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In Chicago, Atlas Stationers  
Celebrates 75 Years of Service

The Atlas retail store in downtown Chicago.

Congratulations are in order for Don Schmidt and his team 
at Atlas Stationers which this year celebrates 75 years of 
service to the Chicagoland business community.

Atlas was founded by Don’s grandfather, Aloysius, who, 
says Don, was drawn to office products by some very 
simple logic.

“He believed all business would need black ink if business 
was good or red if not so good but either way, they would 
still need ink,” he explains.

Atlas is a true family business. Don’s father, Joseph, took 
over after his grandfather retired and his mother, Lydia, 
would type all the company’s invoices on her IBM Selectric. 

Don himself started working part-time at the tender age of 
six and went full time in 1981.

Also active in the business are Don’s sister, Pat, and his wife 
Therese, who, he says, is “the best delivery person we have 
ever had.”

If you’ve any doubts about that, you can check out a recent 
TV station’s report on Therese and her efforts to get her 
beloved Chicago Bears back to the Superbowl on the Atlas 
Facebook page. 
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Time for Wise Heads  
and Strong Leadership

It’s hard to believe it was only six months ago that Independent 
Stationers and TriMega were celebrating a highly successful joint 
convention, proclaiming wide open lines of communication and 
promising further collaboration would be forthcoming and soon.

Today, there’s just silence. 

Unification talks have been suspended and within TriMega an effort to 
launch a program for its largest dealers has sparked internal discord 
and dissent on a grand scale (see our report on all this on page 12).

We’re not going to get into any kind of heroes and villains blame 
game here—there’s more than enough opinion with varying degrees 
of logic going around already—but regardless of what led to the 
current situation, it can’t continue.

The organizations involved have played a critical role in keeping the 
independent dealer channel strong for over thirty years. 

They’ve been led—and are led today—by some of the best people 
in our industry, folks who can point with pride to a track record of 
remarkable success in the face of some incredible challenges and 
competition.

What’s happening right now is about as far removed from all that as 
it could be. 

Instead of focusing resources on what’s really important—finding 
ways to respond to declining demand for traditional core products, 
building a stronger online presence, strengthening the independent 
dealer supply chain, becoming more effective at recruiting the next 
generation of industry leadership, etc., etc.— precious time and 
energy are being expended on what from this perspective, at least, 
look like far less productive efforts that ultimately promise very few 
winners.

Those of us who have been around this industry for a while remember 
how, when the buying groups were getting started, there were plenty 
of naysayers who predicted they would fail. Getting independents 
to work together, they said, would be just like herding cats—only 
harder.

For over thirty years, wise heads and strong leadership have proved 
those predictions wrong and our entire channel has benefited. 

We don’t know what it will take to put an end to the current situation 
but we do know this: We need today’s wise heads and strong leaders 
to step up and do just that. This sorry mess has got to stop and the 
sooner the better. There’s just too much at stake. 

Simon De Groot
simon@idealercentral.com

EDITORIAL

https://www.facebook.com/photo.php?v=10203018485487538&set=vb.1366856124&type=2&theater
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And let’s not forget the Schmidts’ oldest son, Brian, who has been 
on board for over two years and who handles the dealership’s 
marketing and website. 

Unlike most dealers today, walk-in trade is still an important part 
of the Atlas operation. 

The company operates a 3,500 sq. ft. retail store in a historic 
building in downtown Chicago which accounts for about 30% 
of total sales, Don reports, with non-traditional items such as 
high end writing instruments, travel bags and childrens’ toys 
generating plenty of walk-in traffic.

Business overall, says Don, has been very good, thanks to a loyal 
customer base and the dealership’s dedicated staff.

“We’ve had 75 great years in Chicago and we’ll be running 
a Diamond Celebration year-long to thank the city and our 
customers for their support,” says Don. 

Among the specials: Bonus points on the Atlas reward program 
and a “Buy One, Get One 75% Off” sale.

In Houston, Michele Fraga of Tejas Office 
Products Named Business Woman of the Year

Congratulations are also in order for Michele Fraga of Tejas Office 
Products, who earlier this month was honored by the Sucesos 
newspaper and Solo Mujeres magazine as their 2014 Business 
Woman of the Year. 

“Ms. Fraga has demonstrated not only an excellent business 
vision that has allowed her to continue leading the family 
business, but has also shown great leadership and commitment 
to others,” said Sucesos owner Lizzette Diaz.

“Additionally, Ms. Fraga has also been involved in various 
nonprofit organizations to seek a better well-being for our 
community and the underprivileged classes. Ms. Fraga is an 
example of youth, strength, determination and vision.” 

“I am so proud of Michele for all she does for our community and 
for our business,” Tejas president Stephen M. Fraga said. “She’s 
really a great example of leadership and community activism.” 

Brand Refresh for CA Dealer Palace Office Supply

Palace trucks are already sporting the new name and graphics.

We’re only three months into 2014 but already it’s turning out to 
be a special year for the Trowbridge brothers (Frank, Gary and 
Roy) and their team at the dealership formerly known as Palace 
Office Supply & Interiors.

It began in January with the rollout of a comprehensive brand 
refresh for the dealership’s commercial business designed to 
build on its past achievements while positioning Palace for 2014 
and beyond.

With a friendly assist from the marketing department at first-
call wholesaler United Stationers and Joe Bond and his team 
at the Bond Group branding and marketing organization, the 
Trowbridges developed a new look, logo, name and tagline for 
the business their grandfather, Colonel Frank Trowbridge, started 
in 1969.

Going forward the dealership will operate under the Palace 
Business Solutions name. Its new tagline—Day-to-day done 
right—is designed, says Roy, to reflect the way Palace has gone 
to market in the past and the way it will go to market in the future. 
The new name provides a broader umbrella that encompasses 
new categories such as jan-san, breakroom and technology 
products that have been added to the dealership’s traditional 
office supplies and furniture mix. 

The refresh, Gary explained, will eventually impact virtually every 
aspect of the business. In addition to a new look for the Palace 
website, its trucks are now sporting handsome new wraps with 
new uniforms for the drivers. New signage for headquarters, 
capability brochures and videos are also under development.

And if all that wasn’t enough, the Palace team is gearing up for 
a special 65th Birthday Party in April which will provide another 
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major opportunity to present the new brand to the marketplace.

“With the pace of change in our industry today, dealers like us 
need to be continually re-inventing ourselves,” says Gary. “Our 
brand refresh is designed to appeal to the new generation of 
office buyers while building on our past. It provides a platform that 
gets our entire internal team on the same page while sending a 
very clear, progressive message to the market at the same time.”

And is it working? “Sales were up 24% in January and 14% in 
February,” reports Gary happily. “That may not all be due to the 
brand refresh but it’s certainly got our entire team excited and 
looking forward to the rest of the rollout.”

If you’d like to check out the new Palace for yourself, just point 
your browser to www.gopalace.com and enjoy!

New Home, Acquisition for  
MT Dealer 360 Office Solutions

In Billings, Montana, the folks at 360 Office Solutions had the 
red carpet out last month, as they hosted a special Open House 
event to introduce their new headquarters location to the market.

Some 300 customers, suppliers and friends turned out to take 
a look at 360’s new home, which features 48,000 square feet of 
space, plus a 10,000 square foot mezzanine. About one third of 
the space is devoted to a showroom for the dealership’s office 
furniture and business equipment divisions. 

The move, explains co-owner Craig Bartholomew, not only 
allows 360 to consolidate what had previously been four different 
operations into one single location but also gives the dealer a 
high profile presence near an interstate in a part of town that is 
seeing a lot of new business growth.

Plus, it features state of the art warehouse equipment and HVAC 
and lighting systems, with a layout designed by 360 operations 
director Craig Nielsen to maximize productivity.

And even as the 360 team was gearing up for the move, they 
were also expanding their market coverage with the acquisition 
of fellow independent Powell Office Supply in Powell, Wyoming, 
some 90 miles south. Not a bad way to start the year by any 
measure!

Acquisition Boosts Contract Furniture Market 
Presence for Source Office & Technology
Golden, Colorado-based Source Office and Technology gave a 
very nice boost to the contract furniture side of its business last 
month with the announcement of a merger between Source OT 
and Citron WorkSpaces, a Louisville, Colorado-based Teknion 
dealer.

Citron will now operate as a division of Source OT under the 
leadership of Kathey Pear, Citron founder and president.

“Merging with Citron supports our goal of offering the broadest 
and highest quality business products and services in the B2B 
market,” Source OT president Ken Larson said. “We anticipate 
Source’s long-term growth goal of $100M will be accomplished 
through a combination of organic growth and acquisition. It’s 
entirely possible that the new furniture line of business being led 
by Kathey and the Citron team will represent 25% of our overall 
future business,” he added.

Recycling Services Open Doors  
for The Office Connection

Members of the Office Connection team with some of the items they are helping to 

keep out of the landfill.

Recycling is hardly a new addition to the dealer’s service offerings 
any more, but even if you’ve already got a strong program in 
place, you might still get a few ideas from what Joey Minc and his 
team at the Office Connection in Detroit and Chicago are doing.

The Office Connection offers toner recycling and has done 
for several years, reports Ronnie Minc, who runs the Chicago 
branch of the dealership. But that’s just for starters. “It all comes 
from what the customer wants,” he says. “If there’s a demand for 
it, we’ll do it!”

http://www.gopalace.com
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On the recycling front, that translates into taking care of 
unwanted electronic equipment—everything from CPUs and 
monitors to phones, fax machines and more, says Ronnie—as 
well as batteries and light bulbs.

Their most recent venture: a paper recycling effort that focuses 
primarily on building landlords rather than tenants.

“We’re finding more and more landlords are receptive to anything 
that will support LEED certification,” Ronnie explains. “We can go 
in and set up desk-side collection boxes and a larger recycling 
receptacle outside the building. Chicago is a very green city 
these days and the response has been very positive.”

And while recycling services may not be a huge money maker 
for the dealership—it’s basically a wash, says Ronnie—it pays off 
handsomely in other areas. 

“For us, it’s all about the value-adds and differentiating ourselves in 
the market,” he says. “And we find the fact that we offer recycling 
services will open doors for us to prospects who might not be 
interested if all we had to talk about were office products.”

Brown & Saenger, SD Dealer,  
Honors Outstanding Sales Reps
Sioux Falls, South Dakota-based Brown & Saenger last month 
honored several members of its sales team for outstanding sales 
performance in 2013. 

Recognized as General Line Sales Person of the Year was Linda 
Dansman Nichols of the dealership’s Sioux Falls branch, while 
Furniture Sales Person of the Year honors went to Kaia Staatz, 
also of Sioux Falls.

In addition several Brown & Saenger reps were inducted into 
the dealership’s President Club for exceptional monthly sales 
performance throughout 2013. They included:

•  Al Nickles - Sioux Falls general line sales consultant (repeat 
winner)

•  Cheri Ostlund - Minot furniture sales consultant (repeat 
winner)

•  Dave DeBoer - Sioux Falls furniture sales consultant (repeat 
winner)

•  Ginger Baumberger - Sioux Falls furniture sales consultant

•  Greg Weeldreyer - Huron general line sales consultant

http://www.smead.com/SuperTab
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•  Jamie Odegaard - Fargo furniture 
sales consultant

•  Kyle Hellman - Bismarck furniture 
sales consultant (repeat winner)

•  Linda Dansman-Nichols - Sioux Falls 
general line sales consultant (repeat 
winner)

Brown & Saenger founded its President’s 
Club in 1996 when one of the dealership’s 
general line sales reps reached what was 
then a lofty monthly sales figure of over 
$100,000. 

The club was set up, explains sales 
director Mike Townsend, to motivate the 
rest of the sales team to generate similar 
results. To qualify general line sales reps 
must attain $100,000 in monthly sales 
while furniture sales team members must 
reach $200,000 in monthly sales. 

“Sometimes, all it takes is the challenge 
to be set,” said Mike. “Salespeople are 
by nature competitive and the President’s 

Club certainly taps into our team’s 
competitive spirit. It’s not only fun but 
also serves as an effective motivator, 
particularly for our younger salespeople.”

New VP of Sales at WB  
Wood, NY Herman Miller Dealer
New York-based Herman Miller dealer WB 
Wood has announced that Diane Tucker 
has been named vice president of sales 
within the firm’s Basking Ridge, New 
Jersey office.

Diane comes to WB Wood from fellow 
Herman Miller dealer bfi, where she 
served as corporate account manager.

In her new role, she will focus on 
developing new major project business 
while helping WB Wood continue to 
develop its growing market presence, the 
company said.

Richard Mines, the principal of WB Wood, 
said, “Diane’s unique blend of technical 
expertise in design, interior architecture 
and practical business savvy will be 
invaluable to us as we continue to develop 
our company and presence in the New 
York/New Jersey metro market. Her keen 
ability to anticipate the many complex 
issues associated with corporate planning 
and relocation will be a tremendous asset 
to our clients. Additionally, her deep 
industry relationships will continue to help 
accelerate our planned growth.”

“I am thrilled to join the WB Wood team 
during this time of dramatic growth. 
They are known for innovation and fresh 
thinking,” said Diane. “The company’s 
continual investment in its business 
provides a powerful platform for me to 
service our clients on a national scope 
and scale.”

http://www.pentel.com
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“I never would have guessed when I bought this small 
independent dealer in the Phoenix suburb of Glendale 
in 2004, that in a few short years we would be hit by 
a recession so severe that we would lose 35% of our 
business in just 90 days.”

That’s Patrick McLaughlin, co-owner of GOS Business 
Products, describing how quickly the Arizona economy 
went sour in 2008.

“About 1/3 of the Phoenix economy revolved around 
new home construction, which stopped in its tracks,” 

he recalls. “It was one 
of our best customer 
categories. In total, 
we had more than 100 
customers go out of 
business in just a little 
over a year.”

Patrick and partner Al 
Marquiss, who joined 
the dealership later, 
have been slowly 
building back the 
business, growing 
sales to $6 million from 
the acquired company 
which had been 

doing about $2 million. Patrick and Al are both industry 
veterans, each having managed divisions of U.S. Office 
Products and Corporate Express.

Slow and steady wins the race
“There’s something to be said for smart, sustainable 
growth—keeping cash flow in check and avoiding 
borrowing. These practices gave us the opportunity to 
hire the best people and take advantage of opportunities 
when they presented themselves,” Al explains. 

“The single greatest contributor to any success we’ve 
had is our people. We hire on character, train well and 
believe in constant improvement.”

“We now have a part-time marketing person on staff, 
which has helped with our branding. Now everything is 
consistent—our logo on catalogs, brochures, letterhead, 
emails, trucks and social media.”

Take a look at their website. Without a lot of words, 
they’ve described their mission and vision, environmental 
practices, support of local schools, food banks, and other 
charities, including the City of Hope.

“Looking to the future, we plan for steady, sustainable 
growth, with the hiring of several additional salespeople 
each year. We also anticipate a possible acquisition when 
the time is right,” says Al. Stay tuned!

Secrets of Success

Building the Business in Difficult Times
GOS Business Products, Phoenix
by Jim Rapp

GOS principals Patrick 
McLaughlin (left) and Al 

Marquiss (right) in front of some 
very effective mobile billboards.

•  Patrick McLaughlin and Al 
Marquiss, Principals

•  Supplies, furniture, printing, 
breakroom, janitorial, 
promotional

• Founded: 1959

• Sales: $6 million

• Employees: 17

•  Partners: Independent 
Stationers, S.P. Richards

• Online Sales: 65%

• www.gosproducts.com
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An effort by TriMega to set up a new 
group specifically for its largest dealers 
has met with fierce opposition from one 
board member who has secured sufficient 
member support to petition successfully 
for a special membership meeting to 
review plans for the proposed large dealer 
group among other items.

An outline proposal, approved by the 
TriMega board of directors, provides a 
fairly detailed description of how the new 
group would operate.

Prime proposal
The proposal calls for the new group, 
which would be known as Prime, to 
operate as a new limited liability company 
(LLC) solely owned by TriMega, with its 
own board of managers made up solely of 
Prime members.

Prime members would enjoy full control 
over participation, including the ability to 
add participants that are not members of 
TriMega from other large organizations.

Prime would negotiate directly with 
vendors for their programs with the 
option, subject to mutual agreement, of 
joint vendor negotiations involving Prime 
and TriMega.

In addition, Prime members would enjoy a 
menu approach to services and be liable 
only for the expense of programs that 
they sign up for and no others. 

Furthermore, Prime members’ rebates 
and marketing dollars would be paid to 
TriMega and passed through to Prime 
members at 100%.

Following a TriMega board meeting 

last month in which board members, 
by a 7-4 vote, approved the creation of 
Prime, board member John Allison of 
Action Business Suppliers in Lexington, 
Kentucky, one of the members voting in 
opposition, sent out an email blast to the 
TriMega membership in which he criticized 
the TriMega board, not just for its votes 
on the Prime initiative but for several other 
recent actions which he described as 
“detrimental, in several board members’ 
opinion, to the entire organization.”

He described the proposed Prime LLC 
as an organization whose members 
will “receive all of the benefits of the 
TriMega organization without any risk, 
responsibility, liability or dues payments.” 

He also charged TriMega will not realize 
any benefit as an organization from the 
new LLC, and will lose program value 
with select vendors the LLC decides to 
negotiate with without TriMega being 
involved.

Allison contended there is “absolutely 
no benefit from any of these actions to 
over 500 of our members. As a matter 
of fact,” he added, “all discussion and 
presentations to my recollection have only 
revolved around how this will all benefit 
only TriMega’s 30 or so largest members.”

“It is unfortunate that it has come to this, 
but as your elected representative of 
the entire TriMega organization, I cannot 
stand idly by and let the majority of the 
board of directors vote in actions that will 
potentially harm the vast majority (over 
95%) of our membership,” Allison said.

Four days after Allison sent out his email 

blast, TriMega sent out one of its own 
informing members its board had voted to 
remove Allison from the board after “we 
reluctantly came to the conclusion that 
John was no longer working for the benefit 
of TriMega or its board of directors.”

In the conceptual stage
Commenting on the situation, TriMega 
president Mike Maggio, who only joined 
the organization last December, stressed 
that Prime is still very much in the 
conceptual stage.

“The thinking behind Prime was to create 
some kind of structure that would enable 
large dealer blocks to come together 
and negotiate with vendors but there’s a 
lot of work that still needs to take place 
and we will make sure that we’ve got a 
lot of involvement from stakeholders 
throughout the organization so that we do 
it right,” Maggio said.

Maggio rejected the charge that the Prime 
program is nothing more than a way for 
TriMega to keep its larger dealer members 
happy at the expense of the rank and file.

“Regardless of how Prime shakes out, 
there is no scenario that we can envision 
under which TriMega’s small members are 
penalized because of Prime,” he said.

Noting that TriMega’s top 50 dealers 
currently represent just over 53% of the 
organization’s direct purchases, with DSC 
members accounting for approximately 
36%, Maggio said he also sees no 
scenario for TriMega where losing large 
members is going to be good for the 
group as a whole. 
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In a message to members, TriMega chairman Ian Wist said the 
group’s programs are continually being measured, negotiated and 
built on the strongest foundation available for the independent 
dealer.

Wist, who is also general manager of Wist Office Products in 
Phoenix, said, “The essence of success is found in the synergies 
we gain by working as one. The core of our combined success 
rests in maintaining and growing programs for all members of our 
organization.

“Educating ourselves to market realities and keeping trust 
in TriMega and the entire model, will ultimately move this 
membership to surviving and thriving in an ever changing ‘new 
normal.’ Remaining tied to the past and former notions of success 
is not a plan for success,” Wist contended.

Maggio said he hoped that a more fleshed out concept for Prime 
would be developed in time for TriMega’s upcoming One-on-One 
Meeting, so that it could be considered by members of TriMega’s 
Contract Forum and DSC program. That meeting is scheduled 
for April 6-10 in Rancho Las Verdes, California.

Meanwhile, as we went to press, TriMega was due to hold 
an online Town Hall webinar March 10, where Prime and the 
other issues raised by Allison in his email were sure to figure 
prominently. 

“My goal in all this is to foster open communications and make 
sure that members have all the facts in front of them,” Maggio said. 

“TriMega is a membership organization. The members own it and 
they have the right to call a special Members Meeting which they 
have done,” he added. 

“They deserve to understand exactly what’s going on and I’m 
determined that they will. I am committed to communicating 
as transparently as possible what the issues are and what the 
ramifications are and then putting it all out to the membership to 
consider.”

Focus is on Growth at AOPD Annual Meeting
While much of middle and eastern United States was suffering 
under yet another round of wet, wintry weather, life last month for 
AOPD members was a whole lot easier, at least for a few days, as 
the dealer national accounts network gathered in Coral Gables, 
Florida, for their 2014 Annual Meeting.

And if the blue skies and balmy temperatures on tap in Coral 
Gables weren’t enough to put smiles on their faces, there were 
plenty of business-related reasons to do the job.

At the meeting, AOPD president Pat Crowley reported on a 
year that saw some impressive growth in both membership and 
business generated by the group’s regional and national contracts.

In 2013, Crowley told the group, seven new dealers and three new 
business partners joined AOPD, bringing total dealer membership 
to 70 in the United States and seven in Canada, with 178 separate 

distribution locations and combined sales of $1.6 billion.

AOPD executive director Bud Mundt (left) and president Pat Crowley had good reasons 
to be smiling at the group’s annual meeting. AOPD added 55 new regional and 
national accounts in 2013 and 2014 sales are currently running 12% ahead of last 
year.

AOPD’s Business Partner of the Year Paul Ventimiglia (center) and Dealer of the Year 
George Wood (right) with executive director Bud Mundt.

He said AOPD added 55 new regional and national accounts in 
2013 and that the organization currently has over 300 contracts 
on its books.

Crowley said last year’s positive momentum has also carried 
over into 2014. AOPD, he reported, has already added two new 
dealer members this year and despite the loss of business days 
to weather over much of the country, revenue for the first two 
months of 2014 was up 12% over the same period last year.

The meeting also offered the traditional schedule of one-on-one 
sessions between the group’s dealers and supplier partners and 
several special presentations on industry issues.

Also at the meeting, AOPD honored George Wood of Greenwood 
Office Outfitters as its Dealer of the Year and Paul Ventimiglia of 
Navitor as Business Partner of the Year in recognition of their 
support for AOPD and the independent dealer community.
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21/2 day Cleaning & 
Breakroom Sales  
Bootcamp is coming  
to your area!

& Supplier Summit

Cleaning & Breakroom Sales

Boot Camp

WORKSHOPS  
INCLUDE

• Effective strategies to 
selling towels, tissues 
and can liners

• Capturing the  
Breakroom business

• Demonstrating  
chemicals and finding 
the right product mix 
for your customer

• Winning business and 
increasing sales with 
private brands

Learn how to capture your share of the profitable  
and growing Cleaning & Breakroom market.

Attention: Owners, Sales Leaders and Representatives—Take advantage of our  
multiple attendees discount and enroll today in this game-changing event! 

For more information and to register, contact your United Sales Leader or log onto:  
https://solutionscentral.ussco.com/sites/mrc/idc/Pages/Fresh_Program.aspx
Note: The Cleaning & Breakroom Sales Bootcamp is not part of the UDT bundle.

United Stationers’ Resellers who have  
attended the Cleaning & Breakroom  
Boot Camp experienced an average of  
12% sales growth in JanSan and  
Breakroom categories!

https://solutionscentral.ussco.com
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TriMega’s Next Committee Unveils 
New Tech Training Program 
TriMega earlier this month announced a 
new training program designed to help 
raise the technology skills and know-how 
of its members.

The new program, called Elevate, is being 
offered by TriMega’s Next Committee, a 
group set up last year to represent the 
next generation of young office products 
talent, up-and-coming executives and the 
future leaders.

The Elevate program, which is available 
at no cost to all TriMega members, will 
cover a broad range of technology-
related topics, including website design 
best practices, social media tips, search 
engine optimization and more.

The online sessions, which run 60 minutes 
each, will take place one Wednesday 
each month beginning March 26 and be 
delivered via the group’s TriWebinar web 
training platform.

We’re absolutely thrilled to be bringing 
Elevate to our entire membership,” com-
mented Michael Morris, TriMega’s VP 
of marketing and chairman of the Next 
Committee. “This training series is a 
perfect illustration of the incredible energy 
and ideas that younger members of our 
industry are eager to contribute.”

The full program schedule for this year is 
as follows:

March 26: 2014 Web Design Trends

April 16: Branding Online

May 14: Effective Blogging

July 16: Humanizing Your Online 
Experience

Aug. 13: Social Media Basics for 
Business

Oct. 15: What Makes a Good Website

Nov. 12: The Basics of Google & How 
to be Found Online

Dec. 10: Find Your Competitive Edge 
& How to Compete with the Online 
Behemoths

For complete details, including 
registration info, click here.

For information on becoming a Next 
associate member, along with a simple 
online enrollment form, click here.

IS Partners with U.S. Communities 
on Backpack Program for 
Students in Need
The Independent Stationers dealer group 
was recently among the organizations 
participating with the U.S. Communities 
government and education purchasing 
cooperative in a program to to help raise 
awareness of underprivileged school 
children and their needs.

Under the program, which took place 
during a U.S. Communities planning 
meeting, meeting attendees assembled 
450 backpacks filled with school supplies 
for distribution to students in need in San 
Diego, where the meeting was held.

“Traditionally at our annual meeting, 
we are focused on the meeting content 
and the opportunity to network” said 
Kevin Juhring, general manager of U.S. 
Communities. “Recognizing an immediate 
need among San Diego school children, 
our program participants, suppliers, 
advisory board members and board 
members enthusiastically embraced the 
opportunity to give back this year. Their 
generosity showed a lot of heart, and we 
are proud to count them as part of the 
U.S. Communities family.”

New Name for NSSEA; Now 
Known as the Education Market 
Association 
In an effort it said was intended to more 
accurately reflect its scope in representing 
the educational products marketplace, the 
National School Supply and Equipment 
Association has been renamed the 
Education Market Association (EDmarket). 

Members and leaders overwhelmingly 
voted to approve this new name for the 

organization. The new name and branding 
were formally introduced earlier this 
month at the organization’s ED Expo 
event in Dallas. 

With the name change comes a new 
website, www.edmarket.org, featuring the 
latest information about the organization, 
events and education resources. There is 
also a new domain (@edmarket.org) for 
EDmarket staff email addresses.

First Earnings Report  
from New Office Depot  
Sends Stock Plunging
The recently consummated marriage 
between Office Depot and OfficeMax got 
off to a rocky start last month as the new 
company released its first post-merger 
results.

Fourth quarter revenue was $3.49 billion, 
well below the $4.09 billion expected by 
analysts. The new company posted a 
loss of 3 cents a share for a quarter, again 
disappointing analysts who had forecast 
earnings of 3 cents a share. 

On Wall Street, the news sent shares 
plunging by as much as 15% on the day 
of the earnings release, with analysts 
pointing to integration challenges related 
to the merger and growing online sales 
competition as some of the primary 
factors behind the bad news.

The company offered little hope for any 
immediate improvement, as Office Depot 
chief executive Roland Smith indicated 
on a post-earnings conference call that 
revenues are expected to continue to 
decline in 2014.

The fourth quarter results and reaction 
on Wall Street prompted the Zacks 
Investment Research organization to 
downgrade Office Depot stock to “Strong 
Sell” status.

Zacks said the primary reason for the 
downgrade was the company’s “lackluster 
fourth-quarter 2013 performance” but also 
added that “over the past few quarters, 

CONTINUED on page 18 >>
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To learn how OPMA can take 

the wheel for you, contact us at 

616.785.6061, or visit opma.com.

Office Products Marketing & Advertising  
4211 North Division  
Comstock Park, Michigan 49321    
616.785.6061

Regardless of the vehicle,  
we take your customers 

to where you want them:  
your website.

Print  
materials.  
Electronic 
materials.  

catalogs

websites

flyers

e-marketing

http://www.opma.com
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this office supplier retailer has not been 
performing up to the mark,” contending 
that it delivered “negative earnings 
surprises in the trailing four quarters with 
an average miss of 122.2%.”

Zacks said that in the seven days 
following release of Office Depot’s fourth-
quarter results, analysts’ 2014 consensus 
estimate fell 61% to 11 cents per share 
while for 2015, it decreased 40% to 33 
cents per share.

Auditor’s Report: Office Depot 
Overcharged Dallas by $3.6 
Million
Office Depot overcharged the city of 
Dallas up to $3.6 million for office supplies 
over a four-year period, according to new 
report from the city auditor’s office.

The auditor recommended that the city 
manager, with the assistance of the city 
attorney, “initiate actions to collect the 
overcharges from Office Depot.”

The overcharges in question, according 
to the report, took place while Dallas was 
buying office suppliers from Office Depot 
under the contract it held with the U.S. 
Communities purchasing consortium.

The Dallas audit is just the latest in a long 
line of reports from local government 
officials across the country alleging similar 
overcharges and other irregularities in 
their purchasing from Office Depot.

Office Depot did not respond to a request 
from a reporter for the Dallas Morning 
News for comment on the report. The 
audit report says the company disagreed 
with the auditor’s conclusions.

For more on Office Depot’s problems 
with its state and local government office 
supplies contracts, visit the State Contract 
Watch section of the INDEPENDENT 
DEALER website.

More Big Box Bad News  
from Staples
Adding to the big box gloom and doom, 
Staples also reported fourth-quarter 
results that fell significantly below 
analysts’ expectations.

Earnings per share from continuing 
operations came in at 33 cents, down 
from 46 cents for the same period last 
year and below the analyst consensus 
estimate of 39 cents. 

Quarterly sales declined to $5.87 billion 
from last year’s $6.57 billion. Analysts had 
been expecting revenues of $5.97 billion 
for the quarter.

Staples said it expected sales for the first 
quarter of 2014 to come in below the $5.8 
billion for same period last year though it 
didn’t provide any guidance on how much 
the decline might be. The company said 
it expects earnings per share in the 17-22 
cents range. 

Prior to the new guidance, analysts had 
been looking for first quarter earnings of 
27 cents per share and revenues of $5.74 
billion.

Staples also said it has started work on a plan 
to close up to 225 stores in North America 
by the end of 2015. The company said it 
also initiated a multi-year cost savings plan 
which is expected to generate annualized 
pre-tax cost savings of approximately $500 
million by the end of 2015. 

The news sent Staples’ stock down 
sharply, falling over 15% in the initial 
hours after release.

S.P. Richards Acquires Garland C. 
Norris Co., Regional Food Service 
and Jan/San Distributor
Wholesaler S.P. Richards Company 
acquired the assets of Garland C. Norris 
Company, Inc. (GCN), effective February 
1. Financial terms were not disclosed.

Headquartered in Apex, North Carolina, 
GCN is a regional wholesale distributor 

of food service disposables and janitorial 
and cleaning supplies. SPR expects 
the acquired business to generate 
approximately $35 million in annual 
revenues, according to an announcement 
from SPR parent company Genuine Parts.

According to a GCN news release, all 
GCN staff and existing management will 
continue to run the operation from Apex. 
Other than a change in asset ownership, 
GCN will continue its normal business 
activities as a separate and standalone 
company, GCN said.

Supplies Network Earns Managed 
Print Industry Credential
Supplies Network has announced it has 
received the CompTIA Managed Print 
Trustmark for its use of industry-accepted 
best practices of quality managed print 
service delivery.

CompTIA, originally known as the 
Computing Technology Industry 
Association, is a trade association for the 
information technology industry. Its 
Managed Print Trustmark is designed to 
qualify and differentiate organizations 
providing on-premise print services via a 
managed services business model. 

Companies seeking the CompTIA 
Managed Print Trustmark are evaluated 
in several areas including the internal 
practices and procedures they use to run 
their business and the external activities 
and operations they engage in with 
customers and prospects.

Resellers that partner with an organization 
that has earned the MPS Trustmark can 
utilize this for their own MPS program.

“The CompTIA trustmark is the result of 
two years of collaboration by a group of 
industry leaders representing all facets of 
the industry,” explained Supplies Network 
senior vice president Barney Kister. “The 
goal was to define best practices of 
MPS providers and to create a testing 
mechanism through which resellers and 

http://www.idealercentral.com/Watch_List
http://www.idealercentral.com/Watch_List


Healthy Pro�ts 

www.tfpdata.com
info@tfpdata.com
Toll free: 800-482-9367
Fax: 805-981-7161
Orders: 800-526-1040

Do you sell to 
Healthcare?
Doctors. Hospitals.  Clinics. 
Labs. Therapists. Home care. 
They all use the CMS-1500 
Health Insurance Claim Form.
In fact it’s the most widely 
used form in America today.

And now there’s a new 
version that all users must
begin using on April 4th.

Don’t be an April fool and 
miss this opportunity to 
increase  sales and pro�ts.

Already selling this form but 
not getting it from TFP? 
Call us for our new pricing 
for o�ce product dealers. 
Our new lower prices will 
give boost your bottom line!

New Pricing for O�ce Product Dealers
Pre-paid delivery included in price. Drop shipping.

And convenient  pre-packaged quantities.
Call today to activate your pricing.

http://www.tfpdata.com
mailto:info@tfpdata.com


Promotional products are globally recognized as a powerful part of brand reinforcement, and 
advertisers can’t get enough. Taking advantage of this demand and including these items into 
the day-to-day mix is less complicated than most think.  

Promotional Products: 
An Affair to Remember

What’s funny about promotional 
products is the fact that many 
people don’t even give them a 
second thought. It’s the lip balm 

in their bag, the t-shirt they wear at the gym or 
beaded necklaces given out at the local pub. But, 
these items are also some of the most powerful, 
cost-effective advertising mediums that reinforce 
brand recognition and create a bond between the 
consumer and the advertiser. 

A LOVE STORY: THE ADVERTISER 
& THE PROMOTIONAL PRODUCT

Everyone can agree that the best kinds of 
marketing and advertising are those that are 
highly effective and cost the least. Promotional 
products yield a very low cost-per-impression 
compared to more traditional advertising methods 
including: prime-time TV, national magazines and 
newspapers and tend to stand out more than radio 
and Internet spots. One of the biggest reasons 
that advertisers invest in this medium is the bond 
the consumer forms with the advertiser because 
of them. 

86% of those who own promotional products 
remember the advertiser. There will always be 
those memorable commercials and taglines 
that stay in our heads, but people are going 
to remember a brand more often because of 
a promotional product. This is because these 
products are used regularly, whether it’s a calendar, 
a reusable bag or coffee mug.  The logos and 
brand messages stare owners in the face each 
day, ultimately solidifying in their minds. It’s 
this relationship consumers form that causes 
advertisers to invest heavily in these products. 
On average, people in the U.S. own 10 products – 
that’s a lot of brand bonding! 

THE PERFECT MATCH: THE 
ADVERTISER AND THE 
DISTRIBUTOR
Seeing how much advertisers gain from 
promotional products, it’s not hard to understand 
how the industry as a whole earned $20.5 
billion in 2013 – up 5.3% from 2012. So where 
do promotional products come from, and who’s 
profiting from them? When advertisers or end-
buyers need products for a special promotion, they 
look to ad specialty distributors to meet their needs. 

The promotional product industry can be broken 
down into 3 basic parts in order to create an 
end-product, starting with the manufacturers, or 
suppliers, of the products themselves. Suppliers 
advertise their products and include them in 
industry-specific magazines, catalogs and digital 
shopping engines. Based on the need of their 
end-buyers, distributors utilize these mediums 
to source and present products. When the deal is 
made, the advertiser has their promotional item 
and the distributor the profit. 

THE FIRST DATE: GETTING 
STARTED AS A DISTRIBUTOR
Becoming a part of the promotional product 
industry can be as easy as it sounds and as 
profitable as described.  Let’s do the math: The 
average order from a single end-buyer is $1,061. 
If that single end-buyer buys from a distributor 5 
times a year, that’s an annual income of $5,305. 
The average small distributor services 94 clients 
per year, making the average annual income for a 
small distributor $498,670. 

Getting involved in this industry is easier than 
you might believe and it doesn’t mean quitting 
your day job. In fact, many business owners 
include their distributorship as part of their 

current services. For instance, if you have an 
event-planning business, you can be sure that 
your clients will want party products for their 
events. This is an excellent way to upsell a current 
client by providing something they needed 
anyway. Being a one-stop shop helps you get more 
business and more profit. The easiest part of all is 
the actual inclusion of this business segment. You 
don’t need to do anything more than pick 
up a phone. 

HAPPILY EVER AFTER
Selling promotional products starts with 
contacting a membership organization like ASI® 
that specializes in this industry. This type of 
services provides you with the resources and tools 
to help get you going like: catalogs, marketing 
and sales education, advertising, trade show 
networking opportunities and digital sourcing 
tools. You don’t need any inventory, special 
training or additional staff. You simply 
call, sign up and sell – it’s that easy. 

The value of promotional products is proof that 
big things come in small packages. Distributors 
have reported that 64% of their annual income is 
because of this industry. If you’re not convinced, 
check your desk, closet or vehicle and discover 
how many of these products you actually own. 

To find out more about selling 
promotional products and the role 
of the distributor, Contact ASI® at 
www.asicentral.com/idealermar

86% 
of those who own 

promotional products 
remember the 

advertiser.
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ASI’s Door is Open
Come in to a new business channel
and a world of success.

One of the most popular advertising vehicles is promotional products. Because of their low cost-per-
impression (CPI) and popularity – 86% of promo product owners remember the advertiser – it’s no surprise 
that the promo product industry is worth $20.5 billion. 

We provide the tools and services necessary to thrive and profi t in the promo product industry. 

Here’s how we help grow your business: 

1 We start you with access to the industry’s #1 product sourcing tool – ESP®

2 We offer you your own e-commerce website that’s easy to use and design, and accepts online payments

3 We provide world-class marketing tips and education from experts 

4 We host multiple trade shows and networking events across North America throughout the year 

5 We create cross-media tools and software that market and sell promotional products

Best of all, you can get started with just a phone call. There’s NO overhead investment,
NO expensive equipment to buy, NO new staff to hire and NO inventory to manage. 

Visit www.asicentral.com/idealermar

BONUS:
$100 off membership*

One of the most popular advertising vehicles is promotional products. Because of their low cost-per-

100 off
membership*

*Offer available to fi rst-time members only.

Advertorial
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infrastructure providers validate their 
ability to deliver Managed Print Services. 
Supplies Network resellers engaged in our 
MPS programs can now leverage a portion 
of the SN Trustmark to achieve their own 
TrustMark and do so knowing that industry 
best practices are followed to ensure an 
outstanding customer experience.”

For more information, visit the CompTIA 
website (www.comptia.org) or contact 
Supplies Network (PH: 800-729-9300; 
Email: sales@suppliesnetwork.com).

New from United: Center of 
Reseller Excellence Program, 
Breakroom Catalog, End User 
Research
It’s been a busy couple of months for 
wholesaler United Stationers with the rollout 
of a new education and training effort, a new 
breakroom catalog and the release of some 
important new end user research.

The new education program, which 
United says is designed to support 
“learning, growth and development” for 
independent resellers, is called CORE, 
(Center of Reseller Excellence).

“As our industry continues to evolve, 
marketplace challenges and opportunities 
are greater than ever for independent 
resellers,” stated Diane Hund, vice president 
of marketing at United. “Through continuing 
education and training, the CORE platform 
will provide resellers with the information, 
tools and resources they need to address 
their challenges and capitalize on the 
opportunities in front of them.” 

United said the first CORE program rollout 
will be its meetings and events offerings, 
including CORE Lab and CORE Live. 

United described CORE Lab as “a series 
of workshop-driven events that will bring 
together select resellers and suppliers 
with United Stationers leaders to tackle 
important business challenges in a 
tailored, interactive learning environment.”  
The first CORE Lab event is scheduled to 

take place in Chicago in June. CORE Live 
will be held in early 2015 and will be a 
broader-scale, multi-day event, similar to 
United’s VISION shows.

Separately, United announced the release 
of its first-ever breakroom catalog for 
independent office products resellers. 

“This catalog is different than any 
we’ve done before, highlighting the 
breakroom as a vital part of the workplace 
environment,” said Hund. “We created a 
more visually appealing catalog designed 
to inspire rather than simply inform end 
users about the breakroom products 
available. This positions our resellers as 
breakroom product experts and helps 
them drive continued growth.” 

Hund described the breakroom category 
as a natural extension of the office 
supply business and said dealers have 
a tremendous opportunity to capture a 
much greater share of this market. She 
encouraged dealers to request copies 
of the new breakroom catalog from their 
United territory sales leaders.

Also last month, United released the 
latest installment in its ongoing industry 
research efforts, “Reaching the Female 
Buyer,” a white paper that analyzes the 
demographics of female office products 
buyers and explores how best to market 
to them.

“Nearly three-quarters (72%) of all those 
who aggregate office products orders on 
behalf of their colleagues are women,” 
said Owen Carr, consumer research 
marketing manager at United. “While 
gender is not an absolute predictor of 
behavior or attributes, the consideration 
of certain known tendencies can be a 
reasonable starting point for resellers to 
adapt selling strategies accordingly.”

According to the research, women are 
more receptive than men to consultative 
selling in a B2B setting. Female buyers 
often tend to follow a more open, 
discovery-oriented process, while male 
buyers are more likely to use a product-
focused purchase process, United said.

While men tend to be task-oriented, 
women tend to emphasize the overall 
buying experience more than men do, 
United’s research adds. For example, 
women are more likely to know the identity 
of their preferred office provider, placing 
greater emphasis than men on the overall 
reseller experience.

Digitek Names Margaret Cuba VP 
of Business Partner Management
Imaging and storage supplies wholesaler 
Digitek Computer Products has named 
Margaret Cuba vice president of business 
partner management.

Cuba, who brings more than 20 years 
of industry experience to the company, 
formerly served as business development 
manager and vice president of product 
management at Supplies Network. 

“Margaret brings high energy and high 
integrity along with a wealth of experience 
and a strong history of building strategic 
relationships in our industry,” said Digitek 
CEO Paul Martorana. 

“Her proven track record of achievement 
and success coupled with her rare ability to 
understand both product management and 
business development will be tremendous 
assets to our growing organization.”

New Survey Shows Growing 
Public Support for Independent 
Businesses, More Needed to Level 
Playing Field
A new nationwide survey of over 2,600 
independent business owners indicates 
that while the Buy Local message is 
boosting customer traffic and improving 
the outlook on Main Street, policymakers 
need to do more to create a level 
playing field and ensure that small local 
businesses have an equal opportunity to 
compete. The survey was released by the 
Advocates for Independent Business and 
the Institute for Local Self-Reliance,

http://www.comptia.org
mailto:sales@suppliesnetwork.com


Would you like to recover many of your LOST CLIENTS? Of course you would. 
How many clients have you lost over the years that you wish you had back?

You mean to call them and find out why they left and try to get them back but 
you never seem to find the time! Let me introduce you to SalesTactix’s

LOST CLIENT RECOVERY PROGRAM! 
It is very simple. You provide us with a spreadsheet of your lost clients and we 

call them on your behalf and set appointments for you to get back in. 
The added benefit is we also find out why they left. 

How big is that? It is very important information.

If you are interested in taking 
a few minutes 

to discuss then please call
Tom Ketchum...

RECOVER

949.466.5718

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

949.466.5718

YOUR LOST CLIENTS
Take Back What Was Once Yours!
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Among the survey’s key findings:

Sales Growth. Independent businesses 
reported revenue growth of 5.3% on 
average in 2013. The retailers surveyed 
experienced a 1.4% increase in same-
store holiday sales, comparable to many 
competing chains.
Buy Local. Over 75% of businesses 
located in cities with active Local First 
campaigns reported increased customer 
traffic or other benefits from these 
initiatives. They also reported sales 
growth of 7.0% on average in 2013, 
compared to 2.3% for independent 
businesses in places without such an 
initiative.
Challenges. Competition from large 
Internet companies was rated as the 
biggest challenge facing independent 
businesses, followed by supplier pricing 
that favors their big competitors, high 
costs for health insurance and escalating 
commercial rents.

Policy Priorities. Among independent 
retailers, the top policy priorities are 
extending the requirement to collect 
sales tax to large online retailers, 
eliminating public subsidies and tax 
breaks for big companies and regulating 
the swipe fees that Visa and Mastercard 
charge.
Internet Sales Tax. More than three-
quarters of independent retailers said 
that the fact that many online companies 
are not required to collect sales tax had 
negatively impacted their sales, with 41% 
describing the level of impact on their 
sales as “significant.”
Access to Credit. Of those businesses 
that applied for a bank loan in the last 
two years, 42% either failed to obtain a 
loan or received a loan for less than the 
amount they needed.
“Our dealers are continuing to see 
evidence of the buy local message 
influencing attitudes, new customer 

acquisition and most importantly buying 
habits,” commented Michael Morris, 
TriMega’s VP of marketing for TriMega, 
whose members participated in the 
survey.

Download the full report.

BSA Elects Standards Council 
The Business Solutions Association 
(BSA) has established a new Standards 
Council to manage its industry standards 
development and maintenance activities.

The council, which reports to the BSA 
board of directors, is charged with the 
responsibility of scheduling all standards, 
guidelines and best practices, insuring 
staffing of all subcommittees and industry/
public involvement. 

Elected to two-year terms on the council 
were Paul Gatens (S.P. Richards); Mark 
Evans (United Stationers); Bill Eperling  

MARCH 2014 INDEPENDENT DEALER PAGE 24

CONTINUED on page 26 >>

Need storage  
solutioNs? No sweat.

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

At Tennsco, we understand your hurdles 

and offer you affordable storage solutions 

you can count on with on-time delivery 

and superior customer support. With a 

wide variety of quality products to choose 

from, we have a solution for you, saving 

you time so you can get back to business. 

Now, that’s Storage Made Easy.

http://www.ilsr.org/wp-content/uploads/2014/02/2014-Independent-Business-Survey.pdf 
http://www.tennsco.com
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The office channel never stops 
evolving. Market-changing mergers. 
Disruptive technologies. Economic 
uncertainty. 

Despite all this change, one constant 
in the office products industry may 
surprise you: the exponential growth in 
battery-powered devices. 

In 1970, the typical American 
workplace had five battery-powered 
devices. Today, that number has 
grown to 30—a 500% increase!

Here in the U.S., the typical 
commercial property uses $500 in 
batteries every year. In dollar terms, 
that’s a $2.5 billion opportunity for the 
U.S. office products industry. Despite 
massive change in the office channel, 
the battery remains right at the core of 
any bustling workplace. 

The key to selling batteries to today’s 
professional is to understand the 
devices they use at work and how 
they make their battery-purchasing 
decisions. Here are three ideas to help 
you build your battery sales in 2014 
and beyond:

Convert customers from retail. The retail 
channel takes a big bite out of the 
office battery business. Our research 
shows that 48% of professionals 
buy their office batteries through 
retail channels, versus only 20% who 
purchase via dealers.

Thus, customers pay more and 
inconvenience themselves by 
purchasing at retail stores, forgoing 
the cost savings and purchasing 
relationships office dealers can 
provide.

Many buyers even report that they 
stopped buying through a dealer due 
to lack of contact from the dealer’s 
account representative. 

To start earning back this battery 
business, simply ask your customers 
about their battery needs with every 
order placed. 

Bundle offerings. Another way to 
capture business from retail is to 
bundle products. While some battery 
purchases are exclusively for batteries, 
our research shows that professionals 
regularly buy batteries alongside 
cleaning products, light bulbs, paper, 
plastic and other office supplies. 

To help professional buyers see the 
“total purchase,” consider bundling 
products together. 

Understand the digital office. Gone are 
the days when ink, toner and paper 
products drove the workplace. The 
explosion of personal and professional 
portable devices has created new 
selling opportunities. The keyboard 
and the computing mouse are prime 
examples. 

Likewise, the emergence of HDTVs 
presents dealers with a promising 
sales opportunity. Companies 
increasingly depend on HDTVs for

PowerPoint presentations, video 
conferencing and other audio/visual 
needs, all of which depend on a 
battery-powered remote control. 

Fortunately, powering your battery 
profits does not have to be a go-it-
alone ordeal. Duracell Professional 
offers free online sales training to 
guide you along the way. 

Visit www.DuracellTraining.com to take 
advantage of room-by-room sales 
opportunities, industry insights, sales 
calculators, product promotions and 
distributor rewards—all for free. 

By constantly innovating our 
products—and our sales tactics—
Duracell Professional and 
independent dealers can achieve a 
big goal together: keep the American 
workplace running smoothly.  

Paul Schacht is national sales manager for Duracell 
Professional, the business-to-business division of 
Duracell, a Procter & Gamble brand. Learn more at 
www.DuracellPro.com.
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How Independent Dealers  
Can Power Their Battery Profits

By Paul Schacht
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(Supplies Network); Dawn Austin  (Esselte); Jeff Riddick (Incomar); 
Mike Souter (Clover), and Brian Ernst (ECI/Red Cheetah).

Michele Pitner (Fellowes); Jim Riesterer (Smead); Cheryl 
Wittenstein (ACCO Brands); April Fabien (S.P. Richards); Michael 
Hauck (United Stationers); Pam Narum (3M); Paul McKinney 
(Eakes Office Plus), and Amy Shipman (Hewlett-Packard) were 
elected to three-year terms on the council. 

Michele Pitner will serve as chair pro-tem and Michael Hauch as 
vice chair pro-tem. 

“BSA is very fortunate to have these individuals serving on our 
new Standards Council,” commented BSA president Jim O’Brien, 
SVP of marketing at S.P. Richards. 

“They bring expertise and more importantly, a strong passion and 
bias for action to this initiative. BSA wants to build on the great 
work that has been done over the last three-and-a-half years 
and believes this new structure will help further our progress on 
industry standards.” 

For more information, contact BSA associate 
director Paula Kreuzburg (PH: 410-931-8100; 
E-mail: paula@BusinessSolutionsAssociation.com).

ECi FMAudit and West Point Develop 
New Program for Toner Resellers
ECi Software Solutions and West Point Products have announced 
a new program designed specifically for West Point’s dealers and 
channel partners to leverage ECi’s FMAudit suite of products. 

This new relationship between ECi and West Point Products will 
allow customers in the West Point Products network to expand 
beyond the traditional toner-only approach and focus on the 
increasingly competitive Managed Print Services (MPS) market, 
ECi said.

The pairing of FMAudit and West Point Products will provide 
dealers with the ability to synchronize meter, service and supply 
information with their ERP systems, ECi said. Both West Point and 
dealer-hosted solutions allow the dealer to track vital information 
such as meter and device reporting while also monitoring service 
and supplies at the end-user’s site.

“We are thrilled to have this alliance with ECi FMAudit,” said 
Ray Loisel, senior vice president of managed print services for 
West Point Products. “And we are very excited to be able to offer 
FMAudit’s robust software to our dealer channel…By providing 
leading remote monitoring software in addition to the Axess TCO 
pricing calculator and proposal generator, the West Point MPS 
suite of solutions ensures our dealers are ahead of the curve with 
true Web services integration.”

To learn more about the FMAudit suite of managed services 
products, visit fmaudit.ecisolutions.com.

Thalerus Group Announces Supply Chain 
Relationship with Diversified Computer Supplies
Dealer technology provider Thalerus Group has announced 
the addition of Diversified Computer Supplies to its network of 
VibeNet Supply Chain Vendors.

DCS is a national distributor of consumable imaging products sold 
by independent office products and IT consumables resellers.

“We are excited to offer DCS as a new supply chain partner to 
our dealer network,” said Lillian Yeh, president of Thalerus Group. 
“We have added DCS to our network in response to demand 
coming from the op dealer market.”

Brian O’Connor, vice president of sales for DCS, said the 
distributor looks forward to expanding its relationship with 
Thalerus.

“We are looking forward to working with Thalerus Group’s dealer 
network.  We are excited to enhance our automation of the supply 
chain with Thalerus’ VibeNet dealers,” said O’Connor.

For more information contact Marc Lyon at Thalerus Group 
(PH: 615-662-1349; E-mail: marc.lyon@thalerus.com).

International Paper to Merge xpedx Distribution 
Business with Unisource Worldwide
International Paper has announced that its xpedx business unit 
and Unisource Worldwide will merge to create a new, publicly 
traded company. 

The deal was negotiated by International Paper, parent company 
of xpedx, and UWW Holdings LLC, the holding company that 
owns Unisource. UWW Holdings is owned by an affiliate of Bain 
Capital and by Georgia-Pacific.

The merger is expected to be completed in mid-2014 and will 
result in a new company with projected annual revenue in the 
$9-10 billion range and about 9,500 team members across more 
than 170 distribution centers in North America.

The new company’s executive offices will be located in the 
greater Atlanta area. In addition, the new company will retain the 
two existing operational headquarters of the legacy companies 
in Loveland, Ohio, and Norcross, Georgia.

Mary Laschinger will be the chief executive officer of the new 
company and chairman of its board of directors. Allan Dragone, 

mailto:marc.lyon@thalerus.com
mailto:paula@BusinessSolutionsAssociation.com
http://fmaudit.ecisolutions.com
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currently president and CEO, Unisource Worldwide, will serve 
as a director of the new company and will advise on integration 
activities. 

Gould Paper Becomes Approved TriMega Supplier
Gould Paper Corporation has announced it has completed an 
agreement to become an approved supplier to the TriMega 
Purchasing Association. 

In addition to offering its own private brand of copy paper, Gould 
will be providing the full line of BOISE office papers and the 
Business Choice line, which is an exclusive Gould brand, the 
company said.

Peter Tilearcio, president of Gould’s Communication Papers unit, 
commented, “This is just the beginning as now the ‘rubber meets 
the road’ in strengthening those existing relationships, and 
introducing Gould and our value proposition to their membership. 
We are excited and look forward to this opportunity as it is an 
intricate part of striving to become best in class as a leading 
distributor to the independent dealer channel.”

HPFI Products Retain level 2 Certification
HPFI (High Point Furniture Industries) announced last month 
that all of its casegoods, seating and table products have been 
recertified to the level 2 sustainability standard.

Developed by BIFMA, level is a voluntary certification program 
in which third-party auditors measure a product and its producer 
against the ANSI/BIFMA sustainability standard. 

“Retaining level 2 certification on all of our products is a significant 
achievement for HPFI,” commented Mike Wissman, senior vice 
president – sales and marketing of HPFI. 

“We continue to invest a number of resources in our sustainability 
journey. This certification is a public acknowledgement of our 
environmentally-friendly policies and actions begun many years 
before the e3 standard was first published in 2008.” 

Digital copies of the certificates of compliance are posted on the 
Sustainability page of the HPFI web site at www.hpfi.com, on the 
BIFMA web site at http://levelcertified.org and the SCS web site 
at www.scsglobalservices.com/bifma-level.

GMi Partners with The Highlands Group for Dealer 
Channel Sales Representation
GMi Companies, consisting of Ghent, VividBoard and Waddell, 
has engaged The Highlands Group rep organization to represent 
all three brands in the office products, education and industrial 
dealer markets.

“It was very important we found a partner who would not only 
streamline work for us, but also provide personalized, informed 
service to the independent dealer. With The Highlands Group’s 
reputation for professionalism and results, we knew the 
independent dealer would be well served,” said Janet Collins, 
GMi president. 

GMi’s contract furniture focus will continue to be covered by 
furniture rep groups regionally, the company said, noting that 
March will be a transition month and dealers with questions 
about who to call for GMi product questions or opportunities, 
should call customer service at 1-800-543-0550, or visit their 
website at www.gmicompanies.com. 

MooreCo Launches Resource Site for Education-
Oriented Dealer Channels 

MooreCo, parent company of the Balt and Best-Rite brands, last 
month announced the launch of www.moorecoeducation.com, 
to serve as a support tool for its early education, grade school, 
and higher education dealer channels. 

The website launch coincides with recent educational-market 
product launch announcements from MooreCo, including its Up-
Rite student sit to stand desks and Shapes configurable student 
desks. 

“Demand from school administrators and educational dealers is 
for mobility in everything, from technology to flexible student and 
teacher desking,” commented CEO Greg Moore. 

“Because our educational dealers and their customers have 
growing needs, we wanted to give them a resource that focuses 
solely on our educational offerings. This will be an invaluable 
tool for understanding the real possibilities in the classroom 
environment.” 

http://www.hpfi.com
http://levelcertified.org
http://www.scsglobalservices.com/bifma-level
http://www.gmicompanies.com
http://www.moorecoeducation.com


The association isn’t just focusing on procurement 
or contracting issues. We are advocating on a 
wide range of issues that impact your business 
and its bottom line. 

As an indication of just how seriously the NOPA 
board is taking this effort, they have expanded 
their lobbying team so that NOPA now has five 
very experienced lobbying professionals working 
on your behalf. 

Washington today is more polarized than ever 
before and we need an expanded lobbying team 
to ensure we cover all the issues that impact 
your business and its success.

As small business owners you know every penny 
counts when it comes to making your business 
successful. This is why NOPA is stepping up 
efforts on healthcare, employment-related issues 
like employee vs. contractor status, Internet 
sales taxation, the “death tax,” funding for 
transportation, tax rate increases, immigration 
reform, pass-throughs, Federal Strategic 
Sourcing and the battle over the minimum wage. 

These are all critical issues that affect your 
business each and every day and NOPA cannot 
sit back. This is not new for NOPA, just an 
expansion of what we’ve been doing. 

For those in the government space, you can be 

assured we are not abandoning your issues. We 
realize you have a large stake in this market and 
we continue to work on an OS3 FSSI solution 
that will help the entire industry, not just a limited 
few. 

In today’s business world, legislative and regula-
tory affairs has to be a part of your overall 
business plan. For far too long small businesses 
viewed involvement in legislative and regulatory 
affairs as a luxury they couldn’t afford. But today, 
it’s not a luxury; it’s a necessity if you are to avoid 
being left behind by your competitors. 

Look around at successful large, medium and 
small businesses today. Most have incorporated 
some kind of legislative and regulatory affairs 
effort into their overall business model. We 
recognize your business needs a strong ROI on 
every penny spent but securing a place at the 
legislative and regulatory table doesn’t have to 
be expensive. 

Consider that simply by joining NOPA:

•  You gain a strong voice on key issues. 

•  You gain access to an experienced 
lobbying team that is working every day in 
Washington on your behalf. 
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NOPA Continues to be 
Strong Voice in Washington 
for Independent Dealers
  By Paul Miller, NOPA Director of Legislative and Regulatory Affairs

NOPA has gone through some big changes over the course of last 
year but the association continues to make legislative and regulatory 
affairs a key component of its overall membership offering. Even if 
you don’t do business with the federal government, this is important 
to you.
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•  You have a team you can call with 
questions or concerns about issues. 

•  You have access to information your 
colleagues and competition may not.

For literally pennies a day, you can get 
critical information and access as a 
member of NOPA. Why wait to read 
about things that will impact you and your 
business in the newspaper, when by then, 
it will be too late to act? 

Why wait until an industry event to get a 
briefing on a topic that may be too late for 
you to do anything about? 

NOPA is on Capitol Hill every day so 
you don’t have to be. This is why NOPA 
is providing you direct access to its 
expanded lobbying team. 

This effort will produce a direct ROI for 
you and your business! If you take full 
advantage of this NOPA benefit you 
should see an immediate return on your 
investment. If you don’t, give me a call 
(703-383-1330) so we can figure out 
how to incorporate these tools into your 
operations more effectively.

NOPA is the voice for independent dealers 
and it has been fighting in Washington for 
you. Let me take you down memory lane:

•  It was NOPA who got the Department 
of Army contract overturned and 
awarded 100% to independents. 

•  It was NOPA who got the United 
States Postal Service to issue a 
declaration to all its branches that 
they could do business with you and 
did not have to buy from only the big 
box players. 

•  It was NOPA who led the effort to 
change the way Federal Prison 
Industries was able to do business. 

•  It was NOPA who got the industry 
a waiver to the non-manufacturing 
rule (this waiver alone saved the 
industry tens of millions of dollars 
and potential lost sales to the big box 
stores). 

•  It was NOPA who helped halt 
a change in the small business 
size standards which would have 
essentially classified you in the same 
category as the big box players. 

•  It’s been NOPA working on a solution 
to OS3 for office supplies. 

•  It’s NOPA who has gotten 
the industry opportunities to 
testify before key congressional 
committees. 

•  And, it’s been NOPA who has and 
continues to make sure your voice is 
heard in Washington. 

It’s my goal and the goal of NOPA’s 
board of directors to take our issues and 
our voice to a new level of success. We 
haven’t always won the battles, but more 
often than not, we’ve won the war on 
critical industry issues. 

In Washington, you can ultimately win 
more than you lose if you have a plan, a 
commitment from your leadership and the 
support of your membership. 

NOPA has an experienced team in place 
and strong support from an active board 
of directors. Now my question is, can we 
get the same support from every dealer 
out there? 

Your options are to join the fight for 
stronger independents or cede everything 
to the big boxes and the other corporate 
giants like Amazon and Wal-Mart who are 
moving into your space. 

You don’t need billions to win these 
battles. NOPA has gone head to head 
with the big boxes and we have won our 
share. I fully expect this renewed effort to 
help win even more battles in the future.

But it won’t happen without your support. 
Capitol Hill is a complex place to 
maneuver and you need NOPA’s team up 
there speaking for you. Things don’t move 
at the pace most people would like, but 
without a strong presence there, you have 
zero chance to make a difference for your 

business or industry. 

The association understands that now 
is the right time for this expansion, as 
issues become more complex and other 
competitors—all of whom have deeper 
pockets than any small business—enter 
our space.

NOPA is committed to be out front and 
leading instead of chasing from behind. 
Our new strategy continues that mission.

In the coming weeks, the NOPA board 
of directors will be announcing a new, 
16-member Legislative and Regulatory 
Affairs Committee. 

Appointed by NOPA chairman Rod 
Manson, this new committee will be made 
up of dealers, manufacturers, buying 
groups, wholesalers and consortia. The 
directive of the committee, as set by the 
board:

•  To allow us to focus on more specific 
issues facing the industry. 

•  To lead the industry effort in 
Washington on behalf of independent 
dealers. 

•  To be part of the new face and voice 
of NOPA and the independent dealer. 

To learn more about NOPA’s new 
Legislative and Regulatory Committee 
and how you might get involved with our 
efforts in Washington, please contact Paul 
Miller at pmiller@mwcapitol.com.

NOPA continues to be your voice!

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

http://iopfda.org/?page=Advocacy
mailto:pmiller@mwcapitol.com
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Ever wondered whatever happened to all those office products 
dealers who didn’t make the kind of investment in technology 
they needed to better service customers and compete more 
effectively with the big boxes? 

There are probably a few still kicking around, albeit on life support, 
and as a result they are nowhere to be found in this article. 

However, those who have opened their check books to implement 
the appropriate programs and services—sometimes through trial 
and error until they finally found the best fit for their dealership—
offer a valuable lesson on how technology, properly deployed, 
can improve both the top and bottom line of just about every 
dealer.  Here’s this year’s look at some of the folks who are doing 
just that.

Time Savings  
with Acsellerate’s  
Profitability Manager
Strickland Companies in Birmingham, Alabama, has been 
an active Acsellerate user for the past four years and with the 
impending release of Acsellerate’s Profitability Manager, the 

dealership has been beta testing the new Profitability Manager 
module. 

The latest addition to Acsellearate automates the review of 
customers’ usage and identifies more profitable substitute items 
from the program’s cross-reference database. 

In addition, it calculates the dealer’s margin increase and potential 
customer savings as well as communicates with the dealer’s ERP 
system in real time, pulling current costs and current customer 
price plans. Plus it allows the dealer to alter suggested sell 
prices, automatically updating margin and savings calculations 
and sends desired substitutes to the Customer Business Review.   

“It’s an easy way for us to uncover margin opportunities, creating 
a win-win scenario for ourselves as well as our clients, and then 
reselling our value proposition to those clients,” says general 
manager Kim Crook. 

Profitability Manager reduces the amount of time it takes 
Strickland Companies to pull that data. “Depending on the client, 
instead of 3-5 hours, it takes maybe 30 minutes,” she notes. 

Whether discussing Profitability Manager or the entire Acsellerate 
program, Crook has nothing but positive comments about 
Ascellerate’s support. “They’re a phenomenal group and they set 

ECi, Acsellerate, Profitability Manager and the ECi Red Box logo are trademarks or registered trademarks of eCommerce Industries, Inc.  All rights reserved.
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the bar on service levels and understanding of our industry,” she 
contends.

“Acsellerate makes everything much easier. I get reports in a 
matter of seconds and can now be proactive rather than reactive.”

Software that Supports a 
Dealership’s Growth
Bruce Eaton’s relationship with BMI goes all the way back to 
December 2006, when his dealership, Eaton Office Supply 
in Amherst, New York, got 90 days notice that their previous 
software provider was leaving the business. 

But that even though that gave him and his team far less time 
than he would have liked to seek out a suitable replacement and 
implement an effective conversion process, he’s clearly happy 
with the decision they made. 

“BMI offers a flexible program that’s allowed us to grow 
organically and through acquisition,” says Eaton. “It has features 
that have enabled us to sell more products in different product 
categories in different geographic [locations], and has allowed 
us to acquire businesses and either fold them in or run them with 
their own separate identities.”

Eaton acknowledges that even though selling on the Web is routine 
these days, BMI’s OP Revelation has made a huge difference for 
Eaton’s online sales.  “Everybody sells on the Web, but you need 
to be selling what’s important to you and your customers. BMI 
gave us the flexibility on the product search side to guide our 
customers to the lines that were the most profitable for us while 
at the same time giving our customers the best value.”

Eaton is looking forward to using the program to help him use his 
Website for online marketing as opposed to just taking orders. 
“It offers tremendous capability in how we can go to market 
with customers, and also support suppliers that we have a good 
strong relationship with,” states Eaton. 

Britannia Bolsters NuLeaf’s 
Front and Back End Systems
At NuLeaf Office Solutions in Seattle, president Kelly Cudworth 
says the Britannia system has provided his dealership with a 
wealth of features that have been a boon to both the e-commerce 
and brick and mortar side of its business. 

“With Britannia, we feel we can create the kind of end user 
experience that end users expect when they’re purchasing online 
in 2014,” he says.

The program has also helped with NuLeaf’s rebranding efforts. 
“Britannia let me pilot a new program that they’ve since rolled 
out to all their dealers,” explains Cudworth. “It offers far more 
than just Website enhancements and a store front, and has also 
been very valuable from a new business and lead generation 
perspective,” he reports.

 “A lot of the analytics and reporting Britannia provides me every 
Monday has also been a great resource,” he adds. “Everybody 
can get Google analytics and see who’s going to your Website, 
but this drills deep down and tells us what products they are 
searching for and what are they buying, so we can be proactive 
every week about updating our featured product pages.”

Without Britannia Cudworth says it would be difficult for NuLeaf 
to continue to operate. “If we hadn’t made the investment in 2011 
to get Britannia and then made a bigger investment to rebrand 
the company using the resources and partnership with Britannia, 
the company as a whole would be down,” concludes Cudworth. 

Automating Manual Processes 
and Raising Margins with 
DDMS
In Rexburg, Idaho, Mark Porter and his team at Porter’s Office 
Products made the switch to DDMS back in 2003 after they 
realized they had simply outgrown the system they had been 
using. 

“As we grew, the number of manual processes within [our 
previous] system were growing as well,” recalls Porter. “DDMS 
could automate a lot of things we were doing, especially on the 
purchasing side, and that’s allowed us to grow without adding 
staff.”

It’s also made a difference in the way Porter’s loads its trucks for 
deliveries. “We barcode all the packages from our warehouse as 
well as the wholesale product that comes in, and scan everything 
that goes on the trucks and everything as it comes off the trucks 
at the customer’s location,” explains Porter. “We then capture 
a digital signature and know exactly how many packages they 
have and if they have the right packages.” 

In the past six months Porter’s has been using price modeling, a 
feature that’s been in DDMS for a few years. “Last December we 
targeted our top accounts and used price modeling to identify 
that customer’s top items,” says Porter. “We put those items on 
contract and then matrix the other low use items. We saw about 
a 3% margin lift overall immediately after doing that.”

Without making that change to DDMS 11 years ago things would 
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certainly be different at the dealership today. “We would be 
spending a lot more on labor costs to take care of the processes 
DDMS has been able to automate,” concludes Porter.  

A Fashionable and Functional 
Website for Fashionable and 
Functional Supplies
UrbanGirl Office Supplies, www.urbangirl.com, based in Broken 
Arrow, OK, is a woman-owned business with a unique niche, 
billing itself as the place to buy fashionable and functional office 
supplies.  The company was launched a little over a year ago 
by SunDANCE Office Supply, also in Broken Arrow, and with 
its original approach to the office supplies space, it needed to 
make sure that its e-commerce site reflected the uniqueness of 
its product offerings.

To help make that happen, marketing director Tyler Condry 
turned to Fortune Web Marketing. “They’ve shown us what it 
takes to be successful in this industry, how to get ranked (in the 
search engines) and how interconnected it all is,” adds Condry

Fortune Web created a fun and stylish looking e-commerce site 
for UrbanGirl designed to appeal to women-owned businesses. 
“We’re very detailed in our design and weren’t willing to accept 
an okay looking site or something that wasn’t perfect,” says 
Condry. 

A great looking Website is one thing, but you still need traffic 
there, and that’s another benefit UrbanGirl gets from Fortune 
Web, says Condry. “They pushed us to use a third party review 
service so now on our paid ads, which are managed by them, our 
little five stars come up,” he reports happily. 

Next on the agenda, with the help of Fortune Web: a focused 
effort to boost conversion rates and encourage customers to 
increase their order sizes. 

Bolstering an Online  
Presence with Evolution
Todd Winslow and his team at Magee Office Products in 
Randolph, Vermont, have been using the Evolution e-commerce 
system since 2012 and, he says, things couldn’t be better.

Pandas, Penguins & 
Hummingbirds, oh my...
Don’t let Google changes 
sidetrack your online 
marketing strategy.

DON’T GET IT?

http://www.urbangirl.com
http://www.fortunewebmarketing.com
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What intrigued Winslow was the Evolution platform where 
upgrades were included as part of the overall package. “In order 
to get upgrades with some of the other programs we used in the 
past you had to buy a whole new system. These guys in the UK 
work differently than we do in the U.S. and that inspired us to go 
with it.”

Prior to Evolution, Magee says his online ordering wasn’t as 
effective for encouraging customers to place orders online. Now 
those customers appreciate the ease of online ordering and the 
ability to quickly find what they need via the program’s search 
engine. 

Since the initial implementation there haven’t been all that many 
enhancements or modifications necessary. “In the beginning they 
did a lot of backend modifications so we could integrate with our 
system and seamlessly receive orders,” explains Winslow. “We 
needed to upload all of our pricing programs and Evolution was 
able to make that happen for us.” 

Evolution provides Magee Office Products with a clean, 
uncluttered, and easy to use Website that works for the customer 
and that’s led to more online business. The numbers speak for 
themselves. “About 38% of our business is online and that keeps 
increasing,” says Winslow. “Before Evolution we were around 
25%. Our goal is to get to 50%.” 

Matching or Beating 
Competitors’ Prices  
with GOPD
When Barry Jaggers started MyBestco in Tupelo, Mississippi, 
in 2009, one of his first steps was to reach out to other office 
products dealers to see what kind of software they were using. 
One of those dealers told him about GOPD and Jaggers liked 
what he heard. 

Now a veteran GOPD user, Jaggers gives kudos to the system 
for its ease of use and the way it interfaces with QuickBooks. 
He also appreciates GOPD’s chain store cross reference and up 
to date pricing as well as the ‘Match or Beat’ pricing program, 
which provides his dealership with a competitive edge. 

Software technology is by nature not always simple to implement 
and the occasional problems crop up, but Jaggers has found 
those far and few between with GOPD. 

When he needs customer support, he’s found them extremely 
responsive. “Anytime I need help, I just call and they fix the 
problem right away, but I don’t have a lot of problems.”

mailto:sales@gopd.com
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During a recent client meeting, Jaggers was having trouble with 
a key word search. In the middle of the meeting he called GOPD 
and they were able to identify and fix the problem immediately. 

What would life be like at MyBestco without GOPD?

“There probably wouldn’t be a dealership without GOPD,” 
admits Jaggers. “We’re a small company and my wife and I take 
care of the invoicing. Without the interface between GOPD and 
QuickBooks we couldn’t keep up without hiring more people.”

A Flexible and  
Customizable Program
Robert Peck and his team at Peck’s Office Plus in Brooklyn, New 
York have been IBA users since 2007 and he says, IBA’s IMAGE 
Plus+ back office and Ecom Plus+ e-commerce software has 
been a good fit for the dealership. “It has a lot of great features 
and reports, and their service is excellent,” says Peck.

“We’re constantly asking them to make enhancements to the 
system to benefit us. One of the great things about the system 
is they allow for that customization to happen and they do it 
quickly.”

Pecks uses a thermal printer to print its shipping labels. “It 
normally prints a 6-inch label,” explains Peck. “When you put 
that on the side of a case of paper it’s a little too big. The thermal 
printer company also has a 4-inch label so we adapted our label 
to print 4 inches. IBA changed things around for us in one day 
and now the 4-inch labels are 20% cheaper and they fit better on 
the box. One phone call, and ‘badda bing, badda boom’ as they 
say in New York,” he reports with a smile. 

Peck has no doubt what life would be like at Peck’s without IBA. 
“I wouldn’t have the same kind of flexibility. I can call IBA and 
say I need something customized and by the end of the day, it’s 
done.” 

The Proof  
is in the Delivery
When Mills Basic, a Vancouver-based office products dealership, 
decided they could be doing a better job of reducing their 
carbon footprint, they called on Jump Technologies to replace 
their paper-based systems with JumpTrack, a paperless proof of 
delivery system. 

“When we saw a demonstration of JumpTrack, it was just plain 
simple,” says Brad Mills, CEO of Mills Basics. “Plus, the price was 
right. It made it about a 10-minute decision for us to purchase it.”

No longer does Mills Basic need to print out manifests for 
driver’s routes or have drivers collect signatures on paper 
invoices for each delivery. And the dealership can quickly access 
an electronic proof-of-delivery should a customer call with a 
question or problem. 

A significant benefit Mills has seen from JumpTrack is the route 
management feature. “We didn’t realize that some of our drivers 
were overloaded, while others were under loaded,” he notes. 
“Now with JumpTrack we better understand how our drivers 
manage each route.” 

This enhanced visibility into route management enabled Mills to 
eliminate one whole truck route, resulting in a yearly savings of 
$72,000. 

“The possibilities with JumpTrack are nearly endless,” says Mills. 
“We look forward to furthering our use of JumpTrack to realize 
greater efficiencies and save more money.” 

An Online Image 
Enhancement
If a business wants to compete in an online world, it needs an 
up to date Website and easy-to-use e-commerce capability. 
That’s why four years ago ACT Supplies in Brooklyn, NY, called 
on Logicblock, a full service Web development company. 
Logicblock creates professionally designed, maintained, and 
customizable Websites and also offers 7cart eCommerce, an 
e-commerce solution. 

“They’re a good, tech-savvy company that offers a lot of 
capabilities,” says Joel Zupnick, vice president of sales for 
ACT Supplies. “But honestly, we never realized the depth of the 
knowledge and the strength of their development team. They can 
make anything and everything happen.” 

Thanks to Logicblock, ACT Supplies has dramatically enhanced 
its online image, says Zupnick.

“They can make a small company look as professional as Staples 
and make processing orders as easy as it can get,” he adds. 
“They’ve taken us from the 19th century to the 21st century.”

Prior to implementing Logicblock’s e-commerce capability, 
ACT’s customers ordered products the old-fashioned way. And 
ACT would process them the old fashioned way. Now thanks to 
Logicblock, a process that used to take five minutes now takes 
five seconds.
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And with ACT’s Website now up to speed and its e-commerce 
capabilities vastly improved, Zupnick is  looking forward to 
implementing Logicblock’s mobile platform, something that at 
press time was still in the works. 

Asked what life would be like without Logicblock, Zupnick 
doesn’t mince words, “We can’t imagine and we don’t want to 
imagine.”  

Better Customer Service and 
Inventory Management
Perry Office Plus in Temple, Texas, switched to MBSdev in early 
2011 and, says Shelli Hellinghausen, Perry’s COO, it has brought 
benefits to the dealership on multiple levels. 

Perry’s Website, she says, allows it to compete with the big boxes 
and other e-tailers, plus maintenance time has been cut in half. 

The switch has also resulted in new procedural efficiencies. 
“Contract maintenance is more efficient, month-end and year-
end procedures are better, the picking manifest is better…I can 
go on and on,” says Hellinghausen.

MBSdev’s backorder workstation enables Perry to deal with 
back orders in real time. “We immediately know if we aren’t able 
to fill an order and can call the customer right away,” she says. 
“That’s improved our customer service tremendously.” 

Asked what things would be like if they hadn’t made the move 
to MBSdev, Hellinghausen points first and foremost to the 
e-commerce side of the business. 

“The reality of the world today is people expect to get an Amazon-
like experience when they go online,” she notes. “We feel we are 
light years ahead and poised to take advantage of where things 
are going relative to online and mobile, and our back end system 
just rocks now.”

An Easy to  
Use e-commerce Platform
It’s been a lucky seven years for Alphapointe in Kansas City, 
Missouri, ever since it connected with Red Cheetah. Red 
Cheetah was selected primarily for its ease of use, particularly 
from a customer perspective, recalls Alphapointe’s Gary Bridges.

LOGICBLOCK

Finally, a one-stop
customized solution
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dealers - Providing a seamless integration for catalog, inventory, 
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 “It’s professional looking and over the past several years they’ve 
changed the overall look and feel of the online store,” he explains. 
“Our customers acknowledge that and give us positive feedback 
on how easily they’re able to find product and place their orders.” 

The Red Cheetah platform has helped Alphapointe’s overall 
business grow significantly, says Bridges. “We had to have a 
system that was robust and easy to use and didn’t create any 
downtime or problems for us and Red Cheetah has fit the bill,” 
he states. 

“Orders are easy to process and transmit to our vendors, and 
reporting capabilities are strong; it allows us to track a lot 
of information and also talks to other software to get a lot of 
reporting and customer data to help our customers in their 
business as well.” 

Asked what life would be like for Alphapointe without Red 
Cheetah, Bridges says, “The simple answer is we’d have to be 
using something. However, with the analysis I did seven years 
ago and the continuing analysis I do on a regular basis, we 
haven’t found a platform for our needs that is as easy to use on 
the frontend and the backend and is as cost effective as Red 
Cheetah.”

Tracking Customers’  
Buying Habits
Miller’s Office Products in Lorton, Virginia, switched to the sales-i 
sales and business intelligence solution about a year ago and, 
says Mike Colon, director of sales for Miller’s, it was a move that 
gave them critical insights on their business and their customers.

“It allows you to understand what’s happening with your customer 
base and your whole business on a granular level,” contends 
Colon. “When I log in, I get my dashboard and can see who my 
top clients are and what they’re buying and my product groups 
and I can quickly get an analysis of where I stand.”

The result: a much better understanding of customers’ buying 
habits and valuable guidance on where to create marketing 
campaigns to emphasize product categories that customers 
aren’t buying from him. 

It’s always a challenge getting employees to embrace new 
technology and Colon says as with any sales force, some 
embrace technology and some don’t. “The learning curve at the 

beginning is steep, but once you get a grasp of what buttons you 
need to hit to take you where you need to go, it’s fairly easy,” 
states Colon.

What would life be like at Miller’s without sales-i? 

“We would be struggling to understand exactly what our clients 
were buying from us,” states Colon. “Quite honestly I don’t know 
how companies would be able to run their businesses effectively. 
As director of sales, I find it a valuable tool and think every sales 
organization should have some sort of analytics program at their 
disposal.” 

A Distribution Software 
Package with a Powerful 
Accounting Component
Office City Express in Delaware, Ohio, went live with SSI’s 
distribution software on March 1, 2013, after discovering the 
program at a convention. “I stumbled across SSI and started to 
look at their system,” recalls owner Andrew Ives. “I was assured 
that it was able to do everything I was doing on my old system.” 

He was also intrigued by the program’s accounting package. 
“That was the main reason we went with SSI,” says Ives. “The 
accounting portion of it isn’t treated as a second class citizen to 
the rest of the system, it’s much more intertwined with it and our 
bookkeeper is able to get more information out of it.”

Ives has found SSI very responsive whenever he has a specific 
need or request and, he says, customization has not been a 
problem. For example, Office City Express is also a Steelcase 
dealer, and at his request, SSI added a SIF file update function, 
to make it easier to handle large furniture projects. 

Ives’ dealership also sells back to school kits to various school 
systems in the area and once again, SSI’s customization 
capabilities proved their worth. “In a short amount of time they 
were able to customize a Website for me that allowed parents to 
log on and choose from five or six kits and pay for them online 
with a credit card” he reports happily.
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Stratus Helps Wilson Office 
Supply Build an Online 
Business
Mike Wilson, owner of Wilson Office Supply, in Wichita Falls, 
Texas, has spent the past three years working with Stratus 
Business Solutions to create a Website that’s in tune with the 
times. He selected Stratus because he knew some of the folks 
there and trusted them to help him kick start his online business.   

It didn’t take long before that mission was accomplished. “We 
made some suggestions as to how it would be presented, and 
then added a front page and a portal that led to the Independent 
Stationers e-commerce platform to get the customer into the 
online ordering process,” recalls Wilson.

There was no place to go but up and Wilson’s online sales 
begain moving in that direction almost immediately. Today, online 
sales are holding steady at 40%. That’s a number that Wilson 
is comfortable with although he’d like to see it grow beyond 
that figure. He and Stratus are strategizing on how to make that 
happen. 

As much credit as he gives to Stratus for bolstering his online 
presence, he is quick to point out that IS deserves some credit 
too. “They’ve done all the development and made the customer 
environment more appealing.”

He knows full well what life would be like if he hadn’t brought in 
Stratus to enhance his Web presence. “Our sales would be going 
in the other direction,” acknowledges Wilson. 

Sugar CRM Sweetens FSI’s 
Marketing Efforts
Last year when I spoke with Beth Freeman, assistant vice 
president of sales for Forms & Supply, Inc. (FSI) in Charlotte, NC, 
the dealership had only just begun to use Sugar CRM integrated 
with sales-i to enhance its marketing efforts. A year later, with the 
program firmly in place, FSI has more practical experience using 
the two programs. 

The first six months were devoted to training and getting 
employees up to speed on the new program and understanding 
the value it brings to the dealership, recalls Freeman. “Now we’re 
using it for a lot of organization and communication within the 
office and for helping us find and capitalize on opportunities 
based on actual patterns of what people are buying and what 

they’re not buying.”

Freeman points to FSI’s coffee and break room business as one 
area in particular where Sugar has helped sweeten the pot.

“We’ve been able to use Sugar CRM to identify opportunities, 
and then target customers who weren’t buying anything from us 
in that category,” explains Freeman. 

Asked what she likes best about Sugar CRM, Freeman responds, 
“The biggest thing is being able to trigger reminders to our sales 
people or customer service reps to reach out to customers 
because X,Y,Z has happened or not happened.”

Life at FSI without Sugar CRM and sales-i would be quite 
different than it is today, says Freeman. “Sugar has allowed us to 
reach our full potential with our specialists who are now making 
an impact and helping us grow the business.” 

Back to Thalerus
The thing that Steve Berdinis, president of Bishop’s Office Needs 
in Houston, likes best about Thalerus is that it works. 

Berdinis, who switched away from Thalerus to another system 
last year only to switch back after less than six months, sees the 
company as more than just a technology vendor.

“I have been happy to make them my partner instead of my 
adversary,” says Berdinis. “It’s important to consider your vendor 
as a partner because that makes a huge difference.” 

“We have a  good dialog going on all the time [with Thalerus] 
about features they can add to make our lives easier,” he adds. 
“A little bit of effort can save us and other users a few seconds 
here, a few minutes there, every day for years and years.” 

Meanwhile, he’s waiting for the rollout of a few new enhancements. 
The best enhancement of all will be running the Web store front 
and backend side on one database. “If I make a change on a 
customer contract on the backend, the customer can instantly 
put in the item and it immediately shows up on the front end,” he 
says. “That will be impressive to customers when you can make 
those changes.”  

And as far as what life without Thalerus would look it? “I don’t have 
an accounting background, but consider myself an accountant 
after 28 years in business. To me it would be impossible to run 
my business without it.”



Expand Your Market to Thrive
By Harry Dochelli

Dramatic changes in the workplace 
are having far-reaching and permanent 
impacts on the office products landscape. 

Enabled by better and more affordable 
technology, work continues to shift from 
hard-copy form to digital. Economic 
recovery has been very gradual without 
corresponding increases in job creation. 

Healthcare costs continue to put 
additional pressure on employment. The 
combination of fewer office workers and 
fewer office products used has left many 
resellers struggling to generate sales 
growth.

Empowered users have more choices 
than ever, and companies have put 
purchasing power in more hands today 
than ever before. 

Despite having the additional options at 
their fingertips, end users may increasingly 
find that independent resellers deliver 
superior value over other providers. 

United Stationers introduced the “7 

Moves to Win” at the 2012 Vision Show 
as a framework in which independent 
resellers can understand and develop 
the means to differentiate and win in an 
increasingly competitive marketplace. 
The 7 Moves are:

1. Become end-consumer obsessed
2. Create a brand-first culture
3. Transform the online experience
4. Build a winning sales organization
5. Expand the market
6. Target campaigns
7. Be capital smart

Move #5—Expand the Market—is 
critically important in an environment of 
lackluster employment and increasingly 
efficient business processes. 

Solidifying business with existing 
accounts is just as important as finding 
new customers to maintain success. 
A recent study by United Stationers 
indicates that only 56% of millennials—
defined as workers between the ages of 
19 and 36—know who their employers’ 

primary office products supplier is. 

By 2020 it is expected that millennials will 
make up 51% of the work force. Therefore, 
it is important for resellers to increase 
awareness and make connections with 
younger workers employed by existing 
customers. 

Furthermore, 58% of the time millennials 
first look online to search for products they 
need. It’s increasingly evident that these 
workers do not use a full-line catalog to 
find products. 

To capture business from millenials, 
resellers must create a positive web 
shopping experience and find ways to 
trigger those searches to take place on 
their sites rather than through traditional 
search engines. 

They must utilize a combination of 
promotional print and digital marketing 
techniques that are effective in reaching 
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the broad universe of workers within the 
walls of their customers.

As new customers are selected, an 
independent reseller will want to be 
mindful of the value proposition that has 
brought success in the past. 

Resellers need a solid grasp of what sets 
them apart, and surveying their current 
customers is a great foundation to build 
upon. 

Research can help provide a solid 
understanding of what makes a reseller 
great and what keeps customers coming 
back. 

These characteristics can form the basis 
of efforts to target additional customers 
who exhibit similar characteristics to your 
current accounts. . 

Vertical market segments offer another 
opportunity for independent resellers to 
expand the market. 

Whether they are enterprise accounts that 
span broader geographies or businesses 
that exhibit specialized focus in markets 
like education, government or healthcare, 
independent resellers can find new 
customers that value their unique brand 
experience. 

For example, national health spending 
is projected to grow by 7.4% this year, 
according to the Centers for Medicare & 
Medicaid Services (CMS), while over the 
2015-21 period, forecasts call for growth 
at an average annual rate of 6.2%.

This and the impact of the Affordable Care 
Act would suggest that the government 
infrastructure to support healthcare and 
healthcare itself will also be on the rise, 
creating opportunities for independent 
resellers. 

Additional product categories such as 
jan-san, breakroom, coffee and other 
beverages—can also provide strong 

paths to expanded markets. 

Breakroom, for example, looks particularly 
promising. Companies are concerned with 
keeping their best people from looking 
elsewhere for work and in some cases, 
they see the breakroom as an important 
part of a vibrant workplace. 

Independent resellers who can bring them 
a compelling breakroom offering that 
can be easily folded into office supplies 
purchases will have a leg up on other 
suppliers that may not be as broadly 
involved in a customer’s business.

Whether targeting additional departments 
and individuals within existing accounts, 
expanding to additional customers, 
extending to new geographies or growing 
new product categories, a reseller wants 
to stay true to their brand essence—
those things that truly set them apart 
with customers and create a positive and 
differentiated experience. 

http://www.nopanet.org


WHICH IS BETTER:
Emailing or Picking Up the Phone?

By Marisa Pensa

If you have no idea if your prospect 
prefers email or the phone, which would 
you try first? 

Email is absolutely a sales tool and should 
be used as such, but it should not become 
a substitute for dialog. It is true that some 
prospects and customers prefer email, 
and there are times you do need to use it, 
but be careful.

Our goal is to build a relationship with 
customers, not to only do what seems 
easiest at the time. Email is great for short 
correspondence; however, email can also 
be extremely impersonal. We are living in 
a digital world and we can easily become 
too dependent on email. This form of 
communication is not ideal for building a 
relationship. 

Let’s look at some differences between 
using email and making a phone call and 
you can decide: 

l Picking up the phone is more 
personal. In sales, we are building 
relationships. This is especially important 
when you are competing against big 
box stores. What can you hear over 
the phone that you cannot convey by 
writing or get by reading an email? Tone, 
speed, voice inflection, environment—
all these things can be heard during a 
conversation and are missing in an email 
correspondence. 

l Email allows you to reach a large 
number of customers at once. If 
you are sending out something like a 

monthly specials flyer, then email can be 
a more efficient way to reach all of your 
customers. However, the most effective 
way to ensure your customer actually 
makes a purchase from that flyer is to 
follow the email with a personal phone 
call within 2-3 days of sending it out.

l Email provides documentation when 
necessary. Email will allow you to always 
have history and it will give you the 
ability to go back for information. Email 
provides documentation. You can’t file 
a phone conversation but you can file 
email correspondence. 

l A phone conversation will probably 
not be misinterpreted. How many times 
have you had an email misinterpreted 
because of one or two words or the 
tone came across differently than you 
intended? With a phone call you can hear 
the tone of voice and that tone accounts 
for 35% of communication. We lose that 
over email. 

l Email can provide instant feedback. 
For a relationship that is already 
established, email will usually provide 
a faster response. However, when you 
are starting a relationship, email can be 
looked on as junk and quickly deleted. 
Email CAN be used as a sales tool and 
can help you set appointments but it 
should not be used as your first attempt. 

l A phone call can be a timesaver.  
If you need to communicate something 
important, an email will take you longer 

to compose than picking up the phone 
and having a two-minute conversation. 
A short phone conversation will take you 
a lot less time and totally eliminate the 
need to wait for a response. The more 
dialog you have, the more you build a 
relationship. 

l Both email and voicemail can be 
easy to ignore. Can your voicemail be 
ignored? Can your email be deleted? 
YES. Emails and phone messages can 
be easily ignored if they are not used 
correctly. 

One thing salespeople have control 
over is how they spend their time—and 
managing it wisely is critical. When you 
are communicating with your customers, 
prospects and internal customers, make 
sure you are maximizing the time you have 
to sell and that the method you choose is 
helping you build strong relationships. 

Lastly, keep in mind to always have a 
reason for your call or email and avoid 
“just checking in.”

Good selling out there and make it a great 
day! 

Marisa Pensa is the owner of Methods in Motion, a 
sales training organization that has helped hundreds 
of companies, both in the office supply industry 
and across a range of industries, start inside sales 
teams from the ground up and develop both new and 
seasoned sales professionals and sales managers. For 
more information, visit www.methodsnmotion.com. 
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Waking Up the Sleeping Giant 
How Your LinkedIn Profile Can Power Your Networking
By Wendy Pike 

LinkedIn is often considered the non-
sexy, sleeping giant of social networks 
but it’s still a great place to network, find 
customers, partners and vendors, recruit 
new employees and research information.

LinkedIn takes a little time to master, 
but is a great FREE way to get visibility, 
both for your company and for you as an 
individual. It can also serve as a powerful 
resource and sales tool for sales reps. 

This month offers 10 tips to get you started 
with a personal profile. Next month, we’ll 
go into more detail on how to use LinkedIn 
as part of your overall business strategy.

1. Complete your profile. 

Your LinkedIn profile can become the 
jumping off point to showcase your skills, 
expertise, experience and interests. 
Unlike many of the other networks, it 
is important to complete your profile 
to the best of your ability. The higher 
your profile ranks, the more likely you 
are to come up in search results. So 
invest some time upfront to create a 
compelling, detailed profile.

2. Include a photo. 

Adding a profile picture makes your 
profile seven times more likely to be 
viewed by others, according to Hubspot. 
A photo helps people make a “personal” 
connection. Because LinkedIn is more 
professional in manner, make sure that 
your profile picture is professional.

3. Customize your profile URL. 

To do this, click on “edit” next to your 
public profile URL and then “edit” again 
on your public profile setting page. 

You want it to be in this format: www.
LinkedIn/com/in/yourname.

4. Build your brand. 

Include a professional headline. “Close 
the deal” by making sure that after your 
profile, visitors read your professional 
summary. Complete the skills and 
specialties sections to help others find 
you via keyword searches.

5. Strut your stuff! Give details. 

List groups and associations, honors and 
awards. Show examples of your work. 
Link to other parts of your professional 
life, i.e. website, blogs,YouTube or Vimeo 
videos, presentations from SlideShare, 
Prezi or PowerPoint. 

6. Make sure to link to your business 
website.

7. Build your network.

 If you don’t have enough connections, 
you simply might not show up on as 
many LinkedIn searches as a second 
degree connection as you should. Check 
for former colleagues, classmates and 
business connections. Use the People 
You May Know feature. Add your 
LinkedIn URL to your email signature.

8. Join Groups. 

There are more than 200 conversations 
each minute across LinkedIn Groups. 
It’s easy to participate. Click on the 
Groups link at the top of the menu bar 
and search for groups that might interest 
you. Groups are tailored to brands, 
associations, support groups, causes 
and industries. 

Joining a Group lets others contact you 
using the Group messaging feature. By 
joining in a Group discussion or starting 
a discussion you can demonstrate your 

expertise and build strong relationships. 

As people feel comfortable and learn 
about your particular specialty, you 
will be able to generate queries from 
prospective customers.

9. Use LinkedIn’s Companies tab. 

Search for contacts at companies that 
you would like to have as a customer. 
You can learn a lot about a company via 
the tab, including finding key executives 
and other employees of that company 
and learn how you are connected. Follow 
those companies that are of interest to 
you.

10. Be active.

Set aside 10-15 minutes a day to be 
on LinkedIn. Schedule productive time 
on a consistent basis to update and 
maintain your LinkedIn network. Share 
information, interact with others and 
learn about your connections and what 
they have going on. Share thoughtful, 
insightful news within your industry.

LinkedIn, according to Hubspot, is 277% 
more effective when it comes to sales 
leads generation than Facebook or 
Twitter. For that reason alone, you need to 
make a strong LinkedIn presence part of 
your overall marketing effort. 

Your profile is a great place to start but 
it’s just the beginning. Next month, we will 
discuss more ways you can use LinkedIn 
to boost new business development and 
help build your prospect base. 

Wendy Pike is president of Twist Office Products in 
Wood Dale, Illinois and Roseville and New Prague, 
Minnesota. She can be reached by email at wpike@
twistop.com.
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Making the Most 
of the 30 Minute 
Relationship
By Troy Harrison

Recently, while perusing discussions on 
my LinkedIn groups, I saw a posting from 
another sales trainer that can only be 
described as a doozy. His claim: “I can 
teach you to build a relationship, based on 
trust, that will last a lifetime and accomplish 
that within a 30 minute sales call.” 

That’s quite a statement and it prompts 
me to make one of my own: I cannot 
teach you how, within a 30 minute sales 
call, to build a lifetime relationship based 
on trust. 

I suspect that the author of the statement 
can’t do so either. In fact, I’m sure he can’t! 
Earning a lifetime’s worth of trust cannot 
be done within 30 minutes. People simply 
don’t work that way. However, if your 
sights and your goals are set correctly, 
you can accomplish some important 
things in a 30 minute sales call. Let’s talk 
about what they are.

n You can establish dialog. The first 
task on any sales interaction is to 
generate a comfortable dialog for both 
parties. 

Any sales interaction begins with fear 
on both sides. Your customer has a fear 
of making a bad deal, or at a minimum, 
wasting time. You have a fear of not 
selling and not succeeding. 

Within the first 30 minutes, you can put 
at least some of those fears aside. Fear 
creates a wall between the two of you 
and if that wall isn’t lower by the time 
you leave, you’ve missed something 
somewhere.

n You can become memorable. One 
of the most difficult aspects of selling is 
being remembered when you’re not in 
front of the buyer. 

We all like to think we are incredibly 
distinctive and memorable people 
and that not only will our customers 
remember us, they will also love us after 
meeting us. It isn’t so. 

Years ago, I did an exercise with a 
company I was working for where we 
surveyed customers that had been seen 
the prior week by salespeople. 

We simply asked them if they recalled 

being seen by a salesperson from our 
company, who the person was and 
what stood out about the conversation 
(I should point out that at the time, my 
sales force was the top branch in the 
country for this company).

The results were sobering. Sixty percent 
remembered being seen by one of our 
people. Less than 50% could recall a 
name. Only about 25% could remember 
any of the conversation. 

However, invariably, when someone did 
recall the conversation, their recollection 
was that the salesperson “asked a lot 
of tough questions.” This is what makes 
you memorable to your customers—
asking questions that get inside their 
heads.

n You can make a deposit into 
your Emotional Bank Account. The 
Emotional Bank Account is at the center 
of all of your relationships. Essentially, 
the EBA is a measurement of how much 
“equity” you have earned with the other 
person. 
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30 Minute Relationship continued from page 49

We are constantly making deposits and 
withdrawals in our EBAs. The key is to 
maintain a positive balance by making 
more deposits than withdrawals. 

We make deposits by making positive 
gestures toward the other person. We 
make withdrawals by asking things of the 
other person that might be unpleasant, 
tough or uncomfortable for them. 

In the first 30 minutes, it’s critical to begin 
making deposits into your EBA. If your 
balance is zero or negative at the end 
of the first 30 minutes, your customer is 
likely to close your account.

n You can gain a better understanding 
of your buyer. One of your first tasks as 
a salesperson is to begin to understand 
your buyer—and by that, I mean 
understanding his or her perspective 
and worldview as it pertains to business 
dealings. 

You do that by asking good questions 
about your buyer’s background, the 
things they enjoy about their work and 
good, big-picture questions about the 
company itself.

n You can align yourself with 
your buyer. Just as important as 
understanding your buyer is aligning 
yourself with him or her. When the 
sales call starts, one of the buyer’s 
assumptions is that you and he are 
on opposite sides of the table and not 
necessarily working in the same direction 
to a common goal. 

You’re a salesperson, and the perception 
of a salesperson is that of someone who 
is trying to push a product or service off 
on the buyer without significant regard 
for the buyer’s well-being and interests. 

You can communicate, through word and 
deed, that you are on the buyer’s side 
and that you are indeed working in the 
same direction.

n You can (maybe) generate an 
opportunity. This one depends 
greatly upon your offerings and sales 
environment—but, yes, it is possible to 
generate an opportunity for a proposal or 
even an initial order on a 30 minute  
sales call. 

What’s important is to keep this in 
perspective. Even if you have generated 
actual business in 30 minutes, it does 
not mean you have generated that 
“lifetime” relationship. It means you have 
generated enough trust with your buyer 
to give you a tryout. What you do from 
there will determine if you ever have that 
opportunity to build a lifelong relationship.

Troy Harrison is the author of “Sell Like You Mean It!” 
and the president of SalesForce Solutions, a sales 
training, consulting, and recruiting firm. For information 
on booking speaking/training engagements, consulting, 
or to sign up for his weekly E-zine, call 913-645-3603, 
e-mail TroyHarrison@SalesForceSolutions.net, or visit 
www.SalesForceSolutions.net.
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When I started putting this month’s column 
together, I pretty much thought I knew what 
my basic message was going to be. It was 
about healthcare insurance—not a topic I 
took any pleasure writing about but one that 
is critical for just about every dealer out there.

Here is the problem in a nutshell: Too many 
dealers are struggling to be profitable in 
today’s business environment and one of 
most important reasons is that they have 
continued to absorb all or most of their 
employees’ healthcare insurance costs.

In good times and bad—and this started 
long before the dramatic changes that 
began in 2010 and that continue into the 
present day—health insurance premiums 
have done nothing but rise astronomically 
virtually every year.

Whether those increases are due to waste, 
ultra-expensive cures for diseases that were 
incurable until recent times or because of 
the cost of keeping loved ones alive slightly 
longer at the end of life, the fact is that the 
days of “reasonable” prices for healthcare 
are long gone.

Business owners I have worked with argue 
that providing healthcare insurance is one 
of their best incentives when it comes to 
attracting and retaining valuable employees 
and I don’t disagree.

Providing insurance has always made a 
statement that the company cares and 
wants the best for its employees. But when 
doing so threatens the very existence of the 
company don’t we need to reevaluate?

When I started writing, I thought I saw 
a possible solution—at least for those 
businesses that employ fewer than 50 full 
time employees—and it came in a package 
fraught with emotion called, of course, 
Obamacare.

Let me explain why I got excited about what 
I thought I had found. 

Let’s start with the lower paid personnel 
that everyone has as part of their employee 
base.

For those folks over 26 years old and no 
longer able to remain on their parents’ 
insurance, it looked to me like the possibility 
of acquiring an inexpensive healthcare 
policy was better than at any time within the 
recent past.

As long as your state opted in to the temporary 
federal government financial support—
though at least 13 did not—premiums would 
be prorated based upon need.

As an example, I was able to present the 
case of a close relative of mine who makes 
approximately $24,000 per year and who 
was quoted $240 per month for a bronze 
plan from Connect for Colorado, which is 
our state’s site.

After her income was taken into consider-
ation her final payment came to just $55 
per month. She also receives a couple of 
wellness visits per year and was able to 
choose the provider, in this case Kaiser 
Permanente.

Now imagine if she worked for your 
company. Could you provide healthcare for 
a single woman for $55 per month?

Ok, but what about a higher paid individual 
or family, like your own? What might you 
pay for basic coverage under Obamacare?

I thought I had found a good answer to that 
question when I went looking for coverage 
under the new system for my wife and I.

Currently we pay $666 per month for a PPO 
insurance plan that has a $5,000 deductible 
for each of us each year. We also own a 
Health Savings Account (HSA) that allows 

MARCH 2014 INDEPENDENT DEALER PAGE 51

CONTINUED on page 52 >>

Should You Still 
Provide Health 
Insurance?
By Tom Buxton



Tom Buxton continued from page 51

us to add funds tax free on an annual 
basis to pay for prescriptions, visits to the 
doctor, etc.

Under the new plan, we would pay $689 
per month and gain a few new wellness 
visits a year at no extra charge. 

Sounds like a pretty good deal, right? 
Or at least one worth some serious 
consideration. That was going to be the 
basic message of this month’s column. 

But then, I looked at the proposed policy 
in a little more detail. I found that our out 
of pocket expense could go up as high 
as $6,250 per person per year. And then I 
discovered that once we had reached that 
$6,250 level, a new 30% co-pay kicked 
in—and that co-pay came with no ceiling!

In other words, if my wife or I became 
really ill and were hospitalized for any 
period of time, we would pay out of 
pocket expenses of $6,250 and then 30% 
of any additional expenses incurred after 
that with no apparent end in sight.  

It turns out that one of the many 
“temporary changes” to the new program 
allows the insurance companies an extra 
year to figure out how to keep track of 
their clients’ expenditures. So, until next 
year (we hope) all Obamacare policies, 
bronze through gold, don’t actually have a 
maximum out of pocket provision.  

So why have I shared all of these personal 
details with you and how does this help 
your business?

Basically because it demonstrates just 
how hard it is in the current environment to 
make the right decision about healthcare 
insurance for your business.

Regardless of what you think of 
Obamacare from a political perspective, 
it is currently the law of the land and you 
owe it to yourself and your people to 
investigate how it might be able to help 
your business. 

But, as my own experience shows, you 
need to be very sure that your research 

is as thorough and as detailed as you can 
make it.

Obviously, every situation is different and 
every business owner will need to make 
their own decisions. 

But no matter what size the business 
might be or what the particular healthcare 
burdens might be for your employees, it is 
still, whether we like it or not, very much a 
case of buyer beware. 

There is one opinion, however, I am 
confident in giving. If you are still paying for 
all or most of your employees’ insurance 
coverage, your company should consider 
cutting that commitment to some extent. 
I can guarantee you that your competitors 
are cutting theirs.

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