphoblastic leukemia, 
spoke during the radiothon about her treatment there. She was 
joined on air by her father and EZOP general manager, Greg 
Gottschalk.

And at the end of the day, after EZOP’s sponsorship hour was 
over, the dealership had raised over $5,400 on the air, with 
another $5,000 in matching funds coming from the dealership 
itself.

It’s OK to stare. The Phoenix World Class line will get your 
customers’ attention, too.

After all, it’s hard to resist superior on-site records protection 
available in sizes and colors your customers want with features 
they need. World Class fire files are also beautiful inside — 
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memory sticks while withstanding explosions, debris, water, 
steep drops and intense fires.
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Introducing World Class fire files from Phoenix.

OUR WORLD CLASS FILES 
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“We got a tremendous response from 
our customers and even from some non-
customers,” Rose reports. “In response, 
we thanked them for their kind words 
and pointed out that this was something 
companies like EZ Office Products would 
not be able to do without them supporting 
locally owned and operated businesses 
themselves.”

roi Office Interiors, NY 
Dealership, Earns State 
‘Business of the Year’ Honors 
Congratulations are in order for Rob 
Angelicola and his team at Rome, New 
York-based roi Office Interiors, who were 
recently honored by the New York State 
Small Business Development Center 
(SBDC) as its “Business of the Year.”

Rob and his team have worked closely 
with their local SBDC office since roi 
opened back in 1995 and he credits them 
with valuable assistance, particularly on 
roi’s state and local government business.

About half of roi’s volume comes from 
the government sector, with the balance 
from the general commercial market, Rob 
reports. 

The dealership also operates branches 
in Albany and Syracuse in addition to its 
Rome headquarters.

One other item of note about roi: The 
dealership has an aggressive social media 
effort, spearheaded by Rob’s daughter, 
Marina, who serves as roi’s marketing 
director. 

Would you believe 2,889 Facebook friends 
and 870 followers on Twitter! That alone 
should be worth an award of some kind!

Need storage  
solutioNs? No sweat.

1-800-251-8184 
www.tennsco.com

At Tennsco, we understand your hurdles 

and offer you affordable storage solutions 

you can count on with on-time delivery 

and superior customer support. With a 

wide variety of quality products to choose 

from, we have a solution for you, saving 

you time so you can get back to business. 

Now, that’s Storage Made Easy.

CONTINUED on page 10 >>
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the Best of Both Worlds

AOPD specializes in office products contracting opportunities.  
Our customers enjoy the benefits of a national corporate purchasing  
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Purchasing Alliance (NCPA), a leading national public sector government 
purchasing cooperative, and Premier, one of the nation’s largest group 
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630.761.0600 | Fax 630.761.0691 | www.aopd.com
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New Home for Grand Office Supply, MI Dealer
In Grandville, Michigan, just down the road from Grand Rapids, 
Pete and Pam Cortese and their team at Grand Office Supply 
have just about finished unpacking after moving to a new and 
improved headquarters location earlier this year.

It wasn’t exactly an epic journey to their new home—it’s literally 
just across the parking lot from their old place—but it provides 
more room—4,800 sq. ft. versus 3,500—and also makes it 
possible to consolidate product that had been spread out among 
two buildings into one facility.

There aren’t too many places in Michigan these days where 
business is really booming but the folks at Grand Office Supply 
aren’t complaining. Sales so far this year are running about 
7% ahead of 2013 and the dealership has been adding new 
customers with the promise of more to come after recently hiring 
a new sales rep.

“It’s still a tough market and the economy remains soft but we 
are seeing growth and hoping to turn that 7% into double-digits 
by the end of the year,” Pete says.

OH Dealer MOMS Hosts Official Grand Opening 
for Their New Home

In Kent, Ohio, Al Pateo and his team at MOMS Office Supply, 
AKA Miracle on Main Street, were popping champagne and 
hosting some important local dignitaries for the official grand 
opening of their new facility recently.

MOMS’s new home includes some 7,200 sq. ft. of warehouse 
space with a full range of energy-saving features such as radiant 
heat, plenty of skylights and T5 fixtures and ceiling fans, along 
with a 3,800 sq. ft. showroom highlighting the dealership’s office 
furniture offering.

The new and much expanded space has given Al and his team 
the opportunity to step up efforts in the pre-owned, scratch-and-
dent office furniture market and, he says, it’s been a big success.

“We’ve been seeing steady sales in the category since moving 
into our new location—people were even buying pre-owned 
furniture at our grand opening!” he says happily.

Business overall has been moving very nicely in the right direction 
after a slow first quarter due to weather-related closings. “We’ve 
already caught up on what we lost on the office supplies side and 
have a few projects in the works that should give our furniture 
business a nice boost as well,” Al reports happily. 

Part of the good news at MOMS, he adds, comes from the 
dealership’s ability to add some 3-5 new clients a month with 
the help of Tom Ketchum and his SalesTactix new business 
development team. “We’ve been very pleased with what 
SalesTactix has delivered in the way of prospects and we’ve 
been seeing above average conversion rates with the program,” 
Al adds.

Bruce Office Supply & Furniture, AL Dealer, Hosts 
Customer Appreciation Day
In Birmingham, Alabama, Scott Bruce and his team at Bruce 
Office Supply & Furniture had the red carpet out recently, when 
they held their 2014 Customer Appreciation Day.

Some 250 customers, prospects and business partners turned 
out for the event, which included a tabletop expo featuring the 
latest new products from some 30 vendors along with over 
100 different door prizes ranging from restaurant gift cards and 
candle sets to gas grills, TVs and Kindles. Also on offer, reports 
Bruce’s Karen Smith: a buffet lunch and perfect spring weather. 

Chuckals Office Products Marks 20th Anniversary 
at Annual Customer Appreciation Event
It was also show time in Tacoma, Washington recently, as Al 
Lynden and his team at Chuckals Office Products hosted their 
2014 Customer Appreciation show.

This year’s event, which drew about 150 attendees and featured 
a new product expo with some 25 vendors, had a special 
dimension since it also served to celebrate Chuckals’ 20th 
anniversary.

Al and his partner Chuck Hellar, now retired, founded the 
business back in 1994. Today, the dealership is 19 hard-working 
industry professionals strong, with a product mix that includes 
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technology products, cleaning and breakroom, ad specialties 
and, most recently, Keurig coffee products.

Business these days has been moving very much in the right 
direction, Al reports, with sales growing steadily and gross profit 
up nicely. 

And with the Customer Appreciation event over, the focus now 
shifts to Chuckals’ annual golf tournament. That event will take 
place August 11 and serve as a fundraiser for City of Hope and 
a local non-profit dedicated to providing disabled veterans with 
rehabilitation opportunities through golf and other activities.

Kerr Office Group, KY Dealer, Among the Winners 
at Churchill Downs This Year 
Since 1875, the Kentucky Derby has provided what has come 
to be known as “the most exciting two minutes in sports,” as 
each year the country’s top thoroughbreds compete on the first 
Saturday in May in the first race of the coveted Triple Crown.

This year’s winner was California Chrome but he wasn’t the only 
one to win big at Churchill Downs this year.

Brian Kerr and his team at Kerr Office Group in Elizabethtown, 
Kentucky, about 50 miles south of Louisville, also had reasons 
to celebrate, as a sponsor and “Official Office Supply Partner” to 

the Kentucky Derby Festival, a month-long program of fireworks, 
steamboat races, concerts and more that takes place just prior to 
the race itself and draws total attendance in excess of 1.5 million 
annually.

Some of the Kerr team at one of the Kentucky Derby Festival events. Left to right: Tim 
Peace, account executive; Laura Nall, administrative assistant/human resources), Ed 
McCoy, VP of sales and marketing, and Lisa Finn, account executive.

The dealership also provided one of the grand prizes offered in 
connection with the Festival, a $25,000 office makeover.

Spearheading Kerr’s involvement in the festivities is the dealer-
ship’s VP of sales and marketing, Ed McCoy, who has served on 
the Festival’s board of director for six years.

mailto:sales@gopd.com
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“There are only about a dozen official 
sponsors for the Festival, and our partic-
ipation certainly helped raise awareness 
of Kerr in the Louisville market,” says Ed. 
“This was our first year as a sponsor and 
while it’s still early days, we have been 
very happy with the results so far.”

Former Dealer Principal Readies 
First Annual ‘Climb of Life’
Industry support for the City of Hope 
cancer research and treatment center is 
quite literally about to reach new heights, 
thanks to the efforts of former dealer prin-
cipal Steve Jewett.

Steve, an avid mountain climber, has or-
ganized the first of what he plans as an 
annual “Climb of Life,” a one-day trek on 
Mount Whitney.

The highest summit in the contiguous 
United States with an elevation of 14,505 
feet, Mount Whitney is located in Califor-
nia’s John Muir Wilderness and Sequoia 
National Park and is one of the most pop-
ular wilderness destinations in the world.

In addition to helping raise awareness of 
City of Hope, the climb, scheduled for July 
4, will also benefit the Clean Trails organi-
zation, a nation-wide nonprofit dedicated to 
keeping our wild places and the trails that 
access those spaces free of litter.

Steve has secured all the necessary per-
mits for the climb and is holding eight 
places open for employees or family 
members of independent office products 
dealers or their business partners. 

And since he is donating all the permit 
fees for the climb, it is free to participants 
except for personal and travel expenses. 

Note that this is not a guided climb and 
will take a non-technical route with trail 
the entire way. Note, too, that it is not an 
easy climb—it’s over 6,000 vertical feet 
and 11 miles to the summit—but Steve 
also promises plenty of fun in the moun-
tains and views that are as stark as they 
are spectacular.

For more on preparations and likely condi-
tions on the climb, contact Steve at 858-
663-7019 or stevejewett@yahoo.com.
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Four Generations Celebrating 75 Years in Downtown Chicago
by Jim Rapp
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Just about anyone who works in 
downtown Chicago knows about Atlas 
Stationers and is most likely a customer of 
theirs. They’re located at 227 West Lake 
Street, in the heart of the Loop and just 
a few steps away from where hundreds 
of workers get off the El commuter trains 
every morning.

Both retail and commercial, Atlas is also 
building its online business, gaining cus-
tomers far beyond their current market 
area.

Atlas is a long-time TriMega member 
and last year, the dealership posted the 
biggest percentage increase in growth 
of all the group’s members. “TriMega 
has really helped us build the business, 
along with United Stationers. Not only are 
we able to compete with most anyone 
on price, but the promotional and other 
marketing tools they provide have really 
turned our business around,” says fourth-

generation family member Brian Schmidt.

“Four family members work in the busi-
ness—my father, his sister, my mother and 
me,” Brian explains. “The company was 
founded by my great grandfather, Aloy-
sius Schmidt in 1939. My grandfather Joe 
joined the business after he came home 
from World War II. He worked his way up 
and then ran the company until 1996. My 
father worked weekends and summers, 
joining the business full time in 1984.”

Retail builds commercial
The entire business operation resides in 
one large building. The retail store is in the 
front, with about half of the space devoted 
to office products and the other half to 
toys, gifts, greeting cards and novelty 
items.

The office and warehouse are in the back 
of the building. “We have a broad customer 
base,” states Brian. “In the store we get 

anyone from the CEO of a Fortune 500 
company to a secretary on her lunch hour.”

“This allows us to introduce ourselves to 
a wide range of people. We greet them, 
tell our story and get a new customer right 
there on the spot. A customer comes in, 
tries out our office chairs and buys one. 
Then they want furniture to match, so we 
take them to the Merchandise Mart just a 
block away and we’ve made another sale.”

“A customer calls, out of paper, and needs 
it pronto. One of us, usually my mother, 
grabs a bundle and delivers it in the next 
20 minutes. Is this sale profitable? No, but 
who can possibly take this good customer 
away from us?”

The company has plans for continuing 
double-digit growth over the next five 
years. 

“Just don’t tell anyone,” Brian asks. “We 
want to continue to be the only remaining 
office supply dealer in the Loop!”

•  Don Schmidt, president; 
Brian Schmidt, vice 
president of marketing;  
Pat Schmidt, vice president; 
Therese Schmidt, treasurer

•  Supplies, furniture, 
breakroom, retail (gifts, 
toys, cards, etc.)

•  Founded: 1939

•  Sales: $4 million

•  Employees: 8

•  Partners: TriMega. United 
Stationers

•  Online Sales: 15%

•  www.atlasstationers.com

Secrets
    of     
Success

http://www.atlasstationers.com


STAND WHILE YOU WORK. 
UNLEASH YOUR INNER OFFICE REBEL. 

OFFICE HAPPINESS™

The Scoot™ stand-up/sit-down desk gives you the best of both worlds: a stand-up 

desk when you want it, a sit-down desk when you’re sick of standing. So go ahead 

and shake things up, and take a stand against sitting, you office rebel, you. You might 

cause a revolution. The road to office happiness begins at SafcoProducts.com. 

http://www.safcoproducts.com
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In an unrelated development, Office Depot has 
issued a recall of its Gibson leather task chairs 
due to a fall hazard, the U.S. Consumer Products 
Safety Commission (CPSC) announced.

The recall covers some 1.4 million units which were 
manufactured in China and sold exclusively by 
Office Depot from 2003 through 2012 for about $40.

According to the CPSC, the mounting plate weld 
on the chair can break and separate the seat 
from the base of the chair, posing a fall hazard to 
consumers.

The black, armless, adjustable chairs have a black 
base with five wheels. The affected chairs have the 

SKU number 105479 and the registration numbers 
PA 27248 (CN), PA 25498 (CN), PA 25276 (HK) or 
CA 35181 (RC) that can be found next to the words 
“Made in China” which is printed on a label located 
on the underside of the seats.

Problems with the Gibson chair first surfaced as 
early as 2006, according to the Safety Research & 
Strategies product safety research organization. 

Back then, SR&S reported on one consumer’s 
fruitless efforts to secure restitution from Office 
Depot after her Gibson Chair collapsed after only 
14 months’ use when the weld at the base of the 
chair failed. 

Even though Wall Street is currently giving a mostly enthusiastic 
reception to Office Depot’s planned store closings and other 
cost cutting measures, problems continue to plague the Florida-
based big box relative to its performance under state and local 
government contracts it once held.

Recently, Office Depot reached a $475,000 settlement with 
the state of New York to resolve allegations that it improperly 
overcharged over 500 New York government entities, including 
state agencies, police and fire departments, schools and 
correctional facilities all over the state.

“By failing to honor their contract, Office Depot profited at 
the expense of New York taxpayers, local governments and 
state agencies,” said attorney general Eric Schneiderman in 
announcing the settlement. 

“At a time when municipalities across the state are struggling to 
meet tight budgets and fund critical services, my office will do 
everything in its power to ensure vendors honor their commit-
ment to conduct fair and honest business with our communi-
ties,” he added.

The allegations relate to a period beginning in 2008, when Office 
Depot entered into a contract to sell office supplies to customers 

of the state’s Office of General Services (OGS).

At that time, according to the attorney general’s office, Office 
Depot promised it would offer those customers a price at least 
as low as the price at which it sold office supplies to the U.S. 
General Services Administration. 

The attorney general said his investigation found that Office 
Depot had inadequate systems in place to ensure compliance 
with that promise and in fact overcharged the OGS customers by 
hundreds of thousands of dollars.

As a result of the attorney general’s settlement, every impacted 
OGS customer will receive a check from Office Depot reflecting 
100% of the overcharged amount. The contract at issue expired 
in 2013, and Office Depot was not awarded a new OGS contract 
for office supplies.

The matter was investigated pursuant to the New York False 
Claims Act. A copy of the settlement can be read here.

For more on Office Depot’s problems with state and local 
government entities related to its office supply contracts, visit 
the State Contract Watch section of the INDEPENDENT DEALER 
website (www.idealercentral.com/Watch_List).

IndustryNEWS
Office Depot Makes $475,000 Settlement with New York State  

to Settle Overcharging Allegations

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

Office Depot Task Chair Recall Impacts 1.4 Million Units

CONTINUED on page 20 >>

http://www.ag.ny.gov/pdfs/Office-Depot-Executed-AOD.pdf
mailto:Simon@IDealerCentral.com
http://www.idealercentral.com/Watch_List


On-Time & On-Budget 

OP RevelationTM

Software For Office Product Dealers 
You have a right to expect your project to be on-time and 
on-budget.  While other dealers struggle with overly 
complicated software, overruns and cancelled go-lives, we 
have the product and the experienced, talented staff to 
create success for our partners.  Visit us on the web at 
http://www.bmiusa.com/industry-expertise/office-supply or 
call us today, toll free, for a free consultation at 888-580-
8382, X206. 

http://www.bmiusa.com/industry-expertise/office-supply


INDUSTRY NEWS continued from page 18

JUNE 2014 INDEPENDENT DEALER PAGE 20

CONTINUED on page 22 >>

The consumer contacted Office Depot 
looking for restitution, only to be told 
she should have bought the extended 
warranty, SR&S reported.

The current recall is also not the first 
Office Depot has had to issue for one of its 
chairs. In 2012, Office Depot announced 
a recall for its Biella Leather Desk Chair 
at the request of the Consumer Product 
Safety Commission (CPSC), because, the 
Commission said, the chairs posed a fall 
hazard to consumers. 

The Bellia recall affected 307,000 units 
and like some of the Gibson units affected 
by the current recall, those chairs were 
also made in China by Wonderful Year Inc. 
and imported by Swinton Avenue Trading, 
a division of Office Depot.

Also in 2012, Office Depot recalled its 
Realspace Soho Prestigio High-Back 
Leather Chair because the product posed 
fall and injury hazards to consumers due 
to the risk of the seat plate breaking.

That chair was another Office Depot 
exclusive and prior to the recall, about 
8,400 of them had been sold in Office 
Depot stores and online.

In the case of the current recall, Office 
Depot has received about 153 reports of 
the seat plate weld cracking or breaking, 
including 25 reports of contusions, 
abrasions and reports of injuries to the 
head, neck and a fractured back and hip 
which required medical attention, the 
CPSC indicated.

Consumers should immediately stop 
using the chairs and return them to any 
Office Depot store location for a $55 store 
merchandise credit, the CPSC said.

Three Dealer Groups Pursuing 
Combined Meeting in 2016
American Office Products Distributors 
(AOPD), the Direct Purchasing Catalog 

Group (DPCG) and TriMega Purchasing 
Association have announced plans to 
team up for a combined event in 2016.

The groups said prior hotel commitments 
and incompatible timing prevented a 
combined event in the coming year but 
indicated they would strongly pursue 
organizing one for 2016.

AOPD and DPCG held their 2014 meetings 
together this past March with positive 
results and have already announced plans 
to repeat that format in 2015.

“AOPD’s board has agreed to work 
toward this change for the 2016 meeting 
in consideration of recent requests by 
industry business partners that we do what 
we can to reduce the number of meetings 
conducted within the independent dealer 
community,” commented AOPD executive 
director Bud Mundt. 

Wide Format Printing
When selecting paper for your print job, consider the 
output you want to achieve and match the paper to your 
task.  PM Company has wide format products ranging from 
a 20 lb. bond to a 48 lb. sheet suitable for photographers 
and digital artists. Let us help you coordinate your print job 
with the appropriate paper.

www.pmcompany.com|800.327.4359|513.825.7626|9220 Glades Drive, Fairfield, OH 45011-8821

Call PM Company today to learn more 
about our selection of wide format papers.

Bond-20:        
Check-24        
Plan-24
Archive-26
Display-35
Display-48

Architectural drawings
Engineering prints (CAD)
Posters and presentations
Geographic Information Systems (GIS)
POP and retail displays, banners
Photography and imaging

Amerigo Line

http://www.pmcompany.com


The top 3 promotional product markets represent $6.78 billion.  
Find out how ASI® can help you reach these lucrative categories. 

Dominate the Top 3  
Promotional Product Markets

ounselor® magazine examines 
and reports the climate of the 
promotional product industry 
each year with its State of the 
Industry report. This report 

reveals critical information including product 
sales, demographics, salaries and regional 
buying habits, but most importantly it reveals 
the top-selling markets of the industry.

2014’s State of the Industry report found that 
the current top 3 markets are Healthcare at 
11.3% of market share, Education at 11.3% 
and Manufacturing at 8.1%. Combined, 
these three markets make up 33.2% of 
the entire industry and represent $6.78 
billion in income for 2013 alone. So how 
are distributors reaching these markets and 
where does ASI come in?

ASI is the world’s largest membership 
organization servicing the promotional 
product or advertising specialty industry. 
By providing tools, services and world-class 
education they are able to maximize the 
selling power of their members. When it 
comes to reaching the big 3, ASI’s biggest 
resource is the industry’s #1 sourcing tool, 
ESP®.

ESP is the anywhere-access tool that 
allows users to source products and creates 
presentations for their customers requiring 
only internet access and log in information. 
In fact, 3 out of 4 industry product searches 
are conducted on the ESP network. ASI 
developers have even considered road warriors 
and provide on-the-go access via iPhone, iPad 
and Android devices with the ESP Mobile™.  
Going deeper, ESP also has internal tools that 
let users hone in on targeted audiences by 
matching products with the need. 

One of the most-used tools in ESP is Event 
Planner. Event Planner takes different types 
of events and creates product suggestions that 
would pair with the occasion. For example: 
If your client is a high school and they are 
having a field day, ESP Event Planner might 
suggest products like water bottles, sunscreen, 
bug spray, sweatshirts and trophies. Another 
example might be a safety program for a 
large manufacturer. ESP offers products like 
flashlights, first aid kits and glow products 
making you your clients’ one-stop shop. Once 
you’ve found products a client might want to 
buy, ESP can even provide you the tools to 
create a professionally-designed, interactive 
presentation. 

Everyone will agree that how you present 
offers to a potential customer will make 
or break you no matter how good the 
deal. ESP users get instant access to the 
ESP Presentations tool that allows you to 
quickly develop an attractive, professional 
presentation in minutes. ASI designers have 
crafted modern and fully-customizable 
templates that can be adjusted to fit any 
brand. Because we all know that details 
can make the difference, developers have 
included Virtual Sample Technology into 
the Presentation Tool. Virtual Samples are 
specially formatted product photos that allow 
you to upload your client’s logo onto product 
images providing a virtual demonstration.  

Using only these two tools within the ESP 
software is enough alone to help you create 
a stand-out presentation that doesn’t force 
a client to browse or imagine the end result. 
You’re able to come fully loaded and close the 
deal more quickly. 

This is just the tip of the ice berg for not only 
ESP, but also ASI. ASI services range across 
the board and include different materials to 
suit all of your clients. Here are just a few of 
resources made available to ASI members: 

• Access to the industry’s #1 product 
sourcing tool, ESP. 

• E-commerce solutions with online selling 
capabilities. 

• 6 engaging catalogs that speak to every 
market including the top 3.

• 5 trade show networking events across  
the nation. 

• World-class education and industry 
training. 

Whether you’re looking to reach the top 3 
markets or the other 70% of the $20.5 billion 
promotional product industry, ASI is here 
to provide you with the resources to grow 
a healthy and successful business. To learn 
more about ASI, visit www.asicentral.com/
idealerjune.

Top 3 Promotional Product Markets
1. Healthcare @ 11.3%
2. Education @ 11.3% 
3. Manufacturing @ 8.1%

Top 3 promotional product 
markets represent $6.78 
billion in income for 2013.

http://www.asicentral.com/
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“We will be meeting with both of these 
buying groups in the very near future to 
determine whether a combined, and much 
larger, meeting will achieve significant 
time and cost savings for our respective 
organizations and for our business 
partners.” 

Added TriMega president Ian Wist, “While 
it is disappointing that we were not able 
to join up for next year, we are extremely 
excited that we’ve come to an agreement 
to consolidate these highly-regarded 
industry events into one even more 
powerful one in 2016. I commend the 
AOPD board for the vision to do what’s 
right for the industry, and for our mutual 
business partners and members.”

While no date or location has been set for 
2016 yet, the organizations involved said 
they will now be going to work on planning 
for a combined event and indicated more 
communication will follow as details are 
finalized.

BSA and IOPFDA to Co-Locate 
Annual Meetings
The Business Solutions Association (BSA) 
and the Independent Office Products and 
Furniture Dealers Association (IOPFDA) 
have announced they will be co-locating 
a meeting later this year.

The meeting will take place at the Loews 
Coronado Bay Resort & Spa in San Diego, 
October 22–26.

“This is an historic event to be sure,” re-
marked Jim O’Brien, senior vice president 
of S.P. Richards Co. and BSA president. 

“We will be bringing together all as-
pects of the office products and fur-
nishings industry—manufacturers, 
dealers, wholesalers and manufacturer 
representatives—to one location, over 
several days. This is just another ex-
ample of how our industry responds 
to its members by seeking ways to cut 
 

expenses while still delivering quality pro-
gramming.”

Mike Tucker, president of George W. Allen 
Co. and IOPFDA president, said, “Bringing 
both organizations together, at the same 
place, at the same time, for the benefit of 
the industry as a whole is remarkable, and 
makes all the sense in the world. This joint 
effort will open up a whole new realm of 
networking opportunities and insights for 
all attendees.”

In co-locating the meetings, both BSA 
and IOPFDA will have their own, separate 
programs, but come together sharing 
networking events and business building 
programs. 

As an example, the Presidents’ Dinner 
Reception and an awards event will be 
held jointly with BSA and IOPFDA both 
presenting awards and recognitions.

http://interbizgroup.com/


Finding the right paper 
just got easier

Georgia-Pacific is changing the way you select paper. 
Simply choose the level of quality you want and run with it. 

With so many choices, we’ve got it covered…

©2013 Georgia-Pacific Consumer Products LP. All rights reserved. The Georgia-Pacific logo and all trademarks are owned by or licensed to Georgia-Pacific Consumer Products LP.
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One of the key programs will be the 
Cleveland Research Company’s “State of 
the Industry and Key Trends.” 

In this two-part presentation, current 
industry statistics will be presented as 
well as an overview of the consumer 
landscape, recent developments in the 
marketplace and a look at how the office 
products and furnishings industry is 
evolving to find growth. 

Cleveland Research will offer its forecast 
and modeled assumptions for the industry 
over the balance of 2014 and calendar 
year 2015.

BSA plans to have several panel dis-
cussions on a variety of topics including 
“Developing a Cohesive Digital Strategy” 
and “Rebranding.” BSA manufacturers, 
wholesalers and manufacturer represen-
tatives will continue to hold their respec-
tive segment meetings.

IOPFDA is in the process of finalizing 
its program and expects to compliment 
the joint sessions with seminars and 
presentations geared to dealer-specific 
issues and growth opportunities.

Conference registration will open at the 
beginning of June.

TriMega Announces ‘NSIGHTS,’ 
New Industry Trends Program 
The TriMega dealer group has announced 
the launch of a new program developed 
for its members and supplier partners 
that’s designed to provide market trend 
information and analysis to help them do 
business smarter.

The new program, called NSIGHTS, was 
developed in partnership with the NPD 
Group market research organization.

Through the NSIGHTS program, the NPD 
Group will leverage their extensive market 
data and industry expertise to provide 
participants with information and insight 
for office supplies, technology, jan-san 
and more, TriMega said.

Through NPD, TriMega members will have 
access to a variety of different analysis 
and research reports including Market 
Pulse, Office Supply Data Alerts and NPD 
State of the Industry Quarterly Reports, all 
via the TriMega website. 

Also, members will have access to regular 
NSIGHTS webinars presented by NPD, 
where the focus will be on helping distill 
the wealth of data collected into insights 
and analysis that helps TriMega members 
get a better read on what’s happening in 
the market to improve business results. 

“Information is power, and we strong-
ly believe that being able to access and 
learn from timely and relevant market in-
formation makes us all better operators in 
today’s challenging economy,” comment-
ed Mike Maggio, TriMega’s president. 

“From sales and marketing decisions to 
staffing and resource allocation strate-
gies, NSIGHTS will help TriMega mem-
bers direct their business in a more in-
formed manner.” 

NSIGHTS training and webinars are 
offered at no cost to TriMega members. 
Sessions are scheduled to take place on 
a quarterly basis. 

FL Dealer Marco Office Supply 
Joins AOPD
The American Office Products Distributors 
national accounts dealer network has 
announced the addition of Naples, 
Florida-based Marco Office Supply to the 
organization.

Commented AOPD executive director 
Bud Mundt, “With over 30 years in busi-
ness, Marco Office Supply is a perfect fit 
for AOPD. Their community involvement 
and superior local service will be advan-
tageous for the ongoing success of AOPD 
national business, as well as our public 
sector contract business.” 

This addition brings AOPD’s membership 
to 86 dealers and affiliates with 187 
locations throughout the United States, 
as well as Canada and Australia. 

S.P. Richards Schedules Sales 
Training Series on Cleaning, 
Facility and Breakroom Category
To help dealers make the most of oppor-
tunities in the cleaning, facility and break-
room solutions category, wholesaler S.P. 
Richards has announced a series of one-
day intensive training programs geared 
specifically for independent dealer sales 
professionals in 18 key cities across the 
country.

The program, titled OnPoint Training, was 
developed in partnership with leading 
suppliers in the category and is designed 
to provide knowledge that will be imme-
diately applicable for sales growth, the 
wholesaler said.

“The Facility and Breakroom Solutions 
category continues to be a strong growth 
opportunity for the independent dealer 
community and now that the category 
is so engrained in the OP channel, we 
feel our role as a wholesaler is to ensure 
dealers are fully equipped to engage 
customers in a credible way,” commented 



SalesTactix (STX) calls small to medium size businesses on the dealer’s behalf to set up appointments with current 
“Big Box” clients. STX tells the story of a “Local Partner Program” which emphasizes buying locally as well as saving 
money. After the appointment is set there is a prescribed Sales Process that the dealer MUST follow to participate. y ppp pp p p

At a 40 % closing ratio 
you will have 48 new accounts 

with an average annualized sales 
of $250,000 - $350,000

After 3 Years 
at an 80% retention these same accounts 
which you only purchased for one year  

turns into better than $650,000 

After 5 years 
it turns into $850,000

NEW ACCOUNT 
ACQUISITION PROGRAM

INCREASE YOUR SALES $250K TO $350K 

Testimonials on Sales Strictly from SalesTactix Provided Appointments

www.salestactix.com or email Tom at 
tom.ketchum@salestactix.com 949.466.5718

Sundance Office Supply – Tulsa OK – John Condry
2008 thru 2012
Sales $2,882,000

Office Smart – Tucson AZ – Glenn McDaniel
2008 thru 2012
Sales $3,071,000

Granite Office Supply – Salt Lake City – Garth Hood
January 2011 thru April 2013
Sales $1,688,000

Office City Express – Columbus OH – Andrew Ives
2011 thru 2012
Sales $730,000

COS Business Products – Chattanooga TN – Skip Ireland
January 2012 thru January 2013
Sales $330,886

Hurst Office – Lexington KY – Tom Gormley
2008 thru 2012
Sales $3,282,000

http://www.salestactix.com
mailto:tom.ketchum@salestactix.com
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Nick Lomax, creator of the training program and director of 
sales—facility and breakroom solutions for S.P. Richards. “The 
best way to accomplish this quickly is through training and that’s 
just what we’ll be doing over the course of the next four months.”

Dates and locations for the sessions are as follows: 

May 15 - Tampa

May 22 - Atlanta

June 3 - Portland, OR

June 5 – Los Angeles

June 17 - Dallas

June 19 - Houston

June 24 - Albany, NY

July 8 - Denver

July 10 - Salt Lake City

July 15 – Washington, DC

July 17 - San Francisco

July 22 - Chicago

July 24 - Minneapolis

Aug 5 - Charlotte

Aug 7 - Memphis

Aug 12 - Kansas City

Aug 14 - Columbus

Aug 19 – Philadelphia

For more information or to register for training, contact your S.P. 
Richards rep or visit www.cvent.com/d/n4qwwv.

United Stationers Unveils New Breakroom Programs
United Stationers has unveiled two new breakroom programs 
designed to strengthen resellers’ ability to compete in the $4 
billion breakroom category. 

When combined with United’s existing breakroom assortment 
and tools, the new programs offer resellers a unique opportunity 
to challenge office coffee service dealers, as well as round out 
their office products bundle, United said.

“United Stationers is committed to providing winning resources 
that help enhance the important relationships between resellers 
and customers,” said Jeff Bobroff, director of category 
management, United Stationers. “These new programs, coupled 
with the larger breakroom product assortment, arm resellers 
with the education and tools they need to drive new growth 
opportunities for their business.”

The new offerings include the Perks Program, which gives 
resellers access to free brewers, as well as brewer installation and 
service, training on selling coffee and other breakroom products. 
Also part of the program: access to United’s breakroom experts 
and an expanded product offering.

In addition to the new coffee program, United resellers now have 
access to office-ready breakroom products in value pack sizes. 

According to United, these packages contain higher counts 
of popular snacks, beverages, condiments and foodservice 
disposables at affordable prices, providing a higher value to the 
customer and a higher return for the reseller.

To learn more about these programs visit https://solutionscentral.
ussco.com. 

Acsellerate’s Profitability Manager Software Now 
Available for Red Cheetah 
Dealer technology provider ECi Software Solutions has 
announced that its Profitability Manager software is now available 
for Red Cheetah dealers. 

ECi Acsellerate released the Profitability Manager earlier this year 
for its DDMS system and indicated at that time it was planning to 
make it available for other ERP systems.

The program is designed to help dealers improve margin by 
automating the process of recommending more profitable 
substitute products. 

ECi said initial analysis of 25 Acsellerate dealers showed margin 
improvement potential of 3–5 percentage points in additional 
margin. 

By streamlining a previously manual and time-consuming 
process, the Profitability Manager will help Red Cheetah dealers 
consult with more customers and recommend products that 
immediately impact their bottom lines, ECi said.

Jump Technologies Receives 2014 Supply & Demand 
Chain Executive 100 Award for “100 Great Supply 
Chain Projects” 
Jump Technologies, makers of the JumpTrack system, has been 
named to the 2014 Supply & Demand Chain Executive 100. The 
listing recognizes innovation in supply chain management. 

Jump Technologies earned its listing through a project to 
automate ImpactOffice Group’s proof of-delivery solution with 
JumpTrack for its fleet of 33 trucks. 

Making around 1,000 stops daily in the Washington, D.C. Metro 
area and throughout the mid-Atlantic region, JumpTrack saves 
ImpactOffice $105,000 annually in paper-related administration, 
driver, and vehicle costs, the company said.

“Implementing new software can often be very stressful, but 

https://solutionscentral.ussco.com/
http://www.cvent.com/d/n4qwwv
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that was not the case with JumpTrack,” 
said Brian Shaffer, ImpactOffice director 
of warehousing and logistics. “Everything 
went really smoothly, and within three 
days, we were fully up to speed and 
getting customer signatures on Android 
phones. It’s such an easy-to-use and 
simple solution that we look forward to 
using it in additional ways across our 
company.”

Industry Women Owners Honored
Two of the office furniture industry’s 
women owners were honored recently 
by the National Women Business Owners 
Corporation (NWBOC).

The honorees were among the first recip-
ients of NWBOC’s Eclipse Awards, a new 
program created to recognize, reward and 
celebrate the exceptional achievements 
of certified women business owners.

Honorees included Rebecca Boenigk, 
CEO of Neutral Posture, Inc., who received 
a Gold Eclipse Award for Excellence and 
a Gold Triumph Award, to recognize 
outstanding leadership, ingenuity, and 
perseverance in successfully navigating a 
challenge, barrier or obstacle affecting her 
company. Boenigk also earned a Bronze 
Eclipse Award for Outstanding Company 
Culture. 

Also recognizing with a bronze award in 
that same category was Carol Keogh, 
president and CEO of ESI Ergonomic 
Solutions, LLC.

Aurora GB Company Now an 
Independent Stationers Vendor
Aurora GB Company, whose products 
include boxes, binders, desk accessories, 
padfolios and clipboards, has announced 
it is now a recognized vendor/partner with 
the Independent Stationers dealer group.

Almost all of the company’s products 
are 100% recyclable, land-fill safe, and 

contain no VOCs (volatile organic com-
pounds). They are all manufactured in the 
USA and are UL Environment (ULE) vali-
dated, the company said.

“We’ve been in business for over 70 years 
now, and continue to find new avenues 
in which to offer our products. This new 
program through Independent Stationers 
will help us reach and serve even more 
new clients,” said Aurora CEO Bill Boyle.

Former Ghent Div. President 
John Rouse Establishes New 
Professional Services Business
John Rouse, former division president 
for GMI Companies (formerly Ghent 
Manufacturing Inc.), has announced the 
formation of a new company, Professional 
Resources Organization, to provide a 
wide range of consulting services to 
companies and marketers in the office 
and educational markets.

“There are a number of companies in the 
industry poised for growth or struggling in 
terms of an array of business issues,” said 
Rouse. “Our company was established to 
help these companies.” 

Consulting services include business 
coaching, executive coaching, strategic 
planning, and project implementation. 
The firm works with manufacturers as well 
as dealers and distributors.

Before holding leadership roles within 
GMI Companies for nearly 20 years 
Rouse was a partner and executive vice 
president of a prominent management 
consulting firm specializing in turnarounds 
in the consumer and office products 
categories. He also previously served as 
vice president and general manager of a 
division of International Paper Company.

For more information, visit their website 
www.PRO-professionalresources.com, 
call 513.228.0842 or send an email to 
info@PRO-professionalresources.com.

In Memoriam: Donald P. Haspel, 
former NOPA EVP
Don Haspel, who served for many 
years as executive vice president 
of the National Office Products 
Association (NOPA), died May 12.  
He was 80.

Haspel joined the NOPA staff in 
1962 as its director of research and 
statistics and held a number of senior 
management positions with the 
organization before becoming its EVP 
in 1976. 

As EVP, he led an organization which 
at its peak consisted of over 7,000 
members and which hosted what was 
the industry’s largest annual trade 
show at that time. He retired in 1993.

He is survived by two sons, Donald 
Paul Haspel, Jr., and Christopher 
Cook Haspel, and a daughter, Kathryn 
Eleanor Haspel. 

In lieu of flowers, memorial donations 
may be made to the Juvenile Diabetes 
Research Foundation (www.jdrf.org).

Correction
There was an error in our May issue in the 
coverage of BSA’s new industry standards 
committees.

Robert Wainberg, chairman of BSA’s 
new Images Standard committee, should 
have been identified as being with Avery 
Products Corp. and not ACCO Brands, as 
published.

Our apologies for any confusion caused.

http://www.PRO-professionalresources.com
mailto:info@PRO-professionalresources.com
http://www.jdrf.org


Office Products Marketing  
& Advertising

4211 North Division 
Comstock Park, MI 49321  

616.785.6061

 

As we reflect  
on the past 25 years,  
and look ahead  
to the next 25, 
we do so with great pride 
and, most of all, appreciation. 

Print  •  Web  •  Mobile

http://www.opma.com


JUNE 2014 INDEPENDENT DEALER PAGE 30

New State of the Dealer Survey Asks Dealers  
to ‘Stand Up and Be Counted’

NO
PA

ne
ws As part of its renewed commitment to the dealer 

community, the Independent Office Products & Fur-
niture Dealers Association (IOPFDA), through its Na-
tional Office Products Alliance (NOPA), is introducing 
its first comprehensive, non-partisan, confidential of-
fice products dealer survey. 

With no long forms or exact figures that require a CFO 
or CPA to fill out, NOPA has made it easy to answer 
with two separate surveys: one for a representative 
of the office products dealership and one for sales 
representatives. 

Each survey consists of fewer than 20 questions 
and features drop down menus and buttons that 
mean it should take less than five minutes to answer. 
Questions the survey seeks to answer include:

• How many office products dealerships are there?
•  How much of the office product market are 

dealers responsible for?
• What is the average size of today’s dealerships?
•  How many people are employed in dealerships 

across the United States?

•  What is the size of the average dealer customer 
and how much is a typical order?

•  What product segments best serve the dealer?

“Regardless of your association membership, your 
buying group or wholesale alignment, it’s time for a 
true and accurate accounting of the office products 
dealer industry but we can’t do this without your help,” 
says NOPA communications director Alicia Ellis. “Ev-
ery dealership needs to be represented and every 
salesperson possible needs to fill out the survey.”

NOPA will kick off the six-week survey period at its 
Booth (#118) at S.P. Richards’ Advantage Business 
Conference, with free stylus/pens when dealers and 
sales executives take the survey. Each registered 
participant will be entered into a drawing for the 
chance to win a mini tablet. 

Visit NOPA’s State of the Industry webpage for survey 
links and information. 

http://iopfda.site-ym.com/?page=StateofIndustry
http://www.iopfda.org
mailto:info@iopfda.org
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Option 1: 
A state can join the 24 states that have al-
ready voluntarily adopted the simplification 
measures of the Streamlined Sales and Use 
Tax Agreement. This agreement was devel-
oped over the past eleven years by 44 states 
and more than 85 businesses and has the 
support of 74 national associations like the 
National Retail Federation, 122 state and lo-
cal associations like Los Angeles Chamber  
 

 
of Commerce, and 144 large businesses like 
Amazon.com and Best Buy.

Those who oppose this effort consist of a 
much smaller group of 23 national organiza-
tions, like Americans for Tax Reform. A third 
group, whose members include AT&T, Veri-
zon and the National Federation of Indepen-
dent Businesses, so far at least are neutral 
or have not taken a position publically on the 
simplification issue. 

CONTINUED on page 32 >>

Brick and Mortar v. Internet: 
The Battle Over Taxes
 By Paul Miller, NOPA Director of Legislative and Regulatory Affairs

The issue of whether or not those who buy products over the Internet should 

pay sales tax on their purchases is not a new one. Indeed, NOPA has been 

involved in this debate since 2000, when it was a hot button issue confronting 

both brick and mortar small businesses and those starting to sell items online. 

Today, with government at all levels strapped for cash, Congress is looking at 

every possible way to generate new revenue for the Treasury and that means 

once again, the idea of requiring online resellers to collect taxes on items sold 

is gaining traction. 

Enter the Marketplace Fairness Act, introduced in the House and Senate in the 

spring of 2013, which would grant states the authority to compel online catalog 

retailers, regardless of where they are located, to collect sales tax at the time of 

the transaction – exactly like local retailers are currently required to do. 

However, there is a caveat to the proposed new law. States will only be 

granted this authority after they have simplified their sales tax laws. Currently 

24 states have signed onto this requirement and simplified their sales tax. As a 

result, 180 days after enactment of this legislation, these states would then be 

able to collect these taxes. 

Two options for states
States who have yet to sign on would have two options to simplify their tax laws:
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Option 2: 
States can meet essentially five simplification mandates listed in 
the bill. States that choose this option must agree to:

1.  Notify retailers in advance of any rate change within the 
state.

2.  Designate a single state organization to handle sales tax 
registrations, filings, and audits.

3.  Establish a uniform sales tax base for use throughout the 
state.

4.  Use destination sourcing to determine sales tax rates for 
out-of-state purchases.

5.  Provide free software for managing sales tax compliance 
and hold retailers harmless for any errors that result from 
relying on state-provided systems and data.

It is believed that these two options will make it easier for retailers 
to collect these taxes and thereby level the playing field between 
brick and mortar and online retailers.

The U.S. Senate passed its version of this legislation back in 
May 2013. There has been no real push for the House to take up 
this bill until now, but with it being budget season and Congress 
looking for ways to pay for roads, healthcare and a host of other 
programs, the issue of Internet sales taxation is back on the 
radar screen.

The push is on
The House has not yet acted, but the push is on. It will be key 
for all small businesses to watch this issue and weigh in when 
asked to. Speaker Boehner has expressed concern about this 
legislation as written so there are no plans at this time to bring 
this bill to the floor for a vote, but the pressure is mounting from 
outside groups for possible action on the bill this year.

The business world looks very different today than it did 47 years 
ago, when the initial court case on the interstate sales tax issue 
was litigated. 

In 1967 the Supreme Court in National Bellas Hess v. Illinois 
Department of Revenue ruled that many variations in rates of tax, 
in allowable exemptions and in administrative and record keeping 
requirements could entangle the company’s interstate business 
in a welter of complicated obligations to local jurisdictions. 

Since Bellas Hess, out-of-state retailers have been shielded from 
the obligation to collect sales tax, based purely on the notion that 
it would place too much of a burden on their businesses. 

Today, keeping track of a few thousand local tax rates is no longer 
an insurmountable technical, administrative, or financial burden. 

Certainly, it’s no more difficult than calculating real-time 
shipping, a common feature on most web sites and online sales 
marketplaces. Thus, sales tax supporters argue, the basis for 

the Bellas Hess ruling no longer applies and the Marketplace 
Fairness Act should be passed to help the many states now 
facing significant budget shortfalls. 

Although some suggest these states have more of a spending 
problem than a revenue problem, it is important to recognize 
that states have already been reducing their spending levels 
year after year and increasing collection and enforcement efforts 
based upon their existing sales and use tax laws. 

However, under the current system a state can only enforce these 
laws within its own borders. Simply put, without the Marketplace 
Fairness Act, our states are unable to require remote retailers 
to collect the existing sales or use tax already approved by that 
state’s residents. 

What does this mean?
What does this mean for small businesses? For those still relying 
on brick and mortar storefronts, this legislation would level the 
playing field by requiring their online competitors to collect the 
same taxes they have to on items sold.

But the question today for small business is less black and 
white than it was fourteen years ago. Back when NOPA was 
first confronted with this issue, it took a stance in support of 
the legislation because most NOPA dealers were not using the 
Internet as their primary selling platform. 

Today, however, most if not all NOPA dealers are using the 
Internet in some way to sell their products and its importance for 
the dealer community can only grow.

So, from a purely small business perspective, the issue is certainly 
not cut and dried and it’s all made even more complicated by 
the fact that this is an election year and with control of the U.S. 
Senate hanging in the balance, it will take a lot of pressure from 
outside groups to get this to the floor of the House for a vote 
prior to November. 

But even if action on the bill needs to wait until 2015, a strong 
likelihood exists that it will come up for debate sooner or later. 
Given that possibility, NOPA’s Legislative & Regulatory Affairs 
Committee will be meeting later this month and one of its agenda 
items will be the Marketplace Fairness Act and the stance the 
association should take on it. Look for more on this and other 
critical legislative initiatives after the committee’s meeting. 

As NOPA’s director of legislative and regulatory affairs, Paul Miller is the association’s 
government advocacy representative on Capitol Hill. Miller represents NOPA and 
dealer interests before the U.S. Government and key states; insisting on a level 
playing field in contracting for independents and protecting office products dealers’ 
business against misguided government proposals. For more information,  
visit www.iopfda.org/?page=Advocacy.

http://www.iopfda.org/?page=Advocacy
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Three industry dynamics are currently impacting the marketplace 
in which the independent dealer operates. First: tech savvy 
millennials are entering the workforce in droves. Second: the female 
B2B buyer commands a prominent position as the primary office 
products purchaser. Third: customers are increasingly shifting to 
digital platforms for researching and analyzing product and supplier 
information. 

In the last year, the United Stationers research team has released 
three studies that highlight these marketplace dynamics and their 
key implications for the independent dealer. We have reviewed the 
research studies, and here is a brief synopsis of key findings and 
takeaways:

The millennial research study highlights that millennials (ages 18 to 
36), along with the younger generation, are projected to make up 
half of the U.S. white-collar workforce by 2020. As a generation, 
millennials tend to be tech-savvy, mobile and fun. The research also 
found that millennials are 10% less aware of the identity of their 
company’s preferred office products provider, compared to baby 
boomers and gen-xers. 

The study highlights that dealers can respond to this trend by offering 
a web experience that is user-friendly, content-rich and responsive 
to the customer’s tablet or smartphone. 

Dealers should also build a product assortment and develop 
marketing tactics that consider millennials’ preference for products 
that have a high design quality and are fun. Examples might be a 
series of leather journals or a marketing promotion around owning 
all the Sharpie marker colors.

United’s female buyer research found that 72% of department order 
collectors in the workplace are women. The study reveals that in a 
B2B setting, women are more receptive than men to consultative 
selling. 

The research highlights that females tend to follow a more open, 
discovery-oriented process, while male buyers are more likely to 
follow a product-focused purchase process. 

The independent dealer can target the female buyer by building an 
integrated approach to marketing and by using multiple mediums to 
deliver the brand or product promotion message. 

In the purchase process, female buyers might review a flyer, peruse 
your catalog, look at a dealer’s website and call the sales rep. 
Dealers should make sure that these mediums are consistent and 
unified from a brand and product positioning perspective.

United’s research on catalogs versus digital found that 71% of office 
products customer orders take place online. The study found that 
70% of purchasers refer to a catalog at least some of the time, but 
that 30% of purchasers do not refer to a catalog at all. The study 
showed that approximately 42% of reseller customers believe these 
large (full-line) office products catalogs are a waste of paper, and 
that 81% say that catalogs do not play a major role in their purchase 
of products for use in the workplace. 

However, the report did reveal that use of smaller print marketing 
pieces, such as flyers and catalogs that focus on one category, is 
on the rise, and they can effectively communicate with customers 
without the costs and waste associated with full-line catalogs. 

The independent dealer can respond to these digital trends by 
shifting some marketing emphasis towards digital, from full-line 
catalog deliveries, so that only those customers who want a catalog, 
get one. 

Dealers can also consider substituting smaller, single-category 
catalogs to focus on specific markets. By using print pieces to inspire 
customers, dealers can drive customers online more frequently to 
make purchases.

As dealers look to become more end-consumer obsessed, we are 
excited to see United’s research serve as a resource dealers can use 
to better understand the industry and thrive.

The independent dealer today is facing a marketplace that is 
changing dramatically. United Stationers’ research highlights some 
key trends to help the dealer stay current, relevant, and successful. 

Owen Carr is manager of research and analytics for United Stationers.

Three Studies show Trends Impacting the Independent Dealer
By Owen Carr
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With an increasingly digital workplace driving demand for 
many traditional office products items in the wrong direc-
tion, broadening the product mix has become far more 
than just one possible option for independent dealers to 
consider.

Today, a commitment to becoming as much of a one-
stop shop for your customers has become close to mis-
sion-critical for just about any dealer. 

As Ken Henderson, president of Chicago Office Products 
in Bridgeview, Illinois, sees it, the market forces today are 
just too strong to ignore. “We’re seeing office supplies as 
a shrinking market and we have to respond, so we asked 
ourselves, ‘What other niche could we get into?’”

CONTINUED on page 37 >>
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And Henderson isn’t the only one asking that question. We spoke 
to five independent dealers who have all recently broadened 
their product mix by adding a new category. Each shared his or 
her thoughts and experiences about staying relevant in the mar-
ketplace, and offered tips for dealers who might be considering 
similar product category expansions of their own.

Chicago Office Products 
To expand his business, Henderson added janitorial and break-
room supplies to the company’s product mix.

“We asked customers what products they purchase for their 
businesses that they don’t purchase from us,” says Henderson. 
“We found out that janitorial and break room supplies were pop-
ular, but that our customers didn’t think about us as a supplier 
because our pricing wasn’t competitive.” 

Henderson asked customers what they were paying for the items 
at other retailers and went looking to his first call wholesaler Unit-
ed Stationers for help with pricing, education and marketing.

“We pretty much started with the basics, such as cups, towel, 
and trash can liners. Now we offer coffee, creamers, sugars…
you name it. And this category is just blowing up.”

Henderson says his company always had the ability to offer 
these items, but with a catalog that included more than 25,000 
items, it was overlooked.

“Our customers weren’t looking for it, and we were not asking for 
that business,” he says. “Now we actively go after that part of the 
market in addition to office products.” 

To prepare for the new category, Henderson sent his sales reps 
to United’s jan-san training program and enlisted the help of local 
manufacturer reps. “The reps went out on calls with our own reps 
to help them and it worked out pretty well,” he reports.

Henderson said one early surprise about the janitorial and break-
room supplies market was how often his reps found themselves 
talking to a different buyer. “About 50% of the time those prod-
ucts are purchased by the office supply buyer, but in the other 
half of the cases, they’re not,” he says. “The key is getting an 
introduction to the right person.”

He was also surprised at the amount of knowledge it took to 
become proficient in this new area. “We learned a lot about gar-
bage bags,” he laughs. “As you sell them, you get better at it. It 
becomes just another product.” 

For dealers who might still be considering getting into janitorial 
and break-room supplies, Henderson has two words of advice: 
“Do it!” 

“Get into it and get into it sooner than later,” he says. “Start out 
with the basics, like toilet paper and paper towels. Every compa-
ny uses that stuff and they’re buying it – they’re just not buying it 
from you. Customers will give you good pointers on what they’re 
interested in and what they’re willing to pay. You’ll find out that 
the margins are pretty decent compared to office products.” 

Egyptian Stationers 
Egyptian Stationers in Belleville, Illinois is another independent 
dealer that found great opportunity in janitorial and break-room 
supplies. 

“Our goal is to be a facility solution,” says Brett Baltz, director of 
business development and finance. “Rather than just trying to 
sell toilet paper and paper towels, our goal is to be a one stop 
shop. It goes into our whole attitude of value add.”

By talking to customers, Baltz discovered that they were pur-
chasing jan-san supplies at other places, not because they want 
to but because they didn’t know Egyptian Stationers could offer 
them a solution. 

“We see a lot people going to Sam’s Club or Costco and a lot of 
people using a coffee service,” he says. “These were things that 
the customer didn’t know we carry. Coffee services and janito-
rial supply houses have a large market, but they don’t have the 
things we can provide. Plus we have a great website and offer 
next day delivery.”

Baltz’s goal is to make life easier for his customers by not hav-
ing them have to go to five or six different vendors. “When we 
do our annual or biannual business reviews, we ask customers 
what products they wished we would carry,” he says. “We also 
help them evaluate the soft costs associated with having multiple 
vendors.”
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Baltz says Egyptian Stationers is still scratching the surface on 
what other product categories it could be offering. “We work 
to develop relationships with different people at companies we 
service,” he says. “It can take weeks or months to get a foot 
in door and then more time to get that first order. We’re always 
evaluating.”

Manufacturers and vendors provide Baltz’s sales reps with in-
formation that helps them become experts on the new items 
they sell. “It can be dangerous if we don’t know what a specialist 
might know,” he says. “You have to be willing to invest in the 
training that’s needed to get everybody up to speed.”

Baltz suggests that dealers break into the janitorial and break-
room supply categories by starting with low-hanging fruit. 
“They’re already buying toilet paper and paper towels,” he says. 
“Educate your customer on the private label brands independent 
dealers can offer. It will help you compete against Sam’s and 
Costco.”

Bertelson One Source 
Customers of Bertelson One Source could always purchase 
binders; now they can purchase binders with their own compa-
ny’s branding on them. The Minneapolis-based independent ex-
panded its product mix by adding promotional items that include 
imprinted apparel, bags, office supplies and more.

“Anything you can put a logo or a saying on, we can do that,” 
says Steve Unruh, president and CEO. 

Unruh says his company is always looking to expand its busi-
ness by adding products that would help them gain more market 
share. 

“During our business reviews, we pay close attention to custom-
ers who ask us, ‘Have you ever thought of offering this?’” he 
says. “If we think it can be a part of a strategic plan, it’s an area 
we should explore. The voice of the customer drives the majority 
of what we do.”

Two years ago, a large customer requested promotional prod-
ucts to help market their business. Unruh says they had been 
asked about promotional products before and knew it was an 
opportunity to examine. He met with a local trade association to 
gather more information. 

“I had a buddy who is on the board of UMAPP [Upper Midwest 
Association of Promotional Professionals] and I bought him cof-
fee and told him we were thinking of getting into this,” says Un-
ruh. “I asked him to tell me what he knew about industry, how big 
is the potential, and how much time and energy we would need 
to get into it. There might be synergies with our other offerings, 
but I wanted to know if was going to wipe us out on time, talent 
and energy. We didn’t want to see a degradation in other areas.” 

Unruh’s friend gave him an overview of the business, the com-
petition as well as information on what the average customer is 
looking for and likely to spend. 

“He told us how many customers we would need to get a return 
on our investment,” says Unruh. “After gathering facts from him 
and other friends who are in the business we had enough insight 
to know it would be a good fit for us.” 

Unruh created a business plan for the new category and deter-
mined it would take a year to recoup the investment. “The break 
even point came sooner than that—it took us eight months,” he 
says. “We picked up significant amounts of business that ex-
ceeded expectations.”

Unruh says the biggest surprise about adding promotional prod-
ucts to the company’s offerings was the demands it made on the 
management team. 

“We underestimated the amount of time and energy it would 
take,” he admits. “If we had to do it over again, we’d know it 
takes 90 days to get the website right.”

For dealers who are considering adding promotional products 
to their mix, Unruh says to make sure your organization is ready. 

“You might think you have synergy there with accounting and 
purchasing, but you will have to set up new processes,” he 
warns. 

“Make sure you have enough capital to do the investment, and 
then commit to it. I don’t think this is something to dabble in. 
Jump in and jump on it. We were committed, and within six 
months we knew it was the right choice. So far it’s worked out 
really well.”
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Office Plus of Nevada 
To expand its product mix, Office Plus of Nevada in Reno, Nev. 
started renting new and used office and event furniture, such as 
folding tables and chairs, bar stools and tables, reports Trace 
Marrs, president and CEO. 

“With Las Vegas getting hit harder than any other city in the 
country during the recession, we have constantly tried to find 
new categories to add to our offerings,” he says.

Office Plus of Nevada was recently awarded two contracts to 
provide folding tables and chairs, and bar tables and stools rent-
als for the two PGA tour events held in their state.

“We believe that this new category will generate a half a million 
dollars a year in new revenue with a very attractive gross profit 
margin, “ says Marrs. “We already have the trucks, the space and 
the employees so adding this to us was a no brainer.” 

And the bonus? “Amazon and Google don’t rent this stuff … yet,” 
he says with a smile.

Marrs says the continuous margin erosion in the office supply 
category and his involvement in Shriners Hospitals for Children, 
operators of the golf tournaments, provided additional motiva-
tion for adding the new category.

“We needed to branch out into something that was less compet-
itive and something where we could use our current resources 
like warehouse space and our fleet of delivery trucks,” he says. 

“We have added to our inventory but we get to rent it over and 
over again. There is very little competition and what competition 
we have comes with very old and ugly inventory. We keep our 
items clean and in good repair, and we are competitive with the 
rental prices charged locally, so we believe this strategy will help 
us get and keep the business.”

Marrs says he markets this new category by branding it on its 
own as well as co-marketing it through all of their other divisions. 
“The Internet is our primary marketing tool for customers to find 
us,” he says. “But we will also be inviting party planners and 
event coordinators to our showroom to introduce ourselves to 
the professional community.”

For dealers who are considering getting into the rental business, 
Marrs recommends making the time to research what’s already 
available in the market locally.

“Make sure your local competitors aren’t doing a good job,” he 
says. “It was easy for us to take two of Nevada’s largest, lon-
gest rentals away from the competitors for at least the next five 
years. There is never going to be a shortage of weddings, par-
ties, events or golf tournaments, and they all need to rent what 
we have invested in.”

City Office Supply 
Being located in an international city and close to a major ship-
ping port led City Office Supply in Houston to add European 
and metric-sized products to its mix, says Colleen Gingrich, vice 
president and chief financial officer. 

“Some of our customers were ordering these products through 
specialty vendors or importing them,” she says. “Some were also 
cutting paper to size. We started carrying binders and punches 
that are designed for those sizes.”

Gingrich says her company explores new categories by listening 
to customer demand and noticing what has been successful for 
other dealers. 

Recently City Office Supply has experimented with several new 
product categories. They adopted the Nestle water program 
through S.P. Richards. “We deal with major universities in Hous-
ton and they utilize the five-gallon replaceable water program,” 
she says. “We also offer recycled furniture and cubicles and used 
furniture. We didn’t want to get into this, but there is a great de-
mand in this area. Our customers were asking for it.”

“We’re good at going out of the way to get items people can’t 
find elsewhere,” she says. “We’re one of a few dealers that has 
a retail location where customers can walk in and shop. It’s be-
coming a dinosaur in major metro areas.”

“We like to market through Facebook, Twitter, LinkedIn, email 
blasts and features on our website,” Gingrich says. “We have 
a monthly flyer that goes out where we feature new products 
and categories as well. We take a full-on multi-channel approach 
when we introduce a new product.”
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To educate its staff, Gingrich brings in a manufacturer repre-
sentative who can go over product features. “We make sure we 
know how to answer customer questions as well as how to pique 
customer interest,” she says.

Gingrich says when they test a new product, they try to have an 
initial expense that is as small as possible, using demo products 
when available. “We avoid those products that have a large initial 
expense,” she says. “We didn’t get into Green Mountain Coffee, 
for example, because of the large upfront investment involved. 
We shy away from that type of opportunity, instead starting off 
small and building up.”

Gingrich was surprised at how large the demand for European 
and metric products was once they started advertising it. “We 
brought some on because we had requests from a few of our 
customers,” she says. “But when more people found out, we 
saw a great demand.” 

Gingrich cautions other dealers that new product categories 
don’t usually sell themselves. 

“Do your research first to make sure there is enough demand to 
make it lucrative for you to get into,” she says. “Research is easy 

on the Internet and dealer buying groups, if you’re a member, can 
be a great source of information and advice.

“Also, educate your staff. Make sure you have a multi-channel 
marketing strategy that you monitor and adjust as conditions 
change.”

As these dealers indicate, the range of options available to 
dealers looking to broaden their product mix is broad today 
and promises to get even broader going forward. But as they 
also make clear, success is not a given and the basics of B2B 
marketing—a solid business plan, reliable business partners, a 
well-trained, professional sales force and superior customer ser-
vice—are important regardless of category. 

The good news, of course, is that those are all areas where most 
of today’s successful independents already have a proven track 
record and with the right kind of research and preparation and a 
well thought out implementation plan, there’s plenty of evidence 
to suggest they can add to it still further in other growth-oriented 
categories.

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

Join our conversation on Facebook and LinkedIn for more information.

http://www.facebook.com/pages/OPWIL/377890001787?ref=ts
http://www.linkedin.com/groups?gid=3210649&mostPopular=&trk=tyah


http://www.purelifeoffi
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When the curtain rises on S.P. Richards’ 2014 Advantage 
Business Conference in Nashville later this month, it will mark the 
16th time the wholesaler has brought together its prime dealer 
customers and supplier partners for a multi-day event filled with 
education, networking opportunities and a trade show featuring 
the latest and greatest new products our industry has to offer.

This year’s event, though, has a slightly different flavor. SPR 
has taken as its conference theme this year just two words—
Right Now—and, explains senior vice president of marketing 
Jim O’Brien, those two words are intended to send a message 
about the need for a new sense of urgency throughout the dealer 
community in the face of some major new industry trends and 
developments with game-changing potential.

“Dealers today are confronting critical questions on multiple 
fronts,” O’Brien points out. “For example, how will the Office 
Depot-OfficeMax merger impact my business and am I prepared 
to take advantage of any opportunities it might offer? Are we 
doing all we can to position ourselves as a genuine one-stop  

 
 
 
 
 
resource for our customers? Do we have a strong enough online  
presence—both in terms of social media and e-commerce? Do 
we truly understand the key growth and profit drivers for our 
business?

“These are all mission-critical questions for just about every 
dealer and Right Now is when we need to find answers to them,” 
he urges. “Now is the time for dealers to take a cold, hard look 
at their businesses to identify the assets and processes that 
truly are their competitive differentiators and determine the areas 
they need to strengthen or add to ensure continued grow and 
profitability.”

On the following pages, we look at what will be on offer at this 
year’s ABC to help dealers do just that.

S.P. Richards Brings 
New Sense of Urgency 
to This Year’s ABC
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ABC 2014 Agenda

Wednesday, June 11
Dealer Arrivals

5:00-10:00 pm .............................................. Children’s Lounge

7:00-9:30 pm .................................................Delta Island Party

Thursday, June 12
7:00 am-4:30 pm .......................................... Children’s Lounge

7:30-8:00 am ..............................................................Breakfast

8:15-9:55 am ...................................................General Session 
with Keynote Speaker Seth Godin

10:00 am-4:15 pm ............................Expo and NAOPA Awards

11:00 am-1:30 pm ........................................................... Lunch

5:30-7:00 pm .............................................Family Buffet Dinner

6:45-7:30 pm ...................Shuttles (or Walk) to Grand Ole Opry

7:45-9:30 pm ...........................Family Night at Grand Ole Opry

Friday, June 13
6:30 am-5:30 pm .......................................... Children’s Lounge
6:45-7:45 am ..............................................................Breakfast
8:00-9:15 am ...................................................General Session 

with Keynote Speaker Peter Sheahan
9:30-10:45 am ................................................ Dealer Session 1
9:30 am-4:00 pm ...............Your Business Source Dealer Track
10:45-11:00 am ............................................................... Break
11:00 am-12:15 pm ........................................ Dealer Session 2
12:15-1:15 pm ................................................................. Lunch
1:15-2:30 pm .................................................. Dealer Session 3
2:30-2:45 pm ....................................................................Break
2:45-4:00 pm .................................................. Dealer Session 4
4:15-5:15 pm ......................... S.P. Richards Town Hall Meeting
6:00-10:30 pm .............................................. Children’s Lounge
6:30-7:15 pm .............................................................. Cocktails
7:15-8:30 pm .......................................................... Gala Dinner
8:30-10:00 pm ............... Gala Entertainment with Marc Savard

Saturday, June 14
8:00-10:00 am ..............Transforming Your Dealership Seminar
Departures

Optional Tours of Nashville on Your Own

ECi, Acsellerate, Profitability Manager and the ECi Red Box logo are trademarks or registered trademarks of eCommerce Industries, Inc.  All rights reserved.

571-266-6420 acsellerate.netsales@acsellerate.net
www.ec i so l u t i ons . com

NEW! Profitability Manager
Save Time and Increase Margin
The days of spending hours analyzing usage and painstakingly cross-referencing substitute items are over! The NEW Profitability  
Manager will automate your analysis, pulling real time cost and customer price plans from your ERP system. It will even send desired 
substitute products to the Customer Business Review, making it easy to close the loop with accounts and immediately add margin!    

Hear what the Profitability Manager can do!
www.ecisolutions.com/Profitability-Manager

Available NOW  
for ECi DDMS® 

and Red Cheetah®

Coming SOON  
for other ECi ERPs  

Visit Booth #101 at the SPR Show.
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mailto:sales@acsellerate.net
http://www.ecisolutions.com
http://www.ecisolutions.com/Profitability-Manager
http://www.acsellerate.net
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CONFERENCE KEYNOTES

The brands you trust
in your home...

for your business.

Consumer branded products have long been appreciated by commercial customers like 
you for their superior performance and convenient, easy-to-use formulations. You trust 
these popular brands in your home, why settle for anything less in your business?

Copyright © 2014 Sealed Air. All rights reserved -  
fantastik®, glade®, Pledge®, Scrubbing Bubbles®, Windex® and Ziploc® are trademarks 
used under authority of S.C. Johnson & Son, Inc., Racine, WI, U.S.A

Visit us in Booth #736 at the 2014 S.P. Richards 
Advantage Business Conference Expo.
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TABBIES offers:   •  No Order Minimums  •  Private Labeling  •  Drop Ship  •  
    •  Over 4,000 Stock SKU’s  •  24 Hr Online Ordering

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

GENERAL FILING
LEGAL
VETERINARY

COMING SOON....
HEALTHCARE

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

GENERALLEGALMEDICAL

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

See us
June 12

at Booth #839
S.P. Richards

ABC Conference
in Nashville, TN

DEALER MARKETING TOOLS:

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

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

Great for doctor or dentist office, hospital, labs.

NEW! (available July 2014)

Will be featured in the
2015 S.P. Richards  Catalog

simple solutions @ work®

FILING, INDEXING & LABELING PRODUCTS

Thursday, 
June 12

8:15-9:55 am

General Session: 
Seth Godin
Seth Godin is 
the author of 
17 best-selling 
books on topics 

such as the post-industrial revolution, 
the way ideas spread, marketing, 
quitting, leadership and most of all, 
changing everything. 

Before embarking on a highly successful 
career as a writer and blogger, Godin 
was vice president of direct marketing 
at Yahoo!, a job he got after selling them 
his pioneering 1990s online startup, 
Yoyodyne.

Godin focuses on the creative 
thinking necessary for a business 

to create a “purple cow”—an 
offering that stands out from the 
crowd. Using real-world examples 
from extremely successful 
companies, Godin reveals 
the benefits of using creative, 
remarkable thinking to transform 
business ideas and practices. 

He explores how ideas spread, 
why the stories companies tell 
matter, why treating customers 
with respect pays off, and 
how these and other business 
decisions determine whether your 
business becomes invisible or 
remarkable. 

His latest book, The Icarus 
Deception, argues that we’ve 
been brainwashed by industrial 
propaganda, and pushes us to 
stand out, not to fit in.

Friday,  
June 13

8:00-9:15 am

General Session: 
Peter 
Sheahan
Peter Sheahan 
is known 
internationally 

for inspiring innovative business 
thinking and creating lasting behavior 
change. 

He is a highly successful entrepreneur 
with an international thought leadership 
practice and is the CEO of ChangeLabs, 
a global consultancy firm. 

With operations in three countries, 
Sheahan knows first-hand the pressures 
of growing and leading a business in the 
rapidly changing world.

http://www.tabbies.com
http://www.diversey.com/


Hypnotist Marc Savard to Headline Gala Dinner Entertainment

Hypnotist Marc Savard  
will highlight this year’s  
Gala Dinner on Saturday, June 14. 

Marc has been hypnotizing and entertaining audiences 
around the globe for 14 years. Marc mastered the art of 
mesmerizing people at 19. By 21 Marc was appearing 
in over 200 stage shows internationally. At 23, he was 
fighting for his life after being hit head on by a drunk 

driver and left with a broken back and fractured skull.

Remarkably, Marc turned his hypnotism skills on himself, controlling his pain with mind 
power instead of medication and making a rapid and complete recovery that put him 
back on stage and performing in less than six months.

Marc has appeared on major TV networks and was featured at the World of Comedy 
International Film Festival. He is also known for using his skills to help athletes achieve 
their goals, including two Olympic medalists.

ABC continued from page 44

LAY FLAT 
POWER EXTENSION 
& CORD COVER

• Power extension & 
 cord cover in one
• Reduces clutter and helps 
 maintain a safe workspace
• Heavy 16 gauge cord 
• UL listed

(800) 323-6084
c-line.com

YOU NEED
WE HAVE
 organization tools 

CLI-79051, 5 ft
CLI-79101, 10 ft

Visit us at 
Booth #647

at the SPR ABC

JUNE 2014 INDEPENDENT DEALER PAGE 45

CONTINUED on page 46 >>

The author of six books, including 
the international bestsellers Fl!p: 
How to Turn Everything You Know 
on Its Head-and Succeed Beyond 
Your Wildest Imaginings  and 
Generation Y, Sheahan focuses on 
teaching leaders and companies 
how to flip their thinking, make 
money in the cracks and find 
opportunity where others cannot. 

Sheahan’s insights into business 
trends and the changing needs of 
customers and staff have made him 
a regular presenter on Fox Business, 
with appearances on ABC and BBC 
as well.

http://www.c-lineproducts.com/qp6226-lay-flat-power-extension-and-cord-cover.html
http://www.deflecto.com/literature-display/
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Less Effort

Stop by our Booth #835 at the S.P. Richards ABC 
Conference for a chance to win a iPad Mini

Dealer Education: What’s On Offer in Nashville
A broad ranging program of industry education is one of the 
hallmarks of the ABC Conference and this year is no exception. 
Below, we take a look at some of the seminars and workshops 
that will be on offer in Nashville.

Change and Profit

Speakers: 
Jim O’Brien and Jennifer Huckeba, S.P Richards 
Matt Gresge, Next Major LLC

Target audience: Your Business Source member owners

Changes in technology, competition, management thinking and 
channel relationships are enabling significant gains in revenue and 
profits for independent business products dealers. To harness 
the full potential of these changes, you may need to rethink 
key assumptions about what drives value in your dealership, 
review how current technology enables dramatic new operating 
efficiencies, and reassess many aspects of your business.

This session will offer a detailed overview of the seismic changes 
sweeping the industry and specific examples of the profit 
improvement opportunities afforded by these changes.

Competitor or Collaborator?

Speakers:  
Matt Gresge, Next Major LLC 
Prof. Keith Murnighan, Northwestern University

Target audience: Your Business Source member owners

 Matthew Gresge J. Keith Murnighan

Professor Keith Murnighan, the Harold H. Hines Jr. Professor 
of Risk Management at the Kellogg School of Management 
at Northwestern University, will lead a discussion designed 
to challenge your thinking on the concepts of competition, 
competitors, friends, foes and the role of trust.

http://www.leeproducts.com/
http://www.maxusacorp.com/product_detail.html?productcode=HD92323


Print labels from anywhere, 
anytime at 200 labels per minute.
The Leitz Icon Smart Labeling System adapts to your 
increasingly mobile life. Intelligent Cartridges are more 
versatile allowing you to print more label types at higher 
speeds from the same cartridge.

By combining great hardware with beautifully designed 
apps for your PC and Mobile Devices, Leitz Icon is the 
labeling solution for how you work today.

www.leitz.com/icon 

Introducing

http://www.leitz.com/icon
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*For complete details visit: www.deflecto.com/duomat  |  ©2014 Deflecto LLC

See it in action

One mat designed to protect both carpet and hard
floor surfaces

Exclusive SuperGrip® coating — prevents mat from moving

Third party lab tested surface-safe on common surfaces*

Durable protection and performance

Limited Lifetime Warranty

Cha i rmats

STAY PUT ALL SURFACE FLOOR PROTECTION

PRODUCT CERTIFIED
FOR LOW CHEMICAL 
EMISSIONS:
UL.COM/GG
UL 2818
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ALL BIG
BRANDS

ONE
STOP
SHOP

CANDY &
SNACKS

The break room segment in office supply is one of the fastest 
growing categories in the industry and Vistar knows just 
what you need for success. 

Vistar is one of the largest candy, snack and beverage      
distributors in the country AND we have been supplying top 
selling name brand products for over 40 years. We’ve got 
the experience and products to help you grow your break 
room business.  Visit us at VISTAR.COM to learn more.
 

Visit
 us at

 

booth #96

NATIONAL
DISTRIBUTION

HOT &
COLD

BEVERAGES

You Try It! Audience Participation Game
Speaker:  
Prof. Keith Murnighan, Northwestern University

Target audience: Your Business Source member owners

By leading the group through a series of audience participation 
games, Prof.  Murnighan will bring to life the theories and 
concepts he introduced earlier in the day. These games will 
illustrate the impact of competition and the role of trust in all 
areas of your business.

How to Profit from Change
Speakers:  
Matt Gresge, Next Major LLC 
Jim O’Brien, S.P. Richards 
Prof. Keith Murnighan, Northwestern University

Target audience: Your Business Source member owners

The final session will tie each element of the program together by 
concluding Professor Murnighan’s lessons and demonstrating 
the specific applications of the new profit improvement tools and 
processes available to all dealers.

S.P. Richards Town Hall Meeting
Speakers: 
S.P. Richards Senior Executive Team

Target audience: owners

Join S.P. Richards Company’s senior level executive team for an 
informational Town Hall Meeting. Executives will cover a variety 
of topical and timely industry issues and take questions from the 
audience. Seating is limited to ensure interaction and is available 
on a first-come, first-served basis.

[Optional Saturday Session]

Transforming Your Dealership
Speakers:  
Jim O’Brien, S.P. Richards 
Matt Gresge, Next Major LLC

Target audience: owners

Mid-size dealers interested in taking their dealerships to the next 
level of profitability and growth won’t want to miss this in-depth 
look at the latest in dealer services models. During this session, 
Gresge will share his business strategy and take questions from 
the audience.

http://www.deflecto.com/duomat
http://vistar.com
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Stop by BOOTH 426 at the  
S.P. Richards ABC show for a chance to win a trip to the  

HON Washington D.C. Resource Center for training along with  
an extended stay in Washington D.C.

Accelerate Your Speed of Business.
ACCELERATE™

A simplified, streamlined workstation 
system from HON—one of America’s 
leaders in workplace systems.

For more information, visit hon.com/accelerate
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Utilizing the Telephone to  
Maximize Your Time and Success

Speaker:  
Marisa Pensa 
Methods in Motion

Target audience: sales representatives, 
sales managers

No matter what your position, in today’s 
market, you MUST be great at telephone 
sales. Join Marisa Pensa as she shares 
ways you can be more productive and 
more effective by utilizing the phone as a 

strategic element in your sales process. Content includes:
•  Determining when the phone is more productive than a face-

to-face visit
•  Dispelling myths about and conquering fear of the telephone
•  Ten ways to increase your productivity by picking up the phone
•  Reasons for developing a consistent calling routine
•  Using a step-by-step telephone and email follow up plan to 

expedite your sales process

The Pumpkin Plan
Speaker:  
Mike Michalowicz 
Provendus Group

Target audience: owners, managers

The Pumpkin Plan is a simple strategy 
for growing a remarkable business 
in any field. There is a big lesson 
to be learned from farmers. Not the 
everyday guys, but those county fair 
geeks who grow one-ton pumpkins. 

They hold the secret to explosive growth, and Mike will show you 
how this applies directly to your business. It’s your turn to grow 
an award-winning, explosive company! You will walk away with 
a specific, actionable strategy to break your business out of a 
plateau and into rapid growth. Learn organizational strategies, 
marketing strategies, conversion strategies and management 
strategies—all revolving around re-igniting growth.

http://www.hon.com/Products/Workstations/Accelerate.aspx
http://auroragb.com/


ABC continued from page 49

JUNE 2014 INDEPENDENT DEALER PAGE 50

Stop Pitching, Start Solving: Helping Customers 
Discover What They Really Want

Speaker:  
Tim Wackel 
The Wackel Group

Target audience: sales 
representatives, sales managers

To be successful in sales, you need 
to ask questions... lots of questions. 
Customers don’t want you to parade 
meaningless information before 
them. They want you to recommend 

solutions built on a solid understanding of their situations. It’s 
difficult to grow your business if you’re just pitching features. It’s 
easier if you’re asking great questions. Questions that no one 
else is asking... questions that get the customer to pause and 
say, “Wow—that’s a really good question.” 

MemoryPower for Professionals—Part 1 of 2
Speaker:  
Memory expert Scott Bornstein

Target audience: all

The secret weapon and core com-
petency of all successful business 
owners and sales professionals is 
a powerful and accurate memory. 
Whether it is names of customers, 
recalling data and details, delivering 
presentations or inspiring new hires, 

your ability to effectively deliver for the customer depends on 
your greatest trainable asset...your memory power. This deep-
dive into memory expertise will give you remarkable recall sys-
tems and unfailing confidence to remember what you must not 
forget.

MemoryPower for Professionals—Part 2 of 2
Speaker:  
Memory expert Scott Bornstein

Target audience: all who have attended MemoryPower for 
Professionals—Part 1 and want more tips

This presentation further develops the skills Scott introduced in the 
first session. Learn practical tips and strategies for systematically 
handling the barrage of information that challenges you daily and 
walk away with newfound confidence in your brain’s ability to 
rapidly recall new information on demand. 

Ideas @ Work
Facilitated by communications 
expert Nancy Stern

Target audience: all

Some of the best ideas in the 
industry come from people like 
you. Come hear your peers share 
ideas that are working for them to 
increase sales, improve profitability 
and strengthen their presence in 
their local communities. You’ll also 

hear how employee engagement helps you attract and keep 
customers, how the office products industry is embracing new 
markets and other innovative initiatives. You’re sure to walk away 
with at least one new idea!

Being Financially Savvy at Home and in Business
Speaker: Luna Jaffe, CFP, MA, 
Lunaria Financial Ltd.

Target audience: all

Join Luna Jaffe, Certified Financial 
Planner and CEO of Lunaria Financial, 
to discover financial planning tools 
that can help you gain control over 
how money flows in and out of your 
life. Have you ever wondered how to 
prioritize your finances? Want to learn 

strategies for paying off debt? Luna will help you understand how 
to have a healthy relationship with money so that your values and 
goals align, while also avoiding the five deadly money traps.

North American Office Products Awards
This year’s ABC will once again host the North American Office 
Products Awards (NAOPA) in conjunction with OPI magazine.

Once again, attendees will have the opportunity to vote on the 
coveted “Peoples’ Choice” Award, which will be presented at 
the Gala Dinner on Saturday before the evening’s entertainment. 
Dealer Awards for Industry Achievement and Professional of the 
Year will also be presented at the Gala Dinner.

The Industry Achievement award will recognize someone who 
has made an outstanding contribution to the advancement of the 
office products industry while Professional of the Year honors will 
go to an outstanding executive who has the potential to influence 
the future of the independent dealer channel.

New product awards will be presented in the following categories 
during the Expo: Core Office Supplies, Furniture, Technology, 
Cleaning & Breakroom and Product Innovation of the Year.

CONTINUED on page 52



IT’S TIME FOR A NEW BEAT!
With all of the changes occurring in the office products industry, more of the same is not a 
tune we sing to at Independent Stationers. 

Independent Stationers, the most progressive member-owned dealer group, knows the
importance of change and has experienced it first-hand in the last several years: 

We ramped up our National Accounts program and secured not only the U.S. 
Communities Office Supply contract, but the School Supply contract as well.  We also 
continue to grow both in the healthcare and private sector arenas. 

  National Accounts sales are up 4%.

We continue to attract new members with our group held FSSI Federal Sales contract.
  Federal Sales are up 21%.

Our successful RDC program and other Direct Buy partnerships continue to add value 
with efficiencies and lower cost of goods.

  RDC and Direct Buy sales are up 5%.
  Furniture sales are up 30%.

New membership is up 5%.

We recently launched our Clean Sweep Distribution program, a new innovative way for 
dealers to source Jan-San products, adding new vendors and margin opportunities.

Hear from Louisiana Office Supply about the benefits of being an Independent 
Stationers member:  

Independent Stationers has brought many benefits to our dealership.  The National 
Accounts Program has been a great addition for Louisiana Office Supply.  We average 
$100,000 a month in business and this is without adding a delivery driver as we were 
driving past those accounts every day. We also stock many sku’s and the RDC program 
saves us over $1,000 a week in our cost of goods. – Sidney Genius, Louisiana Office Supply

Visit Booth #748 at the S.P. Richards Advantage Business Conference on June 11-14 and 
learn how we can offer you programs and services like no other in the industry! 
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Exhibitor List (as of May 23, 2014)
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Exhibitor Booth #
3M .........................................656
A Gifts for Teaching -  
Kid’s in Need Foundation .......254
A T Cross Company ................751
Abco ......................................126
AbilityOne ..............................112
ACCO Brands .........................762
Acme United Corporation .......845
Advantus Corporation ............357
Akro-Mils ...............................819
Alba .......................................334
AMAX ....................................639
American Tombow .................735
Amplivox ................................228
Artistic Softalk Nudell.............239
Aurora Products .....................847
Avanti Products ......................709
Avery Dennison-Gris/ 
Monarch Products & Services .867
Avery Products Corp ..............644
Balt/Best-Rite ........................352
Baumgartens .........................635
Beaumont Products,Inc. .........810
Bic Corporation ......................645
Bigelow Tea ...........................706
Bi-Silque Visual Comm. 
Products ................................145
BiSilque/Mastervision ............134
Blazer Brusa Sales .................633
Board Dudes (Mega Brands) ..340
Brecknell ...............................823
Bright Air ...............................817
Brother International Corp. .....418
Buddy Products .....................348
Bush ......................................131
Bush Industries ......................234
Business Mangament Itnl .......233
Business Source ....................853
Canon USA ............................406
Chartpak/Maco ......................750
Chicago Lighthouse ...............655
City of Hope ...........................245
C-Line Products, Inc. ..............647
Clorox ....................................710
Clover Technologies ...............313
Coffee Pro ..............................800
Colgate-Palmolive ..................611
Compatico/Lorell....................162
Compucessory-Integra- 
Sparco-NatureSaver ..............860
Continental Mfg Co ................601
Cosco ....................................651
Crayola, Llc ............................836
Deflecto .................................356
Dial Corporation .....................713
Diverse ID ..............................731
Diversey ................................736
Dixon Ticonderoga Co.    ........854
DMI Furniture  ........................256
Domtar ..................................318

Exhibitor Booth #
Durable Office Prod. Corp. ......830
ECI .........................................200
Eco-Products, Inc. ..................715
Education  .............................844
Elite Image ............................315
Elmer’s Products, Inc  ............727
Energizer ...............................507
ES Robbins ............................336
Esselte Corporation ................519
Eurotech Seating ...................154
Evolution Software .................226
Falcon Safety Products ..........124
Fellowes, Inc ..........................632
FireKing Security Grp .....135, 350
Fiskars Brands, Inc. ................737
Floortex .................................240
Fortune Web Marketing ..........244
Genuine Joe ..........................716
Georgia Pacific/Dixie  
Food Service ..........................600
Ghent Manufacturing .....148, 236
GoJo Industries, Inc................721
GOPD, LLC .............................241
Green Mountain  
Coffee Roasters .......................98
Henkel ...................................865
Hewlett-Packard ....................400
Hirsh ......................................137
HON .......................................426
Horizon ..................................532
HPFI .......................................130
HSM of America .....................300
Iceberg Enterprises ................139
Iceberg Enterprises ................432
IC-Intracom ...........................117
Imation  .................................214
Impact Products, LLC .............712
Imprint Plus ...........................733
Independent Stationers ..........748
Innovative Business Assoc. ....133
International Paper.................650
Iris USA ..................................249
ITW Professional Brands ........803
Johnson & Johnson ...............808
Jump Technologies Inc. ..........115
Kantek, Inc. ............................210
Kaz Usa, Inc. ..........................802
Kellogg’s/Keebler ...................703
KFI Seating ............................156
Kimberly-Clark Professional ...618
Kokuyo ..................................851
Lathem , Inc. ..........................218
Lee Products .........................837
Lesro .....................................138
Lexmark ................................306
Lion Office Products, Inc. .......829
Logicblock, Inc   .....................307
Logitech ................................314
Lorell .....................................460
Lorell Diamond Showroom .....560

Exhibitor Booth #
Magna Visual, Inc. ..................243
Marcal Manufacturing ............608
Martin Furniture .....................142
Martin Yale .............................859
Master Caster/Master 
Manufacturing .......................237
Master Lock Company ...........816
Max Usa Corp ........................835
Maxell of America ..................215
Mayline Group .......................250
MBA-MBS ..............................657
Medline .................................717
microMICR Corporation  .........111
Millennium Mat Company ......612
Miller’s Creek .........................818
MMF Industries ......................744
MyAnalyst Pro ........................550
NAOPA ...................................556
Neenah Papers ......................826
Nestle Professional ................707
Nestle Waters North America .607
Newell Rubbermaid ...............726
Nine to Five............................140
NOPA & OFDA ........................118
Norstar Office  
Products/Boss Office Prod. .....160
Numi Organic Tea ..................701
Office Partners .......................342
Office Products LLC ...............230
Office Snax ............................807
Office Star Products ...............127
Officemate Itnl Corp. ..............841
OnPoint ..................................614
OPWIL....................................232
Pacon Corporation .................739
Papa Nicholas ........................813
Paris Business .......................754
Pentel of America ...................456
Pilot Pen Corp. of America ......637
Pinnacle Frames & Accents  ...332
Plantronics, Inc. .....................212
PM Company LLC ..................758
Proctor & Gamble ..................820
Pyramid Time Systems ..........113
Quality Park ...........................444
R3 Safety ...............................708
Reckitt Benckiser ...................603
Rediform, Inc. ........................756
Right Angle Products ..............158
Roaring Spring Paper Prod. ....843
Rochester Midland Corp .........704
Royal Consumer Products ......850
Royal Sovereign .....................831
Safco .............................141, 438
SalesTactix ............................346
Samsill ..................................653
Samsonite .............................338
Sandusky Lee Corporation .....152
Sanitaire By Electrolux ...........606
Saunders Manufacturing Co. ..834

Exhibitor Booth #
Sealed Air Corporation ...........738
Sentry Safe ............................238
Seventh Generation ...............811
Sharp Electronics ...................220
Shop-Vac Corp .......................812
ShurTech ...............................752
Skilcraft Toner   
(TRI Industries NFP) ...............116
Smead Manufacturing............450
Smuckers ..............................700
Solo    ....................................734
Solo Cup Co. ..........................806
Soporcel North America .........412
Special T ................................132
SPR Marketing .......................532
Spracht ..................................119
SSI.........................................251
Staedtler Mars Ltd. ................861
Starbucks Coffee Company ....605
Stout......................................805
Strickland Paper ....................863
Stride Inc ...............................746
Sugar Foods Corp ..................702
T Street Software  
and Consulting .......................832
Tabbies ..................................839
Tarifold ..................................649
Tatco .....................................815
Tennsco .................................344
TFP Data Systems..................833
Thalerus Group ......................216
The Chenille Kraft Company ...838
The Highlands Group .............711
The Turbon Group ..................213
Time Mist / Zep Professional ..719
TOPS Products .......................638
Trend Industries .....................840
TriMega Purchasing ...............821
Unger Enterprises, Inc. ...........609
Unimed Midwest, INC. ............809
United Chair ...........................151
US Stamp & Sign/ 
Identity Group ........................247
Velcro USA Inc .......................857
Verbatim Americas, LLC .........312
Victor Technology ...................121
Virco, Inc. ...............................128
Vistar .......................................96
Webster Industries .................613
Werner Company ...................814
Wizard Wall ............................246
Xerox .....................................102
Xstamper ...............................849
Zebra Pen Corporation ...........827
Zoll Medical ...........................732



Getting High 
on Office Products!
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Just about every time I get on a plane to 
travel to work with anyone outside my 
home state of Colorado questions come 
up about the effect of our new drug laws 
on business, etc. 

Despite the title of this month’s column, I 
should make it clear that I am not a pro-
ponent of or even a contributor to Colo-
rado’s newest tax revenue stream. My 
mind is clear, but I actually believe that if 
the term “office products” is used in its 
broadest sense, progressive dealers have 
an almost unparalleled opportunity today 
to take their business to new heights and 
make larger profits. 

And I maintain that belief even after hear-
ing the same complaints over and over 
about how soft the market is and how 
customers are buying less and less paper 
and toner.

I also hear far too often that “The Big Guys” 
are just too tough for us. Really? Staples 
and Depot are both shrinking at the pres-
ent time; Amazon is growing, but it has not 
made any money and wants all customers 
to accept “free” two-day delivery. 

Cost cutting is rampant among many 
of our competitors, which will make our 
higher touch business model more attrac-
tive to many if not most prospects. 

The following is a quote from Office De-
pot’s second quarter earnings report. 
Read it carefully, because the message it 
provides is profound: 

“The increase in first quarter 2014 division 
operating income compared to combined 
pro forma first quarter 2013 was driven by 
lower selling, general, and administrative 
expenses including sales force and ad-
vertising, which was partially offset by a 
decrease in the gross margin rate.”

Please notice the words “lower selling, 
general and administrative expenses, 
including sales force.” Office Depot/Of-
fice Max is still shrinking, making little or 
no profit after special items, closing 400 
stores, and cutting their sales force. How-
ever, because they are losing less money 
their management team is upbeat and Wall 
Street is temporarily satisfied with them. 

At the same time in my consulting role with 
AOPD I have watched and sometimes as-
sisted in huge wins for our members. 

It also seems that at least once per week 
dealer friends call me to describe huge 
wins against Staples, Depot or less pro-
gressive independent dealers and price 
has generally not been the only compo-
nent that determined the winner. And 
those wins are not always in the pen and 
paper category! I never saw that in the 
“good old days.”

Our wholesalers and direct vendors are 
expanding their offerings so that the 
words “office products” now include jan-
itorial, breakroom, and even food items. 

Later this month, S.P. Richards will be 
hosting their annual Advantage Business 

Conference and you can bet that there will 
be lots more to learn and more types of 
products that they can help you sell.

And later this year buying groups and 
United Stationers will also bring dealers 
together to offer their own expanded per-
spectives on possibilities in the 2014 ver-
sion of the “Office Products World.” 

The bottom line: There is so much to be 
optimistic about today if you only take 
time to become acquainted with the 
changing scope of our offering.

So, please do yourself and me a favor. 
Next time you are feeling down about sales 
or the overall state of the market, don’t just 
sit and whine. Do something about it. 

Invite your vendors or wholesale part-
ners to dinner and even buy it for them. 
(Sorry, that is too radical!) Get educated 
about what they are excited about and let 
their passion infect your company. Make 
a commitment to the great new days, be-
cause they are here! 

It truly is a fabulous time to be an office 
products dealer and that’s a much bet-
ter reason to feel high than anything that 
might be on offer back in my home state!

Tom Buxton, founder and CEO of the InterBizGroup 
consulting organization, works with independent office 
products dealers to help increase sales and profitability. 
For more information, visit www.interbizgroup.com.

http://www.interbizgroup.com
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In 2010 when we were fighting the second severe industry 

recession within a decade, I wrote an article in INDEPENDENT 

DEALER on the importance of succession planning. 

Many dealers back then acknowledged the need to develop a 

succession plan, but argued their immediate focus had to be 

on generating sales revenue. 

Since that time, industry conditions have stabilized somewhat 

and even though the industry is still not without its challenges, 

the dealer community in general is stronger today than it was. 

Yet succession planning appears to remain a low priority 

among owners and dealer principals and the focus continues 

to be on generating revenue for the coming months. That’s 

not only true of dealers, but of small business in general. 

Approximately 75% of small business owners have no defined 

succession plan. With independent office products dealers, I 

believe that figure may be even higher.  

Even among those who purport to be developing their 

succession plan, I see very few examples which I could label 

as “actionable.” I know several who have been agonizing over 

this process for ten or more years and many more continue to 

wrestle with the key question: Should I stick it out or should I 

acquire, be acquired, merge, transfer ownership—and when?

Wake-up call

For dealer owners and principals, planning your business 

perpetuation−whether you keep or sell your business−is as 

important to you and your dealership as any of the other 

compelling issues consuming your time.

Timing is critical. Too many plans are developed in a crisis 

when immediate action must be taken. Developing a well 

thought out succession plan typically requires a period of 12 to 

18 months. Your options become limited the longer you delay. 

The horror stories are all too many. 

For example:

n  The principal dies. It is my guesstimate that the average 

age of a dealer principal is around 60. With no plan in place, 

a company’s value plummets, sometimes by as much as 

25-50%. This loss is primarily due to a lack of confidence 

in the future of the business on the part of employees, 

CONTINUED on page 55 >>
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suppliers, creditors, and customers. In a family business, 

this is invariably compounded with the family members 

arguing, manipulating and attempting actions that tear the 

company apart and destroy those very things that you, the 

owner, worked so hard to build over the years. Even if family 

members are not involved in the business, toxic politics 

within the company can become extreme. Key players within 

the organization often leave, further driving down value.

n  The principal or owner develops a life-threatening illness. As 

his or her days wane, plans are hurriedly made, prior verbal 

understandings—and all too often misunderstandings—

are discussed, agreements attempted, but to no real 

satisfaction.

n  Owners bicker in the absence of any formal buy/sell 

agreements in place. This can create significant discomfort 

among others within the company and destroy its very 

culture. If a partner dies, the surviving spouse may enter the 

fray. These situations can often force a sale that was not an 

intention.

n  Key people within a dealership—the best people—become 

disenchanted with no plan in place, and they leave the 

organization. Fortunately, in a few situations, key people 

have forced the owners into creating a viable succession 

plan.

n  A plan has been devised, but has not been reviewed for 

several years and conditions have changed. 

The list can go on and on. Without a plan in place that 

addresses critical elements such as management continuity, 

timelines, etc., the wealth of owners and family members can 

suffer, and succession or marketability of the company come 

into question. Death or debilitating illnesses can happen to 

anyone, but these horror story outcomes can be prevented. 

Why do you keep postponing?

Instead of revisiting the components of a succession plan, I’d 

like to share some thoughts on why your organization probably 

does not have an actionable plan and to pose some tough 

questions:

Change, letting go, and moving on is not easy. It is as much a 

psychological process as a physical one and it won’t happen 

until you have worked through the emotional aspects of the 

transition.

Thinking about that day when you may no longer be as 

active in the company may be what’s holding you back from 

developing an achievable plan. With so many with whom I’ve 

worked, I see it as the classic approach/avoidance syndrome: 

“I know it’s the right thing to do, I need to do it, but...”

It’s not an easy process and for many, it’s outside their comfort 

zone. Most dealer principals and owners have come up 

through sales—it’s a familiar area and one of where they’ve 

enjoyed success. Unfortunately, the skills and experience 

needed to craft an effective succession plan are entirely 

different. In essence, an effective plan should provide answers 

to four tough questions: 

•  What do you really want to do, deep down inside?

•  What is good for you? 

•  What is good for your business? 

•  Can you let go?

To arrive at the answers, I feel it’s beneficial to have outside 

advisors. You obviously need professional advisors—there are 

issues of financial planning, cash flow, estate planning, family 

inheritance, taxation, company valuation, and so on. 

In addition to professional advisors, I would add one or two 

who have been through the process, for example a YPO (Young 

Presidents Organization) alumnus, or someone very close and 

trustworthy, but without a vested interest in your business. 

It begins and ends with you

It’s truly a question of responsibility and accountability. And 

that rests with you, as owner. 

It means addressing your options. Do you want to keep, buy, 

sell or merge the business? It means getting an assessment 

of your company’s value, writing a plan with timelines and 

reviewing that plan annually. And remember, it’s not what you 

say; it’s what you do.

Bottom line: Can you develop an actionable succession plan 

to which you are committed and for which you hold yourself 

accountable? It’s your call.

Bill Kuhn, principal of William E. Kuhn & Associates, is a noted industry consultant who 
has been writing about the office products and office furniture industries for over 35 
years. Contact Bill by phone: 303-322-8233, or e-mail: BillKuhn1@cs.com.
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Create a 
Motivated 

Sales Team
By Krista Moore
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When I talk with business owners and sales 
leaders, how to motivate their employees 
always seems to be a hot topic. 

Many dealers are seeing complacency 
setting in. Their more tenured reps are 
seemingly happy with their current 
salaries and standards of living and don’t 
feel any incentive to work any harder than 
they need to sustain that. 

Others see their reps more frustrated than 
ever with the competitive environment 
and having difficulty adjusting to the 
changes that need to be made in their 
sales approach and process. 

So the question remains, “How can we 
create a motivated sales team?” 

Let’s not forget that everyone is motivated 
in different ways, and you can’t make 
people be motivated. I believe, as I’m sure 
many of you do, that motivation comes 
from within. 

When trying to motivate others, consider 
what you can do to influence and affect 
a person’s actions, rather than simply 
asking, “How do I motivate them?” 

Wouldn’t it be great if every sales rep who 
works for you was only motivated by mon-
ey? They would then feel their own incen-
tive to make the most of each sales day, 

open up new accounts, go for larger deals, 
manage their margins without being asked 
and focus on growing their territory year 
over year, regardless of the economy… 
just so they can make more money. Unfor-
tunately, it doesn’t work that way. 

Motivation is the set of attitudes that 
direct behavior. It is the “what,” “why” and 
“how” behind the reasons for our actions. 

First and foremost we need to understand 
why our employees do what they do. 
What is driving their behavior? And how 
can you lead and coach them so they are 
motivated and generate the results you 
are looking for?

If motivation comes from within, then as 
an employer or manager, your influence 
can make a difference on the actions of 
others in a motivating or a demotivating 
way. What can you do? How can you 
change their attitude? Can you motivate 
and manage your team to higher 
achievements?

Understand that motivation occurs 
when basic needs are being met
Research shows the more employee 
needs a company can meet, the more 
motivated their workforce. Basic needs 

include security, self-esteem and 
belonging. The way you address this 
might be as simple as creating a team 
atmosphere and making individuals 
understand the company vision and the 
important role they play in the success of 
the organization. 

Provide your team with activities that 
will empower them as well as help them 
recognize their contribution and make 
them feel more confident.

Identify any potentially 
demotivating circumstances in 
your work environment
Try to understand the factors that may be 
contributing to low levels of motivation 
and determine if they are within your 
control to change. Here are some common 
conditions that have a negative impact on 
employee motivation:

n  Low morale. Are there individuals 
in your company (including yourself) 
who may be affecting the overall 
morale of your team?

n  Lack of interest or challenges. 
Is a general lack of challenge or 
accountability contributing to 
increased complacency?

CONTINUED on page 57 >>
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n  Stress and pressure to perform. Is your current 
management style or attitude, combined with your own 
stress levels, creating undue pressure or stress that is 
demotivating rather than inspiring? 

n  Change. Do you perceive a resistance, struggle or difficulty 
adapting to change? Is this causing your employees to stall 
their efforts? 

Consider how a poor work environment or a management style 
that is threatening or one in which employees feel they are not 
treated fairly, appreciated or valued, can affect morale and team 
motivation.

Use this leadership checklist to identify what you 
could do to inspire team motivation.
Changing how we communicate, our management system and 
style can have a significant impact on how other will respond and 
react. Sometimes if we want others to change, we have to change.

n  Understand what motivates each person individually.
n  Share your vision, mission and strategy.
n  Provide regular constructive and positive feedback.
n  Conduct regular individual and team meetings for 

accountability.

n  Invest your time in their performance and development.
n  Reward and recognize individual and team achievements.
n  Have a compensation plan that incents and drives higher 

performance. 
n  Have clearly defined goals, objectives and quotas for all 

team members.
n  Have a developmental plan for each person as part of their 

growth.
n  Regularly communicate how they, the TEAM, and the 

company are doing.
n  Make the needed changes in yourself and your culture.

Remember, you can make a difference in your culture through 
the actions of your team. Sometimes a few reminders like the 
above checklist are all you need. 

Most importantly, know that any positive changes in yourself and 
your leadership can have a tremendous impact and influence on 
the motivation of others!

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

K.COACHING, INC.
ignite your potential

919-554-4505 | www.kcoaching.com

VIRTUAL SALES MANAGEMENT PROGRAM
Introducing K.Coaching’s

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

You can leverage the management capabilities of a seasoned,
OP industry veteran sales professional at your convenience,
no matter where you’re doing business.

Create sales strategies
Build a system of goals and accountability
Train, mentor, and coach individual sales reps
Conduct team meetings
Manage and monitor performance

Krista Moore,
Founder and CEO of K.Coaching, Inc.
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