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Why your local government shouldn’t buy from Amazon.
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MD Dealer PVI Office Furniture Celebrates 25 Years
Twenty-five years ago Mark Hill left Desk & Furnishings, a regional office furni-
ture dealer chain in the mid-atlantic area at the time, and started his own com-
pany, PVI Office Furniture. 

Mark began with one truck and a combination warehouse and showroom in 
Rockville, Maryland, and a business partner who owned a printing and graphics 
brokerage business. His partner’s company handled printing and graphic de-
sign services while Mark concentrated on sales of office furniture.

As the business grew and added more employees, a second location was opened 
in Frederick, Maryland in 2005. Not long after that, the dealership added used 
office furniture to the mix, along with installation services and furniture removal.

Today, the dealership has 
grown to 35 employees and 
provides furniture and related 
services to a broad range of 
customers in Maryland, Virgin-
ia and Washington, D.C. 

PVI now has six delivery ve-
hicles, its own in-house deliv-
ery and installation team and 
seven dedicated salespeople. 
“We are the largest office fur-
niture showroom in Central 
Maryland for new and used 
office furniture,” says Mark 
proudly.

In recent years, PVI has moved 
beyond its brick-and-mortar 
roots to embrace digital mar-
keting and develop a strong 

presence on social media and television broadcasting. Working under the slogan, 
“Fast. Excellent. Affordable. Business Grows With PVI.” its advertising campaigns 
target customers beyond its Maryland base to foster sales to companies around 
the country. 
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Winner’s
Circle Time to Step Up 

Efforts on Capitol Hill
Last month’s NOPA Small Business Advocacy 
Fly-In event provided two important takeaways: 
First of all, our congressmen and senators do 
actually want to hear from the folks who sent them 
to Washington and are genuinely interested in 
learning more about the small businesses in their 
districts and the issues they face.

Secondly, they have an awful lot to learn. There’s 
an enormous education effort needed to raise 
awareness of the independent dealer community 
among our elected representatives and the impact 
their decisions have on our ability to succeed. 
Putting it simply, not enough industry people are 
involved in that effort.

We salute those NOPA members who came to our 
nation’s capital last month but there should have 
been a whole lot more of them. Some critical de-
cisions will be made over the next few months on 
healthcare reform, taxation and government pro-
curement and those decisions will have a profound 
impact on your own bottom line.

NOPA is doing everything it can to ensure our 
elected representatives make the right decisions 
but the association can’t do all the heavy lifting 
that’s required. Politicians listen to voters. It’s that 
simple. The good news is that even if you missed 
last month’s fly-in event, there are plenty of ways 
you can still make a difference.

Step one: Pick up the phone or drop an email to 
Paul Miller, NOPA’s director of advocacy and regu-
latory affairs, and ask how you can help. Paul can 
make it easy for you to be heard by your elected 
representatives who—as he will be the first to tell 
you—will pay a lot more attention to what you 
have to say than what they might hear from any 
lobbyist. 

You can reach Paul by phone at 703-383-1330 or 
by email at pmiller@mwcapitol.com. One way or 
another your business is going to be impacted by 
what the politicians in Washington, DC decide over 
the next several months. Now’s the time to do your 
part to help make sure those decisions are made 
with your interests in mind.

Simon De Groot
simon@idealercentral.com

EDITORIAL
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Join the m-commerce 
   revolution today! 

Who’s driving  
this revolution? 
Your CUSTOMERS. 

With over TWO BILLION mobile device users and 52% of B2B buyers shopping on their 
mobile devices, you can either join or miss out on being on top of this technology revolution 
that will CONTINUE TO GROW.*

Learn how to capitalize on mobile sales and compete against your biggest competitors by using 
an app with endless benefits such as barcode scanning, on-the-go approvals, and much more, 
in our informative webinar.

Sign up today to learn why you can’t miss this opportunity! 
Webinar: The Mobile Revolution 

June 28th at 11:30 am CT

This 30-minute webinar will be packed full of data to help you 
make an informed strategic decision for your business.  
You CAN compete and we will show you how!

OfficeShopper. Join the revolution.

www.ecisolutions.com info@ecisolutions.com866.374.3221

*”4 Rising trends in B2B e-commerce software industry”, Simon Walker, Sales Initiative, March 20, 2017
http://www.sales-initiative.com/opinions/4-rising-trends-in-b2b-e-commerce-software-industry/

REGISTER HERE

Copyright © 2017.  ECI Software Solutions, Inc. All rights reserved.

http://www.sales-initiative.com/opinions/4-rising-trends-in-b2b-e-commerce-software-industry/
http://www.ecisolutions.com
mailto:info@ecisolutions.com
http://www2.ecisolutions.com/gomobile%20
https://register.gotowebinar.com/register/819470796605320193
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To celebrate its 25th anniversary PVI re-
leased a celebratory video on its website 
(www.pvipvi.com) and YouTube channel 
and later this year, officials from the local 
chamber of commerce will come out to 
present an anniversary proclamation from 
the governor’s office at a special open 
house event.

“After 25 years PVI remains a steadfast 
organization that strives to ensure that the 
customers we serve grow with our suc-
cess” says Mark.

Sales Rep at Grand Office 
Supply Leads the Good 
Fight in Michigan
When Karla Van Dam’s brother was told 
he was cancer free after being diagnosed 
with non-Hodgkin’s lymphoma in 2013 

she chose the ideal way to celebrate. Kar-
la has been a sales representative with 
Grand Office Supply in Grand Rapids, 
Michigan since 1999 and over the years 
had sold office supplies to the Leukemia 
and Lymphoma Society of West Michigan.

“I organized a team and participated in 
the society’s ‘Light the Night’ Walk,” says 
Karla. “We all got put on the bone marrow 

registry at that event, and it was a fun time 
celebrating my brother.” 

Sadly, the cancer returned, and Karla’s 
brother passed away last year. Shortly af-
ter, the society asked if she would work 
on its annual “Light the Night” walk. She 
decided to become active and her com-
mitment has continued. So much so, that 
earlier this year she was nominated for the 
Man & Woman of The Year for the soci-
ety’s West Michigan chapter. 

The Man & Woman of the Year involves a 
10-week fund-raising campaign and every 
dollar Karla raises counts as a vote for her. 
“My personal goal is $50,000,” says Karla. 
“If I and my team hit that goal, I get nam-
ing rights for a research grant.” Should she 
reach the goal, she plans to name a grant 
for her brother. If she is named Woman of 
the Year for West Michigan she will go on 
to the society’s national effort. 

(800) 636.0778 | WWW.PHOENIXSAFEUSA.COM

IT’S LIKE HAVING 
THIS GUY
Be the hero your customers need, and reap the 
profits you want. Phoenix takes care of your 
customers and your bottom line by offering 
competitive prices to increase your margins without 
compromising the features your customers need 
most. They get peace of mind. You get greater 
returns. Talk about a perfect combination.

SAVE YOUR BOTTOM LINE.
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Avery. Your best solution
for GHS Labeling.

Learn more about Avery innovative solutions, templates and support at avery.com

© 2015 Avery Products Corporation. All rights reserved. Avery and all other Avery brands, product names and codes are trademarks of 
Avery Products Corporation. Personal and company names and other information depicted on samples are fictitious. Any resemblance 
to actual names and addresses is purely coincidental. 

As a world leader in label products, Avery has designed a line of labels specifically 
for GHS labeling applications, where high durability and adhesive performance is 
critical. With strong marine-grade adhesive, UltraDuty™ GHS Chemical Labels pass 
the BS5609 protocol for 90-day seawater immersion. Labels are also available in a 
variety of sizes to identify hazardous chemical in containers, and are ideal for use 
as OSHA safety signs, arc flash, tank, marine and outdoor work labels. FREE Avery 
Design & Print GHS Wizard makes it easy to create and print labels on demand.

Avery® UltraDuty™ GHS Chemical Labels

http://www.avery.com/avery/en_us/


Winner’s Circle continued from page 4

Deadline for Karla’s fundraising efforts is 
June 15 and she is hard at work secur-
ing sponsorships, silent auction items, 
donations and matching gifts. Grand Of-
fice Supply has already signed on with its 
support and there is still time for friends 
in the office products industry to show 
their support. Giving is easy at http://bit.
ly/2qhqleX. 

Recycled Cartridges at MS 
Dealer Office Products Plus 
Help Support Local Kidney 
Foundation 
For the month of April, every toner car-
tridge recycled by Office Products Plus 
of Ridgeland, Mississippi resulted in a $5 
donation to the Mississippi Kidney Foun-
dation. 

The Foundation serves kidney patients 
with programs, services, screening and 
education, said Will Watts, Office Prod-
ucts Plus owner and president. It also 
helps promote organ donation throughout 
the state. 

Office Products Plus let customers know 
about the recycling program with fly-
ers and through emails. The message 
was also delivered to customers by the 
sales team and delivery drivers. Cus-
tomers could just enter the item number 
“OPPRECYCLE” on the dealer’s website 
along with the number of cartridges and 
the dealership would come by and pick 
them up. 

“The effort is a good way to bring aware-
ness to an organization like The Kidney 
Foundation,” says Will. “We promote that 
we recycle, but when we announced were 
are giving back to The Kidney Foundation 
it was amazing to see how many more 

people participated. We were able to do-
nate a little more than $1,200.” 

WI Dealer BSI Wins 
American Society of 
Interior Design Award
Congratulations are in order for the team 
at Building Service Inc., (BSI). The Wauke-
sha, Wisconsin-based Herman Miller 
dealer was recently recognized for out-
standing interior design work by the Wis-
consin chapter of the American Society of 
Interior Designers (ASID). 

At the group’s annual Awards Gala last 
month, BSI won a silver award for its work 
on the GS Global Resources World Head-
quarters facility in Mukwonago, Wiscon-
sin, a 23,600-square-foot project that BSI 
designed, built and furnished.
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AOPD Gives You  
the Best of Both Worlds

AOPD specializes in office products contracting opportunities.  
Our customers enjoy the benefits of a national corporate purchasing  
program and the tremendous advantages of working with local  
committed dealers.

With hundreds of contracts – including those with National Cooperative 
Purchasing Alliance (NCPA), a leading national public sector government 
purchasing cooperative, and Premier, one of the nation’s largest group 
purchasing alliance with over 100,000 members – we prove it every day.

When it comes to attaining the best of both 
worlds, AOPD connects the pieces of the puzzle.

AOPD Corporate Location
1652 E. Main Street, Suite 220
St. Charles, Illinois 60174
630.761.0600 | Fax 630.761.0691 | www.aopd.com

http://www.aopd.com


Winner’s Circle continued from page 6

Using a mix of materials including stained 
concrete, wood, glass and metal, BSI 
worked closely with GS Global Resources 
staff to create an impressive and modern 
space that was comfortable and easy to 
maintain.

The space includes a bold and friendly 
entrance and lobby, two multi-purpose 
work lounges, an open office with islands 
for collaboration, conference room and a 
training room with the latest in audio visu-
al technology. 

BSI also provided audio visual solutions, 
window treatments, artwork, and custom 
signage to heighten their client’s environ-
mental branding initiatives.

“This was the perfect project to show all of 
our capabilities at BSI,” says Lori Torrison, 
vice president of sales. “Our associates in-
volved on this project included interior de-
sign, architectural design, lighting design, 

project management, furniture installation, 
customer service and order management.”

MN Dealer Atmosphere 
Commercial Interiors 
Promotes Carlene Wilson  
to President
At Minneapolis-based Atmosphere Com-
mercial Interiors, Carlene Wilson has 
been promoted to president. In addition, 
she has accepted an invitation to join the 
board of directors and acquired an equi-
ty stake in Omni Workspace, the holding 
company of Atmosphere.

The dealership operates seven offices 
in four states and generates revenues of 
$200 million, making it one of the world’s 
largest Steelcase dealers.

Prior to joining Atmosphere in 2016, Car-
lene was co-owner of the Dallas-based 
Steelcase dealership, BKM Total Office of 
Texas. 

GETTING 
ORGANIZED JUST 

GOT EASIER.

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

At Tennsco, we understand your 

hurdles and offer you affordable 

storage solutions with on-time delivery 

and superior customer support. With 

a wide variety of quality products to 

choose from, we have a solution for 

you. Now, that’s Storage Made Easy.
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Looking good on paper matters. ColorLok® Technology 
gives paper more vivid colors, bolder blacks, and faster 
drying times.* Learn more at colorlok.com

VIVID COLORS BOLDER BLACKS FASTER DRYING

ALL PAPER IS  
NOT CREATED EQUAL.

© 2014 Hewlett-Packard Development Company, L.P. The 
information contained herein is subject to change without 
notice.

 *Independent testing by SpencerLab Digital Color 
Laboratory, commissioned by HP. The full October 
2009 report, “Print Quality Analyses – ColorLok Media 
Evaluation: AiO Printers: Brother MFC-5490CN, Canon 
PIXMA MX860 & MX7600, Epson WorkForce 600, HP 
Officejet 6500 and Officejet Pro 8500,” is available for 
download at spencerlab.com

RELIABLE RESULTS. 
Xerox® Vitality™ Multipurpose Printer Paper is versatile paper, good for 
most jobs. It’s thicker, brighter and whiter than standard copy paper to 
create a better looking, more robust paper for everyday documents, 
reports, forms and more. Featuring ColorLok® Technology, it is designed to 
provide optimal printing results. 
To learn more visit www.xeroxpaperUSA.com

http://www.xeroxpaperUSA.com
http://www.colorlok.com


Winner’s Circle continued from page 8

At BKM, she led a team of 40 profession-
als, with responsibility for sales, market-
ing, design, client services, and talent de-
velopment. She launched new divisions 
dedicated to the fast-growing healthcare 
and education markets, and served as 
chair of the Steelcase Dealer Council.

Prior to BKM, she held leadership positions 
with Steelcase as well as several other suc-
cessful commercial furniture dealerships.

“We are very pleased to promote Carlene 
to the position of president,” said Tim An-
derson, CEO of Atmosphere Commercial 
Interiors, and chairman of Omni Work-
space. 

“In her tenure at Atmosphere, Carlene has 
worked with our team members to enrich 
our commitment to clients and provide 
world-class solutions in each market we 
serve. In her new role, she will be instru-
mental in positioning the organization as a 
market leader in all regions.”

IL Dealer Egyptian 
Stationers Announces 
Corporate Rebrand; 
Changes Name to Egyptian 
Workspace Partners

Earlier this year, Egyptian Stationers in 
Belleville, Illinois officially brought togeth-
er its two operating divisions, Egyptian 
Stationers and Egyptian Business Furni-

ture, under a new name, “Egyptian Work-
space Partners.”

“Our old name really didn’t match what 
we did any more,” explains Brett Baltz, di-
rector of supplies. The two divisions, one 
for supplies and one for furniture, operat-
ed almost as two separate organizations 
with two separate websites. “From a cus-
tomer perspective they were almost two 
separate companies,” says Brett. 

“The new name allows us to emphasize all 
of our business categories rather than just 
the traditional office products and office 
furniture we had come to be known for,” 
says Brett. Egyptian has been gradually 
updating all graphics on its signs, trucks 
and corporate apparel and expects to be 
done by late July. At that time a new web-
site, www.GoEgyptian.com, will also be 
launched. 

HELPING PEOPLE 
TO COMMUNICATE

HOME AND 
PERSONAL

BEYOND
OFFICE SUPPLIES

DESIGN 
FOCUS

IS YOUR BUSINESS
LOOKING FOR 
GROWTH?

HEALTHCARE

GOVERNMENT

PERSONAL 

EDUCATION

CORPORATE

INDUSTRIAL

HOSPITALITY

verticals_2.indd   1 15/05/17   17:14
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Winner’s Circle continued from page 10

“Our revenue has trended up every year 
for a while and we had a record year last 
year,” reports Brett. To keep the momen-
tum going, Egyptian plans a new market-
ing campaign based around the website 
launch and social media. Also on the 
agenda, adds Brett: possible acquisitions 
to bolster the dealership’s organic growth.

Houston Dealer Tejas Office 
Products Holds Successful 
Open House
It was show time last month at Hous-
ton-based Tejas Office Products, as the 
dealership hosted a special Open House 
event. “We do a lot more than just office 
products,” says Jennifer Prejean, manag-
er for facility solutions and sales support. 
“We do promotional products, janitorial 

products, breakroom and furniture. We 
wanted vendors there from every product 
line so that customers knew we were a 
one-stop shop.”

Eight different vendors were in attendance 
and as people moved through the large 
conference room they were able to catch 
up on the latest in office innovations, jan-
itorial solutions and breakroom products. 
All attendees received gift bags, but the 
first 20 bags also came with an assortment 
of products and savings valued at $100. 

All attendees were also entered in a draw-
ing to receive Houston Astros tickets, 
Nike products and more. 

It is a smart approach to showcase dif-
ferent product lines because many times 
customers only buy in one area and don’t 
realize other products are available from 
the dealership, says Jennifer. 

She says the open house was a big suc-
cess and Tejas is already planning on 
hosting a similar event this fall.

CA Dealer Warden’s Hosts 
Mardi Gras Customer 
Appreciation Event 
Warden’s Office Products’ annual Cus-
tomer Appreciation Day is always fun for 
the dealership’s team and the businesses 
they serve and this year was no excep-
tion, with a Mardi Gras theme for festi- 
vities last month at Warden’s Modesto, 
California headquarters.

“We start our event the day before and we 
host vendors with a day of golf followed 
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NeoCon  /  The Merchandise Mart, Chicago
Monday, June 12 – Wednesday, June 14, 2017
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by dinner at Jerry Warden’s house,” says Jennifer Warden Viss, 
chief operating officer. Many vendors come in from out of town 
the day before to be in attendance on Friday morning. “It makes 
sense to show our appreciation to them on Thursday, and we 
invite our staff as well,” adds Joe Cunningham, president.

Festivities ran from 11:00 a.m. until 2:00 p.m. and more than 
450 customers attended. Customers preregistered online which 
made registration run much smoother. “We were able to scan 
their tickets, find their name through a small data base and check 
them in, which is great,” says Jennifer. 

As customers checked in they were given bags with Mardi Gras 
beads and tokens to use to play different games. Customers 
could visit with vendors or win raffle tickets by playing a spinning 
wheel, bean bag toss or ring toss with the objective of winning 
raffle tickets. “If they don’t get anything through the hole or don’t 
land on a ring they’re still going to get some tickets,” says Joe. 

Raffle tickets were filled out with a name and phone number and 
dropped into buckets before customers were treated to a ca-
tered lunch. Raffle prizes carried values from $50 to $500 and 
included a sit-stand stool, two coffee brewers and vendor gift 
baskets among other prizes. Winners were notified following the 
event and salespeople personally delivered the prizes. 

Along with industry vendors, the Customer Appreciation Day also 
gave space to the local Boys and Girls Club. Support for the Club 
was encouraged through advanced sales of raffle tickets specific 
to the organization at the event. The winner of the special raffle, 
which raised $1,200 for the club, won four tickets to a San Fran-
cisco Giants game, courtesy of Veritiv.

NY Dealer Hummel’s Office Plus Celebrates 
Administrative Professionals in Style
In Herkimer, New York, Hummel’s Office Plus recently joined 
forces with its local chamber of commerce to present its annual 
Administrative Professional Show. The show featured an evening 
of tabletop displays, great food, music, door prizes and more.

The event, which was limited to 300 people, carried an $18 per 
person price tag, payable to the chamber, and featured food and 
drinks from a local caterer.

According to Dan Kucerak, the Hummel’s account executive who 
organized the event, there were 222 attendees not counting ven-
dors and Hummel’s employees. Vendors, including Avery, Fel-
lowes, HP and Sanford, presented tabletop displays. There was 
also a Keurig Green Mountain display where attendees could get 
free coffee. 

Door prizes awarded to attendees included dinner for two and gift 
certificates. The grand prize was a bus trip for two to a New York 
Yankees game. Hummel’s Annual Administrative Professionals 
Show has been presented for the last 22 years, reports Dan.

MI Furniture Dealer Custer Inc. Focuses on 
the Latest Workplace Technology 
Today’s work environment is changing constantly and when it 
comes to how organizations integrate technology into the work-
place, there’s something new just about every day. 

Winner’s Circle continued from page 12
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As part of its ongoing commitment to the 
Independent Dealer Channel, Avery Products is 
designing a Reseller Portal to provide dealers 
with easy, 24/7 access to a broad range of 
marketing tools and sales-generating resources.  

The new portal will offer an improved user 
experience, superior search functionality, and 
easier access to Avery enhanced content, online 
marketing assets and product information.

The new portal, www.averyreseller.com, will be 
rolled out in phases. Phase 1 will go live in July 
and will provide access to quarterly promotions, 
product campaigns, online marketing and 
reference tools, as well as a planning calendar 
and product videos.  

Dealers will also be able to access marketing 
tools such as email templates, cross referencing 
and merchandising, trade-up, product ads and 
search terms.

 Phase 2, which will launch in Q4, will include the 
addition of product images, specifications and 
attributes.

“At Avery, we are committed to providing our 
dealer partners with the resources they need to 
compete in an increasingly digital marketplace,” 
said Avery vice president of commercial sales 
Barry Lane. “Our new Reseller Portal is designed 
to offer a robust sales and marketing solution for 
our complete product line that will be current, 
intuitive to use and easy to navigate.”

As Avery transitions to its new portal, dealers will 
still be able to access the Avery Partners website 
for marketing support until full integration of the 
new site is complete. Dealers should watch their 
email for a formal launch announcement and 
details on how to access the new site.

For more information, stop by the Avery  
booth at the S.P. Richards ABC show next 
month, contact your local Avery rep or email 
averyportal@avery.com.

Avery Launching 
New Reseller 
Portal

ADVERTORIAL

http://www.averyreseller.com
mailto:averyportal@avery.com


Just ask the folks at Grand Rapids, Michigan-based Custer Inc., 
who earlier this year provided local companies with a behind-
the-scenes look at the latest innovative workplace technology 
products and solutions at their sixth annual Technology Show-
case.

Custer hosted 15 technology companies from across Michigan 
and beyond to demonstrate the latest in workplace technology 
products and solutions. Companies represented at the event in-
cluded Steelcase, Microsoft, Crestron, Polycom, StarLeaf, Pla-
nar, Panasonic, Epson, Da-Lite, Chief, Almo Pro AV, Keywest, 
Newline, Barco and Shure. 

The annual event highlighted technology solutions for corporate, 
small business, healthcare and education markets.

“At Custer, we are committed to making sure our clients across 
all industries have access to the latest workplace technology 
that boosts productivity, collaboration and efficiency,” says Trent 
Gooding, vice president of technology. “We believe technology, 
when applied well, empowers companies and their employees 

to do their best work, and the products at this year’s showcase 
will help companies maximize their workflow and create more 
collaborative workplaces.” 

The event featured the latest in space occupancy and utilization 
monitoring, furniture and technology integrated solutions, digital 
signage, video conferencing, wireless content sharing and more. 

Customers who attended also had the opportunity to get a 
hands-on experience with several new products including the 
Microsoft Surface Hub.

Illinois Dealer Accurate Office Supply Tries 
College Recruiting
Finding good people is a challenge for just about any business 
these days and Accurate Office Supply in Carol Stream, Illinois is 
certainly no exception. 

Accurate’s Joe Krelle literally tried to give hiring efforts the old 
college try recently, when he participated in a Job Fair event at 
the College of DuPage.

“Candidates ranged across the board from juniors and seniors 
looking for jobs and internships to adult students looking for ba-
sic employment,” reports Joe.

Never having done anything like this before, Joe was particularly 
struck with how different students are today compared to when 
he got out of school. “Most of the students we talked to wanted 
us to communicate with them via text, email or IM,” says Joe, 
“but when it came to person-to-person skills it was kind of em-
barrassing.” He contends that lack of personal skills might have 
a lot to say about what the future will look like. 

Close to 50 companies exhibited at the fair, and an office supply 
booth was not the biggest draw, Joe reports. “There were so 
many people basically browsing booths that we had to be pretty 
outgoing and grab kids off the floor,” he says.

Accurate was looking to find sales talent, but sadly, Joe didn’t 
find anyone he talked with the necessary skills and ambition to 
make it. With the impetus to add younger people to the sales 
forces of the industry Joe says he might need to reevaluate the 
prospects that are out there. “Maybe a different approach might 
help the sales process,” he says.

Winner’s Circle continued from page 14
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After some 20 years selling office supplies 
Bret Wrigley was struggling to find new 
growth for his dealership, Wrigley’s Office 
Supply in Boyertown, Pennsylvania. Like 
so many independents, Wrigley had di-
versified his product offerings to include 
furniture, janitorial, breakroom, printing 
and promotional items. But while he could 
point to sales increases on an annual ba-
sis, growth was moderate at best and he 
hungered for stronger gains.

“Even with all the diversity,” says Wrigley, 
“I still had only moderate growth overall. 
Sales of office products were on the de-
cline, and product line diversity just wasn’t 
enough to fully compensate.

About five years ago, Wrigley began to 
think differently about sales and how to 
stimulate growth. “Instead of product di-
versity,” he says, “I started to think more 
about channel diversity.” He had seen a 
friend achieve success selling on Amazon 
and wondered if the Internet might provide 
the opportunity he was looking for.

Wrigley started slowly—with just a few 
listings at a time on Amazon and eBay—
but he learned quickly what products sold 

best, where to buy them most effectively 
and how to list them. 

From the outset, he could readily see the 
opportunities online sales had to offer, but 
at the same time, he recognized the skills 
he had acquired as an independent dealer 
could only take him so far in the Internet 
world.

“I found out quickly that without technol-
ogy, without software that is built to work 
in that industry, I couldn’t succeed,” says 
Wrigley. He embarked on a slow education 
process, which continues to this day. Step 
one: researching what software successful 
online sellers were using.

Currently, Wrigley’s utilizes DDMS to man-
age day-to-day sales and a separate pro-
gram using Internet software to manage 
the online side of the house. The two ERP 
systems do not communicate with each 
other.

Wrigley also recognized that education 
alone—no matter how thorough—was not 
enough; he also needed to change the 
profile of his employees. Over the last four 
years Wrigley has added five employees to 
work on Internet marketing, data manage-

ment, website design and website optimi-
zation. To further diversity channel activity, 
last year Wrigley purchased a B2C web-
site, which features office furniture. 

Wrigley says candidly that the move to 
marketplace diversity for his business is 
still very much a work in progress. But, he 
adds, he has learned a lot, not the least of 
which is the need for sophisticated tech-
nology to handle online sales efficiently. 

Today, Wrigley receives up to a few hun-
dred Internet orders daily. “The challenge 
is to further improve and develop process-
es,” he says. “The biggest step is to find 
the one platform to handle both the Inter-
net and my traditional sales. I am research-
ing options right now.”

Meanwhile, Internet sales activity has 
opened Wrigley’s eyes to a different idea 
of how technology can assist and improve 
his business activity. He will be the first to 
tell you that he has yet to figure out all the 
complexities of Internet sales. One thing he 
knows for certain, however, is that he can 
apply some of what he has already learned 
online to the success of his traditional B2B 
business. 
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Wrigley’s Office Supply, Boyertown, Pennsylvania

n  Management team: Bret 
Wrigley, owner; Morgan 
Davidheiser, e-commerce 
manager; Craig Wilhelmy, 
controller; Dani Skean, 
purchasing manager 
Bambi Christman, 
marketing director. 

n  Products and Services: 
Office products, office 
furniture, cleaning and 
break room supplies, 
printing and promotional 
products.

n  Founded: 1991

n  Employees: 22

n  Annual Sales: $10.4 
million 

n  Key Business Partners: 
TriMega, HON, OFM, S.P. 
Richards, ECI, Salesforce.
com.

n  www.wrigleysos.com

SECRETS of success

http://www.wrigleysos.com


Tax Reform and Healthcare Are Front 
and Center at NOPA Washington Fly-In

These are interesting times in our nation’s capital to say the least 
and NOPA members had the opportunity last month to get a front 
row seat for it all during the association’s 2017 Small Business 
Advocacy Fly-In event.

Sponsored by Clover Imaging Group, the meeting featured a 
briefing on key legislative and regulatory issues of concern to the 
industry from NOPA director of advocacy and regulatory affairs 
Paul Miller, after which attendees spent a full day visiting with 
their elected officials and staff on Capitol Hill.

The goal: to raise awareness of the industry and in particular the 
independent dealer community and to enlist the support of sen-
ators and congressmen on issues of concern to NOPA members.

Juanita Strickland, chief financial officer at Malone Office Envi-
ronments in Columbus, Georgia, was among this year’s attend-
ees and she says it was time very well spent for her dealership.

“Everyone we met with on Capitol Hill was very engaged and 
truly appeared interested in what we had to say,” she reported. 
“It means a lot more to our elected officials when they hear how 
issues such as tax reform and healthcare directly affect the busi-

nesses in their district.”

Relative to tax reform, NOPA says tax rates on corporate and 
pass-through businesses such as sole proprietorships, Limited 
Liability Corporations (LLCs) or “S” Corporations should stay 
equal and low. In addition, tax reform should promote economic 
growth and simplify the tax code, and avoid picking winners and 
losers based on their industry type, the association argues.

While most discussions on tax reform are about lowering the 
corporate tax rate, tax reform should also include lowering the 
individual tax rate to support pass-through businesses, NOPA 
contends.

Noting research indicating small businesses currently spend on 
average $74.24 per hour on the paperwork associated with tax 
compliance, NOPA argues a less complicated tax code would 
reduce the cost of doing business and allow small businesses to 
commit more resources to running and growing their operations.

Rewriting our tax code so that all businesses receive a fair 
shake is the only approach Congress should consider, argues 
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VIP Office Furniture and Supply’s April Burriss (left) and Juanita Strickland of Malone 

Offic Environments (right) met with Senator David Purdue (R-GA).

Independent Stationers’ Charles Forman (left) and Scott Moore of Amerysis (right) met 

with Senator Joe Donnelly (D-IN).
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NOPA. Congress should not consider an 
approach that would disadvantage busi-
nesses that employ two-thirds of Amer-
ican workers, create more jobs and pay 
more in taxes, the association maintains.

On the healthcare front, NOPA maintains 
small businesses need real reform that 
deals with costs and put an end to the 
relentless cycle of steadily increasing in-
surance premiums. Reforms advocated 
by NOPA include;

•  Small businesses and individuals 
should be able to pool risks and 
purchase insurance across state 
lines.

•  Employers should be able to 
voluntarily join with other employers 
to form larger risk pools and 
purchasing arrangements.

•  Tax and insurance regulations should 
allow for a defined contribution 
option for employers.

•  Insurance markets need an adequate 
information structure for consumers 
to make intelligent choices; this 
demands transparent and easily 
comparable measures of cost, 
options and quality.

•  Public and/or private exchanges 
should be widely available; states 
and other entities should have 
adequate flexibility to experiment 
with different models.

•  Health insurance reform ought to 
enable individuals with pre-existing 
conditions to obtain and maintain 
health insurance.

•  The tax treatment of insurance 
purchased by the self-employed 
should be equivalent to the treatment 
of employer-sponsored coverage.

•  Laws should permit individuals 
broad latitude in using consumer-
driven tools such as high-deductible 
policies, health savings accounts, 
health reimbursement accounts and 
flexible-spending-accounts.

•  Employers and insurers ought to be 
able to offer consumers price breaks 
and other incentives to encourage 
them to maintain their health.

•  Medical liability laws should limit 
non-economic damages, rationalize 
economic penalties for malpractice, 
and offer options for arbitration and 
no-fault malpractice insurance.

NOPA is urging Congress to take a hard 
look at these approaches and begin to in-
clude them in any repeal and replace leg-
islation.  Keeping healthcare costs down 
for small businesses has to be at the heart 
of any new or future reforms in this area, 
NOPA contends.

For more information on last month’s 
Washington fly-in event and NOPA’s 
government affairs program in general, 
contact the association’s director of ad-
vocacy and regulatory affairs Paul Miller 
(703-383-1330; pmiller@mwcapitol.com).

Supreme Court Rules Against 
Lexmark on Patent Rights 
Issue
In a decision that promises to make life a 
lot easier for U.S. ink and toner re-man-
ufacturers, the Supreme Court ruled last 
month, in a near unanimous vote on Im-
pression Products v. Lexmark Internation-
al, that Lexmark cannot assert its U.S. 
patent rights after the first sale of its toner 
cartridge products,

The ruling covers both cartridges sold by 
Lexmark in the U.S. and also units sold 
by Lexmark overseas that could subse-
quently be bought by re-manufacturers, 
refilled and sold in the U.S. market.

While the Supreme Court’s decision has 
major implications for a broad range of in-
dustries, its impact specifically on the U.S. 
ink and toner business in general promis-
es to be somewhat limited, according to 

analyst Charles Brewer of the Actionable 
Intelligence organization.

“While 10 or 15 years ago we would have 
said that the Supreme Court’s ruling on 
overseas exhaustion would have been 
devastating to printer OEMs, that is not 
the case today,” Brewer contends.

“While OEMs may see some lower-priced 
re-manufactured cartridges hit the mar-
ket, the industry is mature and OEMs have 
other means to retain share. OEM MPS 
programs, smart chip technology and an-
ti-clone firmware updates, and marketing 
programs aimed at promoting the use of 
original cartridges have all proven effec-
tive strategies,” he says.

The current ruling may not be the final 
word on the patent rights issue, however. 
The Supreme Court sent the case back to 
a lower court for further proceedings con-
sistent with its opinion.

Reports Continue on Possible 
Staples Buyout
There are continued reports of private 
equity firms looking to buy Staples Inc. 
Speculation on a possible buyout start-
ed appearing in April and even though 
sources close to buyout talks cautioned 
nothing might come of them, last month 
saw the Bloomberg financial news service 
reporting some significant developments.

According to Bloomberg, Staples reject-
ed a takeover offer from Cerberus Capital 
Management that valued the company 
at more than its current market value of 
about $5.8 million as too low. Cerberus 
last year agreed to buy a controlling stake 
in Staples’s European business. 

Cerberus has annual sales of about 1.7 
billion euros ($1.9 billion) from operations 
in 16 countries and manages more than 
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$30 billion in private equity holdings, dis-
tressed debt and other credit assets, as 
well as real estate, Bloomberg reported.

Staples’s rejection of Cerberus still leaves 
Sycamore Partners in the running to ac-
quire the Massachusetts big box accord-
ing to people familiar with the matter, 
Bloomberg reported. 

Sycamore focuses exclusively on con-
sumer companies and its biggest acqui-
sition to date is department-store chain 
Belk Inc., which it bought for $2.7 billion, 
Bloomberg reported.

No final decisions have been made and 
past bidders could re-emerge along with 
new ones, sources told Bloomberg. Rep-
resentatives for Cerberus, Sycamore 
and Staples declined to comment to 
Bloomberg for the story.

AOPD Scores Two Big 
National Account Wins
The champagne was flowing last month in 
St. Charles, Illinois, where the AOPD na-
tional and regional accounts dealer net-
work was celebrating two big wins.

AOPD said it has been re-awarded a 
national office supplies and services 
contract with National Cooperative Pur-
chasing Alliance (NCPA), an organization 
whose contracts can be used by over 
90,000 agencies nationwide from both the 
public and nonprofit sectors. The contract 
runs for three years, with five additional 
one-year renewal options.

The Region 14 Education Service Center, 
which supports some 50,000 students in 
42 school districts as well as three univer-
sities, three colleges and one technical 
college in West Texas, served as the lead 
agency on the contract award process.

AOPD was first awarded this contract 
back in 2012 and it has become one of 

their fastest growing contracts, up 46% 
last year, according to AOPD executive 
director Mark Leazer. The group was the 
sole recipient of a contract award, Leazer 
indicated. 

“AOPD is extremely excited and grateful to 
be awarded by Region 14 ESC and NCPA 
for another contract term,” said Leaz-
er. “Counting the additional option years 
with this award, AOPD is looking forward 
to building on the success of our first five 
years and continuing to grow this partner-
ship for a number of years to come.”

Also last month, AOPD announced it has 
been awarded a group purchasing agree-
ment for office supplies and business 
services with the Premier healthcare pur-
chasing consortium, whose members in-
clude approximately 3,750 U.S. hospitals 
and 130,000 other healthcare providers.

The new agreement, which becomes ef-
fective August 1 and runs for the next three 
years, allows Premier members, at their 
discretion, to take advantage of special 
pricing and terms pre-negotiated by Pre-
mier for office supplies and business ser-
vices, AOPD said.

“AOPD is very pleased to have received 
a new contract award from Premier,” said 
Leazer. “It is especially rewarding to now 
be a repeat awardee so that we can build 
on our work since our first national con-
tract term with them, and further build 
upon our initial experience in the SEEDS 
program,” stated Mark Leazer, AOPD ex-
ecutive director. 

SEEDS (Sourcing Education and Enrich-
ment for Diverse and Small Suppliers) 
is Premier’s supplier diversity program, 
which seeks to encourage business re-
lationships with minority-owned, wom-
en-owned and small businesses.

EPIC Business Essentials 
Announces Record Q1 
Results
EPIC Business Essentials, the national 
and regional accounts joint venture be-
tween Independent Stationers and TriMe-
ga, last month announced record results 
for the first quarter of 2017.

The organization said it saw growth in its 
key categories—commercial, state-local 
governmental/educational, federal and 
healthcare—versus the same period last 
year. Sales were up over 10% with federal 
sales leading the way, up over 30%, EPIC 
reported.

“We are very pleased with the turnaround 
year-over-year for the joint venture,” com-
mented IS president and CEO Mike Gen-
tile.” Additional efficiencies through our 
industry-leading, totally integrated BMI 
ordering platform/ORDERPOINT are en-
abling EPIC end-users to experience a 
world-class platform, while enjoying the 
high touch local service levels that only the 
independent dealer channel can provide.” 

Added TriMega president Mike Maggio, 
“Not only is EPIC growing its business, we 
have a record number of dealers—over 
300—with a record number of end-us-
ers—over 90,000—participating, and 
those numbers continue to grow. We are 
pleased to see our dealers and customers 
continue to embrace the model.”

AOPD, TriMega to Go Separate 
Ways on One-on-One 
Meetings
The AOPD national and regional accounts 
dealer network and the TriMega Purchas-
ing Association dealer group announced 
last month that they will not be combining 
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their annual One on One events next year, 
as they did in 2016 and 2017.

The groups cited overall meeting length 
and some loss in the past two years of 
the essence of the meetings—individual 
independent dealer meetings with senior 
management of key supplier partners—as 
reasons for the decision.

“We are glad we held the joint meetings 
with AOPD these past couple of years” re-
marked Mike Maggio, president of TriMe-
ga. “It was absolutely imperative that we 
make a valid effort to combine our meet-
ings, both for our combined membership 
and our key suppliers.”

“However, we both recognize that some 
of the limitations imposed on bringing 
the meetings together was eroding the 
very reason for the meetings,” continued 
Mark Leazer, executive director of AOPD. 
“Consequently, together, we have made 
the hard, but right decision, to separate 
the meetings again.”

Both executives praised each other’s 
teams for their hard work and profession-
alism in putting on the previous events, 
agreed that they would continue to work 
together whenever areas of opportunity 
present themselves and will coordinate 
dates each year so there is sufficient sep-
aration between the meetings.

IS Announces New Program 
for Members
The Independent Stationers dealer coop 
last month announced a new program 
called IS+ that provides members with 
additional rebates when they increase 
their direct buy supplier purchases.

IS said the new program, available to every 
IS shareholder that meets the program cri-
teria, is in line with its strategic goal of cre-
ating multiple membership opportunities 
that address the varying requirements of all 
dealer sizes, operating models, and needs. 

The IS+ program offers additional rebates 
paid to IS members that support key ven-
dors by growing their direct buy volume of 
branded and contract products. 

Vendors participating in IS+ benefit by 
experiencing increased volume and 
strengthening their brands’ position in the 
marketplace, the group said. 

Joel Vockrodt, IS chairman of the board, 
said, “Independent Stationers developed 
IS+ to add more value to membership by 
putting more money in dealers’ pockets 
through increased rebate potential. The 
program also supports our key supplier 
partnerships while bolstering their brand-
ed market share. It’s a win-win for the 
dealer and vendor communities.” 

Office Partners Signs New 
Merchandising Agreement 
with National Jan-San Dealer 
Buying Group
The Office Partners dealer buying group 
has announced a new merchandising 
agreement with The United Group (TUG), 
a member-owned buying group for inde-
pendent dealers and distributors of jan-
san, packaging, food service and safety 
products and equipment.

The partnership, explained Office Partners 
founder and CEO Jim Hebert, will give the 
group’s members access to direct pricing 
from over 200 TUG Preferred Suppliers.

“It’s no great industry secret that OP deal-
ers need to be able to offer aggressive pric-
ing on an ongoing basis if they are to make 
the most of the opportunities available to 
them in jan-san and related non-traditional 
categories,” commented Hebert. 

“Our partnership with TUG will allow Of-
fice Partners members to do just that. As 
an organization, TUG shares the values of 
service, integrity and transparency that 
have been the foundation of Office Part-

ners since we first opened for business 
twenty years ago and we’re very excited 
about working with them to bring new val-
ue and opportunity to our members.”

ECi Moves Users’ Conference 
to Biennial Schedule
Dealer technology provider ECi Software 
Solutions announced last month it is mov-
ing its Connect Conference users meeting 
to a biennial schedule. The next confer-
ence will take place November 5–7, 2018 
in New Orleans.

“This is going to be a great conference in 
a great location,” said Traci Johnson, SVP 
of global corporate marketing for ECi. “In 
previous years, the conference has been 
an annual event. However, based on at-
tendee feedback and the desire to pro-
vide greater value, we made the decision 
to host the meeting every other year.”

ECi said Connect Conference 2018 will 
feature an inspirational keynote speaker, 
the traditional Vendor Expo displaying 
the latest in technology and services for 
businesses, presentation of the Every-
day Hero Award and over 150 education-
al sessions. Registration will open in the 
spring of 2018. [MORE INFO]

AOSWARE Suspends Dealer 
Acquisition of S.P. Richards 
First Call Dealers
Dealer technology provider AOSWARE 
has announced it has suspended all sales 
activities to S.P. Richards first call dealers, 
alleging the wholesaler is engaging in un-
ethical business practices.

AOSWARE said it believes S.P. Richards’ 
data sharing practices are in violation of 
industry standards and its commitment 
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to its dealers. It also charged its practic-
es are in direct violation of confidentiality 
agreements signed by software providers 
and wholesalers in regards to the restric-
tions around sharing data. 

“It is time that someone spoke out about 
the data being shared between ECI Soft-
ware Solutions and S.P. Richards that ac-
tually belongs to dealers,” said AOSWARE 
president Sonny Arora. “We will revisit our 
suspension when and if both companies 
pledge to not share any information about 
its customers”.

Both S.P. Richards and ECi declined to 
comment. AOSWARE did not respond 
to requests for details on how many S.P. 
Richards first call dealers are currently 
using its software and what percentage 
those dealers represent of the company’s 
total business.

Seat Based Billing Road 
Shows Coming to a Town 
Near You
If Managed Print Services (MPS) is an im-
portant part of your business or even if it’s 
not but you’re interested in what’s hap-
pening in the MPS space, you might just 
want to sign up for one of an upcoming 
series of one-day road show events on 
Seat Based Billing (SBB).

The SBB platform, organizers say, rep-
resents the future of managed print and 
provides dealers the ability to de-com-
moditize their offering while differentiating 
their services.

The road show is sponsored by the Busi-
ness Technology Association (BTA), in 
partnership with Clover Imaging Group 
(CIG), Print Audit, GreatAmerica Financial 
Services, Supplies Network and Office 
Document Consulting.

“From the CIG perspective and mine, it 

lends credibility to our belief in the value of 
the program and creates real world dealer 
benchmarks for how truly revolutionary and 
game changing new platforms can trans-
form and breathe vitality into what was 
considered by many a stagnated and com-
moditized industry,” said Luke Goldberg, 
EVP global sales and marketing of CIG. 

“Seat based billing has been gaining popu-
larity in our industry for the past few years,” 
said Sarah Custer, director of service and 
solutions at Supplies Network. “We’re ex-
cited to join forces with our partners to 
share best practices on putting this idea 
into motion in your own business as well as 
ways to ensure your MPS offering remains 
scalable and profitable when transitioning 
to a seat based model or any other signifi-
cant change to your program.”

The road show sessions will take place 
June 6 in Kansas City, Missouri; Aug. 15 in 
Las Vegas, Nevada, and Sept.12 in Phila-
delphia, Pennsylvania. Each road show is 
held the day before a BTA event for ease 
of attendance. 

For more information or to register, visit 
www.sbbroadshow.com.

Paragon Furniture Acquires 
Motiv and Emoji Product 
Lines from Bretford, Adds 
New Director of Marketing
Educational furniture manufacturer Par-
agon Furniture has acquired the MOTIV 
freestanding and modular soft seating 
and occasional table series and EMOJI 
seating series product lines from Bretford 
Manufacturing.

“Education spaces are, more than ever, 
about student choice and about offer-
ing variety,” explained Paragon Furniture 
president Mark Hubbard. “MOTIV and 
EMOJI products are complementary to 

Paragon’s existing K-12 product offering, 
and to the new lines we are introducing 
this year.”

Added Bretford CEO Chris Petrick, “The 
MOTIV and EMOJI products have gener-
ated great success in the K-12 environ-
ment. While they are not Bretford’s core 
expertise any longer, they are an ideal ad-
dition to the Paragon line.”

Separately, Paragon Furniture announced 
the addition of Cindy Eggebrecht, former-
ly Bretford’s director of marketing com-
munications, as its director of marketing. 

Eggebrecht will be responsible for oversee-
ing all marketing activities for Paragon Fur-
niture, including creative, research, trade-
shows and events, public relations, social 
media, website development, marketing 
automation and vendor management.

New Client Services 
Coordinator at OPMA
The Office Products Marketing & Advertis-
ing marketing services agency (OPMA) last 
month announced the appointment of Kar-
en Darling as client services coordinator.

Her duties will include coordinating or-
ders, proofing imprints, maintaining con-
tact lists and fielding incoming calls.

Darling brings to OPMA over 15 years’ 
experience with the Meijer retail chain, 
where she worked on marketing, advertis-
ing and content database management, 
among other areas. 

“We are pleased to have someone with 
Karen’s background and experience join-
ing our company. We look forward to Kar-
en making significant contributions to our 
company’s success,” commented OPMA 
president Mike Metchikoff.
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Business Press Highlights Changing Office 
Design Trends
With the NeoCon office furniture mega tradeshow just around 
the corner, two articles in the general business press last month 
offered some interest insights into current office design trends 
and thinking on changing office workstyles.

In the Wall Street Journal, staff reporter Vanessa Fuhrmans high-
lighted top management’s growing disenchantment with open 
floor plans in favor of a more traditional, private office environ-
ment.

The shift away from the open office, suggest executives featured 
in the story, has more to do with problems created by poor sound 
management and a desire to find a quiet place to think.

“People will say it’s so cool to have the CEO right next to you, 
but at the end of the day your team sometimes needs their space 
and you need yours,” says one of the CEOs quoted in the story. 
He currently leases a private office for himself and co-working 
space for other staff but other senior team members will soon get 
private office space, too, Fuhrmans reports. 

According to research by the International Facility Management 
Association (IFMA) that’s cited in the story, nearly 70% of U.S. 
office spaces are open-concept today, up from 64% two de-
cades ago. 

Among the CEOs identified by the Journal as open office adapt-
ers: Michael Bloomberg, AB InBev NV’s Carlos Brito and Zap-
pos.com Inc.’s Tony Hsieh.

The Journal also cites a British review of more than 100 studies 
of work environments that found that despite improving com-
munication in some instances, open-office spaces hurt workers’ 
motivation and ability to focus.

Also featured in the story: Steelcase CEO Jim Keane who has 
moved to a 5-by-8-foot pod in the company’s innovation center. 
He retreats to it when he needs to focus or switch mental gears 
between meetings but otherwise, he is out on the floor, with cus-
tomers and employees, or in other enclaves for meetings, ac-
cording to the Journal.

Also last month, the Grand Rapids Business Journal, the leading 
business journal for what is still the epicenter of U.S. office furni-
ture manufacturing, reported on two Grand Rapids dealers who 
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have embraced what they called a “blending” trend in response 
to the declining popularity of the open plan approach.

In the Business Journal story, staff reporter Rachel Watson high-
lighted a recent poll by Refresh Leadership that showed only 8% 
of employees like working in open concept offices without walls, 
cubicles or privacy.

Fifty-five percent of workers who responded to the poll question, 
“What is your ideal office layout?” in March said they prefer to 
work in an office that is a mix of cubicles and private offices, 
according to the Business Journal.

Nineteen percent favored all private offices, 14% liked to work 
remotely and only 2% enjoyed an all-cubicle environment.

Mark Custer, vice president of business relations at Steelcase 
dealer Custer Inc., told Watson many of his dealership’s clients 
are looking for office renovations that will allow them to incor-
porate technology, appeal to multiple generations and provide a 
“palette of places” for employees to use throughout the workday.

“We are definitely hearing…an open office (is) a huge distrac-
tion for a lot of West Michigan employees but then, we also hear 
from ownership that if you isolate all the employees, innovation 
doesn’t happen,” he said. “You definitely need to blend in open 

areas where people can connect and collaborate.”

According to Kentwood Office Furniture president Bob Von 
Kaenel, also interviewed by Watson for the story, a blended ap-
proach works best for today’s office workers. 

“Our job is to work with our clients to understand what are the 
challenges they are trying to solve, how does it support their 
business, how do their employees like to work and how do we 
create a solution that provides privacy when required?” Von 
Kaenel said. ”There’s no real one answer. It’s dictated by each 
employer and their culture and employees.”

One of the challenges to designing today’s offices, Von Kaenel 
said, is that they must serve so many dissimilar job functions. 
Some roles, like telemarketing or accounting, require a high de-
gree of privacy, whereas other roles, such as sales or marketing, 
require a combination of collaborative spaces, open or closed 
conference rooms and personal workstations, he told Watson.

“Maybe you don’t necessarily need a private office, and you’re 
looking for flexibility for expansion or reorganization,” he said. 
“You’re trying to design for a dynamic environment. (It’s about) 
how do you design enough flexibility where you can easily con-
vert space without major construction.”
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By Michael Chazin



If you’re an independent office products dealer and not looking 
hard at additional product categories, chances are you’re either 
getting ready to retire or part of some really elaborate money-
laundering scheme.

It’s no great secret that growth opportunities in traditional OP 
categories are increasingly tough to find these days, but while 
jan-san, breakroom and safety products tend to grab most of 
the attention in the new category, they are not the only options 
by any means.

This month, we look at some of the lower profile growth 
opportunities available to independents and highlight some 
dealers who are busy making the most of them.

Committed 
 to Promotional Products

When Sam Kabert joined the family office supplies business, 
Value Business Products in Morgan Hill, California, in 2011, he 
made an unfortunate discovery: office products, it turned out, 
was not exactly the love of his life! His real interest lay more 

in promotional products and as time when by, he got more 
involved in that side of the business.

Kabert started a new subsidiary, Value BP Marketing Group, to 
give the promotional products an identity distinct from office 
supplies. “We address any trust issue with a different brand,” 
says Kabert, who serves as president of the promotional 
products division. “We do video production and graphic design 
but our bread and butter is promotional products.” 

What separates the two product lines is a sense of urgency, 
he explains. When he sold office supplies, he found prospects 
were often reluctant to switch. He would show them price 
comparisons, offer departmental billings and show them ways to 
simplify the approval process. All too, often, however, prospects 
stayed prospects. “There was no real sense of urgency,” he says. 
“They would just keep giving you the run around.”

With promotional products, on the other hand, there is always a 
sense of urgency, says Kabert. His first question to a prospect 
is always: When do you need it? 

“After we know when they want it we ask what it’s for, who is 
the demographic and what are they trying to achieve,” he says. 
“Then we can be consultative.”

Most of the time the buyer for promotional items is the same 
person who is buying office supplies, says Kabert. Once you 
start selling a client, however, there’s a tendency to be exposed 
to more buyers within the same company. “There are buyers 
within the organization who are doing a different event, so your 
name gets passed around,” he says.

You really earn a client’s trust when you are able to handle rush 
orders, he contends. “It is when they need 100 t-shirts by the 
end of the week and you are able to make that happen.” 

The key to success in the promotional products market is to 
have good relationships with suppliers and know who you 
can depend on. Trouble is, Kabert points out, there are literally 
hundreds of suppliers and no easy way to learn who to trust. 

Kabert suggest that dealers become familiar with the 
Advertising Specialty Institute (ASI) and Promotional Products 
Association International (PPAI). Both organization can provide 
training and information on suppliers, he says.

Another great information source, says Kabert, is www.
commonsku.com, a cloud-based business management 
program that can help distributors run their entire promotional 
products business. 

“There is nothing like it in the office products industry,” says 
Kabert. “They are game changers.” 

COVER Story continued from page 30
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When Source Office & Technology first offered managed print 
services in 2009 it was largely as a defensive strategy, explains 
John Givens, president of the Golden, Colorado dealership. 
“Our fear was if we didn’t put managed print services under 
contract, competitive copier equipment companies would and 
did,” he recalls. There was an opening however, as prospective 
customers indicated they wanted to acquire copiers and 
printers from the same source. 

Once current customers were put under contract, the 
dealership started to sell the concept to new accounts and take 
market share. Givens says that the dealership learned it needed 
a higher production device to complement its copier products. 
“We aligned with Canon,” he says, “and have been with Canon 
and HP for close to nine years.”

About seven years ago, the dealership created its OneSource 
division, with five salespeople who only market copiers and 
printers. The team works in conjunction with the general 
line sales force at Source Office & Technology, so that when 
needed an MPS specialist can be brought in to assist with 
a sales opportunity. “They work with the office supplies 
representative and share revenue on both equipment and 
supplies,” explains Givens.

It made sense to combine copiers and printers into one unified 
offering. “Copier companies always did that,” says Givens. 
At Source Office & Technology the offering has evolved into 
managed device services, he adds. “It is about one-third of our 
overall revenue.”

Source Office & Technology still competes with copier dealers 
and often comes out on top. “We have become expert in the 
area of total cost of ownership,” says Givens. Beyond that, 
his people show how MPS improves business processes 
and reduces consumption. They talk about the total cost of 
ownership including equipment, supplies and service. “That 
makes us different from a traditional copier company,” he adds. 

The dealership enjoys a significant amount of business with 
larger MPS customers, which can include up to 100 devices 
under contract. A systems engineer is part of the OneSource 
staff, and this expert interfaces with IT departments and 
operations staff at these larger accounts. Many of these larger 
accounts encounter security issues concerning who has access 
to which devices. “The whole world is called electronic content 
management,” says Givens. “The way documents are stored, 
who can access them and who can edit them, all become 
important.”  

Every new line of business that independent dealers pursue 
comes with associated business processes that vary in 
complexity, explains Givens. “MPS has the highest complexity 
in terms of required business processes,” he says. “It is highly 
complex and involves a significant amount of time, effort and 
money to develop the expertise.” 

COVER Story continued from page 31
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Staying Competitive with Managed Print



Kelly Cudworth’s first exposure to managed print services came 
when his company started to expand beyond selling just toner. 
That was close to seven years ago, and while he had some 
success right out of the gate, he started to lose business when 
copier dealers got wind of what he was doing. 

“Clients seemed interested and we closed some, but what 
happened too often was prospects would go to their copier 
dealer and ask what they knew about MPS,” recalls Cudworth. 
That opened the door and copier dealers would gut pricing or 
use MPS to pick up the desktop printer business they weren’t 
already getting. Cudworth backed away and worked instead to 
rebrand his company from The Cartridge Family to Nuleaf Office 
Solutions.

Using what he learned from his initial outing, Cudworth 
relaunched an MPS effort with a different emphasis. “When 
you talk to customers about managed services their anxiety 
and tension level immediately increases,” he says. It gets 
them talking about their copier dealers. “Copier dealers have 
taken advantage of the market,” says Cudworth, and left many 
customers with bad feelings. 

Going in with this knowledge enabled Cudworth to get 
closer with his customers. His non-threatening approach 
lets customers know he will always treat them fairly. His 
partnerships with HP and Lexmark enable him to provide strong 
solutions for their business needs. Today MPS accounts for 
45% of his net revenue and, he adds, “the margins are great.” 

Nuleaf targets mid-sized and smaller companies that generally 
employ a couple of multi-function devices and as many as 
10 desktop printers. The copier dealers are less interested in 
these smaller businesses in the 20 to 50 employee range, says 
Cudworth, and independent dealers offer stronger value for 
these customers. 

“We know personally what it’s like to run an SMB operation,” 
he says. “We relate to them and bring that knowledge and that 
value,” he contends. 

Cudworth works to partner with customers in all area—supplies, 
furniture and coffee service along with MPS. He explains that 
those extensive relationships offer value for both the buyer and 
the seller. 

He makes a point of sitting down with customers for a full 
business review on a regular basis to show them where their 
office supplies dollars are going and where they might find new 
savings. He’s also able to tell many MPS customers not only 
how much they spend on ink and toner but also how much they 
spend on paper. 

The value that Cudworth prides himself on provides customers 
with good information so they can make the best business 
decisions. “We get to understand how their operations work so 
we are in a better position to know which printing option best 
meets their needs.”
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Making Managed Print Work for Smaller Customers



COVER Story continued from page 33

JUNE 2017 INDEPENDENT DEALER PAGE 34

continued on page 35 >>

Acquisition Helps Gain Traction in Printer Repairs

In Kansas City, Missouri, Mark Whitlow and his team at the 
Office Products Alliance were struggling to take their business 
machines repair service to the next level. With just one service 
technician, it was hard to gain much market traction and, recalls 
Whitlow, finding additional qualified service representatives to 
expand the team was a challenge.

Instead, Whitlow turned to same strategy he had used before 
to fuel his dealership’s expansion into new categories: he went 
shopping himself. A printer service company came on the 
market and Whitlow didn’t hesitate to make the acquisition. 
Today, just two-and-a-half years later, that side of the business 
is one of the top five categories at OPA. 

With the acquisition Whitlow gained additional service 
technicians, a service manager, access to additional printer 
lines and the all-important HP Warranty Service designation, 
which otherwise could have been difficult to obtain. 

With service capabilities fully enhanced, the OPA sales team 
hit the streets to let customers know that printer repair was 
now available. Salespeople didn’t require any special training 
themselves. Once the seed was planted with a customer the 
service manager took over to explain the service, answer any 
questions and close the sale. 

Not too long ago customers might not have thought of an office 
products dealer as the first choice when printer service was 

needed but times have changed, says Whitlow. Consolidation 
in the office supply channel has been mirrored by consolidation 
among repair services. When businesses find a supplier who 
has what they need and is reliable, they tend to work with that 
vendor. “That is where we have settled in,” he says. 

Customers for printer service tend to be the small to mid-size 
offices, 200 employees or less, who are the primary customers 
for all the dealership’s product lines. Those customers typically 
have 5 to 20 printers and don’t have anyone on staff to 
provide service if it is needed. “We are learning that even if 
there is a dedicated person on staff, we can typically do it less 
expensively, which frees up that employee for other activities,” 
says Whitlow. 

The biggest competition for printer service comes from local 
copier dealers who sell managed print contracts. “It is usually 
the larger copier dealer that comes in and takes over all the 
printers and the service,” says Whitlow. 

“The whole MPS universe is our competition,” he adds, and no 
office supplies dealer in Kansas City, including OPA, has yet 
to start offering MPS. “I don’t want to take that leap yet,” says 
Whitlow. In a couple years he might be ready, he says, and 
when that time comes he might look for another acquisition. 



Reliable Products & Services is a minority-owned, veteran-
owned dealership in Cincinnati that sells a full range of office 
items, including supplies, furniture and janitorial products. In 
addition, it has gained market acceptance through sales of 
energy management services including lights, new fixtures and 
electrical system timers. 

Reliable began providing the service two-and-a-half years ago. 
“One of my clients needed to retrofit its parking lot lights to 
more efficient LED lights,” explains Daniel Hobbs, president. 
“They told me it was going to be a big spend and they wanted 
to capture it as a diversity spend,” he says. “They asked if we 
could help.”

Hobbs was eager to obtain the business and partnered with 
a local energy management company to make it happen. 
Reliable’s new partner worked with Hobbs and his team 
to change out the lights and then proposed that the two 
companies work together on a continuing basis. The owner of 
the energy company thought he could increase his diversity 
business by working with Hobbs and a new partnership was 
formed. 

Reliable already held janitorial contracts with many large Ohio 
universities, and these were the same accounts that its new 
energy management partner wanted to target. The dealer’s 
contracts offered that opportunity; Reliable would sell the 
contracts and the partner would perform the installation as the 
sub-contractor. 

Selling energy contracts is more consultative than selling office 
or janitorial products, says Hobbs. On the energy side the 
sales process consists of three parts. “You uncover a need, 
implement a product and make sure they receive the benefit,” 
says Hobbs. First you need to understand the usage, and 
what solution will benefit the client the most. “Then you need a 
rebate plan because frequently when these customers upgrade 
they can qualify for government rebates,” adds Hobbs.

A major player in the effort is a consultant Hobbs calls on to 
perform energy audits for prospective clients. “He provides 
the findings back to us, and we present them to the client,” 
says Hobbs. “We tell them what the energy audit revealed 
and propose a plan.” Once the contract is finalized the energy 
company handles the installation, and Reliable keeps a liaison 
on site who follows the process through completion. 

Finding customers who are prime targets for energy services 
involves extensive market research to understand what these 
prospects might need. Hobbs follows the local business papers 
to see who is expanding and putting in new office space. He 
also keeps track of government RFPs. “We review mission 
statements to learn their long-term goals and what they want to 
achieve,” he says. 

Hobbs says that Reliable has established itself as a full-service 
supplier who understands clients’ needs. “They trust us to bring 
solid solutions,” he says. “The solutions we provide are going to 
save them money and be done with total professionalism.” 
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One of the most important advantages gained when a dealer 
sells packaging supplies, says Randy Dixon of Carolina 
Business Supplies in Charlotte, is that if you can’t get in the 
front door with office supplies you can try the back door with 
packaging. 

Almost any customer could be in the market for packaging 
supplies, he says. Just have your salespeople ask their 
accounts if they use packaging supplies, and if so, who buys 
them.

The asking part is important. “I was surprised at the different 
customers who ship everything,” says Dixon. Product samples, 
finished products and marketing materials are just some of the 
items that businesses ship on a regular basis. “A lot of folks are 
big users of polybags,” he says. “They put parts and hardware 
in polybags to go along with the main items they ship.” One 
customer, with just a few office workers up front, has 10 to 15 
employees out back and spends $1,000 a month on packaging 
tape alone.

In addition to polybags and packaging tape there are roughly  
20 basic items that any dealer selling packaging supplies 
should offer, suggests Dixon. Standard sizes of cardboard 
boxes are 8 x 8, 6 x 6 and 20 x 20. Other fast moving products 
include stretch film and bubble mailers. “We tell people up front 

we want to know what they use on a regular basis,” he says. 
“That way we will keep enough in stock to make sure they don’t 
run out.” 

According to Dixon, there is no national packing supply 
competitor except for U-Line, but, he warns, there are scores 
of regional packaging suppliers. Dixon says the easiest 
conversions are with customers buying $500 to $1,000 a 
month. Packaging supply houses tend to focus more on larger 
customers buying $5,000 or more per month. He says to 
stay away from larger companies that buy tractor trailers of 
packaging materials as it is harder to be competitive.

With the smaller accounts he is generally able to come in with 
prices 15-20% lower than what customers currently pay. “The 
regional packaging companies are fighting each other, and we 
have found that we can compete on the smaller companies and 
generally win,” he reports.

The other competitive sweet spot is when businesses get 
their packaging supplies from U-Line. Pricing is higher and 
buyers have to pay freight, Dixon says. There are businesses 
that spend thousands of dollars every month buying packing 
supplies from U-Line, says Dixon. He suggests that those are 
some of the easiest prospects to convert. 
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COVER Story continued from page 36

Independent dealers shouldn’t overlook any sales opportunity, 
especially when it means filling an unmet customer need. Case in 
point: custom stamps. They may not be the highest profile items 
on the new category list but that doesn’t mean they can’t open 
doors and help the dealer satisfy one more customer need.

“There was a time, probably about five years ago, where 
everybody said the marking industry was dead,” recalls Rose 
Molz, president of EZ Office Products in Madison, Wisconsin. 
That was about the time when online sources grew in popularity 
and anyone who needed custom stamps or marking products 
could just hit the Internet and order up any stamp or marker 
they might need, she says.

Online sources certainly have taken their share of the business 
but according to Molz, a sizeable market remains in custom 
stamps where independent dealers can build customer 
allegiance and a nice stream of repeat business. 

When an independent reseller has the right marking partner that 
knows how to be fully responsive they can take advantage of 
any marking opportunity that comes along, she contends.

Since last year, EZ Office Products has relied on Fox Stamp, 
Sign & Specialty to handle its stamp and marking business. 
Contrary to what resellers might believe there remains a custom 
marking business among customers.  “We sell a lot of custom 
bank teller stamps, custom notaries and custom daters for 
manufacturing,” says Molz. 

Office employees frequently go online to buy marking products 
but that doesn’t work in a warehouse where workers don’t 
regularly have access to computers, and they need to mark and 
date invoices. “There is still a market for that and it is profitable 
business that we try to go after,” she says. EZOP also sells 
specially designed stampers tor the U.S. Navy, which marks 
items that ship overseas.

When the time comes to replace custom marking products, 
typically no one tends to know where to go, says Molz. 
Frequently, customers will look up the past invoice to learn 
where the stamp was purchased and that is the business they 
turn to when it is time to order a replacement. That sort of 
repeat business comes with a solid margin, she says.
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Tap the Potential of Custom Stamps 



“There is a tremendous opportunity for independent resellers 
that want to sell stamps or struggle with the custom stamp 
business because their partner isn’t always that responsive,” 
says Molz. “There is a great opportunity to get more of the 
stamp business that goes to online companies, whether it’s 
stamps, signs, name plates or embossers.” 

Send the Very Best 
Most dealers these days operate on a pure B2B model with zero 
interest in walk-in retail store business. But even today—when 
the dealer’s big box brick-and-mortar competitors are struggling, 
there are still opportunities in some markets for an independent 
version of walk-in. Just ask Chris Hagan of Metro Office Supply 
in Festus, Missouri, about 30 miles out from St. Louis. 

Metro got into the retail store business when the Hallmark 
store in town closed its doors in the early ‘80s. “After the store 

closed my parents decided to open Hallmark Cards and Gifts,” 
explains Hagan, the second-generation owner. Hallmark stores 
have protected territories so his parents had to wait for that 
owner to close up. 

The Hallmark Crown store, which draws about 100 customers 
a day, shares space with Metro Office Supply in a retail location 
on Main Street. Hagan says that the two businesses are not 
that different. The one big differentiator is price comparisons, 
he says. Shoppers will look long and hard for the best prices 
on office supplies but are less concerned about price when it 
comes to cards and gifts. 

When shoppers look for a birthday card, get well card or 
sympathy card it is more of an emotional purchase, says 
Hagan. Men and women shop for cards differently, he adds. 
“Women will read 15 or 20 birthday cards,” says Hagan. “No 
man has ever read 15 cards. They tend to read two or three and 
make their decision.”
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The gift business adds an interesting challenge. Hallmark 
doesn’t sell gifts but looks at gift providers as allies. “We 
have to go out and get all of them ourselves,” says Hagan. 
To become a gift dealer required the usual commitments of 
time and proof of financial stability, but Hagan also needed 
to provide photos of his store, his parking lot and adjacent 
structures. “It was easier to become a Sharp copier dealer,” he 
says with a wry smile.

When it comes to selling cards, Hagan is certainly not alone. 
Mega-players like Wal-Mart, Walgreens and grocery store 
chains all sell Hallmark cards and often mark them up over 
suggested prices. “No one ever pays attention to the price 
in those stores,” says Hagan. A $5 card at his Hallmark store 
sometimes sells for $7 or $8 someplace else. What’s worse, he 
laments, customers assume that Metro’s price must be higher 
when in reality it’s usually 20-30% less expensive. 
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Increase Furniture Sales with Window and Floor Coverings
It used to be that the folks at Kerr Office Group in 
Elizabethtown, Kentucky, would be working on furniture 
installations and watch as other vendors came in to install 
blinds and window treatments at the same time. President Brian 
Kerry watched the parade go by and wondered if it might make 
sense for his own dealership to join it.

That was eight years ago, and since then, he reports, window 
treatments have become a regular add-on to furniture sales at 
the dealership. Along the way, Kerr has also added carpets and 
floor coverings to the mix. 

“We tell customers we can do everything from the beginning to 
the end of the furniture job,” says Kerr. “We are a one-stop shop 
and no other furniture dealer in our area provides all of that as 
one service.” In addition, Kerr Office Group has started to get 
calls to only provide window treatments or floor coverings.

A key component of this expanded interiors capability is the 
design staff at the dealership. “The designers we have on staff,” 
explains Kerr, “are familiar with windows and floor coverings, 
and can help salespeople push those categories when they go 
out in the field.” 

Sarah Edwards is an interior designer at Kerr who came to the 
dealership with experience gained with a local design firm that 
specializes in residential interiors. “It’s important to know what 

product is going to look good in a space and whether it will be 
applicable,” she says. “Each space requires a different product. 
It depends on the project.”

Kerr’s entry in floor and window products has opened the 
residential market for the dealership and offered an opportunity 
to diversify sales and offset any slowdowns that might come 
along on the B2B side.

The floor and window coverings have attracted an upscale 
residential customer who recognizes a certain cachet to doing 
business with the dealership. “They see what we do with 
commercial lines and think it is a better product than what they 
might find at the local retail store,” says Kerr. “So we are gaining 
that type of business which is profitable.”

One challenge is to make sure salespeople always remember 
to offer these services. Sometimes, with all of the excitement 
involved in a big project, they might forget, suggest Kerr. 

Also, he warns, double check all measurements and be sure your 
specifier knows how to convert square feet to square yards.

Michael Chazin is a freelance writer specializing in business topics. He has been 
writing about the office supply business for almost 15 years. He can be reached at 
mchazin503@comcast.net.
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ABC 2017 Agenda
WEDNESDAY, JULY 12
Dealer Arrivals
6:30-9:30 PM ..............................................................  Children’s Lounge
7:00-9:00 PM ....................................................... Networking Reception

THURSDAY, JULY 13
7:00 AM-4:30 PM ....................................................... Children’s Lounge
7:00-8:00 AM .............................................................................Breakfast
8:15-9:30 AM ..................................................................General Session
10:00 AM -4:00 PM ...........................................Business Solutions Expo
11:30 AM-1:00 PM .........................................................................Lunch
5:00-11:00 PM ................................ Buses to and from Animal Kingdom

FRIDAY, JULY 14
7:00 AM-3:30 PM ....................................................... Children’s Lounge
7:00-8:15 AM .............................................................................Breakfast
8:30-9:45 AM ..................................General Session w/keynote speaker
10:00-11:15 AM .......................................................... Seminar Session 1
11:15-12:30 PM ..............................................................................Lunch
12:30-1:45 PM ............................................................ Seminar Session 2
2:00-3:15 PM .............................................................. Seminar Session 3
Free Evening

SATURDAY, JULY 15
7:00-11:30 AM ............................................................ Children’s Lounge
7:00-8:00 AM .............................................................................Breakfast
8:15-9:30 AM .............................................................. Seminar Session 4
9:45-11:00 AM  ........................................................... Seminar Session 5
Afternoon on own
6:00-10:00 PM ............................................................ Children’s Lounge
6:15-10:00 PM .......................Gala Cocktails, Dinner and Entertainment 

SUNDAY, JULY 16
Departures
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S.P. Richards ABC Set for July 12-16 in Orlando

Next month sees the annual gathering 
of the clans for S.P. Richards, as the 

wholesaler’s first-call dealers and 
other business partners head for 

Orlando and the 2017 Advantage 
Business Conference (ABC).

Scheduled for July 12-16 at the 
Marriott World Center, this year’s 

ABC comes at a particularly critical 
time for the dealer community, says 
S.P. Richards EVP of operations Jim 

O’Brien. “The stakes are high this 
year as our industry’s transformation 
continues to accelerate and demand 
a greater sense of urgency,” O’Brien 

contends, with a pressing need, 
reflected in this year’s conference 

them of “Collaborate,” for all 
stakeholders in the channel to work 

more closely together.
On the following pages, we take a 
look at what will be on offer at this 

year’s ABC and highlight some of the 
ways this year’s program will help 

channel members work together to 
respond effectively to the business 

challenges and opportunities of today 
and tomorrow.
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OFFICE PARTNERS MEMBERS GET:
/   Direct access to over 200 TUG Preferred Suppliers
/  Greater purchasing power
/   A stronger foothold in the jan/san category
/   More products for your customers at competitive prices

To learn more call (205) 640-4278 or visit www.officepartners.com

Office Partners has partnered with The United 
Group, a member-owned buying group for 
independent B2B distributors. Its 400+ members 
supply industrial packaging, jansan, foodservice, 
and safety products across North America.

and

LOOK FOR
US AT

BOOTH #205

http://www.officepartners.com
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General Session 
Keynote Speaker: 

Ryan Estis
Ryan Estis has more than 20 
years of experience as a top 
performing sales professional 
and leader, bringing a fresh 
perspective to business. Ryan 
is known for his innovative 
ideas on leading change, 
improving sales effectiveness 
and preparing for the future of work. He was recently 
recognized as one of the best keynote speakers ever heard 
by Meetings and Conventions magazine.

Ryan emphasizes emerging trends influencing corporate 
culture, communication, collaboration, leadership, sales 
and brand experience, helping participants prepare to 
thrive in today’s ultra-competitive, hyper-connected 
business environment.

Ryan supports some of the world’s leading brands, 
including Liberty Mutual, Darden Restaurants, Goodyear, 
the Dallas Cowboys, Medtronic, ECCO USA and Blue 
Cross/Blue Shield.

He is a faculty member for the Institute of Management 
Studies, a member of the SmartBrief on Workforce 
Advisory Board and a Certified Human Capital Strategist.

Gala Dinner featuring: 
The Best in 70s Light Rock 
Get ready for the best in 70s Light Rock at this year’s Gala 
Dinner featuring the Yacht Rock Revue, your guides to the 
very best from Hall and Oates, Michael McDonald, Steely 
Dan and more. 

The Atlanta-based tribute band has shared the stage with 
Eddie Money, John Oates and Bobby Kimball from Toto, 
sailed on music cruises with Kid Rock, Train, Heart, Weezer 
and Kiss and packed out shows in New York City, Nashville 
and Los Angeles. 

Dealer Education: 
What’s On Offer This Year
An extensive program of industry education is one of 
the hallmarks of the ABC Conference and this year is 
no exception, with separate tracks for office furniture 
and facility and breakroom supplies in addition to more 
general sessions. Below, we take a look at the full schedule 
of education and information on tap at this year’s ABC.

n  Creating Value Propositions with Value
SPEAKER: Colleen Stanley, founder 
and president of SalesLeadership, Inc.

Target audience: sales managers, sales 
representatives

The information age has created the 
commoditization age. Salespeople who 
are not equipped with strong value 
propositions quickly end up in “What’s 
your price” or “Why should I buy from 
you” conversations. 

This interactive workshop will help sales professionals 
create compelling value propositions that open up bigger 
and better sales conversations. Colleen’s workshop will 
help you:

•  Learn the neuroscience of creating value propositions 
that quickly connect with busy prospects

•  Create an emotional connection with prospects by 
integrating empathy and expertise

•  Stop selling features, advantages and benefits
•  Focus on problems you solve for your customers
•  Avoid looking and sounding like your competition 

by customizing your value propositions to the buyer, 
industry and line of business

SESSION 1: Friday, 10-11:15 AM

SESSION 2: Friday, 12:30-1:45 PM
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n  Prospecting at the C-Level
SPEAKER: Kate Kingston, founder and 
president of the Kingston Training 
Group

Target audience: sales managers, sales 
representatives

Gone are the days of walking into 
a business and speaking to the 
receptionist or office manager as your 
sole point person. Instead, discover how you can: 

•  Step into a higher level of prospecting for new, 
larger deals.

•  Build a prospecting-centric schedule for reps and 
vertical talk tracks

•  Build a C-Level prospect list using five free 
resources

•  Leave prospecting voicemails for the C-Level 
decision maker

•  Monetize your prospecting
•  Use LinkedIn as a prospecting tool and building 

successful LinkedIn profiles
•  Leave with email and phone talk track templates 

and a step-by-step outline for building a team that 
can make more qualified decision-maker meetings

SESSION 1: Friday, 10-11:15 AM

SESSION 2: Friday, 12:30-1:45 PM

n  Is the Independent Dealer Channel 
Rising Again?

SPEAKER: Martin Wilde, managing 
director of the Martin Wilde Associates 
market research firm

Target audience: owners, principals

The IDC in the U.S. is very much 
alive and kicking according to recent 
research by Martin Wilde Associates 
and OPI. 

Based on extensive interviews with senior executives 
in 200 independent OP dealers, dealer groups and 
wholesalers, the research produced key benchmarking 
insights. Martin Wilde will share:

Insert and exchange information 
quickly and easily, 

without compromising on style.

DURAFRAME®  
as easy as adhesive tape, 

with the elegance of a frame.

DURAFRAME®

Simpler than tape.

Nice Try.   Well Done.

�������
������
�����

����

See our DURAFRAME®  
videos on YouTube:

Be sure to visit the 

DURABLE booth 

for your FREE 

DURAFRAME® sample.

Booth #1115
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BOOTH #
7-2054®

- SEE OUR NEW -

Glass Enhancements at Neocon

•  The U.S. dealer universe and its 
revenues and gross margins

•  Sales by broad product 
category

•  Which new products and 
services are actively being 
developed

•  Which end user markets are 
being served by dealers

•  Dependence on e-commerce
•  Key competitors, including the 

impact of Amazon and how 
dealers are responding

•  Are dealers looking to acquire 
in the future and if so, what?

•  Do dealers have clearly-defined 
exit strategies?

SESSION 1: Friday, 10-11:15 AM

SESSION 3: Friday, 2:00-3:15 PM

n Digital Marketing 
Success: Dealer Panel
MODERATOR: 
Jennifer 
Schulman, 
president of 
Fortune Web 
Marketing

Target audience: 
owners, sales 
and marketing 
managers

This panel will be packed with ideas, 
innovations and success stories from 
your fellow dealers. You won’t want 
to miss it. With so many different 
initiatives you can engage in when 
it comes to digital marketing, learn 
which ones are the most effective for 
office products dealers and how they 
have adapted to marketing in the 
digital age. 

From social media and search engine 
optimization (SEO) to effective 
web design and influential content 
marketing, we examine what works 
best. Our panel will include dealers 
who have engaged in one or more of 
these strategies. 

SESSION 3: Friday, 2:00-3:15 PM

n  The Latest in Digital 
Marketing and E-Content

SPEAKERS: Coleson Chase, SPR 
director of merchandising marketing 
strategies; April Fabien, SPR director 
of e-commerce services, and 
Paul Gatens, SPR vice president, 
e-commerce and marketing services 
(pictured top to bottom)

Target audience: Owners, sales and 
marketing managers

SPR ABC continued from page 43
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Your customers have moved online; has 
your marketing and content followed 
suit? In today’s digital world, you can’t 
afford to be left out in the digital 
cold. Learn about the latest in digital 
marketing and e-content from SPR’s 
subject matter experts. 

We’ll give you a peak behind the 
digital curtain and discuss the latest 
advances in SPR’s digital marketing and 
e-content offerings. 

Walk away with actionable insights and 
strategies to drive your online sales. A 
few topics we’ll explore:

•  E-content
•  Email marketing
•  Inbound marketing
•  Social media
•  Website best practices

SESSION 4: Saturday, 8:15-9:30 AM

SESSION 5: Saturday, 9:45-11:00 AM

n  Constructing a Winning Sales Team: A 
Sales Management Perspective

SPEAKER: Dennis Chopko, president 
of the Killing Herb sales and sales 
management training organization

Target audience: owners, sales 
managers

Dennis Chopko will deliver tangible 
tips and techniques for constructing 
and managing a successful sales team. 

Learn ways to improve your leadership style, assess 
and measure your salespeople and improve your sales 
coaching. This thought provoking session will deliver:

•  Tangible techniques for improving leadership, sales 
coaching skills and sales team productivity

•  An understanding of the differences between a 
leader and a manager

•  An introduction to emotional intelligence
•  Recruiting and interviewing tips

SPR ABC continued from page 44
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•  A team assessment that will generate an effective 
coaching approach specific for each team member

•  Time management tips to enhance sales coaching

SESSION 4: Saturday, 8:15-9:30 AM

SESSION 5: Saturday, 9:45-11:00 AM

n  Overwhelmed and Stressed with Work 
Demands? Strategies and Tactics to 
Regain Control

SPEAKER: Steve Kahle, founder of 
the Gray Wolf Workflow productivity 
and business operations optimization 
consulting firm

Target audience: All

Workplace demands and stress 
continue to rise. All too often, we are 
reacting and overwhelmed. What’s the solution? Can you 
learn to be more productive, purposeful and proactive? 

Steve Kahle has spent 20-plus years running high tech 
companies while being fascinated with the impact of 
key productivity concepts—experimenting with what 
does and doesn’t work. He has seen firsthand how key 
productivity concepts allow individuals and teams to 
deliver significantly greater results. 

Using the latest research from science and behavioral 
psychology, Steve will deliver a systematic way for high 
achievers to approach work differently. Learn strategies 
you can implement immediately to get control of your 
inbox, be more purposeful with your time and more 
focused with your work.

SESSION 4: Saturday, 8:15-9:30 AM

SESSION 5: Saturday, 9:45-11:00 AM

Furniture Track
If you are a furniture sales professional, sales manager 
or a designer looking for ideas to up your game, the 
Furniture Track is the solution for you! These interactive 
presentations are hosted by the S.P. Richards furniture 
team and key industry experts. If you want actionable 
ideas to help you sell more furniture, you’ve come to the 
right place.

n  Why Movement Matters: 
Active Furniture Options 
for Today’s Office

SPEAKER: Josh Kerst, principal 
ergonomist with Safco Products

Target Audience: Sales representatives, 
sales managers, designers

Your chair is not your friend. The 
amount of time we spend with our chairs, an amount 
that has dramatically increased over the last 25 years, is 
directly linked to a wide variety of serious health risks. 

With overwhelming evidence supporting the need for 
movement within the work environment, we can no 
longer ignore these risks. Ergonomist Josh Kerst will 
share the historical impact of the chair on our bodies and 
how this one object has shaped our society. 

Learn steps your customers should take to address the 
related health concerns and ways to positively impact 
employee performance and workplace safety. 
You will get:

•  A clear understanding of the health benefits 
associated with regular periods of active movement 
(standing, leaning, perching, etc.)

•  The current body of scientific knowledge on sitting 
versus standing, plus application guidelines for the 
workplace

•  The implications of the aging workforce and 
ongoing health challenges

•  Highlights from NIOSH’s “Take-a-Stand” project
•  A rational and financially responsible approach to 

implementing sit-stand workstations within your 
customer’s environment

SESSION 1: Friday, 10-11:15 AM

SPR ABC continued from page 45
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n  How to Sell More 
Furniture: Learn from the 
Experts and Your Peers

MODERATOR: 
Eddie Baird, 
SPR director of 
furniture sales

Target 
Audience: Sales 
representatives, 
sales managers, 
designers

Furniture is a category that can be 
elusive for some dealerships. Furniture 
is either completely entrenched into 
your sales strategy or just another 
ingredient that is thrown into the soup 
of your business. How do dealers who 
are successful with furniture intertwine 
it into their strategies and reach their 
goals? 

Spend time with the successful dealers 
and ask the questions you have wanted 
answered for years. 

We will have an open forum with 
some of the best in the business on 
stage for you to get the answers 
to your questions pertaining to 
furniture. We will have dealers, 
vendors and longtime salespeople, 
but it doesn’t stop there! We include 
the audience in the discussion so we 
can share furniture best practices. 

You will be able to submit your 
questions before the meeting to 
our SPEvents App or email them to 
2017ABCfurniturequestions@sprich.com. 

SESSION 2: Friday, 12:30-1:45 PM

n  Penetrating the 
Healthcare and Education 
Markets with Furniture

MODERATORS: 
Eddie Baird, 
SPR director of 
furniture sales 
(top), and Travis 
Holland, SPR 
national business 
development 
manager of 
education 
(bottom)

Target 
Audience: Sales 
representatives, 
sales managers

The two vertical 
markets that 
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Letter Paper at top ...
ILF’s Are Ideal for:
•  Shipping Labels
• Packaging Lists
•  Medical Forms 
• Pharmacy Labels 
•  Business Forms
•  Pick-Tickets
•  Direct Mail
• Address Labels
• Returns
• Letterhead
• Warranty Cards
 & more!

Why use Integrated Label Forms in your business?

Improve Accuracy
by combining  

multiple document 
types into one  

multi-use form.  
No Matching Errors!

Increase Efficiency
by reducing the 
number of steps 

necessary to  
complete your 

tasks.

Reduce Costs
by eliminating the 
need for  multiple 
media, printers & 

other types of 
equipment.

Combine Both Labels &  
Forms in One Sheet with

Integrated Label Forms

Become a Dealer Today!  •  1-800-TABBIES  •  www.tabbies.com  •  www.tabbiescustomlabels.com
See us July 13 at Booth #1411, S.P. Richards ABC Conference in Orlando, FL

NOW AVAILABLESPARCOIntegrated  Label Forms
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continue to see healthy growth in the furniture industry 
are healthcare and education. These two markets require 
skillsets that are quite different from those required for selling 
furniture for the traditional office. 

In the healthcare arena, industry buzzwords such as 
on-carpet or off-carpet, GPO, acute healthcare and 
Trendelenburg are just some of the terms that you must 
know. There are many avenues to increase healthcare 
furniture sales. We will explore some of these and help 
you to learn the buzzwords.

Education also requires specific knowledge to win the 
business. Whether you are selling to higher education, 
K-12, public or private schools or education buying 
groups, there are always the challenges of manufacturers 
selling direct, being outbid or just having difficulty 
getting to the superintendent. 

Hear from highly qualified panelists, including Travis 
Holland, business development manager, a dealer who 
has attacked and won in the healthcare and education 
markets and an industry expert in healthcare. 

SESSION 3: Friday, 2:00-3:15 PM

Facility, Breakroom  
and Safety (FBS) Track
OnPoint Training: Taking It to the Street

n  Facilities: the Art of the 
Walkthrough!

SPEAKERS: Bill Himes (top) and 
Mike Love (bottom), SPR business 
development managers

Target audience: Sales representatives

Become an FBS consultant and learn 
to master the art of the walkthrough. 
Welcome to the world of virtual site 
surveys. Explore SPR City and discover 
a virtual 3-D city that demonstrates 
where to look for opportunities in your
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existing customers’ buildings, schools, offices, 
manufacturing, gymnasiums, restrooms and more.

This virtual walkthrough will uncover a plethora of facility 
supply opportunities, including towels/tissue dispensing 
systems, hand sanitizers, cleaning chemicals, application 
equipment, odor control, floor care, carpet care and so 
much more!

FBS industry experts Mike Love and Bill Himes will walk 
you through this compelling and educational visual 
experience.

The consultative salesperson always comes out a winner

SESSION 1: Friday, 10-11:15 AM

n  Breakroom: Get Your Mojo Going!
SPEAKERS: Terri D’Abate (top), SPR 
business development manager, 
and Kelly Perez (bottom), SPR sr. 
merchandise marketing manager.

Target Audience: Sales managers, sales 
representatives

Kelly and Terri will share with you how 
you can kick it up a notch and sell 
the entire breakroom bundle to your 
customers. We will give you the street 
cred that you need with the most 
current information on premiumization, 
healthy snacking trends and alternative 
coffee systems.

This high energy and fully caffeinated 
seminar is sure to give you a full pantry 
of fresh ideas to drive new sales.

SESSION 2: Friday, 12:30-1:45 PM

JUNE 2017 INDEPENDENT DEALER PAGE 49

continued on page 50 >>

c-line.com • (800) 323-6084

Effective
Organization

CLI-32000, Assorted
CLI-32004, Red
CLI-32005, Blue
CLI-32006, Yellow

Classroom Connector™

School-To-Home Folders

CLI-06650, Assorted

Binder Pockets
with Write-On 
Index Tabs

Visit us at Booth # 1315
at the SPR ABC

New!
2017

New!
2017

http://www.leeproducts.com/
http://c-lineproducts.net/index.php


SPR ABC continued from page 49

n  Safety in the Streets
SPEAKERS: Greg Davis (top), SPR 
business development manager, 
and John Molidor (bottom), SPR 
merchandising manager - facility and 
safety 

Target Audience: Sales managers, 
sales representatives

The safety category cannot be left in 
neutral but it’s a one-way street to 
success if you put it in gear. 

With estimated sales dollars upward 
of $10 billion and a fragmented 
marketplace, you are sure to find your 
sales lane on this highway. 

Join us in this hands-on, head-safe, eye-protected, easy 
breathing, decibel-diluted, face-shielded presentation 
that will save you from lost revenue.

You’ll have a guided tour to selecting, identifying and 
securing safety products within your customer base. 

SESSION 3: Friday, 2:00-3:15 PM

n  Taking It to the Street: 
Dealer Panel Discussion

MODERATORS: Nick Lomax (top), SPR 
VP of emerging products and services, 
and Cliff Thoma (bottom), SPR regional 
manager
Target Audience: Owners, sales 
managers
Gaining meaningful traction in new 
product categories can be challenging. 
Do not miss the opportunity to hear 
from a panel of your peers on how 
to unlock opportunities in Facility, 
Breakroom and Safety. 
VP of emerging products and services 
Nick Lomax, along with regional 
manager Cliff Thoma, will moderate 
this session that features a panel of dealers who have 
experienced rapid category growth, sharing observations 
and best practices that are sure to help your dealership 
realize FBS potential.
SESSION 4: Saturday, 8:15-9:30 AM

™

Supplying the battery and flashlight 
needs of the Office Products Channel

Visit us at the 
SP Richards Advantage 
Business Conference 
July 12 - 16, 2017

BATTERIES 

*Except 9V
© 2017 Spectrum Brands, Inc. ® Registered Trademark and TM Trademark of Spectrum Brands, Inc. SPE-20437
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Next Generation Track
Young people in the industry have some tough challenges 
and some incredible opportunities ahead of them. If you 
are being groomed to take over the family business or if 
you are thinking about becoming a business owner, this 
track can provide a few stepping stones along your path. 
These sessions address issues that the next generation of 
dealers will need to consider and you will hear from some 
of your peers who have been in your shoes.

Join your cohorts in this first-ever Next Generation 
seminar track. No Boomers allowed—we might just ask 
for your ID at the door!

n  Out with the OLD, in with the New: The 
rebirth of the sales professional

SPEAKER: Phil Barnette, head of 
coaching for IDGrowth Solutions, a 
K.Coaching brand

Target audience: Next Generation 
dealers

Technology and the digital world 
are evolving faster than at any time 
in history. Customers are inundated 
with information from multiple suppliers and have more 
choices than ever before. 

We can’t ignore the evolving role of the B2B sales profes-
sional and the need to change their sales approach in order 
to differentiate and remain valuable. Forrester estimates 
that one million sales jobs will disappear by 2020.

This seminar will help you and your sales team stay 
alive and well. We will focus on the role of the sales 
professional in the digital world, how it will evolve in 
the future and the impact of the Next Generation sales 
professional. Don’t miss this session if you want to remain 
relevant in the ever changing sales environment.

SESSION 1: Friday, 10-11:15 AM

n  The Rise of Video Ads: Using Google, 
YouTube and Video to Engage 

SPEAKERS: Jennifer Schulman, 
president of Fortune Web Marketing, 
and a Google AdWords specialist

Target audience: Next Generation 
dealers

Ask any strategic marketer and they 
will tell you that video marketing is on 
the rise and is, in fact, one of the best 
ways to reach and engage with your target audience. 
Along with that comes the use of video advertising. In 
this session we will cover:

•  The latest trends and effectiveness of video ads
•  How to implement them through Google AdWords 

and YouTube
•  Success stories
•  How to use free YouTube editing tools to customize 

your videos and ads
•  Tips to incorporate video into your overall 

marketing plan

SESSION 2: Friday, 12:30-1:45 PM

n  Everyone Needs an Exit Strategy—Even 
if It’s a Succession Plan

SPEAKER: Charlie Cleary, head of S.P. 
Richards’ Guided Acquisition Program

Target audience: Next Generation 
dealers

Charlie Cleary talks about the 
importance for family-owned 
businesses to protect hard-earned 
wealth through carefully planned 
owner exit strategies, which may include succession of 
the business to a family member or key manager. 

Join Charlie as he outlines a step-by-step strategic 
planning process designed to drive value for the 
company and ultimately transition the business smoothly 
and successfully. 

You will also hear from industry peers who have recently 
been through this process and who can help you focus 
your efforts most effectively and avoid common pitfalls.

SESSION 3: Friday, 2:00-3:15 PM
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There are two types of pipeline: a sales 
pipeline with pending orders and a 
prospecting pipeline.  

Your prospecting pipeline represents 
prospects that did not agree to a first 
appointment on the first call, but that can 
be primed for an effective follow up call. 
We all need both of these pipelines to be 
stronger!

Although we all want to schedule 
meetings within a two-week window, we 
also know it’s important to plant seeds 
for the future—for the third quarter, the 
fourth quarter and even for 2018.  

All too often, we have goals to reach and 
only focus on what’s right in front of us. 
Maybe the person you just called will turn 
out to be a goldmine of an opportunity 
six months from now…but it’s more likely 
that you will end up cold calling the same 
lead all over again…unless you are well 
organized as you build your prospecting 
pipeline.  

While I am a firm believer in cold calling 
as one of many effective prospecting 
strategies, none of us should cold call 
a prospect more than once if it can be 
avoided.

Here are some ideas for warming up 
your prospects and avoiding the pitfall of 
making that second or third cold call:

1.  Gain express agreement from 
them that they will take your call 
again. On the first call, when you 
are asked to call back in three 
months (after you have attempted 

to reposition a reason to meet 
sooner), gain agreement for them to 
take your call again at that time. Set 
yourself up for an effective follow 
up call. For example: 

  John, I completely understand 
you needing me to call you back 
in three months. How about we 
do this; I will call you back in three 
months, on September 1, (select 
a date for exactly three months 
later) and we will schedule a time 
then to get together. Does that 
work for you? 

Note: I am not recommending you 
send an Outlook invite for a specific 
date and time. The goal is simply to 
gain a verbal agreement. This will 
help you prime your follow up call. 
Also consider sending a LinkedIn 
invitation to connect and/or adding 
the prospect’s email to a marketing 
drip-campaign to make you and/or 
your company more memorable. 

2.  Make sure to call on the date you 
said you would. People are testing 
you. This is a great opportunity 
for you to prove how organized 
you are and demonstrate that you 
do exactly what you say you will 
do. Utilize your CRM, Outlook or 
whatever other tool you use for 
staying organized, but call on the 
day you said you would call. 

3.  Reference the date of your last 
conversation and the agreement 
they made to talk again today. 

For example: 

  John, you and I spoke back 
on June 1 and we had agreed 
I should call back today, on 
September 1, to get together. 
How does your schedule look on 
Tuesday at 2pm? 

4.  Master following up on voicemail. If you 
get voicemail, leave a simple message. 
For example: 

  Hi John. This is Marisa Pensa with 
Methods in Motion. My callback 
number is 678-574-6072. I’m 
actually calling in reference to our 
conversation on June 1. Please 
call me back at 678-574-6072. 
Thank you. 

Remember, the Number One reason 
most people do not return voicemail is 
that it sounds like a sales call! Keep it 
short, sweet and intriguing. The primary 
goal of your voicemail is simply to get a 
return call. 

Cold calling, when done well, can yield 
excellent results and a steady flow of 
first appointments. Mastering a great 
follow up call will truly set you apart from 
the rest and give you the competitive 
advantage you need for sales now and in 
the future. Good selling out there! 

Marisa Pensa is president of Methods in 
Motion, a sales training company whose focus 
is to help sales teams implement and sustain 
measurable improvements in the most critical 
aspects of sales. For more information, visit 
www.methodsnmotion.com.

Turning Cold Calls 
  into Warm Calls
 By Marisa Pensa, Methods in Motion
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Competing on price is easy. Just drop 
your bid until the client says yes! When 
customers threaten to go elsewhere, drop 
your prices even more. When you get a 
hint that Amazon is selling what you sell 
cheaper, immediately lower your prices 
just in case. And most importantly, in a 
new business sales call, lead with the fact 
that you have the lowest prices.

Sound ridiculous? Maybe, but we’ve all 
seen independent dealers and sales reps 
do it. It’s an easy way to win business. 
Sometimes, we feel so beat down that we 
start to believe it’s the only option. Yet, 
at what cost? It certainly doesn’t work 
for your bottom line and it probably does 
nothing positive for your reputation either. 

More importantly, if you accept the low-
est price route as “just the way it is,” that 
keeps you from finding a compelling rea-
son for a prospect to choose your compa-
ny over your rivals.

Frankly, if price is the key driver, we might 
as well all pack our bags. We are never 
going to have the economies of scale, ef-
ficiencies or the buying power to lead with 
price. Sure, price is a factor and sure, we 
need to be somewhere in the ball park 
(preferably not in left field). 

But, it’s clearly not the only factor. Inde-
pendent dealers have been winning for 
years by finding and exploiting meaningful 
differentiation that their customers value 
beyond just price. In an attempt to find 
meaningful differentiation, though, many 
independents only promote generic ser-
vices and relationships. You’ve probably 
seen or even used some of the following 
phrases on your website or in sales pre-
sentations: 

•  We partner with our clients.

•  We are dedicated to delivering ex-
cellent customer service.

•  We deliver on our promises.

•  We are focused on helping you 
succeed.

Anyone can say these things and many 
do. But do these claims represent genu-
ine differentiation or are they heard as just 
marketing blah, blah, blah? 

Will relying on these service statements 
alone relieve the pressure on price? Prob-
ably not. They are only table stakes and 
expected by buyers today. The trick is to 
move beyond the generic phrases and ar-
ticulate real value that customers can feel. 

Look for value that relieves real pains re-
lated to jobs your customers need to get 
done every day. That’s the kind of value 
that only an independent dealer can pro-
vide. It’s out there, but we really have to 
dig to make the connection and make it 
real for our customers.

Go Ahead… 
Compete 
on Price!
By Janet Collins
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Compete on price continued from page 54

How do you move your value proposition 
beyond these table stakes? It requires a 
discovery process that focuses on iden-
tifying what your customers are trying to 
do every day and uncovering what gets 
in their way.  It’s not until you truly listen 
and understand their world from their own 
perspective, that you can focus on adding 
real value.

How can you find a unique way to relieve 
their true pains and frustrations? What 
could your delivery drivers do to add value 
that the online retailers just can’t? What 
unique customer service can you provide 
that makes your customers feel special 
and helps drive their business growth? 
How could you restructure your business 
model to match the unique needs of an 
industry segment or local community?

One way to start is to take the table 
stakes bullets above (“We partner with our 

clients,” etc.) and go a few steps deeper.  
Ask yourself the following questions…

Just how do you partner with your clients 
that makes them better? What unique 
customer services do you provide that 
makes your clients’ lives easier? What’s a 
real example of delivering on your prom-
ises that would stand out? For example, 
guarantees are a great way to make your 
service promise real. 

Then, test it with your market. We often 
think we know what our customers care 
about, so we skip this step. That’s not a 
good idea.

In my own research work, I invariably find 
new insights when I objectively seek input 
from the market. This is not a sales call. The 
owner or vice president of sales should do 
this purely as an act of discovery. 

You’ll show your differentiation just by 

demonstrating you not only care about 
your customers and what’s going on in 
their world, but you’re also willing to in-
vest time and effort to find out more about 
how you can help them.

Take the first step… challenge the limiting 
belief that your customers only care about 
finding the best price. You are already do-
ing innovative things that your customers 
appreciate and that enable you to stand 
out from your competitors. 

Take the time to discover and test your 
assumptions. Then package your story 
for truly meaningful differentiation. Sure 
it’s not as easy, but you may well find the 
results turn out to be priceless!

For help getting out of the price trap and finding 
meaningful differentiation, contact Janet Collins at 
jcollins@tpstrategy.com or 513-404-2809.

2017 BSA Forum
Austin Hilton in Austin, TX

September 6 - 7, 2017 
www.businesssolutionsassociation.com

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

Lifetime Achievement Award
Jimmy Godwin
Owner / CEO

FSI Office
Legend of the Industry

David Fasbender
Senior Vice President Sales / Marketing, Retired 

Smead Manufacturing Co. 
Leadership Award

Jim O'Brien
Executive Vice President - Operations 

S.P. Richards Co. 
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Prospecting. Nearly all salespeople have to do it. Few are 
good at it. Fewer still like it. It’s a conundrum, isn’t it? In 
training salespeople from all around the world, I’ve found 
that prospecting—in any country or language—is a universal 
challenge. It’s even more challenging now because of the rise 
of social media.

Right now, it seems, salespeople are living on the extremes—
either eschewing conventional prospecting for social media, 
or focusing entirely on cold calling to the exclusion of social 
media. As in many situations in life, the solution lies in the 
middle.

Constructing an effective unified (including conventional 
prospecting and social media) prospecting effort can be 
greatly simplified by asking three key questions:

Who are you going to approach?

What are you going to say to get his or her attention and 
create buyer motivation?

Why do you want to say it?

Too many salespeople start a prospecting effort without 
answering these questions and that leads to unsuccessful 
prospecting as well as unsuccessful selling. Let’s define 
“successful prospecting:”

Successful prospecting yields a consistent flow of 
appointments with contacts who can independently make 
a buying decision for our products and/or services. In 
other words, successful prospecting leads to a consistent 
flow of sales. 

Prospecting:  
The Who, What & Why
By Troy Harrison
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I talk to salespeople all the time who tell me that they are able 
to “successfully prospect,” but then their sales are stalled 
later because they aren’t in front of the actual decision maker. 
What they really mean is that they aren’t really successful 
prospectors.

Now that we have that definition, let’s look back at our “who, 
what, and why” in various potential prospecting venues.

In 2004 when I started my business, I made a statement that 
is just as true today as it was back then: A quality, data-driven 
teleprospecting program is the cornerstone of any successful 
prospecting effort. 

Data-driven teleprospecting means that we can target and 
segment our market by using comprehensive databases such 
as InfoUSA, Dun and Bradstreet, Hoover’s, or others. If you’re 
trying to prospect without one of these tools, you’re working 
with one hand tied behind your back. 

In this day and age, there’s simply no excuse for not using 
databases—not even cost. ReferenceUSA (an offshoot of 
InfoUSA) is available free through most public libraries.

So, with respect to data-driven prospecting:

Who: You need to be approaching the person who can 
make a decision to purchase. With modern databases, 
it’s easy to find that person. Here’s where it starts: 
In any organization, the power to buy independently 
begins in the corner office (President/CEO/Owner/
etc.) and emanates out only as far as the person in the 
corner office wants it to. Hence, you’d better be at the 
C-level or the V-level (Vice President) at the least for 
most B2B service companies.

What: What you say to this person needs to be 
something that grabs their attention quickly. Most 
people have walls already built against salespeople. 
What you say to this person on the phone will either 
grab their attention and pull the walls down or get them 
to quickly begin adding height to the wall. 

Why: People buy solutions to problems. Focus on the 
problems that your contact is likely to face and then 
demonstrate how you can help solve them. “I want to 
talk to you about….” Is an old approach and unlikely to 
succeed in today’s world. The first 15-20 seconds after 
the phone is answered is critical to your success. Think 
through your words and make them the most effective 
words you say.

Now that you’ve answered those three questions, let’s look at 
social media with the same three questions in mind.

Who: This is much tougher with social media, 
particularly Twitter and Facebook. I liken social media 
to a message in a bottle; much of the time, you’re 
putting out a message and hoping that it finds the right 
person and resonates with that person. Most of the 
time, it does not. 

Twitter and Facebook have frameworks that make it 
difficult, at best, to target the right contacts; LinkedIn 
is much better for this. In business-to-business sales, 
I recommend that LinkedIn be the main platform used 
for this reason. 

The truth is that your defined decision makers haven’t 
really changed. It’s just that the method to reach them 
has. Stay focused on this and your social media efforts 
will more likely be effective.

What: The “what” can take many forms in social 
media. I recommend always keeping your posts—no 
matter what the platform—professional in nature. Seek 
out articles, give tips, etc., that will benefit your readers 
(preferably your customers and prospects). 

On LinkedIn, you can send messages to targeted 
contacts that mirror your “what” from your 
teleprospecting efforts. You can also use LinkedIn for 
introductions. This can be very effective; in fact, I have 
a technique for generating appointments on LinkedIn 
that is included in my “Ultimate Guide to Prospecting” 
training course (available on the “Buy sales tools” page 
on my website).

Why: This is where most social media efforts fail. Few 
salespeople think through their postings all the way 
and end up with a high frequency of posting that is 
nearly meaningless in terms of business development. 
Remember, whatever you post or message should be 
geared toward creating motivation in targeted buyers. 
Anything else is a waste of your time and efforts.

An effective prospecting effort integrates teleprospecting and 
social media in such a way as to be highly time-efficient with 
both. If yours isn’t, consider getting help or good prospecting 
training to improve.

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

Prospecting continued from page 56
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Is Amazon just another superstore 
doomed to B2B failure? Probably not, 
but the similarities are too eerie to ignore. 
Let’s explore...

A refreshingly novel entity soars across 
the business firmament and in short order 
achieves record sales, healthy profits and 
an astronomical market cap. Financial an-
alysts, industry insiders, business publica-
tions and success groupies hang on the 
giant retailer’s every move.

Amazon, right? Wrongggg!

In the late 1980s, Office Depot earned this 
sort of acclaim! The original office supply 
superstore, Depot opened in 1986 and 
in 1989, it became the first billion-dollar 
office products baby. Just eight years 
later, though, Depot was suing for peace 
through a merger with chief competitor 
Staples. 

Although a sterling superstore operator, 
Office Depot was overwhelmed when 
large businesses, beneficiaries of office 
supply dealers’ contract prices and en-
hanced services, flocked to their self-ser-
vice centers. The company’s knee-jerk 
reaction to the customer-centric needs of 
these accounts proved amateurish—us-
ing retail stores as an operational base, 
deploying retail employees to take orders, 
filling orders from retail shelves, delivering 
by truck out the building rear and prof-
fering promotions exceeding their retail 
“contract” prices.

Suffering disruption to their core business, 
Depot then developed sales and distribu-
tion capabilities independent of their retail 

operations. Unfortunately, the company’s 
retail brilliance did not translate into B2B 
success. 

Out of the gate, Office Depot experi-
enced difficulty producing profitable sales 
growth. Imagine, you concoct a business 
model based on providing pricing previ-
ously reserved for business accounts to 
individual retail customers. 

From there, where do you price the B2B 
sector for profitability, while absorbing the 
cost of added services? A classic case of 
the Peter Principle producing profitless 
prosperity!

A refreshingly novel entity soars across 
the business firmament startling all with 
their astounding accomplishments . . . [all] 
hang on their every move.

You can’t fool me twice—Office Depot, 
right? Wrongggg!

Today, Amazon is amassing accolades 
that exceed even those Depot generated 
in the 1980s. But is it possible Amazon is 
just the next natural progression of super-
stores and it too will be doomed to failure 
in the B2B superchannel?

While Amazon is superbly stationed to 
dominate the retail battleground, they are 
poorly positioned for the B2B sphere. 

Where the retail conflict favors Amazon’s 
open field tactics of speed and agility, 
the B2B theater is more akin to house 
to house combat, where the opposition 
is dislodged one by one. The pending 
confrontation with entrenched, well-
equipped, seasoned and strengthened 

players will require strategic B2B weap-
onry not in Amazon’s arsenal.

To date, Amazon’s response to the asym-
metrical needs of B2B accounts appears 
as artless as Depot’s use of retail facilities 
as an operational base to support a new 
division. 

Amazon’s previous penetration of the B2B 
market consisted mostly of home offices 
and small businesses with up to 25 em-
ployees—hardly superchannel customers. 

No doubt Amazon Business will gain 
some traction further up the food chain 
based on price and reputation but ac-
count conversion, penetration and reten-
tion in the legitimate B2B superchannel is, 
at best, overly optimistic given Amazon 
Business’s unexciting offering.

Amazon investors, analysts and group-
ies might consider, “What does Amazon 
intend to do different from their super-
store predecessors who failed in the B2B  
superchannel and how different does it 
need to be to produce genuinely profit-
able sales growth?”

Rephrasing a quote that unfortunately 
may apply only too well: “The only lesson 
learned from history is that superstores 
do not learn from history!”

Before setting up his own consulting company, 
Profitable Procurement, Ralph Barnett spent over 
30 years in the office products industry, where he 
held senior management and training positions with 
companies such as Warehouse Direct, Corporate 
Express, Associated Stationers and  
Boise Cascade Office Products. Contact Ralph at 
ralph@profitableprocurement.com.

Is Amazon Just 
Another Superstore 
Doomed to Failure?
By Ralph Barnett
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A few years ago when Amazon entered 
the B2B space, a question arose: Will 
Amazon encroach on the space of the 
independent office products dealer? To-
day, that question has evolved to this one: 
How much has Amazon impacted the in-
dependent office products dealer?

Let’s face it, no category is safe and to 
say that the times are changing when it 
comes to how consumers and businesses 
alike procure products would be a major 
understatement. Walmart’s recent acqui-
sition of www.jet.com is only going to add 
fuel to the fire. 

Today, products in nearly every cate-
gory—B2C and B2B—can be ordered, 
1-click re-ordered, auto-replenished and 
subscribed to from a variety of channels, 
with most offering same-day shipping and 
free delivery within two days. This is the 
new norm. Beyond the new norm is same-
day delivery, invading once seemingly 
safe segments such as groceries. 

The office products category is far from 
immune. How much has your business 
been impacted?

All of a sudden, your key contact at a loy-
al, but non-contracted account is buying 

some random item on Amazon and they 
suddenly remember they need to order 
pens, paper clips and notepads because 
they are running out. Even though they are 
a good customer, they think, I’ll just order 
them here this time, it’s so easy. That’s all 
it takes. 

These trends are not just impacting sales 
channels but also manufacturers. The 
Amazon effect may cause a collapse of 
many traditional channels and force many 
to develop new supply chain strategies. 

Until recently, the path to purchase for 
an OP manufacturer has remained some-
what stable—primary channels consist of 
big box retail (Staples, Office Depot, etc.) 
and wholesale distribution which feeds 
the independent reseller channel. 

This long established model is experienc-
ing major disruption. As manufacturers 
look to adapt and optimize their supply 
chain, this may represent an opportuni-
ty for the independent dealer to explore 
alternative means or a more direct route 
to source products and possibly create a 
competitive advantage.

Savvy dealers may leverage this supply 
chain evolution to seek and develop more 

direct relationships with manufacturers. 
As manufacturers move increasingly to-
ward third-party fulfillment models that al-
low them to streamline their entire supply 
chain, the need to enable the dealer com-
munity is still critical. As a result, indepen-
dent dealers may find benefits in a few 
key areas including improved or expand-
ed access to products, highly competitive 
pricing and perhaps increased manufac-
turer marketing support. 

As with any major cultural or technologi-
cal shift, there will be those who find ways 
to exploit the change to their benefit and 
those that are left behind. The world of 
e-commerce is here to stay and in order 
to continue to thrive and compete, we 
must all look past the obvious. It goes be-
yond sales or customer service and loy-
alty strategies, beyond pricing strategies. 
Every element should be considered, in-
cluding being a part of the new supply 
chain. We’ve all heard it before: If there’s 
one thing that stays the same, it’s change!

Greg Welchans is president and chief marketing 
officer of Distribution Management, Inc. and Supplies 
Network.
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Machine Model
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Many dealers are starting to develop in-
sides sales departments, yet they manage 
them the same as their outside sales or-
ganization. In K.Coaching’s Inside Sales 
Machine Model there are key components 
to ensure it is built to run smoothly and ef-
ficiently and get the business results you 
are looking for. 

If you are going to make the investment 
and put the time and energy into build-
ing an inside sales organization we highly 
recommend that you consider all five of 
these components of the model. Today, 
we’re going to focus on best practices for 
managing your inside sales team.

Responsibility with 
Accountability
Very simply put, the position should have 
a clear job description, a list of key re-
sponsibilities, the activities or tasks that 
they will be accountable for completing 
and the financial quotas they are expect-
ed to achieve.

Studies show that sales reps actually 
want an environment of accountability. 
This is not micromanaging. Accountability 
creates clarity; it makes the individual feel 
as though they are part of something larg-
er and part of the team. 

By having clearly defined responsibilities 
and accountabilities they will believe that 
you care about their success; which is 
motivating and inspiring for sales people. 

It is also important to decide the time al-

location that is expected for certain activ-
ities and include it in a documented job 
description. Inside sales reps need to be 
given direction and clarity on how much 
time to spend between current accounts 
and prospect accounts. 

A sales rep will typically take the path of 
least resistance. They will naturally be 
spending more time with accounts that 
know them and love them, rather than 
prospecting. 

When doing this, they will feel seemingly 
busy and like how they are doing their job, 
yet will not be as productive. In addition, 
you will need to be certain that incoming 
customer calls and inquiries are handled 
by customer service, so that the inside 
sales rep can stay focused on selling rath-
er than servicing. 

Manage Daily  
and Weekly Activities
Keep in mind that inside sales reps have 
opportunities to touch so many more pros-
pects than outside sales reps in any given 
day, just because they spend their day in 
the company of a computer and phone. 
Here are some examples of typical activi-
ties for inside sales with measurable goals: 

•  Prospecting Calls per Day (tele-
phone). Goal: 30-50 telephone calls a 
day to prospective customers.

•  Emails per Day. Goal: 10 times the 
number of phone calls.

•  Social Connections per Day. Goal: 10 
times the number of phone calls.

•  Prospecting Appointments per Week 
(web meeting/demo). Goal: Five new 
prospect appointments per week (30 
calls = 1 appointment).

•  Prospecting Proposals per Week 
(price and service offering). Goal: Two 
new proposals per week.

•  Prospecting Closes (first orders). 
Goal: one new account each week 
averaging X potential annual revenue 
amount.

The daily activities, goals and expecta-
tions for performance should be reviewed 
daily with the inside sales team. We rec-
ommend a “daily hustle” team meeting, 
where each team member is given a sheet 
of paper with their goals for the day, with 
the understanding that at the end of the 
day they will report back on progress. 

We also recommend weekly team meet-
ings to scoreboard, review the sales fun-
nel, measure activity levels and provide 
coaching and feedback when needed.

It’s important to look at key performance 
indicators (KPI’s) and address any con-
cerns quickly. When you’re looking at 
inside sales performance and results, it’s 
important to understand the difference 
between quantity of activities and the 
quality by which they are performed. 

For example, say you are reviewing a 
sales funnel and find an individual who is 
having a hard time at the bottom end of 
the funnel and closing deals, but who is 
making the appropriate amount of phone 
calls. The issue here is not the quantity of 
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activity, but rather the quality and effec-
tiveness of their sales approach. Training 
and development on closing skills might 
be necessary.

Motivating Sales Culture
The culture you create needs to be 
sales-driven and be nurtured by constant 
reinforcement and motivation. 

Outside sales reps benefit from many oth-
er stimulations, such as being away from 
their desk, driving in the car, and face-to-
face interaction with customers. 

This is not the same for inside sales reps, 
who have repetitive tasks that can be 
mentally and physically draining. It’s so 
important to create an environment that is 
fun and motivating. For example:

•  The inside sales organization at Cisco 
had a contest and brought in a keg 
of beer which just sat there on ice. 
As soon as they reached some team 

stretch goals team members were 
able to tap it. You never saw a group 
of young millennials get to their goals 
as quickly as that day!

•  Sufficient breaks are so important 
for your inside sales team. You need 
to give them the opportunity to get 
away from their desk. In many inside 
sales environments you will find 
ping-pong tables or foosball tables 
that the inside sales reps can use on 
break to get a little physical exercise 
and maybe work off some steam. 

•  Getting free lunch is seen as a great 
perk of the job and can be particular-
ly beneficial if it is served with some 
additional learning and development. 

•  Some environments include music 
playing in the background… it could 
make any outside sales reps envious. 

•  It’s important to have contests with 
rewards, like a “Trophy Day” or “Go 

Home Early Day” if daily stretch goals 
are reached.

•  Visible stats, gaming or a leader 
board can be highly inspirational for 
an inside sales team.

With the growth of digital marketing and 
online ordering, customers’ needs are 
naturally going to change; therefore build-
ing an inside sales department may make 
sense for your company. At K.Coaching 
we are here to help, just give us a call 
anytime and we will be glad to offer you 
recommendations. 

Krista Moore is president of K.Coaching, Inc. and 
founder of IDGrowth Solutions. The IDGrowth Sales 
Vault, a learning management system, is utilized by 
hundreds of independent dealers to enhance their 
sales strategies, training and leadership development. 
For more information, visit the IDGrowth web site at 
www.idgrowth.com.

Introducing IDGrowth’s 
VIRTUAL SALES MANAGEMENT PROGRAM

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

Create sales strategies
Define sales approach and processes

Train, mentor, and coach individual sales reps
Conduct productive and inspiring team meetings
Manage and monitor performance
Assist in closing deals

Build a system of goals and accountability

You can leverage the leadership and management 
capabilities of one of our seasoned, OP industry veteran 
sales processionals at your convenience, no matter where 
you’re doing business. 

Call now to customize your 
Virtual Sales Management Program      919-554-4505   www.idgrowth.com

Krista Moore
Founder and President of IDGrowth Solutions™
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