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GSA Announces New Office Supplies Blanket Purchase Award Winners

A group of independents, including about 100 members of the is.group dealer co-op, can
look forward to the prospect of more federal government business following the announce-
ment by the General Services Administration (GSA) earlier this month of the award winners
under GSA’s new Blanket Purchase Agreement (BPA) for office supplies. GSA estimates
its new BPA has a potential annual spend of more than $200 million and will run for four
years if all options under the agreement are exercised.

In addition to is.group, winners included Capitol Supply, Sunrise, Florida; Sita Business
Systems, Chantilly, Virginia; Shelby Distributions, El Paso; WECsys, Brooklyn Park, Min-
nesota; Document Imaging Dimensions, Yorkville, Illinois, and Metro Office Products,
Belcamp, Maryland.

Also winning awards were Office Depot and EZ Print Supplies, Granada Hills, California,
as well as (for toner only) Cartridge Savers, Madison, Wisconsin; ASE Direct, Franklin,
Tennessee, and New York Inkjet, Baldwin, New York.

The Phillips Group, PA Dealer, Marks 
70th Anniversary at Annual Customer Appreciation Day 

It was time to blow out the candles—and there were plenty of them—in Middletown,
Pennsylvania last month, as the Phillips Group celebrated its 70th anniversary at the
dealership’s annual Customer Appreciation Day.

Over 800 people attended the event, which was held at the company's headquarters fa-
cility and featured representatives from more than 50 manufacturers, product demonstra-
tions and special offers. 

Phillips also provided guests with breakfast and lunch, smoothies, massages, health and
wellness screenings and door prizes. 

THE

WINNERS’Circle
Time to Get
Serious
About Green

There’s a horrible irony about the way this
month’s cover story on selling green
comes at a time when an environmental
disaster of historic proportions is playing
out in the Gulf of Mexico.

The BP oil spill underscores in dramatic
fashion just what’s at stake if we don’t
recognize our shared obligation to
protect our increasingly fragile natural
resources.

At first glance, perhaps, it might seem a
stretch to talk about how dealers are
trying to get customers to adopt more
environmentally responsible practices in
the context of what’s happening in the
Gulf right now. 

But each of us can make a difference and
even if it’s only in the form of a few more
cases of recycled paper, those small
differences all add up to create a larger
and more long-lasting impact.

Certainly, the dealers who are highlighted
in this month’s cover story for their green
office efforts have other motivations
beyond just a desire to nurture the
environment. But they also deserve our
thanks and our respect for providing
convincing proof that it’s still possible for
businesses to do well by doing good.

If you haven’t yet incorporated a strong
“green office” element into the value
proposition you bring to the market, take
a look what those dealers are doing and
see if there might not be something that
would work for your own business. 

Surely there’s no better time to get
started than today? There are many
lessons to draw from the BP disaster but
without question, one of the most
important ones is that when it comes to
protecting and nurturing our environment,
now’s the time to get serious. Tomorrow
may well be too late.
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Sixty Years and Counting for
Office Products & Services,
Florida Dealer

In Fort Pierce, Florida, Robert Tillman and
his team at Office Products & Services are
gearing up to celebrate 60 years of continu-
ous service to the local business community.

Robert’s dealership was founded in 1950
by his parents, Claude “Sprucy” and
Peggy Tillman. Back then the dealership
operated primarily as an office machines
company, but office supplies came into
the mix in the early 1970s, followed by of-
fice furniture.

Today, the dealership still has some office
machines, but supplies and furniture ac-
count for the lion’s share of the business. 

And how is business? Like many dealers,
Robert and his team have found things
challenging over the past year or so, but
right now, he’s seeing a “slight uptick” and
is optimistic for the rest of the year and
starting to put together plans for an open
house later this year to help celebrate the
anniversary in style.

Chuckals Office Products,
Tacoma Office Products Dealer,
Hosts 2010 Office Products Show

Some 200 of the Tacoma area’s top office
managers and purchasing agents caught
up on the latest productivity-enhancing
tools for the office last month, as Chuckals
Office Products hosted its 2010 Office
Products Show.

This year’s event had a strong golf theme,
to highlight Chuckals’ role as a key sup-
porter of the 2010 U.S. Amateur Golf
Championship. As part of the festivities at
the show, two lucky attendees won VIP
tickets to the event, which takes place in
Tacoma this August.

Also front and center at the show: a spe-
cial pink booth that featured products
whose purchases go to support Breast
Cancer Research and the City of Hope,
one of the country’s leading cancer re-
search and treatment centers.

“At Chuckals we take great pride in our

ability to search out new ways for our cus-
tomers to increase their overall office pro-
ductivity and efficiency,” commented
Chuckals president Al Lynden. “Our an-
nual Office Product Show provides an ex-
cellent opportunity to present our
industry’s latest offerings to our customers
and we were delighted with the response
this year.”

Ashland Office Supply, Kentucky
Dealer, Earns State Small
Business Honors

There were smiles all round at Ashland Of-
fice Supply in Ashland, Kentucky, as
owner/president Tom Burnette and his
team were honored by the state’s Small
Business Development Center as one of
its 2010 Pacesetter Award winners.

Only eight businesses receive the award
each year, in recognition of their entrepre-
neurial leadership, sustainable competitive
advantage and employee and sales
growth.

Ashland Office Supply surely meets all
those requirements and then some. It was
founded by Tom’s parents, Frank and
Betty Burnette in 1958 with zero sales and
just four employees.

Today, the company boasts four locations
in Kentucky and West Virginia and a total
workforce of some 80 hard-working indus-
try professionals.

And if you’ve ever doubted that family-
owned and operated businesses can still
make it in the office products space, just
spend some time with Tom, son Bradley
(who’s in sales), daughter Shannon (man-
ager of the dealership’s Office Furniture
USA franchise), or brother-in-law Hal Zim-
mer (general manager).

And if they won’t convince you, then try
and catch up with Tom’s mother Betty,
who still comes in at the grand age of 86
to help out and show some of the younger
generation a thing or two about customer
service and dedication!

“We’ve always run under a very customer-
oriented business model and that’s a big

reason for our growth over the years,” says
Tom. “We don’t see the big highs and we
don’t see the big lows, but personal serv-
ice and the ability to build strong, long-
lasting relationships with a loyal customer
base have made it possible for us to ex-
pand steadily over the years.”

Evidently, the folks at the state’s Small
Business Development Center know ex-
actly what Tom’s talking about and we’re
delighted to see them recognizing the
dealership’s many contributions to the
state and the local Ashland community. 

Hat’s off, please, for one more independ-
ent who’s out there doing good things and
showing there’s still plenty of room in the
office products world for service-oriented
small businesses with an entrepreneurial
spirit and a strong work ethic.

Supply Concepts, St. Louis
Dealer, Helps Fund Scholarship
Program for Local Community
College

For most independents, a commitment to
giving back and supporting worthy causes
is hard-wired into their DNA. Case in point:
Ken Lenz and his team at Supply Con-
cepts in St. Louis.

Ken started Supply Concepts seven years
ago after leaving Corporate Express and
almost from Day One, he’s been doing
good deeds in the community.

Each year, St. Louis Community College
awards over 2,500 degrees and certificates
to aspiring young students and every quar-
ter for the past four years, Supplies Con-
cept has made regular donations—and
these days they’re running in the $3-4,000
range—to fund the Supply Concepts, Inc.
Business Scholarship to help those stu-
dents meet their education goals.

“We put a lot of emphasis in our own mar-
keting on doing business with a locally-
owned and operated company and this is
a great way to show how keeping local
dollars in the community benefits all of us,”
Ken points out.
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is.group provides its members with a variety of benefits including:
• Leadership that collaborates with key industry partners for the betterment and success of
the independent dealer.

• Dealer-owned, -operated and -controlled cooperative.

• Low monthly membership fees.

• Manufacturer rebates paid quarterly.

• Direct buy mixed pallet program to lower cost of goods and improve operational efficiencies.

• Dealer sales-growth programs including a no-cost National Accounts Program, GSA
Contracts, BPA Programs and Mid-Market Furniture Program.

• Marketing tools that support the items members buy best and sell most.

•World-class ecommerce system is.D-Force.

• …and more!

We’ve paved the way to
YOUR SUCCESS.

is.group’s NEW RDC program through United Stationers offers a greater assortment of stocked items and quicker lead
times.We’ve added new vendors and an extensive 5,400 industry-leading item selection delivered in 2 to 3 days at the
same low costs.

We’ve paved the way to
YOUR SUCCESS.

is.group’s Collaborate 2010 annual meeting in Denver offers you many opportunities to network with other dealers and hear
more about how is.group members have driven the road to success.

To learn more about our upcoming annual event and our innovative programs and services, contact an is.group Membership
Development Manager.

TomAshburn,ashburn@isgroup.org, 317-579-1117
Bob Nimmo,nimmo@isgroup.org, 706-490-9290

www.isgroup.org

mailto:ashburn@isgroup.org
mailto:nimmo@isgroup.org
http://www.isgroup.org


It’s a message that resonates with a grow-
ing number of Supply Concepts cus-
tomers, says Ken. Business is up from last
year, he reports, and the dealership is get-
ting ready to keep the momentum going
and then some, after bringing in some
more former big box sales reps to develop
a new telemarketing program.

Southeast Office Supply, Denver
Dealer, Supports Local Rescue
Mission With Toner Recycling
Program

Last year, the Denver Rescue Mission pro-
vided close to 700,000 meals and 170,000
nights of shelter for people in need and

among the enthusiastic supporters helping
them do that and more were Lori Weimer
and her team at Southeast Office Supply.

Like many independents, Southeast does
a growing business recycling empty ton-
ers, but their approach comes with an
extra twist. When customers donate their
empties, they go towards Southeast’s
“Cartridges With a Mission” fund, and the
proceeds, plus a matching contribution
from the dealer, go to support the Denver
Rescue Mission.

The program has been in place since last
November and, says Lori, response has
been little short of fantastic.

“Our customers have a tremendous spirit
of giving and generosity and made this
program a success from Day One,” she
says.

Those dealership’s good deeds are also
being rewarded on the bottom line! Thanks
to an aggressive new business develop-
ment campaign that brought in over 200

new accounts in 2009, Lori and her team
have been posting double-digit sales
gains every month so far this year. 

“We’re finding plenty of opportunity with
former big box customers who are tired of
poor service and having to deal with a “my
way or the highway” mindset,” she re-
ports. “As a service-oriented independent,
we have the agility and flexibility to re-
spond to their specific needs and it’s really
been paying off.”

McShane’s ‘Buy Local, Give
Local’ Program Gets Two Thumbs
Up in Northwest Indiana

Also providing convincing evidence that
it’s possible to do well by doing good are
Brian McShane and his team at Mc-
Shane’s Business Products & Solutions in
Munster, Indiana.

Last fall, Brian introduced a new program
by which the dealership selects a different
local charity to support each month as a
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I.S. Connect is Image Star’s new service offering designed to

help you integrate in ways that can reduce your costs and

improve efficiency. Now you can transmit orders to Image Star.

Contact us to get your password and set us up on your system.
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way of giving back to the community.

“We’ve always been a strong supporter of local charities over the
years and we decided it was time to give the effort a little stronger
push and reach out to our customers and get them involved,” ex-
plains Brian.

So far, organizations that have benefited from the program include
local food banks and homeless shelters, the local Boys & Girls
Club and more.

“The program is fairly new and we’re still in the process of getting
word out but initial customer response has been very positive,”
Brian reports. 

It’s also providing a nice assist on the business front, with Mc-
Shane’s getting a boost in online sales in months where contri-
butions have been based on orders placed through the
dealership’s web site.

Stephen Fraga, Houston Dealer, 
Receives Local Leadership Award

There were smiles all round in Houston last month, as Stephen Fraga of Tejas
Office Products (third from the left) received a special leadership award from
a local non-profit.

Congratulations are in order for Stephen Fraga of Tejas Office
Products in Houston. Last month, Stephen was recognized by Tal-
ento Bilingue de Houston (TBH), a local non-profit organization,
which presented him with its 2010 Victory Award in recognition of
outstanding leadership, both professionally and in the community.

“Through this event, we recognize Stephen Fraga as an example
and leader, who can guide other generations to contribute,” said
Juan Esquivel, president and CEO of TBH, which serves as a
Latino Cultural Arts Center in Houston. “Stephen is committed to
improving what happens in the Hispanic community.”

“My family is very proud of our heritage and I’m honored by TBH’s
recognition,” Stephen said.

Perry Office Plus, Texas Dealer, 
Takes Their Message to the Streets

Like most independents, Harry Macey and his team at Perry Of-
fice Plus don’t have the resources to spend a whole lot on bill-
board advertising in their Central Texas market. But that’s not
stopping them from taking their “high-service, high-value and lo-
cally-owned and operated” message to the streets in a big way.

Perry has seven trucks that are out there making deliveries every
day and now, explains marketing manager Bonnie Hunt, they’re
delivering a whole lot more than customer orders. 

“A truck is a moving billboard for us,” she says. “Each one has a
different slogan that highlights an element of our value proposi-
tion, with graphics that stand out and are easily identified on the
road.”

To generate maximum exposure, Perry’s even rotates its trucks
among their different routes so customers and prospects get to
see different messages.

And to add a little more fun and give those moving billboards even
more visibility, the dealership is currently running a “Spot, Snap
& Win!” contest on its Facebook page. 

All you have to do: Spot a "Little Red Perry Truck" around town,
snap a photo and post it to their page to be entered in a special
prize drawing.

GOT NEWS?
EMAIL SIMON!
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“The new system has become a great asset. Because 
of the e-commerce site we are able to easily attract 
new customers and we have been able to increase the 
volume of orders as well as the number of lines on each 
order from our customers. The warehouse has improved 
due to the new picking and manifest systems which has 
resulted in a reduction in warehouse staff. Finally, our 
cash fl ow improved because of how easily and effi ciently 

we can invoice our customers”.

Vic Diaso - President

World Class Business Products

“Since converting to BMI OP Revelation, we never 
hear the main customer objection that our website is 
substandard. That objection has gone away and we 
can pursue new customers with confi dence about our 
e-commerce capabilities. BMI OP Revelation delivers 
accurate and highly relevant search results with 

extraordinary product presentation and content.”

Bernie Garvey - President

Garvey’s Offi ce Products

“On October 1st, 2008 we went live with BMI OP 
Revelation e-commerce storefront and back end 
software. I truly feel we had a great conversion. BMI was 
very accommodating in addressing issues with the web 
and making it user friendly. The difference between our 
prior software vendor and BMI is that they care about 
your issues and problems and want to fi x them. This is 
really a state of the art system & every day I learn more 

things that make me happy that we chose this product”. 

Norma Anthony - COO

BF Molz

 
BEAT THE POWER CHANNEL

14 Penn Plaza, Suite 1105 New York, NY 10122

www.bmiusa.com

CALL NOW! 888.580.8382

BEAT THE POWER CHANNEL

SOFTWARE FOR 
The Independent Offi ce Product Dealer
OP RevelationTM from BMI is a complete software solution designed to 

put “Power Channel” technology into the hands of Independent offi ce 

product dealers and will effectively manage e-commerce, customer service, 

procurement, wholesaler supply chains, inventory, warehousing, delivery 

logistics, accounting, fi nancial reporting and operational analysis.

• Unmatched Ease of Use, Functionality & Access to Data

• Rapid ROI Through Improved Effi ciency, Customer Service 
 & Margin Management

• Advanced E-Commerce Search Engine with Enhanced 
 Wholesaler Content 

OP Revelation™

Runs on Microsoft Dynamics NAV®

http://www.bmiusa.com


“I’ve been here 24 years and I’m still one of
the new guys,” says Gordie Pepper, presi-
dent of one of the oldest continually-oper-
ated dealerships in the United States,
founded in 1871.

When you say Ritter’s, everyone in their
hometown of Mansfield, Ohio, knows who
you’re talking about, whether they buy office
products or not. In fact, just about everyone
living in central Ohio knows the Ritter name.

In the early 1970s, fourteen employees
bought the company from the previous
owner and continue to operate it today. An-
other dealership was acquired in 1978.

“Employee ownership is the key to our suc-
cess,” Pepper states proudly. “Everyone
here is a professional with an entrepreneurial
spirit.”

Employee turnover is close to zero, with the
average length of service running an impres-
sive 34 years. Currently, the longest serving
employee at the dealership is vice president
and shareholder Charlene Lee, who will cel-
ebrate her 45th year in October. Pepper be-
lieves that they may also have the highest
customer retention rate of any dealer, based
on his discussions with other independents.

Ritter’s has opened a branch in Columbus,
Ohio, and now serves all of central Ohio.

‘We’re not as good at getting new cus-
tomers as we are at retention,” Pepper
states, “so that’s where we’re putting a lot
of effort right now.”

“It’s not just our salespeople who know our
customers on a first name basis. No matter
who a customer talks with—whether the
driver or someone in the warehouse—
there’s a good chance they will know one
another and that our employee will have
considerable knowledge of that customer’s
operation.”

Ritter’s stocks more SKUs than any dealer
in the area, claims Pepper, so customers
never have to worry about back orders.

Not only will Ritter’s secure any item a cus-
tomer wants, but they will help customers
distribute products to various locations, he
explains. For example, one large hospital
prints a variety of forms, which Ritter’s then
ships to nine branches.

“It’s reached a point,” says Pepper, “that
some customers think of our rep as one of
their employees. You can’t do much better
than that!”

Ritter’s and its people are involved in a vari-
ety of community activities and support
many of the charities favored by their cus-
tomers.

Ken Pepper, who turned over the running of
the company to his son Gordie some years
ago, still comes to work every day.

“This business sort of gets in your blood,”
says Gordie. “Everyone just keeps showing
up for work. It’s a wonderful thing.”

“Independents have a great work ethic.
That’s what separates us from the big boys.”

Maybe that’s the most important success
secret of all.
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S E C R E T S  O F  SUCCESS
The Charles Ritter Company...
139 Years and Still Going Strong

by Jim Rapp

n The Charles Ritter Company
Mansfield, Ohio

n Gordie Pepper, president
n Supplies, furniture
n Founded: 1871
n Sales: $9 million
n Employees: 33
n Partners: DPCG, AOPD,

S.P. Richards
n Online sales: 58%
n www.charlesritter.com

http://www.charlesritter.com
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AOPD’s only purpose—

AOPD customers enjoy the benefits of a national
purchasing program including competitive pricing,
extensive product selection, and accurate summary
invoicing and reporting. In addition, they enjoy the
advantages of working with a local committed distributor
including unparalleled levels of customer service, order
fulfillment, and problem resolution. All of AOPD’s locally
owned and operated dealers take an active role in their
business communities. When a customer purchases
their office products from an AOPD dealer, they know
that their dollars will stay local and help finance the
infrastructure of their community!

That’s us.
That’s AOPD.

AOPDCorporate Location
1652 E.Main Street, Suite 220
St. Charles, Illinois 60174

630.761.0600 | Fax 630.761.0691 | www.aopd.com

to develop national programs
with consistent,

competitive pricing, and
dedicated local service

http://www.aopd.com


Office Partners Goes Fishing for City of Hope and Reels In
Over $45,000!

Gala banquets, golf tournaments, bike rides and more have all been
used in recent years to raise money to support the outstanding work
of the City of Hope cancer research and treatment center.

Now, thanks to the folks at the Office Partners buying group, you
can add bass fishing to the list!

Last month, Office Partners sponsored its first Annual Charity
Fishing tournament and bolstered by the enthusiastic support of
industry wholesalers, rep groups, manufacturers, buying groups,
and others, they were able to reel in over $45,000!

The funds will do towards this year’s “Spirit of Life” campaign in
honor of Mead Westvaco’s David Williamson. “There were no cell
phones or computers, unbelievable food and fellowship and
tremendous generosity,” commented Office Partners’ Jim Hebert.
“And that’s no fish story!”

AOPD Growth Continues With Addition of Capital Office
Products, FL Dealer
The American Office Products Distributors dealer network (AOPD)
has announced the addition of a new member dealer to the or-
ganization, Capital Office Products. AOPD’s latest dealer member
is headquartered in Daytona Beach, Florida with additional loca-
tions throughout Florida and Georgia. 

This addition brings AOPD’s total membership to 95 dealers and
affiliates, providing local distribution for national and regional ac-
counts throughout the United States, Canada, Europe and Australia.

New GSA Contract Award, National Accounts Program Are
Front and Center at is.group Annual Meeting

The is.group leadership team at this month’s Annual Meeting (left to right): Outgoing
chairman Craig Bartholomew, incoming chairman Chris Peterson and is.group pres-
ident and CEO Mike Gentile.

“Collaborate 2010: Achieving More Together” was the theme of
is.group’s annual convention earlier this month and the Indi-
anapolis-based dealer co-op highlighted numerous examples of
increased collaboration between dealers and their supplier part-
ners during their two-day meeting in Denver. 

Front and center were two major announcements: the news that
is.group has been awarded a Blanket Purchase Agreement for of-
fice supplies under the GSA’s second generation Federal Strate-
gic Source Initiative (FSSI) and support for United Stationers’ new
Orbit Point national accounts program, which it described as a
“field-leveling initiative” that it said will power the group’s own
“Your Trusted National Choice” national accounts program.

Also highlighted at the meeting was the organization’s return to a
more stable financial footing after several years of losses related
primarily to its RDC program.

Outgoing is.group chairman Craig Bartholomew of Reporter Big
Sky Office in Billings, Montana, said the organization is in “the
strongest financial position it’s been in in the past six years.” 

In addition, he reported 27 new members have joined is.group so
far this year and 16 more are currently “test-driving” membership
in the organization.
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At the meeting, is.group also announced several special awards
for dealers and suppliers. 

Vendor of the Year honors went to Mead WestVaco (RDC Vendor
of the Year), Fellowes (BPGI Vendor of the Year) and Smead (Non-
BPGI Vendor of the Year).

Several dealers were also recognized for outstanding support of
is.group with the 2009 Chairman’s Club Awards. They included:

• 1st Place: Keeney’s Office Plus, Redmond, Washington

• 2nd Place: Witt’s Everything for the Office, Tehachapi,
California

• 3rd Place: Rangel Distributing, Kansas City, Missouri;
Office Centre, Crowley, Louisiana; J.E. Bergasse & Co.,
St. Lucia and United Supply Corp., Brooklyn, New York.

Receiving honorary mentions in the awards program were Data
Essentials, Kansas City, Missouri and East Valley Office Supply
Chandler, Arizona. 

At the meeting, is.group also announced several senior manage-
ment appointments. Charles Forman, formerly vice president and
an is.group staff member for the past eight years, has been
named executive vice president and Kevin France, most recently
national director of the Healthcare Division for Humanscale Corp.,
has joined the organization as vice president of national accounts.

Industry Veteran Jess Beim to Receive 
BSA 2010 Leadership Award

The Business Solutions Association (BSA)
has announced it will present industry vet-
eran Jess Beim, formerly senior vice pres-
ident of Avery Dennison, with its 2010
Leadership Award, the association’s high-
est honor. 

Nominated individuals must display ded-
ication and longevity in the industry, busi-
ness acumen, forthrightness and integrity,

while having a cooperative spirit.

“We’re pleased to have this opportunity to recognize Jess Beim
and his many achievements within the industry. Throughout his
52-year outstanding career, he has been the model for high pro-
fessional and ethical standards,” said BSA president Joe Templet.
“Jess has been a friend and mentor to so many people in our in-
dustry; it’s truly an honor for BSA to bestow this award upon him.”

Beim will receive the award at the special Awards Dinner on 
October 26 during the 2010 BSA Forum, which takes place Oc-
tober 25-28 at the InterContinental Montelucia Resort in Scotts-
dale, Arizona.

Industry News CONTINUED FROM PAGE 11
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Steve Stadell
president

Global Recruiters of Lake Oswego
1715 Willamette Falls Drive, Suite 215
Lake Oswego, OR  97068

503-557-3800

With a staff that has over 30 years of office supply industry experience, Global
Recruiters of Lake Oswego focuses on locating and placing top talent with clients
ranging from Fortune 100 to small business. Our track record is solid. Within the past
30 months we have filled over 200 positions nationwide with a 93% retention rate.
These include:

• Experienced Sales Reps with existing customer relationships
• Sales Management Positions
• Account Executives
• Product Specialists
• New Business Development Experts

Call us today for a free consultation on the process of finding the
right people for your company. 

continued on page 14
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Beim began his business career shortly
after graduating from the University of Cal-
ifornia, Los Angeles (UCLA) in 1955. He
joined the family business, K&M Company,
and played a key role there in growing
K&M into one of the most respected com-
panies in the office products and school
supplies industries. 

K&M was acquired by Avery Dennison in
late 1986 and operated autonomously as
a division of Avery for several years. Even-
tually the two organizations consolidated
into one. Beim retired from Avery Dennison
in 2008 as Senior Vice President.

“I am flattered to have been selected for
this recognition and it will be my pleasure
to attend the 2010 BSA Forum in Octo-
ber,” says Beim. “It will be good to see old
friends and meet new ones at the upcom-
ing Scottsdale gathering.”

Through his distinguished career, Beim
has served on the City of Hope National
Office Products Council as well as being

involved in several national and local char-
itable organizations. 

He received the office products industry
2007 City of Hope Spirit of Life Award, the
ADL Torch of Liberty Award, the SHOPA
Life Membership Award, and the Univer-
sity of Judaism Leadership Merit Award. 

For more information on the upcoming BSA
meeting, contact the association’s head-
quarters (PH: 410-933-3453; E-mail:
staceyj@businesssolutionsassociation.com).

S.P. Richards Announces Supplier of the
Year Awards, Launches New Managed
Print Services Program
Wholesaler S.P. Richards has announced its
Supplier of the Year award winners for 2010. 

Smead, Canon, Dixie, Pentel, Sentry and
PROS were each honored with this year’s
awards, which were presented at the com-
pany’s 2010 Vendor Summit and City of
Hope golf outing in Orlando recently.

This year, Pentel was recognized in the tra-
ditional office products category, Sentry
received the office furniture award, Canon
captured the technology category and
Dixie was named the winner in the clean-
ing and breakroom supply category. 

PROS, the software analytics platform be-
hind the MyAnalystPro margin enhance-
ment program from S.P. Richards, received
the Strategic Partner of the Year award. 

In addition, Smead won the coveted S.P.
Richards Heritage Award, recognizing their
history of commitment and service to the
office products industry and to their com-
munity, their dedication to quality and in-
novation in the products they bring to
market and the highest level of integrity in
all their business dealings.

Separately, S.P. Richards announced the
launch of PrintSmart, a new managed print
services (MPS) program for independent
dealers. 
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The Feel-Good Solution for Your Documents and Fingers™

© 2010 The Smead Manufacturing Company, Hastings, MN   ® Smead, three bars and checkerboard pattern are registered trademarks of The Smead Manufacturing Company.  TM SafeSHIELD is a trademark of The Smead Manufacturing Company. Patents pending.

www.smead.com/safeshield

No more hurt fingers No more torn papers No more crinkled fasteners

You’ll fall in love at the very first touch. The smooth surface of new SafeSHIELD coated 
fasteners protects both your papers and hands. Look for SafeSHIELD on a  
wide selection of Smead fastener folders and classification folders.

New SafeSHIELD™ Coated Fastener Technology 
babies your documents and fingers. 
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The company said PrintSmart provides deal-
ers a fully-featured, affordable and flexible
solution for managing their customers’
printer environments and features an innova-
tive print monitoring component, promo-
tional materials and ongoing training and
support. 

“PrintSmart is designed to help dealers
stay competitive as the marketplace con-
tinues to shift from a transactional product
model to a more services-oriented one,
Kimberly Dumont, SPR VP of technology
products and services, said. “The program
provides opportunities to reduce overall
costs, strengthen customer relationships,
attract new business and capitalize on
growth potential.” 

Dealers interested in participating should
contact their local S.P. Richards Sales
Representative or printsmart@sprich.com
for details.

United Stationers Introduces New
Dealer Program to Serve Large National
and Regional Accounts, Opens New
West Coast Stationers’ New Rapid
Replenishment Center for Alera
Furniture
Wholesaler United Stationers last month
announced Orbit Point, a new suite of
services designed to help resellers pursue,
win and support large, national, regional
and multi-location accounts. 

As more independent resellers team up
with others to pursue large commercial
contracts and government business, Orbit
Point provides a single ordering portal so
that there is a unified way to order, report,
calculate rebates and complete many
other functions required of larger con-
tracts, United said.

“Many resellers are broadening the reach
of their business beyond traditional geo-
graphic boundaries and are working with
larger customers,” said Pat Collins, senior
vice president, sales, United Stationers

Supply. “As a result, they need an e-com-
merce platform that will help them serve
these multi-location accounts. Orbit Point
will allow our reseller customers to present
a branded, seamless purchase-to-product
delivery experience—allowing them to ef-
fectively compete for this business.”

Orbit Point combines an online procure-
ment and e-commerce web site with
United’s supply chain and marketing re-
sources. Software for the program was de-
veloped by MBS Dev, which was acquired
by United Stationers earlier this year. 

Separately, United announced it opened a
new, 60,000 sq. ft. Rapid Replenishment
Center (RRC) in Sacramento in a move it
said was designed to respond to growing
demand for its Alera furniture brand in the
western states. Initial shipments began ar-
riving at the RRC in April. 

The new Sacramento RRC means
United’s Furniture Division can now re-
ceive complete containers shipped from
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off-shore manufacturing locations directly to the West Coast, and
from there to Sacramento for redistribution to all western facilities.
The Sacramento RRC will supplement activities of United’s orig-
inal RRC, which was established in Memphis in 2006.

Acsellerate Adds CRM Solution to 
Its Sales Intelligence Offering
The Acsellerate Solutions sales intelligence program has added
a Customer Relationship Management (CRM) solution to its web-
based analytic and advanced reporting software. Acsellerate said
the new CRM solution will enable organizations to maximize sales
and margin opportunities by managing leads through the pipeline,
documenting growth potential within key accounts, and tracking
tasks and activities for customers or territories. 

Alerts and customer dashboards are fully integrated with the new
CRM tool, providing access to powerful analytics, advanced re-
ports, and focused daily activities in one convenient application,
Acsellerate said.

“Dealers have asked for a more robust, integrated CRM solution
in the market, and we are pleased to offer this enhancement as
part of Acsellerate’s product offering,” said Jen Johnson, vice
president and founder of Acsellerate. “We are excited to arm busi-
ness owners, managers and sales professionals with an arsenal
of powerful information that they can use to immediately drive
bottom-line results.” 

For more information, please call, 571-266-6420 or send an e-
mail to sales@acsellerate.net.

sales-i and Thalerus Announce Strategic Alliance
Sales and customer intelligence service sales-I and dealer tech-
nology provider Thalerus Group have announced a strategic part-
nership that allows for an interface between their respective
technology solutions so that Thalerus dealers can now exchange
data from their Vibe ERP system into sales-i.

“sales-i is one of the newer CRM providers in the market place.
They continue to enhance their capabilities to their clients.
Thalerus Group continues to support our dealer's efforts to man-
age their overall sales strategy to compete in today's competitive
marketplace,” said Thalerus Group president and CEO Lillian Yeh. 

“Thalerus has a track record of delivering first class software so-
lutions and we are delighted to have forged an alliance with
them,” added Kevin McGirl, sales-i’s co-founder. “We are already
working with a number of Thalerus customers who are keen to
join the growing list of independent dealers enjoying such visible
success from sales-i and we will soon be announcing some of
those early wins.”

Zebra Pen Makes $25,000 Donation to 
National Breast Cancer Foundation
Zebra Pen Corp. last month announced a $25,000 donation to
the National Breast Cancer Foundation. The donation was made
with the proceeds from the sale of Zebra’s Clip-On Pink Ribbon
retractable ball point pen. 

Created in support of Zebra’s “Care for a Cure” program, the
multi-colored red and black ink pen was designed to easily clip
onto pockets, purses, backpacks, notebooks and more so con-
sumers can wear their support for the fight against breast cancer.

“Zebra Pen is a committed partner in the fight against breast can-
cer,” said Chris Farley, director of marketing for Zebra Pen. “We
believe that our Clip-On Pink Ribbon ball point pen
is a great way to remind people of the need for
breast cancer awareness year-round. As a re-
sult, we are proud to donate $25,000 to the Na-
tional Breast Cancer Foundation to support
their ongoing research, early detection screen-
ings and education efforts.”

Duck Brand Products to Donate Up to $75,000
to the Breast Cancer Research Foundation
Also getting ready to support breast cancer
research are the makers and marketers of
Duck brand products. 

The company said it will donate up to
$75,000 to the Breast Cancer Re-
search Foundation (BCRF) from pro-
ceeds of its sales during October,
which is Breast Cancer Awareness
Month.

Consumers wishing to shop pink to help fund
a cure will find specially marked Duck brand products. BCRF will
receive 10 cents from the purchase of each roll of Duck brand
duct tape in Funky Flamingo or EZ Start packaging tape. 

Additionally, 20 cents will be donated from the purchase of pink-
packaged Duck brand Bubble Wrap brand cushioning, HP260
packaging tape and white Smooth Top Easy Liner® brand shelf
liner.

The Duck brand Pink Program will kick off on October 1 and will
last through Breast Cancer Awareness Month. Specially marked
items will be packaged in pink and will feature the BCRF logo to
indicate its association with the program.
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AmpliVox Sound Systems Goes Green
AmpliVox Sound Systems has announced it is now manufacturing
and selling public address systems and podiums that are RoHS
(Restriction of Hazardous Substance) and WEEE (Waste Electrical
and Electronic Equipment) Compliant. AmpliVox said it meets
these requirements in nearly all of the wood products it manufac-
tures. 

AmpliVox said its PA systems and lecterns are made with envi-
ronmentally friendly particleboard and use recycled post-indus-
trial wood residues. Urban or post-consumer recycled wood
fibers are used within the Tafisa panel production mix, which en-
ables the recycled fibers to have an extended life. 

In addition, Green Cross has certified AmpliVox’s raw particle
board panels as being 100% recycled and recovered wood fibers,
the company said.

“Our lecterns and podiums are forest friendly—no trees were cut
down to produce AmpliVox products. We believe that everyone
can positively affect their impact upon the environment and we’re
dedicated to doing our part. We care about the world around us,
so we have invested in products, people, and services that ex-
emplify that concern. At AmpliVox, the quality of our products and
the protection of our environment go hand-in-hand,” commented
AmpliVox CEO Don Roth.

Virtual Imaging Products Opens East Coast Distribution Center
Canadian imaging supplies manufacturer and distributor Virtual
Imaging Products has opened a New York distribution center for
1-3 day delivery in the eastern United States.

“With demand for our product increasing in the United States, this
50,000 square foot east coast facility gives us the strategic advan-
tage we need to continue growing our market share,” explained Dan
Benezra, VIP president. “The New York distribution center is fully
stocked and operational and now we have the ability to get the
product into the hands of our customer faster and more efficiently.”

Industry Consultant Krista Moore Readies Her Own TV Talk Show
Industry consultant and INDEPENDENT DEALER columnist Krista
Moore is getting ready to embark on a new venture and she needs
your help!
In her college days, Krista hosted a talk show and, she says, it’s
always been a dream of hers to get back into that line of work.
Now, there’s a chance to do just that, as she auditions for her
own talk show on the new Oprah Winfrey Network (OWN). 
A live audition is set for June 12 in Dallas, but Oprah and her team
will also be looking at how viewers respond. 
Point your browser to http://myown.oprah.com/audition/index.html?re-
quest=video_details&response_id=5876&promo_id=1 to view Krista’s
audition tape and send in your vote today.

Who knows? You could end up as one of Krista’s first guests on
her new show!
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Use the Secure Marker for accuracy! Use the Secure Stamp for Speed!

• Super black ink

• Obscures private data

• Pre-Inked stamp

• Thin nib marker

• One for desk, one for purse

• Stamp is re-inkable

• Credit card statements

• Legal contracts

• Junk mail labels

• Prices on gift tags

• Prescription bottles

• Magazine labels

With ordinary ink, carbon often floats to the top after the ink dries, which makes original text readable again 

because of light reflection. New secure kit ink formula minimizes this phenomenon to obscure information.

Your newest weapon against 
IDENTITY THEFT

P R O T E C T  Y O U R  P R I V A C Y !

Perfect for use on:

For more information, please contact your Shachihata sales rep.
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MMF Industries: Back to Basics

MMF Industries can help…

In today’s volatile economy, many companies look for new 
and different ways to improve their bottom line.  Now is a 
great time to re-evaluate goals and sales objectives, 
reconnect with customers, and prepare for the rebound.

MMF Industries, a partner with independent dealers for over 
50 years, has always focused on providing quality office 
and banking products.  Our growth has come from 
consistently supplying long-lasting, reliable products under 
the MMF Industries and STEELMASTER® brands. Quality, 
information, service, and customer satisfaction are as 
important to us as they are to you.

As a privately-held company with production facilities in 
Wheeling, IL and Bristol, TN; MMF Industries is committed to 
offering many unique products that are made in the USA.   
We are also working smart and ‘green’ – manufacturing 
products that minimize our impact on the environment. 

We know, however, that it is our product quality and 
reliability that keep our customers coming back.  MMF 
Industries products are built to perform and made to last.  
We offer our customers a large array of one-of-a-kind 
security, organization and storage products.  

In late 2009, MMF Industries introduced a revolutionary, 
new, high-security cash drawer – the 1060GT.  Engineered 
to perform, the 1060GT was tested and qualified to 3 
million open/closing cycles – surpassing the cycle life a 
typical cash drawer by over 2.5 million cycles!  Loaded with 
unique features, the 1060GT’s three media slots are ideal for 
today’s transactions; depositing and storing large currency, 
credit card receipts and checks.  The patent-pending 
locking safe was designed to keep cash out of sight and 

pilfering fingers away from large 
bills; a separate key restricts 

access to the safe.  The 
1060GT also has the 

largest cash till in the 
i n d u s t r y ,  t h e  

patent-pending 
Global Till 
Cash Tray 
b o a s t s 
twice the 
capacity of 
other tills; 

the till also has 
adjustable coin and 

currency slots that can be 
modified for storage of International and 

Canadian cur rency,  rolled coin, checks, 
and credit card receipts.  With touch button access, a 
key drawer lock and alarm provide protection when the 
drawer is left unattended. A ‘go green’ product, the 1060GT 
is made with 50% recycled content.

Other unique products, ideal for generating impulse 
purchases at the point of sale, are MMF Industries new 
blister-carded iBOX™ and iCASE™.  Also introduced in 
2009, the iBOX and iCASE are convenient, compact 
all-weather plastic containers designed to secure valuables 
while traveling, running, hiking, biking, swimming or 
skiing.  The lightweight iBOX, can go anywhere; it safely 
secures to bikes, belt loops, backpacks, gym bags or 

lockers. The New 
iCASE is perfect for 
securing GPS systems, 
PDAs, cell phones, MP3   
players, digital cameras a n d  
s m a l l  g a m i n g  equipment  while 
traveling, camping,  at athletic events or on the beach.  The 
iBOX and iCASE are available in a variety of sizes and fun 
fashion colors. 

Along with unique products, MMF Industries provides our 
customers with detailed product information, product 
catalog sheets, DVDs, and training through our independent 
knowledgeable sales representatives and at attendance at 
national and independent dealer shows.  We offer our 
customers web-ready photography, detailed product copy, 
and competitive pricing to feature MMF Industries products 
on their websites, in email blasts, or on company-designed 
flyers.  We can also supply dealers with a link to our new 
YouTube videos for introducing the 1060GT, iBOX, or iCASE 
to customers.

Ultimately, we know that success not only depends on 
having the right product, but having the right product at the 
right time and at the right price.  MMF Industries prides itself 
on offering independent dealers competitive pricing.  
Through our wholesale distribution channel as well as our 
direct distribution facility MMF has the finished goods to 
ensure product support when you need it. 

Although dealers are 
challenged and the 
economy is not as 
strong as we would 
like, people are still 
buying things and 
businesses are still 
operating.  Businesses 
are also looking for 
value for the dollars 
they are spending and 

MMF offers that value 
wi th our  rugged s tee l  

organizers, cash boxes and key 
control products. Together let’s provide your 

customers with the very best products, prices, and 
service to show them that you are the expert they can 
count on!
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With so much focus on the state of the

economy, ‘Buy Local’ initiatives have been

gaining renewed public interest and in-

creased traction this year. 

July 1-7 has been designed as “Indepen-

dents Week” by the American Independ-

ent Business Alliance (AMIBA), a national

non-profit organization that helps commu-

nities launch and successfully operate

“buy independent, buy local” campaigns

under the auspices of a nationally char-

tered Independent Business Alliance (IBA). 

NOPA is engaged with AMIBA through its

forum for associations representing inde-

pendent small businesses in a variety of

industries around the country. 

While much of their focus is on providing

self-help tools and resources directly to

local communities looking to promote the

high economic and social value of boost-

ing local independent businesses, the or-

ganization also conducts research,

promotes media awareness and serves as

a ‘multiplier’ of association efforts to ex-

change information and best practices re-

garding “buy local” programs. 

NOPA encourages independent dealers in

our industry to reach out to leaders of the

“buy independent/buy local” movement in

their own markets to encourage official

recognition and celebration of this week. 

AMIBA’s initiative offers an opportunity for

office products dealers to be creative in

developing special promotions wrapped

around this theme to highlight the impor-

tant roles their businesses and employees

play in supporting local charities, schools

and other causes benefitting their commu-

nities. 

As INDEPENDENT DEALER highlights

each month, office products dealers

around the country are deeply involved in

their communities year round. But there’s

no need to wait for a 25th, 50th or greater

milestone anniversary to celebrate the

value that you and other independents in

your community are delivering to cus-

tomers, employees and local charities and

other non-profits. 

Dealers can contact AMIBA (click here ) for

information on how to participate in the

AMIBA “Independents Week” initiative, or

contact your local IBA to learn how you

can get involved in this effort. 

Since 2001, IBAs have formed in a diverse

range of communities and are playing a

crucial role in keeping opportunities alive

for entrepreneurs, building more self-re-

liant communities and engaging citizens

actively in their community's future. 

Today, there are more than 60 IBAs oper-

ating in the United States and one in

Canada. There are 14 states, however,

where no IBAs are currently in place: Ala-

bama, Alaska, Hawaii, Iowa, Kansas, Mis-

sissippi, Nevada, North Dakota, Ohio,

Oklahoma, South Dakota, Vermont, West

Virginia and Wisconsin. As AMIBA notes,

these states are in “a state of readiness”

to take up the cause for independents. 

Office products dealers in many commu-

nities are active in promoting the impor-

tance of “buy independent/buy local” for

preserving jobs and contributing to eco-

nomic recovery through strong, well-doc-

umented multiplier effects. But more can

be done. 

If you’re involved now, NOPA encourages

you to become more involved. If your

community does not yet have an IBA in

place or a similar “buy independent/buy

local” initiative underway, what better time

to launch one? 

Industry buying groups, wholesalers and

NOPA are all working together to elevate

government and public recognition of the

full capabilities of independents, but there

is much more that industry dealers can ac-

complish through joining with independ-

ents in other industries at the local level.  

With growing awareness among the gen-

eral public of the benefits of buying local,

independents today have a unique win-

dow of opportunity to push this agenda

successfully. 

Visit the BUY LOCAL section of the 
INDEPENDENT DEALER web site.

http://idealercentral.com/buylocal_07/index.html
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NOPAnews
NOPA Encourages Independents to Rally 

Around ‘Buy Local’ Celebration in July

http://www.amiba.net/campaigns/independents_week/independentsweek_index.html

http://amiba.net/find/international_index.html
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In honor of of this year’s Spirit of Life Award Winner for the
City of Hope, David Williamson of MeadWestvaco, Paul 

Ventimiglia and Martin Clemente of Shachihata are continuing
their unique fundraising efforts to buy musical instruments to

help make life easier for the patients who come to the City of
Hope for cancer treatment each year.

David’s theme of “Sharing Hope….Uniting the Body and Soul”
reflects the important role music plays in the healing process.

It enhances relaxation, encourages positive thoughts, decreases
muscle tension and stress, while increasing the body’s production of 

endorphins. It also helps reduce the anxiety, depression, anger and fatigue
associated with cancer treatment. 

That’s why your support of Paul and Martin’s efforts is so important. 

Thanks to your generosity, the Piano Fund, as it has come to be known, has
already provided the City of Hope with a baby grand piano and two portable
pianos, but much more still is needed. 

Please see the link below for the Sheri and Les Biller Patient and Family
Resource Center where the music therapy and art therapy rooms will be

housed and join Paul and Martin in supporting this noble cause.

www.cityofhope.org/patient_care/Biller-Center/Pages/default.aspx

Any dollar amount is welcomed. Please make your checks
payable to “City of Hope in care of the Art & Music Ther-

apy Fund” and send to the address listed below:

Shachihata, Inc.

Attn: Chris Wiederkehr, 

Sr. Trade Mktg Mgr 

1661 W. 240th Street

Harbor City, California 90710-1310

Add Your Voice to the 
Chorus of Hope

“There is no profit in curing the body 
if in the process we destroy the soul ”

http://www.cityofhope.org/patient_care/Biller-Center/Pages/default.aspx


In Pursuit of Profits?In Pursuit of Profits?  
NOPA Puts Your Dealership on the Fast Track to SuccessNOPA Puts Your Dealership on the Fast Track to Success  

AdvocacyAdvocacy  
NOPA works at federal and state levels to ensure fair bidding  

practices, generate grassroots action to fight single contract awards 
 to Big Box companies and help independents win more business. 

 

EducationEducation  
Weekly eNewsletters, and monthly Independent  

Dealer eZine celebrate independents and help  
dealers exchange best practices for greater success. 

 

SupportSupport  
Whether through NOPA's scholarship  

program, life insurance & disability benefits,  
FedEx shipping program, leadership of the  

OPIDS data standards initiative or our "Buy Local"  
initiative to bring in more business, NOPA's constantly  

looking for ways to help you grow your business and profits. 
 
 

tool, with expanding links to  
 

designed to generate increased sales to the  
independent dealer channel and 
specifically to NOPA members. 

 
 

800.542.6672      
www.nopanet.org 

 
 

enter to win a  
Richard Petty Driving Experience 

  
  

  
  

 
  

 

  
 

  
 
 

  
 
 
 
 

  
 
 
 
 
 
 

 
 
 

 

 
 

 
 

 
 

  
  

  
  

 
  

 

  
 

  
 
 

  
 
 
 
 

  
 
 
 
 
 
 

 
 
 

 

 
 

 
 

 
 

  
  

  
  

 
  

 

  
 

  
 
 

  
 
 
 
 

  
 
 
 
 
 
 

 
 
 

 

 
 

 
 

 
 

  
  

  
  

 
  

 

  
 

  
 
 

  
 
 
 
 

  
 
 
 
 
 
 

 
 
 

 

 
 

 
 

 
 

  
  

  
  

 
  

 

  
 

  
 
 

  
 
 
 
 

  
 
 
 
 
 
 

 
 
 

 

 
 

 
 

 
 

  
  

  
  

 
  

 

  
 

  
 
 

  
 
 
 
 

  
 
 
 
 
 
 

 
 
 

 

 
 

 
 

 
 

  
  

  
  

 
  

 

  
 

  
 
 

  
 
 
 
 

  
 
 
 
 
 
 

 
 
 

 

 
 

 
 

 
 

  
  

  
  

 
  

 

  
 

  
 
 

  
 
 
 
 

  
 
 
 
 
 
 

 
 
 

 

 
 

 
 

 
 

  
  

  
  

 
  

 

  
 

  
 
 

  
 
 
 
 

  
 
 
 
 
 
 

 
 
 

 

 
 

 
 

 
 

  
  

  
  

 
  

 

  
 

  
 
 

  
 
 
 
 

  
 
 
 
 
 
 

 
 
 

 

 
 

 
 

 
 

  
  

  
  

 
  

 

  
 

  
 
 

  
 
 
 
 

  
 
 
 
 
 
 

 
 
 

 

 
 

 
 

 
 

  
  

  
  

 
  

 

  
 

  
 
 

  
 
 
 
 

  
 
 
 
 
 
 

 
 
 

 

 
 

 
 

 
 

  
  

  
  

 
  

 

  
 

  
 
 

  
 
 
 
 

  
 
 
 
 
 
 

 
 
 

 

 
 

 
 

 
 

  
  

  
  

 
  

 

  
 

  
 
 

  
 
 
 
 

  
 
 
 
 
 
 

 
 
 

 

 
 

 
 

 
 

  
  

  
  

 
  

 

  
 

  
 
 

  
 
 
 
 

  
 
 
 
 
 
 

 
 
 

 

 
 

 
 

 
 

  
  

  
  

 
  

 

  
 

  
 
 

  
 
 
 
 

  
 
 
 
 
 
 

 
 
 

 

 
 

 
 

 
 

  
  

  
  

 
  

 

  
 

  
 
 

  
 
 
 
 

  
 
 
 
 
 
 

 
 
 

 

 
 

 
 

 
 

  
  

  
  

 
  

 

  
 

  
 
 

  
 
 
 
 

  
 
 
 
 
 
 

 
 
 

 

 
 

 
 

 
 

  
  

  
  

 
  

 

  
 

  
 
 

  
 
 
 
 

  
 
 
 
 
 
 

 
 
 

 

 
 

 
 

 
 

  
  

  
  

 
  

 

  
 

  
 
 

  
 
 
 
 

  
 
 
 
 
 
 

 
 
 

 

 
 

 
 

 
 

  
  

  
  

 
  

 

  
 

  
 
 

  
 
 
 
 

  
 
 
 
 
 
 

 
 
 

 

 
 

 
 

 
 

  
  

  
  

 
  

 

  
 

  
 
 

  
 
 
 
 

  
 
 
 
 
 
 

 
 
 

 

 
 

 
 

 
 

  
  

  
  

 
  

 

  
 

  
 
 

  
 
 
 
 

  
 
 
 
 
 
 

 
 
 

 

 
 

 
 

 
 

  
  

  
  

 
  

 

  
 

  
 
 

  
 
 
 
 

  
 
 
 
 
 
 

 
 
 

 

 
 

 
 

 
 

  
  

  
  

 
  

 

  
 

  
 
 

  
 
 
 
 

  
 
 
 
 
 
 

 
 
 

 

 
 

 
 

 
 

  
  

  
  

 
  

 

  
 

  
 
 

  
 
 
 
 

  
 
 
 
 
 
 

 
 
 

 

 
 

 
 

 
 

  
  

  
  

 
  

 

  
 

  
 
 

  
 
 
 
 

  
 
 
 
 
 
 

 
 
 

 

 
 

 
 

 
 

  
  

  
  

 
  

 

  
 

  
 
 

  
 
 
 
 

  
 
 
 
 
 
 

 
 
 

 

 
 

 
 

 
 

  
  

  
  

 
  

 

  
 

  
 
 

  
 
 
 
 

  
 
 
 
 
 
 

 
 
 

 

 
 

 
 

 
 

  
  

  
  

 
  

 

  
 

  
 
 

  
 
 
 
 

  
 
 
 
 
 
 

 
 
 

 

 
 

 
 

 
 

  
  

  
  

 
  

 

  
 

  
 
 

  
 
 
 
 

  
 
 
 
 
 
 

 
 
 

 

 
 

 
 

 
 

  
  

  
  

 
  

 

  
 

  
 
 

  
 
 
 
 

  
 
 
 
 
 
 

 
 
 

 

 
 

 
 

 
 

  
  

  
  

 
  

 

  
 

  
 
 

  
 
 
 
 

  
 
 
 
 
 
 

 
 
 

 

 
 

 
 

 
 

  
  

  
  

 
  

 

  
 

  
 
 

  
 
 
 
 

  
 
 
 
 
 
 

 
 
 

 

 
 

 
 

 
 

http://www.nopanet.org


“These are truly exciting times to be an in-
dependent. The chain stores are certainly
not as powerful or attractive as they used to
be and today’s technology has brought a
leveling of the playing field that’s made it
possible for independents to compete far
more effectively.”

That’s Donna Snyder talking, president of At-
lanta-based GOPD. As chief executive of one
of the industry’s top technology companies,
she’s played a key role in giving independ-
ents the tools they need to go head to head
against the megas and come out winners. 

GOPD is a relatively young company—it
was founded in 2005. But it’s staffed by a
team of hard-charging industry veterans
who bring in-depth knowledge of dealer op-
erations and an expert understanding of
how technology can improve dealers’ effi-
ciency and take their marketing and cus-
tomer outreach efforts to the next level.

Donna herself is an industry veteran with
over 20 years of office products experi-
ence—both as a dealer and technology
provider—and she points with pride to a
support team that combined represents
over a century of dealer experience.

“We know what dealers need in the way of
technology because pretty much all of us
have walked in their shoes at one time or
another,” she explains. “And because of
that background, we also know how to po-
sition our technology in a way that best
meets dealers’ key needs and priorities.”

That’s why GOPD’s programs and products
are packaged very much as a “take what
you need and leave what you don’t” kind of
offering. 

“If you’re a dealer, the choice of how much
technology you need and want to pay for is
entirely in your hands,” she points out. “You
can start small and add to your technology in-
vestment as you grow and most important of
all, you don’t have to pay for technology that

you don’t really need.”

It’s an approach to
the market that clearly
is resonating with
more and more inde-
pendents. Even
though GOPD is just
five years old, it has a
customer base that’s
500 dealers strong
and growing. 

One dealer who’s
been using GOPD
software from Day One
is Norcross, Georgia-
based Minton-Jones.
“Their products are
very easy to use and affordable and they cer-
tainly give us a competitive edge in the mar-
ketplace,” says president Chip Jones.

In addition to the OP 24/7 online ordering
platform, Chip and his team also use
GOPD’s DB2 database and its 411 web
tools, including the powerful “match or beat
big box pricing” feature.

“Over 50% of our supplies business is cur-
rently coming in online and a lot of that is
due to GOPD,” he reports. 

Chip also gives his technology partner
kudos for their technical support and cus-
tomer service. “They’ve always been very
responsive and any time there’s been a
problem of any kind, they stay on it until it’s
resolved.”

While Donna Snyder and her team can look
back with considerable satisfaction on the
path their organization has taken over the
past five years, she makes it clear that the
best—for GOPD and its customers—is still
very much to come. 

Already starting to have an impact among
OP 24/7 users is its new “Save-a-Sale” fea-
ture, which automatically sends an e-mail
alert when a customer searches on the

dealer’s web site for a particular item with-
out placing an order, to let the sales rep
know a personal follow-up is needed.

Later this year, GOPD will be rolling out a
Customer Relationship Management mod-
ule and providing expanded sales and order
statistics to give dealers a low-cost way to
identify new sales and profit opportunities
among existing customers. 

And also coming soon, new upgrades and
enhancements to GOPD’s e-commerce of-
fering that will make it much easier for deal-
ers to customize their web sites and build
their online brand.

“If you’re not constantly moving forward as
a technology provider, you and your cus-
tomers are going to end up in a world of
trouble,” Donna says candidly. “The good
news for GOPD is that not only do we have
the most and innovative, progressive and
experienced technology people in the in-
dustry, but they are also willing to listen to
what our dealers have to say and respond
on their terms.” Not a bad formula for suc-
cess for any company!

INTRODUCING ADVERTORIAL

Dealer Technology on the 
Dealer’s Own Terms
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Call it green, call it sustainable, call it what you will,
but green and sustainable initiatives are definitely
not a fad. 

Indeed office supplies dealers throughout the
country are finding more customers interested in
green and sustainable products. 

Sales of green and sustainable products may not
be bringing in boatloads of cash just yet, but sales
are growing. Some of this growth is organic and
some is the result of clever marketing and promo-
tions. 

Not only are many dealers selling green, they’re
also being green, which sets an example for cus-
tomers and makes the dealer more credible be-
cause they’re not only talking the talk but walking
the walk. 

Visit Keeney’s Office Supply’s web site and click
on the “Our Products and Services” tab. Then
click on “Sustainability” and you’ll find testimony
as to why this is a company that’s serious about

sustainability from the inside out. Heck, they even
have a sustainability statement, which you can find
by clicking on the link at the bottom of the “Sus-
tainability” page. 

Setting an example is a sound business strategy.
For example, Redmond, Washington-based
Keeney’s re-uses cardboard shipping boxes for
their deliveries, eliminating the need to purchase
200 cartons a day, which amounts to 52,000 card-
board boxes a year. 

Of course they recycle, and they’ve even made an
effort to reduce fuel and electrical consumption in
their warehouse by using high-efficiency catalytic
heaters, special fluorescent lighting and electric
forklifts. They do a lot more than that, but you get
the idea. 

You’ll find no disposable cutlery, plates or cups in
Keeney’s kitchen. It’s all reusable. You won’t even
find a personal printer in the president’s office.
Everything is printed on network printers. 

C O V E R     S T O R Y
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SELLING
GREEN
FROM THE INSIDE OUT
Dealers are finding a way to ramp up green sales by offering recycling
services and putting green practices in place in their own operations.

By Scott Cullen

continued on page 26



For more information about AD-Links™ or eMAP360,
email tcraig@opma.com or visit www.opma.com.

ith the increasing focus
on sustainability and
corporate social
responsibility, many
major retailers are

initiating green standards among their key
suppliers. While big box retailers are
affecting change at the vendor level, small
businesses can affect change within the
community. By using email marketing to
connect with customers and other
businesses on an environmental level, as a
small business you can demonstrate your
commitment to sustainability through
words and actions. Consumers want to
make healthier decisions for themselves,
their families, their community, and the
environment. E-marketing can help you
efficiently deliver communication in
tandem with a consideration for the earth.

Promoting the Benefits
of Sustainability
Sustainable practices benefit everyone
in many ways. Implementing efficiency
improvements can help your bottom line
as well as protect the earth and our
natural resources. Sharing your own
sustainable practices and supporting
other environmentally conscious busi-
nesses also makes you look good and
hopefully feel good about supporting
energy conservation, natural resources,
the community, and, ultimately, our future.

Developing Green
Business Relationships
Networking with other local green
businesses may say more about you than
any green product marketing campaign.
Your company connections send a deep
message to customers. Because your
customers trust you, providing links to
affiliated sustainable companies on your

website and in your email communication
may reverberate an earth-friendly vibe
back towards your company.

Avoiding “Greenwash”
Beware of overstating your green practices.
Tacit sustainability is better than boasting
a green façade. It’s important to have
supporting evidence for any earth-friendly
claims about your company or products
you’re selling. So stay informed and share
honest information through your newsletter
or other email communication to let
customers decide for themselves.

Eco-Friendly Marketing
Although email marketing is only as green
as your electricity usage, it’s still one of the
most cost-effective ways to quickly reach
your customers. Be sure to highlight the
personal or social value of sustainability in
your marketing efforts. This may be the
most compelling approach to marketing
products and your business as earth-
conscious, especially for fringe green
consumers who want products that sound
good for the environment but don’t
necessarily want to pay more.

As energy gets cleaner, e-marketing may
evolve, so be prepared for the next green
focus shift by proactively adapting ahead
of the wave. Keep communicating with
your customers by sending promotional
and informational html emails through a
customer relationship management (CRM)
program such as Constant Contact or
eMAP360, which offers enhanced tracking
features, such as graphical statistics.
And check out AD-Links™ for the latest
manufacturer sales flyers.

W

Choose

sustainability

for

cost-efficiency

and for

the earth

—e-marketing
still delivers

What’s behind your green message?

mailto:tcraig@opma.com
http://www.opma.com


“We’re all about practicing what we preach,”
says Steven Sterne, general manager. 

Keeney’s has been doing this for years,
and it’s gone a long way towards position-
ing themselves as a source of green prod-
ucts for their customers. 

Keeney’s green program focuses on prod-
uct selection and consulting services.
Keeney reps talk to customers about what
they want in terms of a green program and
break down what each sustainable product
costs compared to a traditional product.

This strategy seems to be working, albeit
slowly but surely. 

“Some people say we’ll switch to green
items, but the price has to be within 10%
of our old item,” says Keeney’s president,
Lisa Keeney-McCarthy. “Or they’ll want a
program that will save them money, so
they’re open to items that may cost a little
more, but have a longer use cycle.”

Some customers are even open to
Keeney’s helping them implement

processes that create less waste, which
means they end up buying fewer items. 

“There’s no one program that works for
everybody,” concedes Keeney-McCarthy.
“What we try to do is work with a company
or organization on what their goals are,
and usually they have some internal goals
they’re trying to achieve or questions that
are being asked by shareholders.” 

Even though Keeney’s web site has a
green flavor to it, they’re careful not to
overdo the sustainability angle in terms of
marketing, especially since the green pro-
grams are geared to the customer’s com-
pany culture. 

“The look of our web site and new logo
suggest a green orientation,” says Sterne.
“Because the cornerstone of our program
is to listen and come back with a program
that reflects what the customer wants, finds
useful, and supports the values of their cor-
porate culture. It’s hard to put a lot of mar-
keting language on the web site though,

because you start to box yourself in.” 

Keeney-McCarthy has become somewhat
of a sustainability spokesperson within the
local business community, which gives her
dealership additional credibility when they
talk about green issues and sustainability
initiatives. 

Recently she participated in a Go Green
conference in Seattle that focused on dif-
ferent aspects of sustainable business, in-
cluding of course, what’s new from a
product perspective. 

“The breadth of products that are sustain-
able in one way or another is increasing all
the time,” she says. “Our strength with our
customers is the ability to keep up with the
changes and keep them informed and ed-
ucated on what’s happening.” 

Even though there’s a growing number of
sustainable products available, Sterne
would love to see more, especially at prices
where customers don’t have to think twice
to realize it’s alright to buy green. 

C O V E R  S T O R Y CONTINUED FROM PAGE 24
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For dealers who are looking to build their
green business, it’s not a bad idea to fol-
low Keeney’s lead and add a green pro-
gram to their product offerings.

“When you’re invited in to give a green
presentation or discuss a green program,
you’re not invited in by the purchaser or
CFO, you’re invited in by the green cham-
pion [within that company],” says Sterne. 

“One of the challenges we have to over-
come is the perception that a green strat-
egy is a fringe strategy, an expensive
strategy, or a difficult strategy. It’s not all
about saving the banana peels and putting
them in the compost bin. Sometimes it’s
just about sound business, wasting less,
buying smarter, and printing less. The
more holistic and integrated with business
life the green program from the office sup-
ply guy is, the better it works.” 

S&T Office Products in St. Paul, Min-
nesota, is committed to green initiatives in-
ternally. All the boxes and packaging S&T
uses are at minimum 30% recycled. 

The company also reclaims the plastic that
goes into its packaging and recycles it.
They’ve placed bins at major customers to
collect these materials. S&T then donates
all materials collected to a charitable or-
ganization that works with the mentally
handicapped. 

“We don’t use any packaging except for
Kraft paper and our boxes,” says Vicki
Giefer, VP of marketing for S&T. “There’s
always that fine line between having
enough packaging and over doing it.”

S&T also routes its trucks by the most ef-
ficient fuel consumption routes and spon-
sors gardens in the community.

For the past three years S&T has also
sponsored an Eco Expo that educates
customers about ways to green their busi-

ness as well as all the new green office
products available. The Eco Expo is a spe-
cial event and includes S&T’s furniture and
supplies vendors as well as a guest
speaker and a lunchtime presentation. In-
vitations are sent only via e-mail. No trees
were destroyed in making those invita-
tions, which sends a message to invitees
that S&T truly is a green vendor. 

Eco Expo attendees come from all over
and don’t fit any specific profile, explains
Giefer, but she says they are becoming
much more educated about green and
sustainability issues.

“If we do the show again next year we’re
going to have to set the bar really high as
far as the speaker is concerned, because
now we’re getting to the point to where our
customers are almost as savvy about all of
this as we are,” she says.

S&T also publishes an eco-friendly
brochure printed on recycled paper. The
information in the brochure is 60% prod-
uct and 40% tips and information to help
clear up the confusion regarding environ-
mental issues in the office. The brochure
includes definitions of green symbols and
recipes for eco-friendly cleaners. 

Customer response to the brochure has
been “phenomenal,” Giefer reports, and
after an initial printing of 1,000 copies,
they’ve done two reprints. Now, thanks to
page-flipping technology, customers can
also go to S&T’s web site and view it there. 

Demand for green products isn’t simply
the result of S&T’s green initiatives. Giefer
believes the manufacturers have also
helped drive demand up, as they’ve
brought prices down on green products.

“Customers have said they want to be
more sustainable, but only if it’s not going
to break the bank,” says Giefer. “And man-

ufacturers are listening and trying to keep
price points within 10% of the virgin alter-
native.” 

Another area that S&T is doing well with is
lighting. 

“Lighting has become very cost effective
with 20,000-hour light fixtures,” says
Giefer. “Those are a little more than that
10% price differential, but you would ex-
pect more on a product like that.”

Like other dealerships, S&T has also found
customers more receptive to sustainable
jan/san and break room products. 

“We’re an S.P. Richards first call dealer and
they’ve done some fantastic things with
it,” says Giefer. “We’ve really seen more in-
terest in that, especially cutlery and paper
plates. It’s really been heartwarming for
those of us who are strong ‘greenies.’”

Even though this category is growing for
S&T, Giefer wouldn’t call it dramatic.

“There’s been a nice uptick each year with
green sales,” she says. “It’s harder now in
this economy, but I think the trend is here
to stay.” 

If Pedro McMillan, founder of Pedro’s
Planet at www.pedrosplanet.com, knew
what he knows now about the office prod-
ucts industry, he’d still be a lawyer instead
of a successful online marketer of sustain-
able office products. 

McMillan made that transition 20 years
ago before going green and being sustain-
able was fashionable. He actually started
with specialty stores selling environmental
goods such as hair and body care prod-
ucts and sustainable lawn and garden
products. 

He carried a few office supplies too, such
as reams of paper and pads and when
customers started asking for cases in-
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MWV - MeadWestvaco is making an impact in the fight against
cancer and our product promotions benefiting City of Hope allow
us to do that. Through specially packaged items that support their
breast cancer programs, we have successfully connected our
business with City of Hope’s lifesaving mission. 

Doing well is good business. Enhance your business through a
charitable sales promotion and help City of Hope’s National Office
Products Industry find the answers to cancer. Contact Matt Dodd
at 866-905-HOPE or visit cityofhope.org/CRM.

David J. Williamson
General Manager of 
MWV - MeadWestvaco’s
Office Products Group

canswer.

How can you help 
erase cancer?

http://www.cityofhope.org/CRM


stead of just reams, Pedro’s Planet made
the transition to selling office supplies in
bulk. It was mostly recycled paper prod-
ucts at first, followed by pens and toner
cartridges, McMillan recalls. 

That was 20 years ago. 

Pedro’s Planet is headquartered in St.
Louis and today, the company also has of-
fices in Denver. And in addition to buying
their office products from Pedro’s, cus-
tomers in those markets can also call on
the dealership for recycling services. 

“When we deliver your office supplies, we
can also pick up and take away your recy-
clable waste,” says McMillan. 

When they first started offering recycling
services, it was simply collecting paper, but
today they also collect aluminum cans, plas-
tic bottles, toner cartridges and e-waste. 

“We’ll take virtually anything you throw
away in an office that is recyclable,” says
McMillan. 

Asked about his inspiration for taking the
green route, McMillan explains that when
he was a lawyer he was part of the local
bar association’s environmental group.
After starting Pedro’s Planet, he put to-
gether a mini trade show for law firms,
which made sense since for the first few
years that was where most of Pedro’s
Planet’s business was coming from. The
trade show featured manufacturers and
vendors of recycled and recyclable prod-
ucts as well as recyclers. 

“We were stationed next to a recycler and
my business partner and I said, ‘We’re
going to these places, why don’t we just
pick the stuff up?’” recalls McMillan. 

“Literally on the spot we
started offering

a recycling service, having no clue how we
were going to do this. But we figured we
could kill two birds with one stone and
people thought it was a great idea.”

McMillan has found exhibiting at local con-
sumer shows, such as ones organized by
the association of legal administrators in
St. Louis and Denver, the most effective
ways of marketing their products and serv-
ices. They also underwrite local public
radio stations. 

“Public radio listeners tend to be people
who are open to our message,” says
McMillan. “It’s very effective way for us to
generate name and brand recognition.
Finding specific customers is more of a
trade show kind of thing. And word of
mouth is also important too.”

After 20 years, McMillan has seen the
number of green products grow tremen-
dously.

“When we started in the early nineties only
a handful of items were available. They
were a lot more expensive and very few
people bought them,” he recells. “Today,
every manufacturer has hopped on this
bandwagon.”

The biggest challenge he’s faced over the
years has been pricing, which fortunately
is coming down, and quality, particularly
with paper. 

“It probably wasn’t until the 1996-1997
time frame that manufacturers started
making paper that would run in machines
for real,” notes McMillan. “That was a turn-
ing point for the industry, because before
then, if you had anything like a high-speed
printer you could not run recycled content
paper in it. Trust me, I know. I still remem-
ber the calls from customers who said,
‘Get this #$%^ out of here, it’s killing my
machine!” 

Now he believes there’s virtually no differ-
ence between a recycled sheet and a vir-
gin sheet of copy paper. Plus there’s so
much more to choose from in every prod-
uct category. 

“There was another turning point
a few years ago when manufactur-

ers woke up and said, ‘We need a
green line,’ recalls McMillan. “Now

there are available options in every cat-
egory we sell, from furniture to cleaning
and break room to general line supplies.
It’s very cool what’s happening and we’re
very well positioned to take advantage be-
cause we’ve been doing this for 20 years.” 

In Modesto, California, Warden’s
is another office supplies

dealer that has set an exam-
ple for its customers by

adopting green business
practices for its own inter-
nal operations.
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It’s an approach to the market that will
be familiar to many independents: Make
it as painless as possible to offer and
order a “one-stop-shop” product mix
that addresses a broad spectrum of
customer needs. 

This time, though, it’s a manufacturer
using that approach: Identity Group in
Cookeville, Tennessee.

As its name suggests, the company’s
focus is on products that visually com-
municate and help customers identify
themselves. That means stock and cus-
tom ink stamps, name badges, business
stationery, but it also means interior and
exterior signage, LED illuminated signs
and more.

In a history that spans over 40 years,
Identity Group and its companies have
been manufacturing the brands dealers
know and trust: Porelon®, Redi-Tag®,
Stamp-Ever®, and Headline®, to name
a few. 

What most dealers don’t know is that
Identity Group is also a leading manufac-
turer in the custom sign industry, servicing
sign shops, design firms, and commercial
builders. Now operating under a single
corporate moniker, significant new sales
and profit opportunities are readily avail-
able for today’s independents:

• Dimensional and ADA signs, sig-
nage systems and digital display

• Business cards and stationery
products

• Ink rolls, ribbons, specialty inks 
and gels

• Page flags, sticky notes and organi-
zational products

• Stock and custom stamps, en-
graved signs and banners

It’s a product mix, says Identity Group
VP of sales Evan Wolf, that’s designed
to enable dealers to grow some solid
new revenue streams at healthy margins.

“Identification products aren’t just about
stamps or desk signs,” says Wolf. “It’s a
broad, growth-oriented category that
provides a logical path for dealers to sell
niche products they currently aren’t sell-
ing at margins that for the most part,
they currently aren’t seeing.”

And when they partner with Identity
Group for those products, they’ll find a
vendor who’s committed to making the
purchases as painless as possible, both
for the dealers and their customers.

Many of the products offered under
Identity Group brands may be mature
and long established, but there’s noth-
ing traditional about how the company
brings them to market.

“We’re committed to using technology
to make purchasing our stamp, sign,
and stationery products painless for
both the end-customer and the dealer,
and that means driving as much busi-
ness as possible to the Web,” says VP
of marketing Liz Kelsey.

In the custom stamp arena, for example,
the national big box players have of-
fered online ordering and design for
many years. But the programs Identity
Group offers independents go beyond
the functionality they use and give the
dealer far more control, Kelsey explains.

“Dealers, and their customers, have dif-
ferent needs, so we have various online
programs and ordering platforms avail-
able. One such program, FlashStamp on

Demand, allows the dealer to bring a
custom stamp operation in house with
minimal investment,” she points out. “In
addition to being able to make custom
stamps, branded with the dealer’s own
logo, literally within minutes, the dealer
can set his own pricing on an account
by account basis.”

One dealer who’s been enjoying out-
standing success with the FlashStamp on
Demand program is Raleigh, North Car-
olina-based Regency Office Products.

“We started with the program last fall
and it has gone unbelievably well for
us,” reports Regency vice president
Linda Hanson. 

“Instead of having to outsource our cus-
tom stamp business and work with a 7-
10 day turnaround time, we now handle
90% of the work internally and can offer
next-day delivery on just about every-
thing,” she says.

With a steadily growing base of satisfied
customers and margins typically running
in the 40s, Hanson and her team could-
n’t be happier. “The way Identity Group
uses technology makes the whole
stamp business incredibly easy and
hassle-free,” she continues. “We recov-
ered our initial investment in two months
and it’s given us far greater control inter-
nally and a far more effective way to add
value to our customers and reach them
in new and different ways.”

At a time when it’s never been more im-
portant for independents to maximize
the value of every customer, Identity
Group offers a proven way to create
sales in new (and old) categories that is
both easy to use and profitable. To learn
more about Identity Group products and
programs, e-mail dealers@usstamp.com.
For general company information, visit
www.identitygroup.com.

vendor profile
advertorial

Identity Group:
A One-Stop Shop for New

Sales and Profit Opportunities

mailto:dealers@usstamp.com
http://www.identitygroup.com


“We really got behind the movement in
earnest 2½ years ago inside our own busi-
ness and outside with our customers,” ex-
plains Chris Peterson, president. “We
looked at our own world and asked what
we should be doing.”

That means little things like replacing en-
ergy inefficient light bulbs with higher effi-
ciency bulbs, recycling cans, plastic, and
cardboard and using recycled paper. The
dealership also signed on as a sponsor for
its local chamber’s “Green Team.” 

As a sponsor, Peterson goes into the
county and talks to businesses about
ways to green their business, focusing on
how they can do save money, and help the
environment all at the same time. 

“We talk about greening the office from the
inside out,” notes Peterson. “We present
our green office products catalog and
show customers how to set up a recycling
program onsite throughout their office, so

they can promote proper recycling, not
only at work but at home as well. Mostly,
it’s just stuff people are already doing, but
they just need to do it some more.” 

Another example that Warden’s is setting is
a commute to work day, where employees
carpool to work one day a month. “War-

den’s is just trying to live green a little bit
more all the time,” says Peterson.

For the past 20 years Warden’s has
been offering customers remanufac-

tured laser toner cartridges, and
they’ve been recycling them for the

past 20 years as well. “We also
work extensively with Hewlett-

Packard on their printer trade-
in program,” adds Peterson.
“Their old printers are energy
hogs while their new printers
are energy efficient.”

Warden’s waves the recycling banner
via a recycled logo worn on Warden’s ap-
parel. The logo can also be found on their
warehouse building. 

Peterson has found there’s no rhyme or
reason that determines which companies
are most receptive to the Green Team
message, although he says many larger
companies seem to be ahead of the curve. 

“The larger the company, the more recep-
tive they are when it comes to looking at
ways to green their business,” says Peter-
son. “It’s amazing how much they already
do, but there are a lot of little things they
weren’t doing that we’ve opened their
eyes to as well.” 

Sometimes these sustainability initiatives
get complicated. One customer asked
Warden’s to look at all of their past year’s
purchases and provide them with the
post-consumer waste content of all of
those products. “We went through an ar-
duous process to get the information but
we did it, reinforced our own credibility as
a green supplier and kept our customer
happy,” recalls Peterson. 

Like many dealers, Warden’s took advan-
tage of Earth Day activities this year to
highlight their commitment to green. “Our
first goal was to educate and the second
was to talk about products,” says Peter-
son. 

On the product front, Warden’s promotes
sustainable cleaning products as well as
recycled towels and tissues within the
jan/san space. They’re also selling a lot
more recycled paper. 

“It’s five times what it was a year ago
mostly because the pricing is more in
line—only a couple dollars more than vir-
gin paper,” says Peterson. “It’s one of the
highest use items, they know it’s coming
from a recycled source, they can put it
right in the recycled bin, and they’re help-
ing with sustainability.” 

Even though Garvey’s Office Products in
Niles, Illinois, does a decent business sell-
ing sustainable office products, that’s not
the company’s primary green focus. In-
stead, the lion’s share of attention goes on
the services they provide to customers to
help them green their own operations
more. 

Garvey’s collects used batteries, flattened
cardboard, used toner cartridges, and
now, through Sanford who just launched a
program the beginning of this year, writing
instruments. 

Garvey’s receives 2 cents for every San-
ford brand recycled product, with all pro-
ceeds going to a local charity. The
dealership takes a similar approach to car-
tridge recycling, donating proceeds from
that side of the business to a different
charity every quarter. 

Over 13 quarters, Garvey’s has raised
more than $36,000 through their recycling
efforts. 
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 Surprisingly perhaps, they’re even doing
well on the batteries. Customers encour-
age employees to bring in used batteries
for Garvey’s driver to pick up when he’s
dropping off an order, along with whatever
other materials the customer is recycling. 

“We’re trying to make it as easy as possi-
ble for people to implement recycling pro-
grams in their offices and that’s not
something we’re charging people for, it’s
just another service we provide,” empha-
sizes vice president of sales Kevin Garvey.
“It’s pure good will that we’re trying to
generate with our own customer base.” 

Providing customers with recycling serv-
ices doesn’t entail a lot of time and effort
either. The drivers are already making the
trip anyway, and two people in Garvey’s
warehouse spend just five hours a month
sorting through the recyclables and pack-
ing them for shipping or drop off at a local
recycler. 

“No one else in our market collects used
batteries that we know of—we’re the only
ones doing it,” says Garvey. “And other
people who collect cartridges keep all the
money for themselves. These things are
easy to do and you can find recyclers
where you can drop them off.” 

On the sales side, Garvey’s uses United
Stationers’ green catalog. If a customer
wants to look for products with recycled
content or devices that are Energy Star
certified, for example, they can also flip
through the online catalog on Garvey’s
web site. 

The company now stocks a wide range of
recycled and recyclable products, includ-
ing the ubiquitous recycled paper with dif-
ferent percentages of post-consumer
content. 

“We probably have 200 more SKUs in
stock where recycled content is the main
selling feature of product compared to
what we had just two years ago,” reports
Garvey.

He estimates that about 50 of the com-
pany’s current customers are insistent on
at least 30% recycled content for their
copy paper. Demand for remanufactured
cartridges is also up, but Garvey isn’t sure
if increased demand is the result of green
initiatives or more related to greater em-
phasis among customers on cutting costs. 

Garvey’s is also doing well with sustain-
able jan/san products, particularly paper
products with post-consumer content and
the Green Works line of cleaning solutions. 

“For every 409 type item, we have a com-
parable product that’s a natural cleaner,”
notes Garvey. 

He concedes that fewer than 5% of his
customers are demanding green products,
but he expects that percentage to rise as
Garvey’s continues to promote their recy-
cling services. 

“We’re proactive with it,” says Garvey.
“Right now, at least one third of our cus-
tomers participate in our recycling initia-
tives and we’re trying to push more of
them into it as opposed to them pushing
us into it.” 

Being green is also part of A-Z Office Re-
source’s daily operations. The Columbia,
Tennessee-based office supplies company
has set an internal limit on kilowatt usage.
All thermostats are programmed to ensure
the best kilowatt usage possible. Offices
and warehouses have been designed with
the maximum amount of natural lighting
and sustainable insulation is used in each
of the company’s facilities to keep energy
amounts to a minimum. 

When shipping, they use recycled materi-
als as much as possible, and when making
deliveries, route vehicles so they use the
minimum amount of fuel. They don’t use
plastic foam cups and recycle everything
they can. This commitment to being a sus-
tainable company naturally extends to its
product offerings.

“We’re a big believer in sustainability and
sustainable products,” states Jeff Tunnell,
sales manager. “To me you have to come
back to how it’s sourced. Is it sourced
properly? What kind of footprint does it
leave behind?”

A-Z has a simple approach to selling
green—the catalog. That may not sound
particularly revolutionary, but it works. The
company’s current catalog features a four-
page spread of green products and a spe-
cial promotion through United Stationers
by which anyone who buys a green prod-
uct, receives a stuffed toy frog. 

“We’ve certainly noticed a spike in those
products that fit that green category,” says
Tunnell.

The jan/san category represents a growing
opportunity for sustainable products and
Tunnell reports A-Z is also seeing a fair
amount of success with sustainable all-
purpose cleaners and other products that
fit squarely under the jan/san umbrella. 

“We tell them if they use them properly,
you’re going to save a lot of money,” says
Tunnell. “We’ve really seen an increase in
our chemical sales from those people
we’ve been successful getting in front of,”
he adds.

Green break room supplies—cornstarch-
based utensils, plates and cups—is an-
other category where Tunnell is seeing
traction. 

“Those things are better than plastic and
far better for the environment,” contends
Tunnell. “I think we’re going to see more of
those and demand will continue to grow.”

Scott Cullen has been writing about the

office supplies, office furniture, and office

equipment industries since 1986. Green

is one of his favorite colors. 
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In just a few short weeks, the doors will
open on S.P. Richards’ 2010 Advantage
Business Conference in Miami Beach and
once again, the wholesaler is pulling out all
the stops with a program that features
plenty of opportunities for education, in-

formation exchange and networking. The
inaugural North American Office Products
Awards will debut and will be followed by
a tradeshow featuring the latest products
and programs from a record number of at-
tending industry vendors.

This year’s show, which runs June 23-27,
takes as its theme the acronym CSI. But
don’t expect to see David Caruso and the
rest of the cast from the popular TV show
scouring the meeting rooms and expo
floor in search of vital evidence.

For S.P. Richards, says senior VP of mar-
keting Jim O’Brien, CSI has a far different

meaning. “It’s about Change, Strategy, In-
novation and more. The program includes
the strongest line-up of speakers we have
ever had and dealers are eagerly looking
to investigate tomorrow’s solutions. It
marks the official launch of Business
Source, the exclusive fighter brand for in-
dependent dealers, which has already
generated incredible support. Dealers will
gain additional knowledge on our newest
programs, including printsmart, product-
pro and furnitureadvantage.”

On the following pages, we offer a preview
of what’s in store at this year’s ABC.
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S.P. Richards Gears
Up for Education,

Networking 
and a Whole Lot

More at 2010 
ABC Show
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KEYNOTESPEAKERS
Larry Winget, the Pitbull of Personal
Development, will be keynote speaker for

the opening Gen-
eral Session,
Thursday morn-
ing, June 24.
Best-selling au-
thor of Shut Up,
Stop Whining &
Get A Life and
New York Times
bestseller, It’s

Called Work for a Reason!, Larry believes
most of us have complicated our lives and
our business way too much. He isn’t a
speaker who comforts his listeners. In-
stead, he challenges them to make
changes and take control. “I don’t think you
can motivate someone from where they are
to someplace else, but I’ll guarantee I can
make you so irritated with where you are,
you’ll want to change,” he says.

Dan Ariely, keynote speaker for the
General Session Saturday morning, June

26,  is the James
B. Duke Professor
of Behavioral Eco-
nomics at Duke
University and au-
thor of Predictably
Irrational: The
Hidden Forces
that Shape Our
Decisions. As a

behavioral economist, Dan studies how
people actually act in the marketplace, as
opposed to how they should or would per-
form if they were completely rational. His
interests span a wide range of daily behav-
iors such as buying (or not), saving (or not),
ordering food in restaurants, pain manage-
ment, procrastination, dishonesty, and de-
cision making under different emotional
states.

Dave Barry, popular author, colum-
nist and humorist will grace the stage

Saturday
evening, June 26
and ABC atten-
dees can be
guaranteed
plenty of laughs
and entertaining
insights into
today’s hot top-
ics. And no, we

are not making this up!

continued on page 37
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CONFERENCEAGENDA

S.P. Richards PREVIEW CONTINUED FROM PAGE 35

l WEDNESDAY, JUNE 23
Arrivals
6:30 pm – 10:00 pm . . . . . . . . . . . . . . . . . . . . . . . . Children’s Lounge
7:00 pm - 10:00 pm . . . . . . . . . . . . . . . . . . . . . . . . . Buccaneer Bash

l THURSDAY, JUNE 24
7:00 am - 4:45 pm . . . . . . . . . . . . . . . . . . . . . . . . . Children’s Lounge
7:00 am - 8:00 am . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . Breakfast
8:15 am - 9:45 am . . . . . . . . . . . . . . . . . . . . . . . . . . General Session
10:00 am - 11:30 am. . . . . . . . . . . . . . . . . . . . . . . Seminar Session 1
11:30 am - 1:00 pm . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . Lunch
1:15 pm - 2:45 pm . . . . . . . . . . . . . . . . . . . . . . . . Seminar Session 2
3:00 pm - 4:30 pm . . . . . . . . . . . . . . . . . . . . . . . . Seminar Session 3
5:30 pm - 10:30 pm . . . . . . . . . . . . . . . . . . . . . . . . Children’s Lounge

Optional Tours
5:30 pm - 11:30 pm . . . . . . . . . . . . . . . . . . Cuban Heritage
5:45 pm - 11:15 pm . . . . . . . . . . . . . . . . . . . . . Coral Gables 
6:00 pm - 10:00 pm . . . . . . . . . . . . . . . . . . . . Dinner Cruise 

7:30 pm - 10:00 pm . . North American Office Products Awards Dinner
(Ticketed Guests Only)

l FRIDAY, JUNE 25
7:30 am - 4:45 pm . . . . . . . . . . . . . . . . . . . . . . . . . Children’s Lounge
7:30 am - 8:45 am . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . Breakfast
9:00 am . . . . . . . . . . . . . . Bus Transfers to Miami Convention Center
9:30 am - 4:00 pm . . . . . . . . . . . . . . . . . . . . . . . Office Products Expo
11:30 am - 1:00 pm . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . Lunch
2:00 pm - 4:00 pm . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . UPS Booth
2:30 pm - 3:00 pm . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . Break
4:00 pm - 5:00 pm . . . . . . . . . . . . . . . . . . . . . Buses Return to Hotels
6:00 pm - 12:00 am . . . . . . . . . . . . . . Dine In & Around South Beach

(Dinner on your own)

l SATURDAY, JUNE 26
6:45 am – 1:00 pm . . . . . . . . . . . . . . . . . . . . . . . . . Children’s Lounge
7:00 am - 8:00 am . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . Breakfast
8:00 am - 4:00 pm . . . . . . . . . . . . . . . Golf at Turnberry Resort & Club
8:00 am - 9:15 am . . . . . . . . . . . . . . . . . . . . . . . . . . General Session
9:30 am - 11:00 am . . . . . . . . . . . . . . . . . . . . . . . Seminar Session 4
11:15 am - 12:45 pm . . . . . . . . . . . . . . . . . . . . . . Seminar Session 5
1:00 pm - 5:30 pm . . . . . . . . . . . . . . . . . . . . . . . . . . . . Optional Tours
5:30 pm - 10:00 pm . . . . . . . . . . . . . . . . . . . . . . . . Children’s Lounge
6:00 pm - 7:30 pm . . . . . . . . . . . . . . Dave Barry & Random Thoughts
7:30 pm - 10:00 pm . . Miami Nights experience at the Fontainebleau

l SUNDAY, JUNE 27 - Departures

Visit Sanford Brands 

at Booth 623

W02512     ©2010 Newell Rubbermaid Office Products, Oak Brook, IL 60523     www.sharpie.com     A Newell Rubbermaid Company

SHARPIE INSPIRATION  
STRIKES. TWICE.  
The one and only Sharpie TWIN TIP Marker. 
Two tips. One marker. Ideas that kill.

continued on page 36
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SEMINARSEDUCATION
Top-class industry education has always been a hallmark of the ABC conferences and this year is no exception. Here’s a look at the
sessions on the agenda this year:

Relationship Economics & Social
Networking NEXT 

Communications tools like LinkedIn, Twit-
ter and other social networking platforms
are transforming the key dynamics of
many industries. Business relationship ex-
pert David Nour will show you how you
can use these new technologies to reach
customers, suppliers, investors and the
media in powerful new ways.

Maximize Your Marketing—the
Essentials of Branding, Advertising and
Marketing and How to Implement Them

Marketing your product, service and your-
self is vital to growing business, but ex-
actly how does one do this effectively?
Learn from marketing expert Kelly McDon-
ald how your small business can market it-

self with limited dollars, yet achieve maxi-
mum results? Topics include: branding
and brand development, the best media
options for B2B marketing, developing a
message, effective Internet and social
media marketing techniques and more.

Creating the Ultimate Customer
Experience!

Join customer service guru Scott Deming
for a fast-paced, high-energy journey
through the six critical steps to creating
the ultimate customer experience that will
show you how to turn a typical customer
into an evangelist who will take your busi-
ness to the Promised Land!

Name Your Price—and Get It!

Sales and sales management veteran Troy
Harrison will offer a way to maximize prof-
its through a more thorough understanding
of your customers’ buying habits and
processes and present techniques that will
help you maintain price integrity, maximize
profits and keep your customers happy.

Hire and Train the Best Sales Reps

Discover from sales expert Krista Moore
the techniques that will help you build a
highly-skilled and motivated sales team
that will increase your revenue and prof-
itability and create a clear competitive ad-
vantage for your dealership.

S.P. Richards PREVIEW CONTINUED FROM PAGE 37
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SEMINARSEDUCATION
Making Your Net WORK! Networking and
Referral Generation Techniques for
Business Owners and Professional
Salespeople

Discover from sales and sales manage-
ment veteran Troy Harrison how you can
use networking to attract new customers
and maximize your referral potential
through smart use of online networking
tools. Troy will show how to stop “social-
izing” and move toward real referral gen-
eration techniques that work! 

Creating Ergonomic Sales Opportunities

Fellowes’ Kevin Butler will highlight the
path to meaningful, incremental, ergonomic
product sales opportunities in a fast-paced
presentation that will cover revitalizing dor-
mant consumer accounts with ergonomic
product sales; “sizing up ergonomic sales

opportunities so you can optimize your time
in the field, identifying and creating ac-
countability with key ergonomic decision
makers at an account and more.

Dealer Principal Idea Exchange

These structured networking opportunities
will allow participants to exchange suc-
cess stories with their peers. Come pre-
pared to share an idea and expect to come
away with at least one or two new ones to
help your business. Scheduled topics for
owners and principals include:

n Extraordinary Customer Service—
Go the Extra Mile 

n How to Do More in Less Time

n Getting the Most from Your GSA
Schedule

n Processes and Systems

n Sustaining Sales Growth with
People, Processes and Systems

n How to Make Your Dealership
Unique and the Competition
Irrelevant

n Effective Compensation

n MyAnalyst Users’ Forum

In addition, a separate session for sales
reps will focus on how to avoid top time
wasters (and make more money in less
time!) 

Also on the agenda: separate sessions to
update you on S.P. Richards' marketing
tools, proprietary brand strategy and
dealer web services and e-content.

S.P. Richards PREVIEW CONTINUED FROM PAGE 38
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Every color under the sun.
Now including green.
The Crayola products you know and love have gone green! Beginning in the Spring 
of 2010, Crayola crayons are being made with the power of the sun from Crayola’s 
15-acre solar farm. Our marker barrels contain 15% recycled plastic, and we are the 
only manufacturer to produce colored pencils with reforested wood. By protecting 
the environment, it is just another way we are making the future brighter! Shop for 
your Crayola green products today!
©2010 Crayola. Serpentine Design®, Chevron Design®
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SHOWEXHIBITORS (As of May 12, 2010)

Boldface listings indicate advertisers in this issue of INDEPENDENT DEALER

EXHIBITOR BOOTH
3M . . . . . . . . . . . . . . . . . . . . . . . .835
9 to 5 Seating  . . . . . . . . . . . . . . . . . .I
A.T. Cross . . . . . . . . . . . . . . . . . . .439
AbilityOne  . . . . . . . . . . . . . . . . . .913
Accentra  . . . . . . . . . . . . . . . . . . .540
ACCO  . . . . . . . . . . . . . . . . . . . . . .235
Acme United Corp.  . . . . . . . . . . . .810
Acsellerate . . . . . . . . . . . . . . . . . .400
Advantus Corp. . . . . . . . . . . . . . . .813
Akro-Mils  . . . . . . . . . . . . . . . . . . .101
Alba  . . . . . . . . . . . . . . . . . . . . . . .758
Alliance Rubber  . . . . . . . . . . . . . .501
Ampad  . . . . . . . . . . . . . . . . . . . . .603
AOS Ware/Fortune Web Mktg  . . . .706
Artopex, Inc.  . . . . . . . . . . . . . . . . . .D
At-A-Glance/Mead Westvaco  . . . .841
Atlantic Breeze-Heatrunner  . . . . .202
Aurora  . . . . . . . . . . . . . . . . . . . . .534
Avery Dennison  . . . . . . . . . . . . . .253
Avery Dennison PSD  . . . . . . . . . .800
Balt, Inc. . . . . . . . . . . . . . . . . . . . .453
Basyx . . . . . . . . . . . . . . . . . . . . . .457
Baumgartens  . . . . . . . . . . . . . . . .741
Beaumont Products  . . . . . . . . . . .301
Belkin  . . . . . . . . . . . . . . . . . . . . .420
Bic  . . . . . . . . . . . . . . . . . . . . . . . .834
Bigelow Tea  . . . . . . . . . . . . . . . . .113

EXHIBITOR BOOTH
Bi-Silque Visual Comm. Products  .658
Blazer Brusa, LLC  . . . . . . . . . . . .733
BMI  . . . . . . . . . . . . . . . . . . . . . . .935
Bond Street  . . . . . . . . . . . . . . . . .532
Bostitch  . . . . . . . . . . . . . . . . . . . .735
Bretford Manufacturing  . . . . . . . .557
Brother International  . . . . . . . . . .513
Buddy Products  . . . . . . . . . . . . . .701
Bun-O-Matic  . . . . . . . . . . . . . . . .201
Bunzl  . . . . . . . . . . . . . . . . . . . . . .212
Burnes Home Accents  . . . . . . . . .556
Bush  . . . . . . . . . . . . . . . . . . . . . .550
Business Source  . . . . . . . . . . . . .622
Canon  . . . . . . . . . . . . . . . . . . . . .629
Carl Mfg. Co.  . . . . . . . . . . . . . . . .805
Carson-Dellosa Publishing, LLC  . .801
Chairworks  . . . . . . . . . . . . . . . . . . .K
Chartpack/Maco . . . . . . . . . . . . . .812
Chenille Kraft  . . . . . . . . . . . . . . . .809
Chicago Lighthouse  . . . . . . . . . . .832
City of Hope . . . . . . . . . . . . . . . . .601
C-Line Products  . . . . . . . . . . . . .844
Clorox  . . . . . . . . . . . . . . . . . . . . .112
Coffee Pro  . . . . . . . . . . . . . . . . . .100
Colgate Palmolive . . . . . . . . . . . . .205
Compucessory  . . . . . . . . . . . . . . .523
Continental/Wilen . . . . . . . . . . . . .122

EXHIBITOR BOOTH
Crayola  . . . . . . . . . . . . . . . . . . . .818
Daiei Papers . . . . . . . . . . . . . . . . .533
Deflect-O  . . . . . . . . . . . . . . . . . . .713
Dial Corporation  . . . . . . . . . . . . . .121
Dixon Ticonderoga Company  . . . .811
DMI Furniture  . . . . . . . . . . . . . . .559
Domtar . . . . . . . . . . . . . . . . . . . . .607
Durable Office Products  . . . . . . . .640
Duracell  . . . . . . . . . . . . . . . . . . . .204
ECI  . . . . . . . . . . . . . . . . . . .653
Elite Image . . . . . . . . . . . . . . . . . .522
Elmer's Products, Inc  . . . . . . . . . .853
Energizer  . . . . . . . . . . . . . . . . . . .323
Epson . . . . . . . . . . . . . . . . . . . . . .416
Esselte  . . . . . . . . . . . . . . . . . . . . .647
Eureka Company  . . . . . . . . . . . . .108
Eurotech Seating  . . . . . . . . . . . . . . .E
Falcon Safety Products . . . . . . . . .937
Fellowes, Inc  . . . . . . . . . . . . . . . .729
Fireking  . . . . . . . . . . . . . . . . . . . .459
Fiskars  . . . . . . . . . . . . . . . . . . . . .855
Floortex  . . . . . . . . . . . . . . . . . . . .756
Folgers/Millstone Office Coffee . . .124
Franklin Covey   . . . . . . . . . . . . . .739
Genuine Joe . . . . . . . . . . . . . . . . .217
Geographics . . . . . . . . . . . . . . . . .435
Georgia Pacific-Dixie Foods  . . . . .218

EXHIBITOR BOOTH
Ghent Mfg. Co.  . . . . . . . . . . . . . . .933
Gojo  . . . . . . . . . . . . . . . . . . . . . . .228
GOPD . . . . . . . . . . . . . . . . . . . . . .907
Green Mountain Coffee Roasters  .129
Hausmann  . . . . . . . . . . . . . . . . . .309
Health-O-Meter  . . . . . . . . . . . . . .303
Heritage  . . . . . . . . . . . . . . . . . . .125
Hewlett-Packard  . . . . . . . . . . . . .329
HON . . . . . . . . . . . . . . . . . . . . . . .359
Hoover/TTI Floor Care  . . . . . . . . .224
Horizon  . . . . . . . . . . . . . . . . . . . .429
HPFI-Highpoint Furniture  . . . . . . . . .L
HSM America  . . . . . . . . . . . . . . . .859
Iceberg Enterprises  . . . . . . . . . . .553
Identity Group  . . . . . . . . . . . . . . .856
ImageBuilder  . . . . . . . . . . . . . . . .126
Imation  . . . . . . . . . . . . . . . . . . . .408
Impact Products . . . . . . . . . . . . . .322
Intek America . . . . . . . . . . . . . . . .941
International Paper Co. . . . . . . . . .541
Iris  . . . . . . . . . . . . . . . . . . . . . . . .656
is.group . . . . . . . . . . . . . . . . . . . .504
ITW Dymon  . . . . . . . . . . . . . . . . .104
Johnson & Johnson  . . . . . . . . . . .302
Johnson Diversy . . . . . . . . . . . . . .227
Jump Technologies, Inc.  . . . . . . . .908
Kantek  . . . . . . . . . . . . . . . . . . . . .507
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EXHIBITOR BOOTH
Kellogg's  . . . . . . . . . . . . . . . . . . .223
KFI Seating  . . . . . . . . . . . . . . . . . . .B
Kids In Need . . . . . . . . . . . . . . . . .905
Kimberly Clark  . . . . . . . . . . . . . . .229
Lacasse-United Chair  . . . . . . . . . . . .A
Lathem Time Co.  . . . . . . . . . . . . .702
Lee Products  . . . . . . . . . . . . . . . .500
Legacy Furniture Group Inc.  . . . . . . .C
Lexmark . . . . . . . . . . . . . . . . . . . .413
Lion Office Products  . . . . . . . . . . .401
Logicblock Inc. . . . . . . . . . . . . . . .912
Logitech . . . . . . . . . . . . . . . . . . . .423
Longbow Consulting  . . . . . . . . . .925
Lorell  . . . . . . . . . . . . . . . . . . . . . .259
Mabis Health Care  . . . . . . . . . . . .311
Magna Visual  . . . . . . . . . . . . . . . .916
Marcal  . . . . . . . . . . . . . . . . . . . . .109
Marjack  . . . . . . . . . . . . . . . . . . . .304
Mars/Flavia  . . . . . . . . . . . . . . . . .300
Martin  . . . . . . . . . . . . . . . . . . . . . . .J
Martin Yale/Premier  . . . . . . . . . . .705
Master Lock  . . . . . . . . . . . . . . . .102
Master Mfg.  . . . . . . . . . . . . . . . . .819
Max USA Corp.  . . . . . . . . . . . . . . .421
Maxell Corp of America  . . . . . . . .516
Maxon Furniture, Inc.  . . . . . . . . .558
Mayline Group  . . . . . . . . . . . . . . .447
Media Sciences  . . . . . . . . . . . . . .518
Medline  . . . . . . . . . . . . . . . . . . . .313
Micro-Micr  . . . . . . . . . . . . . . . . . .410
Millenium Mats  . . . . . . . . . . . . . .319
Miller's Creek . . . . . . . . . . . . . . . .320
MMF  . . . . . . . . . . . . . . . . . . . . . .817
Mowhawk Fine Papers  . . . . . . . . .600

EXHIBITOR BOOTH
MVK Group . . . . . . . . . . . . . . . . . .721
Myers Brazell  . . . . . . . . . . . . . . . .837
NCR Paper By Appleton  . . . . . . . .403
Nestle USA . . . . . . . . . . . . . . . . . .326
Nestle Waters . . . . . . . . . . . . . . . .114
NOPA  . . . . . . . . . . . . . . . . . . . . . .919
Norstar/Boss Office Products, Inc.  . .G
N. American OP Awards  . . . . . . . .247
Nukote International . . . . . . . . . . .404
Office Partners  . . . . . . . . . . . . . . .605
OP Women in Leadership (OPWIL) 921
Office Star Products  . . . . . . . . . . .552
Officemate Int'l Corp.  . . . . . . . . . .838
Oklahoma Sound  . . . . . . . . . . . . .657
Oreck . . . . . . . . . . . . . . . . . . . . . .203
P.M. Company  . . . . . . . . . . . . . . .606
Pacific Handycutter  . . . . . . . . . . .106
Pacon Corporation  . . . . . . . . . . . .804
Panasonic  . . . . . . . . . . . . . . . . . .407
Pentel of America  . . . . . . . . . . . .604
Pilot Corp of America  . . . . . . . . . .745
Plantronics . . . . . . . . . . . . . . . . . .418
PrintSmart  . . . . . . . . . . . . . . . . . .529
Proctor & Gamble . . . . . . . . . . . . .128
Pure Red Creative, a GA Comm. Co.  . .641
Pyramid Technologies  . . . . . . . . .858
Quality Park  . . . . . . . . . . . . . . . . .829
R3 Safety  . . . . . . . . . . . . . . . . . . .210
ReBinder  . . . . . . . . . . . . . . . . . . .945
Reckitt-Benckiser . . . . . . . . . . . . .111
Red Cheetah  . . . . . . . . . . . . . . . .613
Rediform  . . . . . . . . . . . . . . . . . . .821
Redi-Tag Corp.  . . . . . . . . . . . . . . .759
Retail Display Booth  . . . . . . . . . . .820
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Right Angle . . . . . . . . . . . . . . . . . . . .F
Roaring Springs Paper Products  . .808
Rochester Midland  . . . . . . . . . . . .324
Royal Sovereign  . . . . . . . . . . . . . .911
Rubbermaid Commercial Products 211
Safco Products . . . . . . . . . . . . . . .753
sales-i  . . . . . . . . . . . . . . . . . . . . .638
Samsill . . . . . . . . . . . . . . . . . . . . .840
Samsonite Corp  . . . . . . . . . . . . . .632
Sandusky Lee  . . . . . . . . . . . . . . . . .H
Sanford  . . . . . . . . . . . . . . . . . . . .623
Sanyo  . . . . . . . . . . . . . . . . . . . . .200
Saunders Mfg. Co.  . . . . . . . . . . . .433
Screenflex  . . . . . . . . . . . . . . . . . .922
Sealed Air  . . . . . . . . . . . . . . . . . .506
Sentry Safe  . . . . . . . . . . . . . . . . .546
Seventh Generation  . . . . . . . . . . .328
Shachihata  . . . . . . . . . . . . . . . . .847
Shamy Pack . . . . . . . . . . . . . . . . .221
Sharp Electronics  . . . . . . . . . . . . .417
Shop-Vac  . . . . . . . . . . . . . . . . . . .943
Simon Marketing  . . . . . . . . . . . . .502
Simple Green  . . . . . . . . . . . . . . . .116
SJ Paper  . . . . . . . . . . . . . . . . . . .703
SLI Lighting  . . . . . . . . . . . . . . . . .118
Smead Manufacturing Company .353
Softalk LLC & Artistic  . . . . . . . . . .909
Solo  . . . . . . . . . . . . . . . . . . . . . . .441
Solo Cup Company . . . . . . . . . . . .127
Sony  . . . . . . . . . . . . . . . . . . . . . .412
Soporcel  . . . . . . . . . . . . . . . . . . .616
Southworth  . . . . . . . . . . . . . . . . .634
Sparco-Naturesaver-Integra  . . . . .547
SPR Marketing  . . . . . . . . . . . . . . .241
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Spracht  . . . . . . . . . . . . . . . . . . . .517
SSI System Solutions  . . . . . . . . .119
Staedtler, Inc.  . . . . . . . . . . . . . . .816
Starbucks Coffee  . . . . . . . . . . . . .220
Stout Products  . . . . . . . . . . . . . . .110
Stride . . . . . . . . . . . . . . . . . . . . . .917
Sugar Foods Corp.   . . . . . . . . . . .208
Surtech  . . . . . . . . . . . . . . . . . . . .920
Tabbies  . . . . . . . . . . . . . . . . . . . .918
Tatco  . . . . . . . . . . . . . . . . . . . . . .105
Telefield RCA Phones  . . . . . . . . . .519
Tennsco Corp.  . . . . . . . . . . . . . . .659
Thalerus  . . . . . . . . . . . . . . . . . . .700
The Highlands Group  . . . . . . . . . .757
Tombow . . . . . . . . . . . . . . . . . . . .535
Tops . . . . . . . . . . . . . . . . . . . . . . .635
Trend Enterprises  . . . . . . . . . . . . .803
Tri Gold Associates  . . . . . . . . . . . .823
TriMega  . . . . . . . . . . . . . . . . . . . .620
Unger . . . . . . . . . . . . . . . . . . . . . .117
Unibind  . . . . . . . . . . . . . . . . . . . .719
Unimed  . . . . . . . . . . . . . . . . . . . .305
Verbatim  . . . . . . . . . . . . . . . . . . .422
Victor Technology  . . . . . . . . . . . . .711
Virco  . . . . . . . . . . . . . . . . . . . . . .449
V-Tech  . . . . . . . . . . . . . . . . . . . . .419
Waterbury  . . . . . . . . . . . . . . . . . .226
Wausau Papers  . . . . . . . . . . . . . .929
Webster Industries  . . . . . . . . . . . .225
Werner Company  . . . . . . . . . . . . .103
Xerox Corporation  . . . . . . . . . . . .505
Zebra Pen Corporation  . . . . . . . . .709
Zep, Inc. . . . . . . . . . . . . . . . . . . . .120
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The many benefits dealers can gain from
a CRM project begin with the ability to
gather, store, process and use customer
and prospect information most effectively. 

Historically, this information-driven model
is almost always put in place to address
the following three key strategic areas and
perpetual dealer pain points:

n New customer acquisition
n Current customer penetration
n Current customer retention

However, from the beginning it’s important
for dealers to recognize one fundamental
point about CRM to help assure a success-
ful implementation: CRM is not a technol-
ogy solution—it’s a process solution.

In essence, implementation of a CRM proj-
ect is far closer to the implementation of a
strategic marketing plan than it is to any
technology upgrade or introduction. And
as with any strategic marketing plan, the
project needs to begin with a clear set of
objectives and a realistic appreciation of
the sales and marketing processes
needed to reach them. 

Overall project objectives are built around
the three key strategic areas listed above,
but there also needs to be lower level ob-
jectives that identify the plan’s various ac-
tivities and the sales and marketing
programs and tactics needed for success.

The CRM software program chosen by a
dealer must have the capacity to manage
the plethora of information collected, as
well as the capacity to store and monitor
sales and marketing activities. 

Connectivity to industry back-end systems
is paramount, as the information

processed should include sales history.
The ability to access back-end information
within a CRM software environment results
in more effective use of business intelli-
gence.

Additionally, the software program chosen
should transcend typical CRM functional-
ity and include full sales force automation.
This additional level gives dealers the ca-
pacity to take action on information and
drive sales and marketing programs with
functionality that includes:

n Automated sales and marketing
processes and campaigns

n Market segmentation from filtering of
information that results in unlimited
levels of target marketing

n E-mail marketing
n Dashboard reporting

The planning portion of a successful CRM
implementation is a crucial element.
Though discovery will identify the strategic
objectives listed above, planning must
begin with answers to the following key
questions:

n Who will be using the CRM
software? 

n Does the software include effective
reporting?

n How seamless will adoption be?
n How will training be conducted?
n What will be the level of post-training

support?

The following key considerations are im-
portant in addressing the planning ques-
tions listed above, and will help to assure
maximum CRM project ROI:

n All customer-facing personnel should
be CRM software users. This not only in-

cludes inside and outside sales, but also
customer service. Since maximum use
of information has been identified as a
key CRM benefit, sales and customer
service have the most customer and
prospect contact and are best posi-
tioned to get needed information easily
and on an ongoing basis. It may also
make sense to include other depart-
ments in the user pool as well. Account-
ing personnel, for example, often use
CRM to manage information and con-
tacts for receivables collection. 

n Detailed reporting is a key element of
CRM software functionality. It’s crucial
that sales and marketing activities tied
to overall process, campaigns and over-
all objectives be monitored. Reports
have historically been paper-driven.
Newer, state of the art CRM software of-
fers dashboards so that management is
able to access graphical and analytical
presentations of sales and marketing
activities. They are able to drill this infor-
mation down and extrapolate informa-
tion that helps them keep sales and
marketing people on course. 

n Seamless adoption of CRM software
by potential users is very important. It is
a responsibility of management to pre-
pare users for the transition. Preparation
is especially important for adoption by
sales people mired in cumbersome
paper-driven processes. It’s essential
that management prepare these tradi-
tionalists by stressing the benefits of
smoother organization and enhanced ef-
ficiencies to be gained that will result in
increased income. Customer service
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personnel should be an easy sell. His-
torically, they do not have easy access
to information to help service customers
faster or exploit additional sales oppor-
tunities within the existing customer
base. 

n Onsite training is essential for the first
phase of implementation. Subsequent
follow up training can be effectively con-
ducted online and/or by phone, but it’s
important in the initial implementation
phase that trainers experience onsite the
cultural aspects of a company and its
personnel. This assists in adapting the
training to the company and its people
and helps trainers leverage any ob-
served nuances that can correlate to
successful training and faster project
ROI. It’s also important for dealers to
choose a CRM vendor whose training is
not based solely on technology, but ap-
proached from a process perspective.
Every mouse click and key stroke taught
must relate to effective use in the sales

and marketing and customer service
processes. CRM vendors who approach
this phase from primarily a technology
perspective often have sub-par imple-
mentations and lower ROI for the dealer.

n Post-training support is vital, both for
software training as well as technical
support. Historically, six-months of post-
training support helps to solidify and re-
inforce key areas of training. Technical
support is relevant with on-premise,
server-based implementations versus
web-based cloud implementations. In
fact, dealers will need to decide on which
environment they prefer—on-premise or
“in the cloud.” Each has their place. His-
torically, on-premise solutions are less
expensive long term and offer the secu-
rity of the information being at the dealer
location. Cloud solutions require no tech-
nical infrastructure at the dealer site and
no need for technical support.

In summary, dealers looking to implement a
CRM project must remember to take a non-
technology approach and approach CRM
from a process perspective that incorpo-
rates the program into their overall market-
ing plan. This approach will help assure
maximum ROI, both short and long term.

An industry veteran with more than

30 years experience, Neil Saviano is

president of the Longbow Consulting

Group/SalesRabbit, an office prod-

ucts industry specific CRM and Sales

Force Automation consulting organization.

www.salesrabbit.com He can be reached by

phone at 800-782-1534 or by e-mail at

neil@crminternational.com and will also be

available at Booth 925 at S.P. Richards’s Ad-

vantage Business Conference later this

month to answer any dealer questions on

CRM.
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Do you know the value of your dealership

today? Answering this question requires an

understanding of the valuation process and the

factors that contribute to a realistic valuation of

your business. This exercise can also help you to

understand how to enhance the

value of your dealership in the future.

What’s Your Business Worth? 
Methods for Valuing Your Dealership

By Bill Kuhn

Too often, dealer principals hold unrealistic expectations of the
value of their company, right up to the time they wish to sell, retire,
or transfer ownership to key employees. Then, they are shocked
by the results of a professional valuation. 

Unfortunately, determining the value of a business is often done
in haste, the result of a sudden event in a time of crisis such as
being forced to sell, buying out a minority owner, facing health
problems or being confronted with a pending divorce. 

As an example, an operating business that suddenly becomes
part of an estate settlement may lose 25% or even 50% of its
value. In these situations, dealers may not have the time or infor-
mation available to ensure that a valuation is conducted using a
method that is best for their dealerships.

A realistic understanding of the true current value of your dealer-
ship enables you to make better decisions about current situa-
tions, and, more importantly, shows you how to increase your
company’s value and position it more favorably for the future. The
key is to be able to plan and anticipate, not react.

Valuation is an art, not a science. Even the most experienced
business appraiser makes a professional guess, usually qualified
by many assumptions. 

No one formula or multiple should be the basis for a price. IRS Rev-
enue Ruling 59-60 specifically states that “no formula can be de-

vised that will generally be applicable to the multitude of different
valuation issues.” 

Ruling 59-60 goes on to state that fair market value is “the price
at which property would change hands between a willing buyer
and a willing seller when the former is not under any compulsion
to buy and the latter is not under any compulsion to sell, both par-
ties having reasonable knowledge of relevant facts.” 

Determining the actual value requires a detailed examination of
three key elements:

n The tangible value of your assets and profitability, as meas-
ured by your balance sheet and income statements

n The intangible assets, as represented by such factors as mar-
ket power, customer base, product and service mix, facilities
and location, personnel strength, operational performance, risk,
income potential and marketability

n In the event of a sale, added values that might accrue to a
particular buyer because of geographic or strategic fit

The following discussion of valuation is undoubtedly more than
you want to know. It may not make the most exciting reading, but
it is essential knowledge when attempting to understand the value
of your business. 

continued on page 45



As I wrote in an article shortly after The Da
Vinci Code was published, consider your
value as a mystery that needs to be deci-
phered or decoded.

Recasting Your 
Financial Statements
An important first step in the process of
determining value is recasting the balance
sheet and income statement. 

There can be a big difference in financial
statements as a record of the ongoing fi-
nancial activities and condition of your
dealership and financial statements that
reflect its status for evaluation purposes.

In determining the value of net assets (as-
sets less liabilities), current assets should
be figured at their realizable value, with re-
ceivables being evaluated after consider-
ation of an adequate reserve for potential
bad debts and inventory being appraised
at cost or market, whichever is lower. 

Fixed assets should be appraised at cur-
rent value and liabilities must represent
true value, including any contingent liabil-
ities such as pending lawsuits or unem-
ployment claims. 

It may also be necessary to make certain
adjustments to the income statements.
Cost of sales should be carefully reviewed
since it is affected by your inventory values
and accuracy. 

For office products dealers who sell furni-
ture, in-transit and timing issues associ-
ated with services such as design and
installation may or may not be properly
represented in the accounting period in
which they have been recorded.

Occupancy expense should reflect a rea-
sonable rental expense in your market
area, not merely what is recorded on your
books. 

The profit figure may need to be adjusted
for owner compensation that is unreason-
ably low, or for compensation and perks
that may be unreasonably high.

Valuation Techniques
I suggest using three of the more common
methods among office products dealers
when determining value. The methodology
and steps involved in each of the three

methods are too complex to cover fully in
this article, but this will act as a starting
point. Contact me if you are interested in a
more in-depth account of these methods.

1. Capitalization of Earnings (more
correctly, of EBITDA)

Capitalization of earnings is the applica-
tion of a capitalization rate to an earnings
figure. It is based upon an average—or
weighted average—of three (or more)
years of earnings times an earnings mul-
tiple. It is common to weight the years,
with the most current year receiving the
greatest weight. 

Earnings in all three methods of valuation
are typically shown as EBITDA (earnings
before interest, taxes, depreciation, and
amortization). A few buyers—if it’s to
their benefit in evaluating your busi-
ness—sometime use only the latest fiscal
year’s earnings, suggesting that the in-
dustry is changing so quickly that only
the immediate past year is relevant. 

EBITDA is adjusted to reflect normalized
earnings. For example, if owner compensa-
tion is extremely high or low, an adjustment
would be made to normalize compensation
based upon industry norms.

Today’s industry capi-
talization rates range
from a low of approxi-
mately 40% (2.5 times
EBITDA) to a high of
around 22% (4.5 times
EBITDA). Before the
last two recessions, in-
dustry rates were
around 5 or more times
EBITDA.

There are some in our
industry, manufactur-
ers in particular, who modify this method
in evaluating dealers by using a dealer’s
net asset value times an earnings multi-
ple of 1.5 to 2.5. It is beneficial for a
dealer to consider both approaches,
particularly if there is a high equity or net
asset value. 

2. Value of Future Earnings (Dis-
counted Cash Flow) 

Under this method, future earnings or

estimated future cash flow (typically pro-
jected over five years) are discounted
back to the present, using present value
tables. 

The present value of the estimated tan-
gible net assets at the end of the pro-
jected period is also a part of this
calculation. 

The current discount rate is around 25%
to 30%, compared to a more favorable
rate of 20% to 25% used in the past
when analysts assigned less risk to of-
fice products dealers.

Former calculations used a fairly healthy
trend line of 15% to 20% annual growth.
Those days are history unless a dealer
can convincingly support such figures. 

A potential buyer discounts “blue sky”
projections; furthermore, a buyer may
not see a great deal of value in this
method of valuation because buyers
often take the position that future growth
will be a result of their efforts, not yours.

3. Excess Earnings (Goodwill)

This method is a variation of the capital-
ization method and incorporates a tech-
nique (formula) to place a value on the
goodwill of your organization. 

Excess earnings are those earnings over
and above the return that could be real-
ized by investing a like amount else-
where at current rates (e.g., 3-4% on
conservative investments).

Goodwill—the intangible value of your
business—is expressed as a multiple of
earnings. My firm uses a worksheet that
rates several goodwill factors on a scale
of 0 to 6, summarized as an average or
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weighted average, the norm being a fac-
tor of around three. The goodwill num-
ber is added to the adjusted net asset
figure mentioned.

There are some who challenge whether
this method is considered a viable
method of valuation by the IRS. Don’t be
misled. Revenue Ruling 68-609 states
“The formula approach may be used in
determining the fair market value of in-
tangible assets only if there is no better
basis for making the determination.” 

The excess earnings method is one of
the most popular and frequently used
methods to value small and medium-
sized businesses. 

There are other methods of valuation,
some with very complex formulas, and
others such as the asset-based method,
gross revenue (or gross profit) multiplier,
or market comparison, but these are
rarely used for office products dealers.

Current Industry Conditions and
Their Impact on Value
The impact of industry conditions on cur-
rent valuation is significant, as evidenced
by the changes in capitalization rates and
discount factors. The economy and indus-
try will be in for more challenging times,
and no one is forecasting a quick recovery. 

As a result, the credibility of projected rev-
enue and earnings are more closely chal-
lenged today than in the past. 

Valuation experts and lenders are focusing
on a dealer’s strength today—heavily em-
phasizing liquidity and balance sheet per-
formance—plus the factors that can affect
a dealer’s future, carefully weighing oppor-
tunity and risk.

This does not mean that the outlook, even
short-term, is all negative. Company earn-
ings are stabilizing, productivity gains are
being realized and many dealers are be-
ginning to again generate cash reserves.

Valuing your business and including valu-
ation targets as a part of your business

plan can have a significant payback. 

Several dealers are forecasting increased
values of 25% or more in the next two
years. The likelihood of that happening will
increase when value becomes an integral
part of your business and owner plan.

This valuation discussion will continue in
the July issue of INDEPENDENT DEALER
with strategies for creating, enhancing,
and preserving your dealership’s value.

Bill Kuhn, principal of William

E. Kuhn & Associates, is a

noted industry consultant,

writer, and speaker with over

35 years of industry experi-

ence. He consults with dealer

principals and their management teams in areas

of strategic planning, leadership and organiza-

tional development, marketing, financial man-

agement, valuation and merger/acquisition. For

more information, contact Bill by phone 303-

322-8233, fax 303-331-9032, or e-mail:  

BillKuhn1@cs.com. 
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The fact that they have been so successful
in the past and still wanted to come back
at the present time should be of encour-
agement for all of us, because their reap-
pearance suggests that there is still money
to be made selling pens, pencils and toner.

Truth be told, the office supplies business
is a better place to be right now than al-
most any other industry I can think of. 

Would you rather be a banker, practicing
law, or trying to sell real estate? Personally,

I do not desire to pursue any of those pro-
fessions even if the economy was in better
shape than it currently is, because I love
being involved in a business that cus-
tomers need to use on a regular basis.
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No One Ever 
Really Leaves
By Tom Buxton

Among the items in the trade press last month was the news that long-
time industry veteran Howard Brown and his son Michael have returned
to the office products industry to start a new venture called HiTouch
Business Services. I don’t know the Browns personally, but their record
of success in our business speaks for itself. 

continued on page 48



If you care about statistics, the North
American spend for office supplies and re-
lated products is somewhere between
$120 billion (according to a 2008 estimate
from Corporate Express) and $306 billion
(OfficeMax 2010 estimate, including jan
san, print and furniture). 

But even if the actual size of the business
is only a mere $100 billion, the opportuni-
ties it offers are still amazing. 

Check out overall sales for the big three
and BPGI in 2009 (Please note that these
numbers reflect worldwide sales, not just
North America and include some products
like computers that most independents
don’t sell):

OfficeMax $  7.2 billion 

Office Depot $12.1 billion 

Staples $24.2 billion 

BPGI $14.0 billion

TOTAL $57.5 billion

The bottom line: Without having to even
think about competing with anyone else in
the independent channel, there is nearly
$90 billion worth of business out there
that’s waiting to be acquired!

The almost unbelievable availability of po-
tential customers is why I am no longer
surprised to meet so many “refugees”
from our big box friends at independent
dealerships, wholesalers, and rep groups
in every city. They have explored the op-
portunities available in other types of busi-
nesses, but return in droves to their roots
in office supplies and distribution. 

Why do they come back? They return be-
cause they miss the fun, the drama and
the constant need that the folks who work
in offices have for our products. 

Until you leave this business for a while, as
I did exactly five years ago, you can’t know
how deeply it gets into your blood. I came
back as soon as my non-compete expired
because I couldn’t find any other industry
I loved as much. 

So, welcome back to the Browns and any
other folks who have been away for a
while. Our industry is a great place to be
at this time in history. 

I have numerous friends and former co-
workers who want nothing more than to
come back and help your business grow,
because they love it and are good at it. In-
terview them please, because whether
they work for your company or a competi-
tor, no one ever leaves. And most of the
time, even if not always, that’s a really
good thing!

Tom Buxton is founder and CEO of Inter-

BizGroup, a consulting firm that works with

independent office products dealers to help

increase sales and profitability, For more in-

formation, visit www.interbizgroup.com.
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In last month’s INDEPENDENT DEALER, we gave tips and pointers as well as K.Coaching’s Five-Step Methodology for creating your
sales process. This month, we’d like to give you concrete examples of possible phases and components of the sales process.

The idea of qualifying leads can be daunting, especially if you do not have a lead generator, database, or a CRM program to assist. 

You should first consider a lead generation system. Examples of such a system might include your local chamber of commerce, busi-
ness journals, existing customer referrals, Hoovers or D&B. 

Consider the waste of time, money, and energy involved when sales reps are left struggling to identify their own prospects in an un-
organized way.
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Some companies consider the sales
process begins after lead generation while
others believe it technically does not begin
until you have prequalified the lead and de-
termined they are an ideal customer and a
valid opportunity for your business. In such
cases, prequalification may represent the
first step in your sales process.

When we work with dealers on sales
process creation and job aid designs, we
customize these tools to their strengths,
brand and messaging. 

Then, we supplement and enhance these
tools with best practices, proven paths,
and a library full of job aids and sales train-
ing resources. 

The outcome is a documented, phased
sales process with steps, established
goals, activities and job aids for each step. 

Below is a sample outline that demon-
strates possible steps in each phase.

PHASE 1:
Get Appointment
Goal: To get an appointment.

Activities: Make the phone call. Leave a
voice message if you don’t speak to them
live, and then follow-up with an email.

Job Aids: A script for leaving an effec-
tive voice message, a talk track that is
creating value, a sample template of
an email that can be sent with the
same messaging as the conversation,
a template email thanking the pros-
pect for the appointment while setting
the agenda and expectations. 

Without this, your prospect may rea-
sonably think, Who is this? What’s in
it for me? Why should I listen? This
type of customer response makes it
difficult to get to the next phase of
your sales process, resulting in wasted
time as well as a potential loss of op-
portunity.

PHASE 2:
Uncover Needs
Goal: Have a successful sales call

and uncover an opportunity.

Activity: Pre-plan the call and prepare
an effective opening statement for the
meeting.

Job Aid: A professional script, conver-
sation guide, sample questions to un-
cover needs.

Lacking this type of preparation and
planning, your reps may have a ten-
dency to show and tell, talk too much
about your company and not ask
questions and uncover the needs of
the prospect. They may be doing their
own thing instead of representing the
company in the manner you prefer, or
in a manner that has already proven
successful. 

Why a 
Sales Process?

By Krista Moore
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PHASE 3:
Present Proposal
Goal: Close the business.

Activity: Prepare a price offer as well
as a service proposal.

Job Aid: Sample template proposals,
talk track for handling objections.

Without a structured, customer-spe-
cific proposal, a sales rep may fall
back on simply providing a price list
and a catalog, rather than presenting
a full program and addressing con-
cerns. When sales reps focus purely
on price, they squander the opportu-
nity to communicate the full spectrum
of value your company offers its cus-
tomers. The customer may also feel
that the sales rep didn’t listen to his or
her specific needs.

PHASE 4:
Closing
Goal: Get the commitment.

Activity: Prepare an implementation
plan and eliminate the customer’s fear
of change.

Job Aid: Sample implementation plan,
talk track and tips for addressing the
fear of change and asking for the busi-
ness.

Failing the approach of this last
phase… well, you know the rest of the
story.

We hope that this has given you an idea
not only how to establish a formal sales
process, but also demonstrated why such
a process is necessary for the continued
success of your business. 

By giving your sales reps the structure and
support of a sales process, you help them
develop their strengths and effectiveness,
while affirming that the features and value
of your company are properly represented
to each and every customer.

Krista Moore is president of K

Coaching, LLC, 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 the K

Coaching web site at www.kcoaching.com.
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In the office products business, diversity issues are all

too often looked upon as a thorn in our side that we

wish would go away. I would like to suggest that we

stop, take a deep breath and rethink our attitude to-

wards diversity and the role it could and should play

in our industry.

Let’s face it, the big box companies need diversity

spend in order to get those large local government and

Fortune 1000 contracts. Most of the time, though, they

fail to provide any real mentoring to their so-called mi-

nority “partners.” Instead, they give them a percentage

of the sales in exchange for the opportunity to use

them to get business.

And as we all know, while some of those partners per-

form a real function on those contracts, others are just

there because they are a minority and they can make

a buck on that status.

I believe the focus should be on true mentoring, with

the ultimate goal of graduation from the program. 

A big box company that wants a minority partner in a

particular market should serve as a genuine mentor

and teach them how to grow and run their business.

The minority company should be given an area to

serve and serve completely. 

In other words, if my dealership is being mentored,

then we might get help on producing professional bids

or how to purchase products better. 

Perhaps we might also get a certain number of cus-

tomers who want to buy from minority companies and

then we completely serve those customers. For large

contracts, there is always the possibility of complica-

tions related to the need for central billing and a few

other necessary services, but these are details that

can always be worked out.  

For many end user companies, particularly larger

ones, their minority spend is very important and they

take it very seriously. That makes it all the more im-

portant to throw a spotlight on businesses that oper-

ate as nothing more than pass-throughs and that

would not exist without a big box partner. 

My personal opinion is that once a relationship like this

is shown to exist, the minority part of the partnership

should be removed and de-certified as a minority. 

In addition, the participating big box should not be al-

lowed to participate in the minority/mentoring program

for a minimum of three years and even then, they

should have their new program approved before being

allowed to participate in the mentoring program.

It also means making these programs what they were

originally intended to be: True mentoring programs

that help the minority business become more profes-

sional and able to stand on its own two feet instead of

functioning as a below-the-radar profit center for a big

box company.

The bottom line: Minority mentoring is here to stay and

we as an industry must learn to work within this pro-

gram and make it a genuine win-win for all concerned.
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T H E  L A S T  W O R D
Time for a New

Attitude to
Diversity

Programs in Our
Industry

Steve Woodall
President

Reliant Business Products
Houston, TX


