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INDEPENDENT DEALER

by Jim Rapp

“A few years ago, I hired a consultant, not from our industry, to come in and look at our

dealership and help us figure out where we should go next. He talked with our people, then

came back to me and said, ‘Wow, I’m impressed.’ I felt good until he added, ‘Your

salespeople, designers and project managers are experts. They know how all these

products are put together and are providing all these services to your customers, and you’re

not charging for them’.”

That was Greg Almond of Plano, Texas-based Furniture Marketing Group talking. Almond

continues, “It was then that I fully realized that our clients

were not always aware of all the services that go along with

a furniture order. So we set about to talk with each client

about our many services, and also to ask what services

they would like.”

Today, FMG provides a broad range of services,

including design, storage, space planning, inventory

management, refurbishing, lighting, used furniture

liquidations, HVAC, and on-site management. And

they charge for them!

continued page 17



The Phillips Group, Scott
Rice Earn ‘Best Place to Work’
Honors 

Hats off to the Phillips Group of Middletown,
Pennsylvania, recently honored as one of the
Best Places to Work in Pennsylvania. Phillips
was one of only 50 businesses in the state
receiving this special recognition and even
more impressive, it was the fourth year in a
row that Phillips was honored.

The dealership’s extensive involvement in
local community causes is one of its most
notable features, says supply sales director
Tom Smith. In addition to employees
contributing over $30,000 to the annual local
United Way pledge drive, the Phillips Group
is an active supporter of the Cystic Fibrosis
Foundation and serves each year as lead
sponsor for that organization’s local golf
outing. The cause has a special meaning for
Phillips, Smith explains, since two
employees at the dealership have children
suffering from the disease.

Congratulations also go to Oklahoma City-
based Scott Rice for earning recognition
recently for the second year in a row as one
of the “Best Places to Work in Oklahoma.”
Scott Rice was one of only 30 companies so
honored this year. 

The selection process was conducted by
Modern Think LLC, a workplace excellence
consulting firm, and was based on collected
data and internal employee surveys. A
consortium of organizations, including
OKCBusiness magazine, the Oklahoma HR
Council, The State Chamber, Career Tech,
Oklahoma Center for Nonprofits, Greater
Oklahoma City Chamber of Commerce and
Oklahoma Department of Commerce helped
sponsor the annual program.

U.S. Chamber Gives VIP 
the VIP Treatment 

In Hinesville, Georgia, Juanita Strickland
and her team at VIP Office Furniture &
Supply are celebrating after becoming one
of just three small businesses in the state to
be honored by the U.S. Chamber of
Commerce with a 2007 Blue Ribbon Small
Business Award.

The award recognizes excellence in a
number of areas, including financial
performance and business history, staff
training and motivation, community

involvement, customer
service and business
planning.

In the community involvement
area, VIP has a rich tradition of

support for deserving local
causes. The dealership is just down

the road from Fort Stewart, home of the U.S.
Army’s 3rd Infantry Division, and recently
adopted a unit of the division, sending over
250 care packages to soldiers fighting in
Iraq. In addition to being a long-time U.S.
Chamber member, VIP also belongs to the
Association of the U.S. Army, a support
organization for soldiers’ families, and a VIP
staff member serves on the local board of
the association.

The dealership is no less committed to
internal employee support and motivation.
Employees who reach their tenth
anniversary earn an expenses paid vacation
as a reward, while any college-bound child
of an employee receives a $500 scholarship.

VIP is an enthusiastic supporter of many
deserving causes. Staff members recently
collected food and other items for a local humane
shelter.

“Business has been great, with first quarter
sales up 20 percent,” Strickland reports.
“There are several reasons for that but one
of the most important is our outstanding
team of employees and the effort we make
to maintain a positive, happy work
environment.”

“The Blue Ribbon Small Business Award
enables us to recognize the hard work and
tireless efforts of America’s small
businesses,” said U.S. Chamber president
and CEO Tom Donahue. “VIP Office
Furniture & Supply is a shining example of
how a business can make a difference in its
community.”
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If you’re an indepen-
dent office products
dealer, you don’t need
me or anyone else to
tell you too much
about the elements

that make your business and others like
it special. Unfortunately, this month’s
issue contains far too much evidence of
what can only be described as ill-
informed prejudice against small
businesses. 

Two examples: The House Small Bus-
iness Committee needs to hold a
hearing to explain why independents
should get their fair share of the
government market, while one of the
country’s largest regional Chambers of
Commerce cuts a sweetheart deal with
a big box that’s really no deal at all.

Too many buyers are more or less
brainwashed by saturation advertising
from the big box national players. They
look at small business and auto-
matically think high prices. We know
that’s not the case but we also know
how hard it can be to counter clichés
and stereotypes. 

Fortunately, there’s an opportunity to
do that coming up in July, when the
American Independent Business Alliance
(AMIBA) holds its annual Independents
Week celebrations and turns the spot-
light on businesses like yours.

You’ll find plenty of information on the
AMIBA web site at www.amiba.net,
including a wealth of research informa-
tion on the importance of locally owned
businesses and promotional ideas you
can use to get your message across.

We hope you’ll take full advantage of
this opportunity in your own market,
and, of course, if you put together any
particularly successful efforts, please
let us know about them, so we can
share the results with your fellow
dealers.

http://www.amiba.net
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It All Started With 
a Foot Locker

by Jim Rapp

Atlantic Laser Office Products
Jacksonville Beach, Florida

Patsy Underwood, President
Tom Underwood, Vice President

� Remanufactured cartridges
� Office supplies
� Build and repair computers
� Equipment service
� Ten employees
� First call wholesaler: United Stationers
� In business since 1992

“In 1989 I was working for a true entre-
preneur. He started several businesses,
including one that reclaimed solvents
and another that refilled empty toner
cartridges,” recalls Patsy Underwood,
president of Atlantic Laser Office
Products in Jacksonville Beach, Florida.

“I remember vividly the day we received
the foot locker from a company in Texas.
We opened the lid and there was a
complete kit for refilling cartridges, along
with instructions on how to do it and, 
of course, promises of riches to follow!”
Patsy learned a lot about the business
and the industry, which was in its infancy
at the time and not held in the highest
regard.

Patsy and her husband, Tom, who had
just retired after a career as a Naval
officer, bought the business in 1992 and
set about to improve the quality and the
reputation of cartridge remanufacturing.

In 1994, they added office supplies.
“Customers would call or come in and
ask for paper and other supplies,
assuming we were a stationer,” she 
said, “so we started stocking the better
selling items and the business just grew
from there.”

The dealership was growing nicely when
in 1996, disaster struck and their office
and warehouse burned to the ground.
However, not all was lost. Among the few
things they recovered was a computer
hard drive, which, fortunately, contained
most customer files.

In addition, says Patsy, friends and
business partners rallied to the
Underwoods’ support. “We were able to
get back in business quickly because we
had an awesome support group,” Patsy
recalles. “Before the smoke had cleared,
our banker was there to advance funds,
the insurance adjuster appeared, and a
friend who had found our original space
was already searching for new space!”

“The very next day the staff was sitting
around our kitchen table calling
customers,” she remembers. Within
weeks, they had moved into a new,
larger facility.

Atlantic Laser has come a long way
since then. Today, Atlantic Laser is a full-
line dealer, with a new online program,
highlighting their remanufactured and
new cartridge offerings. Tom Underwood
heads the tech department, which
includes remanufacturing, printer repair,

and computer construction and repair.

The dealership serves as major suppliers
of new and remanufactured cartridges to
the legal and accounting market in
Jacksonville, along with substantial
printer sales and repair. They also
provide these same services to a
growing base of local, state and federal
government customers. The company
had a 10 percent sales increase last year,
and is shooting for 20 percent this year.

Along the way, the dealership has
established a useful partnership with the
local community college. “We now offer
internships for young students and
several have joined our tech department
after graduation,” Patsy reported. 

What’s next? “We’ll soon be adding
three new people to expand our sales
department, Patsy Underwood says,
“and we recently purchased a web-
hosting company that we’ll have to get
up and running.

It sounds as though another
foot locker has arrived!

Correction:
Last month’s profile of San Diego Office
Interiors provided an incorrect address for
the dealership’s web site. The correct
address is  www.sdoi.com. Our apologies
for the confusion.

http://www.sdoi.com


http://www.durableofficeproducts.com


More Riffs on Spiffs
After hearing from dealers in previous issues on
vendor spiffs, a sales rep weighs in on the issue
this month. For obvious reasons, he’s asked us to
keep his name and company confidential. And also
for obvious reasons, he doesn’t exactly agree with
management.

Got something on your mind or want to comment on
something in this month’s issue.  Just drop us a line.
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As a sales person working for an office furniture dealership,
I have found the various spiff programs very beneficial,
especially in light of the competitive environment within my
marketplace and in the industry in general. 

Often, when a large project is put out to bid, the bidding
between dealers is so competitive and the gross profit
margins are so low to win the job that the resulting
commission hardly makes the effort worthwhile. When this
happens, spiffs are often the only way for me to see any
money for my efforts. The dealers, the customers and the
manufacturers win, and with a spiff program so does the
salesperson who made the effort to find the client, put their
dealership in the game, and ultimately win and/or keep the
customer. 

I think it is important for dealer principals to realize that and
not under-value the importance of the sales team when it
comes to bringing in projects and customers—especially
now when good dealer salespeople are so hard to find. 

I would also like to add that I have never found a dealer who
is willing to reward a salesperson with any additional
compensation when the opportunity arises. The dealer may
take an extra 2% for paying their manufacturer's balance
early, or receive many other "dealer rebates, incentives and
discounts" but these are never shared with the salesperson.
Again, it is the salesperson that brings the client to the
dealer. This is not a complaint, just an observation. 

It is the job and the responsibility of the salesperson to find
the right products and solutions for the client. That is my
foremost thought and goal and I am not driven by only the
manufacturers that offer spiffs. 

Rather, I am driven by the opportunity to become a "partner
in business" with my customer and to make sure they are
receiving the best products and services that will enable

them to be successful and continue to grow their business. 

My success will always be based on their success with the
products and services that are provided. That may or may
not include manufacturers offering spiff programs. Again, it
is based on the best solution for the client. I have found this
the best way to build the kind of client relationship that will
lead to a long term and rewarding relationship with the
customer. 

Spiffs are only a small part of the rewards formula. When I
am successful, the dealership is successful too — and
always in gross profit dollars that will far exceed any of my
earnings. That is the way it should be. 

Finally, those dealer principals who resent manufacturer
spiffs need to take a deeper look at why and how those
programs came about in the first place. My understanding
is that the manufacturers saw an opportunity to directly
reward the salesperson for their efforts to promote the
manufacturer's products as a way to insure the
manufacturer's success within the marketplace. 

If the salesperson is doing their job, and the dealership is
receiving profitable business as a result, why is there
resentment over a salesperson making a few extra spiff
dollars? Salespeople will never exceed the earnings of the
dealership. If they do, there is something drastically wrong
with the dealer’s sales compensation program. 

Furthermore, dealer principals need adjust their thinking
regarding where the spiff money really comes from. It does
not come from the manufacturer offering the spiff program
or the dealer principal's bottom line. Rather, it is paid for by
the customer who bought the product from the dealer's
salesperson. If all of the dealer principals who resent
manufacturers’ spiff programs could grasp that fact, their
resentment would soon diminish, and they might be able to
rejoice in the salesperson's added fortune. 

In an industry with skyrocketing costs at every level, a
dwindling of quality office furniture sales and labor force,
dealer principals have bigger things to worry about than a
few spiff dollars paid directly to their salespeople.

mailto:simon@idealercentral.com


is.group and Advantage Marketing
Wholesalers Announce New Private
Label Brand For Independents

The is.group dealer co-op and
Advantage Marketing Wholesalers
(AMW) have launched a new, co-
developed line of private label products
designed specifically for the
independent dealer channel. 

The new brand, named Legacy, will be
made available in an open book
relationship to all independent dealers
in quantities ranging from full containers
to wrap and label levels, is.group and
AMW said in a joint statement. 

“This is an exciting announcement, not
just for IS and AMW, but for the entire
independent office products com-
munity”, said AMW president Jack
Reagan. “This unique alliance brings
transparent pricing and unprecedented
private brand access to all independent
dealers.” 

Mike Gentile, is.group president and
CEO, said, “We invite all independent
dealers and buying groups to take
advantage of this opportunity and make
the Legacy brand of office products the
fighter brand of choice in their
dealerships!”

Legacy products will begin to replace
some Value Plus and Director’s Select
products during calendar year 2007.
Both organizations will stock and
catalog the new Legacy-brand items in
2008. Phase 1 will include over 800
private label SKU’s in office products,
computer supplies and furniture, the
two organizations said.

TriMega Sets Rebate Record,
Launches City For Hope Fundraiser

TriMega Purchasing Association set a
new record for rebate distributions
recently, when it paid out checks to its
dealers totaling $12.1 million for the
fourth quarter of 2006.

Fourth quarter rebates represent a $1.8
million increase or more than 17% up
from the same quarter last year. The
rebates covered fourth quarter 2006
purchase activity, 2006 year end and
annual rebates, and the first ever
rebates from the group’s TriSupply
program launched late last year. 

Separately, TriMega announced it has
launched a new charitable campaign,
“Signatures for Hope,” in support of the
City of Hope’s research and treatment
programs for cancer and other life-
threatening diseases. 

TriMega will set up a “Signatures for
Hope” board” at its events in 2007 and
attendees will be encouraged to donate
$5 to sign their name using a Sharpie
marker, and join in the fight against
cancer. Each donation will be matched
both by Sanford Brands and TriMega. 

AOPD’s New Manufacturers
Advisory Council 

American Office Products Distributors,
Inc. (AOPD) has announced the new
members of its Manufacturers Advisory
Council. Joining existing members
David Williamson, executive vice
president and general manager of
MeadWestvaco, and Tom Sullivan, vice
president of sales of Smead
Manufacturing, will be Tim Fallihee,
director of sales, Pentel of America and
Mike Wilbur, vice president of sales &
marketing of Schachihata. 

Office Furniture USA 
Adds New Dealer Partners

Office Furniture USA said it added eight
dealership locations in the first quarter of
2007. They include The Norman
Company in Springdale, Arkansas;
Commercial Interior Resources in
Wilmington, North Carolina; Herman
Miller Workplace Resource in Colorado
Springs and Denver, Colorado;
Commercial Design Services in Lakeland,
Orlando and Tampa, Florida, and Office
Environments, Inc. in Philadelphia.

In addition to adding new partners, new
showrooms were opened in Boise, Idaho;
Bakersfield, California, and Reading,
Pennsylvania in the first quarter. The
company said a showroom in Waco,
Texas, has already been opened in the
second quarter, with additional
showrooms in Fort Smith and
Bentonville, Arkansas, and Wilmington,
North Carolina, scheduled to be opened
through May.

Stephen M. R. Covey to 
Keynote OPWA Conference

Stephen M. R. Covey, CEO of CoveyLink
Worldwide and author of The Speed of
Trust, will be keynote speaker for the
Office Products Executive Summit
sponsored by OPWA, the Office Products
Wholesalers Association. The Summit is
scheduled for September 6–9 at the
Naples Grande Resort & Spa, Naples
Florida. For more information, visit the
OPWA web site at www.opwa.org.

continued page 8
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INDUSTRYNEWS
If you have good news to share - email

it to Simon@IDealerCentral.com

mailto:Simon@IDealerCentral.com
http://www.opwa.org


continued from page 7

INDUSTRY NEWS

TriMega EVP Grady Taylor 
Testifies on Capitol Hill,

The federal government’s approach to
purchasing office supplies has put
independent dealers at a serious
disadvantage and created an
environment that unfairly favors the large
national industry players.

That was the message delivered last
month to members of the House of
Representatives’ Small Business
Committee by TriMega executive vice
president Grady Taylor. Taylor was

testifying at a special hearing held by
committee chairwoman Nydia Velázquez
(D-NY) on small business access to
government contracts.

Taylor said the Federal government has
failed to consider critical factors involved
in the buying process and ignored the
impact of severely limiting the number of
vendors able to sell to the Federal
government.  

“Limiting your choices of vendors means
lost jobs for a small business; lost tax
revenue for the Federal government and
local community and it means the
inability of small businesses to grow and
thrive,” Taylor argued.

He also said too many government
buyers have accepted the myth that
independents can’t service large national
contracts because they are not
sophisticated enough. “Independent
dealers can service large national
contracts when given the opportunity to
compete on a level playing field,” Taylor
told committee members. 

Taylor praised the Dept. of the Army and
the Dept. of Homeland Security for
supporting businesses through their
purchasing policies but he charged
practices such as contract bundling and
strategic sourcing have too often given
an unfair advantage to independents’
large corporate competitors.

He had particularly harsh words for so-
called “pass-through partnerships,” by
which the government orders from a
small business operating as little more
than a front for a large national company.

Taylor also expressed support for Rep.
Velázquez’s reform efforts. “We have a
real champion in the House who is
committed to leveling the playing field for
small businesses when it comes to doing
business with the Federal government,”
he said.

For more information, contact
INDEPENDENT DEALER’s government
affairs columnist and government
procurement consultant Paul Miller 
(PH: 703-930-7790; 
Email: pmiller@mwcapitol.com).

mailto:pmiller@mwcapitol.com
http://www.regencyof.com


If it’s a cliché to say that ours is 
an industry of near constant change, it
is also an industry that is home to many
companies with proud traditions and
histories. Case in point: Lawrence,
Kansas-based Cardinal Brands, which
this year celebrates its 125th
Anniversary. 

While the company itself has been
known by that name only since 2000, its
roots go back all the way to 1882, when
the Globe Files Company filed for
incorporation in Ohio with an initial
investment of $60,000 and a patented
“Globe System” for filing papers
vertically, an innovation that was to
serve as the model for the method still
very much in use today.

Product innovation has been
a hallmark of the company ever since, and while
items such as the Wernieke “Elastic Bookcase”
or the “Techniplan” office partition system may
seem quaint today, they were in their day

pioneer products that helped bring new efficiencies
and productivity to Corporate America. 

Since those early days, a steady stream of product
innovations, corporate mergers and acquisitions and
name changes have transformed the company.
Today, Cardinal Brands not only is the parent
company for Globe-Weis, the straight-line
descendant of Globe Files, but also includes Adams
Business Forms, Cardinal Binders and Generations
scrapbook supplies among its portfolio of business,
consumer and hobby products.

As we look back on 125 years of distinguished
service and innovation, we offer our own tribute in
pictures to the company and the role it has played
in our industry.

INDEPENDENT DEALER PAGE 9
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Last month I wrote about how the marketplace determines the success or failure
of most business strategies and products. I argued those products that save

businesses and consumers money or time have a very high
probability of being successful, while strategies like the
agreement between Staples and Hewlett-Packard to
eliminate compatible cartridges have a much smaller chance

of being accepted.

This month I am writing about Hewlett-Packard again, both
because they represent somewhere between 25-40% of

your business (making them your most important vendor),
and because their actions in the marketplace are worth
studying in order to understand the future of our channel. 

While you were busy preparing for the May 1 copy paper
increases, HP introduced a line of products that could change
our business more than any price adjustment.

On March 8 Hewlett-Packard introduced a line of 
MFP inkjets that:

� Produce blindingly fast copies
(34 ppm in b/w or color)

� Provide full MFP functionality

� Enable the user to print at a lower cost per page
than any color laser printer under $1,000

� Do all of this, depending on options, for
between $269.95 and $449.95

Why is this revolutionary?

First, inkjets have always exemplified the
“razor and razor blade” analogy. Informed
reps have demonstrated the cost per
page differential between inkjets and
lasers with the goal of helping the
customer shave their cost per page from
$.10 or $.15 to around $.02 to $.05 for
monochrome laser. Low priced color
lasers, while more expensive per page
than monochrome, have always been
more economical than any inkjet. 

Model numbers L7580, L7680 and L7780
stand on its head the theorem that lasers
are cheaper per page than inkjets. Why?
Because these printers provide so much

more for the money than any previous
inkjet model. The 88XL black cartridge
provides 2,300 impressions (at 5%
coverage) for $34.99 at your local retail
store. Compare that to the yield of the
very popular 51645A, which provides only
833 impressions for around $29.95 and
one must conclude that HP is changing
the way it attacks the home office and
mid market consumer.

But why should you care about the
“technology primer” I just provided? It could
be important to you and your dealership for
a number of reasons. First, the existence of
inexpensive inkjets may change your
customers’ view of laser printers. 

You and your reps can position yourselves
as consultants in this area by engaging
customers in a conversation about this
new, less expensive technology.

Also, whether or not you decide to speak
about this change, it will probably affect
your business in the long-term. HP is
competing against itself (its laser printers
use Canon technology) possibly because
it owns its inkjet side, but partners to
create laser printers and toner. They must
believe they can gain a larger market
share in the business-to-business arena
and are willing to reduce the price per
copy to do it. 

continued page 11

By Tom Buxton

HP L7880



continued from page 10

BUXTON: HP
Why does this

affect you?

Because there
is a significant
possibility that

toner sales will
shrink and inkjet
sales (which
sell for less
margin dollars
and GP percen-

tage) will increase. HP’s
margins will also increase,

because inkjet cartridges are extremely
inexpensive for them to produce, but
laser toner sales, both OEM and
compatibles, might shrink. 

Obviously, this rollout could be a flop, but for
the same reasons that HP’s agreement with
Staples will probably fail to stem the tide of
compatible toner, the introduction of lower
priced printing technology should enable HP
to succeed with their new printers. 

Consequently, if Hewlett-Packard sells

“boatloads” of these printers and your
customers reduce their supply purchases,
your company will need to find other
revenue streams to replace toner sales. 

Do you see why wholesalers, buying
groups, furniture manufacturers, coffee
vendors, and breakroom suppliers are
trying to get you to diversify your business? 

HP understands that either the cost of
using printers needs to be significantly
reduced or businesses will find ways to
reduce the amount they print. I can
already hear you saying, “Tom, it has long
been said that copy paper usage would
go down, yet it has increased every year.” 

Has it occurred to you that there has been
no reason to limit copying? Paper prices,
when compared to other commodities
like gasoline have actually decreased.
Paper sales will decline if the price-per-
carton rises past a certain point.
Fortunately, up to this point, manufac-
turers have understood this fact.

In conclusion, I would like to personally
thank Hewlett-Packard for demonstrating
to the office products channel the
temporary nature of our business. We

used to sell unbelievable amounts of
pens, pencils, and file folders, but those
products no longer crack the top 100
items sold by dollar volume. 

As Bob Dylan once said, “The times they
are a changing.” Might I add, as dealers
today we too need to focus on changing.
Specifically, we need to diversify our
business. Putting it simply, we will either
change or die!

Tom Buxton is founder and CEO of
InterBiz Group, a consulting firm that
works with independent office
products dealers to help increase sales
and profitability, For more information,
visit www.interbizgroup.com.

HP L7780

HP L7580

http://www.interbizgroup.com
http://www.interbizgroup.com


A comprehensive program of industry workshops and seminars, a trade show with close to 140 exhibitors, guest speakers of the
caliber of former Chicago Bears coach Mike Ditka and entertainment from superstar magicians Penn & Teller. These are among the
highlights of United Stationers’ Vision 2007 Dealer Forum, which runs May 14-17 at the Mandalay Bay Hotel and Resort in Las Vegas. 

“United's Vision conference has become an event that is highly prized by all attendees because it offers something for everyone,
and Vision 2007 will be no exception,” says United’s director of communications and events Jeff Kressmann. “We're as excited as
all our attendees about this one being even more memorable than the last."

This year’s Vision conference is expected to generate record attendance of over 2,300, Kressmann
indicated. In this special section, we preview some of the education, information and networking
opportunities attendees can expect.

Coach Ditka, Penn & Teller Headline Program 
Keynoting the final day general session at Vision 2007 will be Mike Ditka, former head coach of the Chicago

Bears and New Orleans Saints and frequent TV commentator. 
Ditka began his professional football career with the Chicago Bears, went on to play for the Philadelphia

Eagles and Dallas Cowboys and was the first tight end inducted into the Pro Football Hall of
Fame. He became head coach of the Chicago Bears in 1982, led them to a Super Bowl
Championship in 1985 and later coached the New Orleans Saints before embarking on a
successful career as a sports broadcaster for NBC, CBS, and currently, ESPN Football Live.

Also headlining the event are superstar magicians Penn & Teller, who will provide
entertainment at Wednesday night’s Gala Reception and Dinner. 

Since first performing in 1975, Penn & Teller have built a smash career that has included a
Broadway show, an Emmy award-winning PBS special, national tours, and dozens of
appearances on David Letterman, Jay Leno, and other popular TV shows. They have written
three best-selling books and currently appear regularly in Las Vegas to sold-out audiences.

continued page 14

Vision 2007

Offers a Wealth of Education, Entertainment and 
Networking for First Call United Dealers

http://www.basyx.com


Why waste time and money 
trying to connect multiple software packages? 
Britannia offers a complete solution 
for office products dealers in ONE powerful package.

8 7 7 . 5 2 2 . 0 0 9 9
www.britanniainc.com

One.

How many software packages 
do you need to run your business?

 Complete office products business system

 Customizable Web storefront

 Retail point-of-sale

 Inventory tracking

 Fully integrated accounting and reporting

 Machine & furniture capability

 Industry-leading service and support

 Software that grows with your business

http://www.britanniainc.com
http://www.britanniainc.com
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United’s Vision conferences have always
offered a wealth of industry education
opportunities and this year’s event is no
exception. Listed below are some of the
sessions available.

� Harnessing the Power of Referrals.

Learn the secrets of using referrals to grow your business
using a field selling strategy that works especially well for
experienced or veteran salespeople who have lost their
enthusiasm for prospecting, or are too busy to cold call.

� Reach New Prospects Through the 
Magic of Public Speaking.

Find out how to reach more prospects more efficiently via
public speaking in your market area. Develop marketable
topics and workshop material, take advantage of
networking opportunities by promoting your workshop to
prospective clients and use your creativity and personal
experience to create a vision that resonates with your
audience.

� Tough Times Don’t Last...Tough People Do! and
Thinking Outside the Box.

Discover two different approaches to personal
development from a pair of lively seminars that will
highlight the habits and thought patterns successful
people have used in the face of tough times. Explore
techniques for avoiding log jams, discarding obsolete old
rules and becoming more comfortable with risk taking.

� Build Margin By Better Managing Your Customers–
and Your Business.

INDEPENDENT DEALER columnist Tom Buxton will lead
you past the veil of mystery about pricing and explain
how can you get your customers to accept price
increases and not perpetually price shop you against the
competition.

� Furniture—Direct Access Program.

Find out about United’s Direct Access Program, a
strategic furniture initiative that offers dealers a turnkey
mid-market furniture program with “direct access” to a
focused group of additional furniture lines that target the
fastest growing segment of the market.

continued page 15
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Agenda
Monday, May 14

All Day - Arrivals (Dealers & USSCO Associates)

6:00pm-8:00pm - Welcome Reception

Tuesday, May 15
Morning - Arrivals (Suppliers)

7:00am-8:00am - Buffet Breakfast

All Day - General Session/
Breakout Sessions

12N-1:00pm - Lunch

9:00am-5:00pm - Trade Show Set-Up
(Suppliers)

7:00pm-9:00pm - HP Reception

Evening - Supplier Dinner

Wednesday, May 16
7:00am-8:00am - Buffet Breakfast

All Day - General Session/
Breakout Sessions

11:00am-4:00pm - Trade Show

12N-1:00pm - Lunch

7:00pm-9:30pm - Gala Reception and
Dinner

Thursday, May 17
7:00am-9:00am - Buffet Breakfast

All Day - Departures

http://c-lineproducts.com/antimicrobial.html
http://www.meadwestvaco.com
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� Tapping Into “Workplace Wellness” Products.

One of the strongest growth categories within the
Jan/San category is “Workplace Wellness” products,
capitalizing on the rising awareness of worker health
issues. At this session, co-hosts Kimberly Clark and Gojo
will delve into opportunities for dealers to sell a range of
products that address consumers’ concerns about germs
and wellness in the workplace.

� How Dealers Use United Dealer Training to
Achieve Extraordinary Growth.

Get an update on the United Dealer Training Program
(UDT), a comprehensive training and educational
curriculum that provides independent resellers the
knowledge and skills necessary to compete in today’s
business environment.

� Keeping Up With the Latest in Marketing.

Learn about the "latest and greatest" techniques that
other dealers are using to acquire, retain and win-back
accounts. Hear from United's experts on what print and
eMarketing techniques are available and how you should
use them for specific applications. 

� Marketing to Women: An Inspirational 
How-to-Go-to Market for Office Dealers.

Women are the most powerful buying influence in
business markets today but do we know how to market
to them? Learn how from Peter Frost, an industry veteran
with more than 30 years experience in office products
sales and marketing.

� Furniture and the Power of eCommerce.

The power of the Internet continues to reshape consumer
buying behavior, resulting in rapidly escalating use of the
Web to research and purchase office furniture. Find out
how to take advantage of this trend and accelerate your
dealership’s furniture growth.

� Driving More Technology Sales with the
Technology Adoption Life Cycle.

Technology may be the fastest-growing category, but it
offers many challenges related to new product
introduction and obsolescence. Discover how under-
standing technology innovation cycles can result in a win-
win scenario—for your customers and your dealership.

continued page 16

DDeeaalleerr  EEdduuccaattiioonn

Contact Your Cardinal Brands Rep or call  800.282.7261

Now that finger-friendly EasyOpen rings are available in 
so many cover styles, your customers can enjoy their
one-touch ease and no-pinch comfort no matter what
they need to bind – handouts, reference information,
records, training materials, even tabloid-size documents. 

There’s only one 
finger-friendly

TM

ring…

but (luckily) many 
EasyOpen

TM

binders.
Taller sides won't get

caught under rails 
in file drawers. 

Customers will also appreciate the
noticably heavier construction on
these and all Globe-Weis Heavy
Duty Files, Wallets and Pockets.

Contact Your Cardinal Brands Rep.
Or call  800.282.7261

File Cabinet 
Pockets

http://www.cardinalbrands.com
http://cardinalbrands.com/globe/index.htm
http://www.saunders-usa.com/core/?brand=70


3M

Accentra

Acco

Acme United

Acroprint

Activant

Advantus

Ampad

Amplivox

Anle Paper

Appointments
Direct

Artistic

Aurora Corp.

Avery

Balt

Basyx

Belkin

Bic

Boardwalk

Boise Paper

Bretford

Brittania

Brother

Buddy

Burnes Home
Accents LLC

Bush

Canon

Cardinal

Carl Manufacturing

C-Line

Clorox

Clover
Technologies

Consolidated
Stamp

Crayola

DDMS

Deflecto

DMI

DMIA

Domtar

Durable

Duracell

Dymo

Eldon

Elmers

Energizer

Epson

Esselte

Falcon

Fellowes

FireKing

Fiskars

Georgia-Pacific LP

Global

Gojo

GOPD

Gussco

Henkel

Hewlett-Packard

HON

House of Doolittle

HP Calculators

IBM

Iceberg

Idea Stream

Imation

International Paper

is.group

Jabra/GN Netcom

JohnsonDiversey
Consumer Branded
Professional Products

Kensington

Kimberly Clark

Lathem Time

Lavazza

Lee Products

Lexmark

Logitech

Longbow
Consulting

Martin Yale

Master Caster

Maxell

Maxon

Mayline

MBS Development

MeadWestvaco 

MMF Industries

Mohawk Fine
Papers

Mr. Coffee

Neenah Paper

Nekoosa Coated
Products 

Nestle

NIB/NISH

NOPA

NuDell 

Nukote

Office Star

Okidata

Paxar

Pelouze

Pentel

Pilot

Plantronics

PM Company

Proctor & Gamble

Quality Park

Red Cheetah

Rediform

Reditag

Riverside Paper

Royal Sovereign 

Rubbermaid
Commercial

Safco

Samsill

Samsonite

Sanford

SAP

Saunders

Seiko

Sharp

Smead

Sony

Soporcel

Southworth

Stanley Bostich 

Structured Web

Tennsco

Tombow

Tops

TriMega Purchasing
Association

UPS

Verbatim

Victor Technologies

Virco

Wausau Paper

Xerox Office
Products

Xerox Supplies
North America

Zebra Pen

Exhibitors (as of April 4, 2007)

http://www.hon.com
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SERVICES
Almond says they have done nearly

every task a client requests. A day

before move-in, a client called and said

they forgot to stripe the new parking lot.

“Would you get it done today?” the

client asked. “Of course,” said the

project manager—and he did.

I’m sure other dealers can tell similar

stories. They not only show how much

your clients depend on dealers today.

They also point the way to a wealth of

new and innovative opportunities to

grow your business.

Leading By Design

Cary Matthews, sales manager of

Business Interiors & Environments, a

Herman Miller dealer in Akron and

Cleveland, Ohio, believes that design

services should drive other services, as

well as the furniture selection process

itself.

“We start with design,” states

Matthews. “Our dialogue with clients is,

‘Let’s first look at your needs, then

develop a plan that will satisfy those

needs.’ This is design in the broadest

sense of the word. It points the client

toward the best furnishings to get the

job done, and not to a particular

product line or price point. Once these

decisions are made, we then ask the

client to consider what other services

are needed to complete the work.”

Matthews pointed out that what’s most

important is not whether you provide a

service in-house or use outside resources,

but that you control the service and the

quality of the work. Other dealers I

spoke with made similar points.

The Time is Right

Offering services beyond the sell-

design-install model is not new for

furniture and contract furniture dealers,

but there has been a dramatic increase

in the range of services dealers provide

over the past few years. As one dealer

told me, “You have to make it on

services today. You cannot survive with

furniture sales alone, even with volumes

pre 9-11.”

When considering new services,

dealers generally have three questions:

� What are the best 

(most profitable) services to

start with?

� How do I price them?

� Can I do the work in-house, or

should I get outside help?

Industry consultant Jim Heilborn says

it’s best to build on what you already

have. If you have unused warehouse

space, perhaps storage is the way to

go. If you have a manager and/or a

crew that are really good at delivery and

installation and you have the trucks,

perhaps you should consider office

moving.

But Heilborn cautions, “You really need

to evaluate the potential for any given

service before you start. Consider those

services that customers ask about.

Better still, sit down with customers and

ask them what services they would like.

Probe in particular for those that they

are not happy with from other vendors.”

How do you price a new service? San

Diego Office Interiors’ Vince Mudd says

that’s easy. “First you find out what the

competition is charging. This doesn’t

mean you have to follow their pricing,

but it gives you a basis for comparison.

Second, just about any service has 

continued page 18
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• Asset/inventory
management

• Brokerage services

• Cleaning-carpets,
panel fabrics, seating,
etc.

• Conference rooms-
A/V-theater

• Delivery and
installation

• Design

• Electrical/cabling/
lighting

• Equipment installation

• Ergonomic consulting

• Flooring/carpeting

• General contracting

• Green applications

• Media and data
protection services

• Metal painting

• Move and churn
management

• Office
decommissioning

• On-site management

• Phone systems

• Project management

• Reconfiguration

• Records management
and retention

• Refurbishing

• Rental/leasing

• Wall panels, raised
flooring

• Warehousing/storageSE
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continued from page 17

SERVICES
a fixed-cost part that doesn’t change.

For example, you know the costs of

goods and any outside equipment you

rent, you know how many pieces you’re

going to move, you know the distance

and the day of the week. You know all

this from past experience. The only

thing that may change from year to year

is labor cost.”

Consider Your Resources

The third question—doing it in-house or

outsourcing—depends pretty much on

the resources you have available,

contends Kevin Sturges, VP of

operations for Arbee Associates,

Gaithersburg, Maryland.

Arbee is big in office moving, with

operations in the Washington, D.C.

area, New Jersey and everywhere in

between.

Sturges points out: For any dealer

considering adding moving to their

service list, I would caution them not to

jump in until they have a trained staff on

board—project managers who actually

know how to conduct an office move,

as well as the individuals doing the

heavy lifting. Also, if teaming with an

outside move vendor, make sure that

you control all aspects of the move.

“In moving services, all our people

attend a three-day hands-on training

program conducted by the International

Office Moving Institute (IOMI),” states

Sturges. “I highly recommend it to any

dealer who’s planning to enter this

market.”

IOMI president Ed Katz says he’s seen

quite a number of furniture dealers

enter the moving business recently. “It’s

a natural, because clients place more

trust in a dealer they know than they do

in a mover listed in the Yellow Pages,”

he said, “and dealers already have the

trucks and much of the know-how

needed to do a good job.”

Sturges adds this caution: Be certain

that your insurance is both adequate

and appropriate. You can’t assume that

just because you’re covered to move

furniture, your insurance also applies to

electronics and records. Some policies

have a cap on coverage, per truckload.

If you’re moving high-tech equipment,

the value of a single truckload could

exceed a million dollars.

Take a Load Off Their Backs

“Businesses today have a lot more

important things to do than worry about 

continued page 19
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SERVICES
why an office is missing a chair, or what

to do with several new employees

starting next week who have no place

to sit,” says John Johnson, CEO of T.W.

Ruff, a Steelcase dealer with locations

in Columbus, Ohio, and Orlando,

Florida. “So we do it for them. You can

call these services whatever you

want—storage, asset management,

warehousing, rental, refurbishing, etc. It

doesn’t matter, but once you take that

load off their backs and you do a good

job, you’ve usually gained a customer

for life.”

Clients have the direct-dial numbers of

Ruff’s key service personnel and their

areas of responsibility. Their asset

management system identifies and

numbers the location of every stick of

furniture in a building, or the entire

client inventory across the country,

regardless of who manufactured or sold

the products.

Lincoln Office, Peoria, Illinois, has a

manager who works with only one

client—a giant equipment manufac-

turer. This person is in touch with key

managers at the client’s facilities

around the world. No furniture

decisions are made until they first

check with Lincoln’s “man on site.”

Fortunately, there are a number of good

asset management software programs

available today, and most can be

customized to fit a dealer’s specific needs.

Robert Kendal, president of KISP, Inc.,

providers of the SnapTracker asset

management program, says that most

office managers couldn’t provide a

furniture inventory list if their life

depended on it! And, argues Kendal,

that makes it one of the most promising

opportunity areas for furniture dealers

today.

Looking Ahead

“The office building of the future is

already here,” says Ken Feinstein,

marketing manager for Brigholme

Interiors Group, Markham, Ontario,

“and except for walls and roof, it’s all

‘made in a factory’.”

Feinstein says that Europe is a decade

ahead of North America in this regard.

“While the initial dollar cost may be

slightly higher, it’s less expensive over a

longer period of time,” he maintains. 

Brigholme is already selling and

installing these systems. “Everything is

made at the factory. Walls have the

treatments on them—and in them—

wiring, even plumbing where needed.

And because everything is built to

specifications, install time is reduced

up to 40 percent.”

Brigholme has a separate department

to handle IT and cabling, plus a staff of

28 installation technicians. They also

have three teams available to handle

on-site repair and maintenance, two of

which have desks at client offices.

As I talked to dealers in America and

Canada for this article, several key

points emerged. Probably the most

important is this one: It’s still possible

for dealers to stay with the traditional

sell-install model, but doing so risks

losing business to competitors who

have more to offer clients. 

But while that fact alone means dealers

need to factor service opportunities into

their business planning, adding

services is not without risks of its own.

Before you offer a new
service:

� Find out what competitors

are offering and how their

customers rate them.

� Talk with customers to see

what they want.

� Look at your own

resources—people,

management time available,

physical resources.

� Talk with dealers successful

in your areas of interest.

� Find vendors that will best

serve your needs.

� Determine how much of the

work can be done inside and

how much outside.

� Train your people or hire

others with the knowledge and

experience.

So far at least, it looks like office

furniture dealers are having another

good year. Those dealers that add

additional services will most likely

have an even better one!

What Did We Miss?

We’ve tried to put together as

comprehensive a list of

services as possible, but

given dealers’ ingenuity and

resourcefulness, we doubt

we’ve got them all. If you’re

offering a service that’s not on

our list, or have any

comments or questions on

this month’s cover story, just

drop us an e-mail here. And

thanks, as always, for reading!
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In Time Traps, author Todd Duncan
identifies the eight most common time
traps that snare salespeople and other
businesspeople. He argues that instead
of trying to improve time management,
a far more constructive approach is to
focus on task management. 

He offers strategies to help you sell
more in less time—such as cultivating
high-value customers for repeat
business and referrals—and ideas on
how to best use all your new free time
and balance your life outside of work.

The key elements I took from this
book and use to this day are:

� Learning how to regulate how
much time to put into paperwork,
planning, people, projects, and
customers. 

� The book gave me the opportunity
to provide our sales force with an
expert on time management.
There is an old saying that you are
never a prophet in your own
land.....so get an expert!

� It gave me a way to check up on
what is important to me....after all
we put our time into what is
important to us. Or do we?

It was a great "Step One" for me to
organize a lot of what I do. By
following many of the steps I picked up
time to do more of what I wanted to do.

All of us are trying to fit more into
increasingly busy schedules without
being totally swamped. Time Traps
won’t take care of that problem
completely for anyone, but it does offer
some very useful suggestions for
making it a lot more manageable.

Time Traps: Proven Strategies for
Swamped Professionals 

by Todd Duncan
By Chris J. Peterson, president, Supply Division,
Warden’s Office Products Center, Modesto, CA

http://www.installnet.com


By Bill Kuhn

Well-constructed employee surveys can be a very

useful tool for measuring your dealership’s culture.

They can provide valuable information and lead

to programs that improve performance and

customer satisfaction, create a stronger dealer

culture and enhance company-wide employee

engagement.

However, if a dealer is not truly interested in implementing
employee suggestions, there is no point in doing a survey.
Failing to act on survey results only increases the disconnect
between the public face of the company and its private behavior
and trust of the workforce.

I have observed scores of dealer surveys and while several were
good, many had major pitfalls which ultimately created new
problems. The following guidelines should help you avoid some
of the more common traps, develop a well-designed survey and
provide a meaningful tool to evaluate and enhance your culture.

Guidelines for better surveys

• Define your purpose for the survey. Do you want to better
understand your existing culture, identify areas that need
to be addressed to enhance your culture, build a dealer
brand identity, re-energize your workforce? When your
people fill out a survey, they will want to know why and
what action will be taken once you have reviewed their
input. Defining the purpose of the survey will help you
better narrow down the type of questions to be asked.

• Seek employee input on the questions to be included
before finalizing the survey. There may be important areas
(including behaviors) that you have overlooked that should
be included in the survey. Owners frequently see things
very differently from employees and you may have missed
some key aspects that are critical drivers of performance
and culture.

• Develop your questions around observable behavior that
is linked to performance. Behavior drives performance
and that can be measured. The wording of questions is

critical. Stay away from subjective or opinion-based
questions, and ones that are emotionally loaded or convey
preconceived conclusions. 

• Use a numeric response scale with words only at each
end. My firm typically uses a five-point scale (three being
the mid-point) with word labels at each end that are the
extremes. Typically, we use words such as “strongly
disagree” to “strongly agree,” or “never” to “always.” It’s
important to have an odd number of options so that a
neutral opinion (e.g. a 3 on the scale of 1 to 5) can be
expressed. 

• Construct the survey in a way that it can be a positive
experience for the employee. Create a “to the point”
questionnaire that can be completed in about 20 minutes.
Some employees will want to give comments to a
question, and comments may prove as valuable as the raw
numbers. Provide an opportunity for comments with each
question. Maintain confidentiality. You may want to code
the questionnaire (e.g., sales department, operations,
office), but do not require signatures. 

• Share results and the actions that will be taken based
upon the survey. At company meetings, present the results
of the survey to your organization, both good news and
bad. If the news is bad, show a sincere commitment to
making the changes necessary for a more productive and
healthier culture in your dealership. Listen to suggestions
your workforce may have. Periodically repeat surveys and
measure the (quantified) progress that has been made. 

Culture drives results. Healthy cultures lead to high
performance. Dealers should continually examine their
corporate culture and a periodic workforce survey is one of the
most beneficial tools for assessing your culture and
determining how it has changed over time. 
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Bill Kuhn, principal of William E. Kuhn & Associates, is a noted industry consultant, writer, and speaker with over 35 years of industry experience. He consults
with dealer principals and their management teams in areas of strategic planning, leadership and organizational development, marketing, financial
management, valuation and merger/acquisition. For more information, contact Bill by phone 303-322-8233, fax 303-331-9032, or e-mail: BillKuhn1@cs.com.

How Healthy
is Your 

Culture?
SURVEY YOUR

EMPLOYEES
TO FIND OUT

SURVEY YOUR
EMPLOYEES
TO FIND OUT

mailto:BillKuhn1@cs.com


Our people have a strong sense of community built on
trust, respect, and support.

Everyone is encouraged and given the opportunity to use
and build their skills.

We attract quality talent and retain our top producers.

Our leaders at every level model behaviors that create
enthusiasm and commitment throughout our workforce. 

Our commitment to our customers is clearly reflected in
all that we do.

We share a common set of beliefs and business
objectives.

Our culture is based upon high integrity, which is known
by our customers and within our community.

Our collective will to win is high.

Our dealership has high expectations and performance
standards for results.

Work gets done effectively and productively.

We embrace change to continually improve our
performance, meet challenges, and take advantage of
new opportunities.

I have a good understanding of our company’s vision,
goals, and direction.

I have a clear sense of how my performance contributes
to the goals of the company. 

STRONGLY AGREE STRONGLY DISAGREE

1 2 3 4 5

STRONGLY AGREE STRONGLY DISAGREE

1 2 3 4 5

STRONGLY AGREE STRONGLY DISAGREE

1 2 3 4 5

STRONGLY AGREE STRONGLY DISAGREE

1 2 3 4 5

STRONGLY AGREE STRONGLY DISAGREE

1 2 3 4 5

STRONGLY AGREE STRONGLY DISAGREE

1 2 3 4 5

STRONGLY AGREE STRONGLY DISAGREE

1 2 3 4 5

STRONGLY AGREE STRONGLY DISAGREE

1 2 3 4 5

STRONGLY AGREE STRONGLY DISAGREE

1 2 3 4 5

STRONGLY AGREE STRONGLY DISAGREE

1 2 3 4 5

STRONGLY AGREE STRONGLY DISAGREE

1 2 3 4 5

STRONGLY AGREE STRONGLY DISAGREE

1 2 3 4 5

STRONGLY AGREE STRONGLY DISAGREE

1 2 3 4 5
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SampleSurveyQuestions

How Healthy
is Your 

Culture?
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Provide quality information. The number one complaint among
support staff is that salespeople do not provide them with enough
quality information. The more the support staff knows about
customer needs, likes, dislikes and overall expectations, the more
effective they can be. Providing quality information is also critical to
reducing the errors, returns and revisions that reduce bottom line
profits and make the dealership appear incompetent. 

Respect and treat support staff as professionals. There is a big
difference between someone working with you and someone
working for you. The support staff in a dealership should be there
to support the entire sales process, not just an individual
salesperson. 

The difference in income earned between sales and support staff
should have nothing to do with talent, professionalism or company
ranking. The difference in income is due to the degree of difficulty
in sales that is not found in support and the risks involved. Support
staff does not have to negotiate price, address objections or close
sales. And if a sale is lost, it does not directly impact their
income—at least not immediately. 

However, the more that the support staff is shown respect for what
they do and the more they are treated as part of the team rather
than as personal assistants, the more everyone benefits. 

Salespeople should prioritize both work and time. They know
what priorities are with their customers but they should never
assume that sales support also knows and will automatically make
adjustments. And when delegating work to be done, you will get far
better results and avoid losing credibility when you approach your
sales support staff with realistic time frames as often as possible.
Remember the story about the young boy tending sheep who cried
“Wolf” so often that when the wolf finally did appear, no one took
him seriously.

Salespeople and sales support need to focus on business issues,
not personal ones. Both groups understand what they need to do
to make things happen and that alone makes it critical they have a
professional working relationship. They may not always like each
other or agree with each other's personal lifestyles, but for the well
being of the company and to the benefit of the customer, they must
know how to work together as professionals. 

True professionals do not yell, scream, curse, or coerce. Instead,
they seek to resolve differences and find ways to minimize
conflicts. If your sales or support staff cannot successfully
resolve conflict, they lose on multiple levels: 

� They are less likely to be perceived as being professional.
� They are less influential and less able to win the

cooperation of others. 
� Their credibility and authority are undermined. 

And it’s a fact: Most conflict is traceable to misunderstandings
about expectations. Here are few ways to keep that from
happening. 

� Have salespeople send copies of anything they e-mail or
fax to customers to sales support with an “FYI; just keeping
you in the loop” message. If a support person avoids making
a mistake just one time because they remembered something
in one of those FYI memos, it will have been worth the effort. 

� Encourage salespeople to say thank you often and avoid
saying things like, “This has to be done by….” Instead,
encourage them to say, “The customer is insisting they have
this by Friday. What do you think we can do to make that
happen?” 

� Encourage your support staff to give their point of view and
encourage salespeople to listen, even if they do not agree
with what the other person is saying. People who are forced
to become “Yes” people can easily turn into robots and bring
little to the table. But if we encourage our people to take
initiative, speak up and be proactive, you'll find they can add
much more value to both sales and customer service. 

Remember:

Sales is not a DEPARTMENT.

Sales is an Attitude!

&

Winnie Ary is a nationally recognized consultant, author, trainer and professional speaker who has helped literally hundreds of independent dealers improve their sales, sales management,
customer service and leadership capabilities. For more information, visit her website at www.AryGroup.com or contact Winnie by e-mail at winnie@AryGroup.com.

What is the primary role of Sales Support?
Ask any dealer principal or sales manager and you will probably hear something like: “Doing whatever needs to
be done to help close a sale, save a sale, fix a sale or get a sale through the system and meet or exceed customer expectations.” 

Successful salespeople know they can’t do everything themselves and as such, need to place a high value on being able to
delegate work to their support staff. So what are the keys to getting sales and support working together more effectively? 

Sales   
Support

WORKING IN SYNC

http://www.AryGroup.com
mailto:winnie@AryGroup.com
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?
ASK THE

Expert If you’ve got a question about running your business,
send it along and we’ll try and find an answer for you.

If this question is posed to a conveyor salesman, his
answer probably would be, “Of course. After all your
wholesaler has been using this technology successfully
for years.”

This of course ignores the differences between a dealer
and a wholesaler. At the dealer level, the differences in
labor and travel time are enormous. Most dealers
process only a thousand lines or orders (at an average
of 2.2 lines/order) per day, versus the wholesaler who
quite possibly performs this much work in an hour or
less. 

Consider two basic layouts: one using a conveyor
(Figure A) and the other set for cart-based picking
(Figure B). Both plans incorporate hand stacking of
larger or super fast moving products in pallet racks;
smaller size, fast moving materials in a carton flow rack;
much smaller, fast moving items in shelving row end
caps (facing the pick aisle), and the remainder of the

materials in shelving with 3 foot wide aisles. The net
area in each plan is identical (approximately 7,500
square feet).

Follow the pickers’ path, shown by the black arrows, as
they process orders through this area. Everything starts
at the upper left, moves to the right and returns back to
the left. The picker can then continue to the lower part
of the plan or send the orders directly to packing. The
minimum walk is 237 feet and the maximum path is 463
feet long. Of this travel 54 feet or 23% is spent in non
productive walking back to the starting point.

This assumes that only one or two pickers are stationed
in this area. If more are added the conveyor divides the
space into two separate zones and each picker will
travel in the direction of the conveyor as they pick, and
return to their starting point empty handed. The
maximum total travel is then over 720 feet, with 50% of
their time spent in non productive travel.

Adding more people or zones will not save
any time or add more efficiency. Greater
savings can be achieved by adding “take
away” conveyors that will fit between the
picking conveyors. This could be done
inexpensively with a combination of short
power belt elevating sections, combined
with longer, gravity-powered roller sections.

A larger problem is restocking. This function
will require more time because the central
restocking aisle is located well away from
the fastest moving items. The net result is a
substantial increase in travel, with only a
small quantity of stock per trip. Certainly the
conveyor can be used during non picking
times, but the random nature of how
materials arrive will result in sorting and
dead walking to move the goods along the
conveyor in stocking sequence. There is also

the extra handling involved with removing
the goods from the pallets to load the
conveyors.

continued page 26
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In Niles, Illinois, Bernie Garvey and his team at Garvey's Office Products are planning a new

distribution center and wondering if a conveyor is a good idea. We asked warehousing expert Bob

Footlik of Footlik and Associates, LLC (www.footlik.com) and here's what he had to say:

Figure A

Orange denotes pallet racks or carton flow
Green denotes shelving

http://www.footlik.com


continued from page 25

ASK THE EXPERT

In Figure B, the pickers will be using a multi shelf cart as
shown in Figure C. This will allow them to pull multiple
orders as one batch, bypass each other and work
independently to complete their orders. There is
considerably more flexibility for both picking and
restocking; and full accountability if one
individual performs all the work on an
order. 

Under this scheme the minimum walking
distance is reduced to 182 feet, which is a
23% saving over the minimum conveyor
pick path. More importantly, there is no
dead walking. Picking can take place
anywhere along a route that begins and
ends at the packing/order finishing area.
Negotiating the full route requires 278 feet
of walking, a reduction of 40% over the
full conveyor path. Here too picking can
be performed anywhere along the entire
route.

Savings do not stop at this point. The
short route incorporates over 1,600 Stock Keeping Units
(items) in the shelving, with an additional 100+ items in the
quick pick locations. Given a typical dealer mix of orders,

this will cover 60% to 70% of all the orders processed.
The net travel saving is then approximately 42% of the
shortest conveyor picking route on the majority of the
orders.

There are also huge savings to be made in restocking.
With wider aisles in front of the quick pick locations,
stocking from incoming pallets becomes a simple matter
of rolling full pallets into position in the rack, or hand
stacking materials directly from mixed pallets onto the
racks or shelving. Mixed cartons of materials can be
checked in using the order picking carts in either the
central restock aisle or along the pick path during non
picking times.

The last question to be answered is, “What if the staff
hates using the carts?” In the unlikely event this occurs,
the layout in Figure B has been planned with an 11 foot, 9
inch aisle initially and the conveyor can be added on this
side of the room in a matter of hours. On the opposite side,
the “Carton Flow Racks in Pallet Racks” will need to be
moved back approximately 4 feet to accommodate the
new conveyor. This can easily be accomplished on a
weekend. 

On the other hand, if people embrace the cart-picking
technique as expected, the 11 foot, 9 inch aisle will be
reduced to 8 foot, 9 inches with the addition of 28 more
sections of shelving (10% more capacity). 

Under these circumstances, making the change from
conveyor to carts as part of the move to a new building
has a high probability of success, with little or no
downside. It also opens up many opportunities for taking
full advantage of the new warehouse management
system.

For over fifty years, Footlik & Associates has worked on warehouse and distribution
projects at every level of the office products industry, from manufacturing, and
wholesaling, to the dealers and consumers. For more information, visit
www.footlik.com, or contact Bob Footlik at 847-328-5644. 
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Figure C
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Orange denotes pallet racks or carton flow
Green denotes shelving

http://www.footlik.com


There are 3,700 miles between San Diego

and Anchorage, Alaska and when Mari

Wood made that trip back in 1977, it was

just for the summer and something different

to do before settling down after graduation.

Nearly 30 years later, Wood, now senior vice

president of Arctic Office Products, is still in

Alaska and she says, she’s never thought of

going back. 

“Just about everyone here comes from

someplace else,” she explains with a smile.

“They’re all pretty independent and they

tend to really appreciate the kind of service

and personal attention they can get from an

independent office products dealer.”

Wood joined Arctic Office Products in

1979 as a sales rep in the supply division.

After working in sales for about 13 years,

she was promoted to manager of the

division, became company vice president in

1995 and was named senior vice president

three years ago.

In 1991, a friend asked her along for a ride

on a dog sled and her world has never been

the same since. When the snow is right,

Wood spends most of her weekends

between November and April careening

across some of the most beautiful terrain

known to man, hurtling along at speeds of

up to 20 miles per hour behind a team of

Alaskan huskies.

“It’s exhilarating in a way that’s totally

unique, but it’s also a ton of work,” she

says. And while her sled usually is pulled by

no more than 16 huskies, she maintains a

pack of 33 adult dogs, plus five puppies and

six canine retirees. That translates into a

monthly bill for dog food of about $700,

and, she says ruefully, “vet bills that you

don’t even want to think about!”

While the Iditarod is the most high profile

event in the dogsled world, there are plenty

of other contests throughout the season. In

March, Wood competed in the Alaska Dog

Mushers' Association’ Open North

American Championship and has also taken

part in numerous World Championships

over the years.

And, Wood says, there’s a lot she’s

learned on the trail that comes in handy

during her work week. “Whether you’re

selling office products or driving a dog

team, you have to be competitive to

succeed,” she points out. “But it’s more

than just that. When you’re racing a dog

team, you have to be able to deal with a lot

of different factors and personalities and be

able to focus on each challenge one step at

a time as they come along.”

Managing a growing office products

dealership calls for similar skills, she

contends. “Every day, you’re dealing with

different customer needs and a mountain of

administrative issues. If you don’t have a

way to break them all down and focus on

each one separately, it’s very easy to drown

in all the details.”

It’s the mental skills she’s learned on the

trail, says Wood, that keep her organized in

the office. And with a wall full of trophies

from her mushing exploits and a dealership

that’s healthy and growing, it seems like

whatever those techniques may be, they’re

working just fine!
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Wood at work with Arctic Office Products president
William Borchardt and on the trail with her huskies.

Finding Success 
By Going to the Dogs



That’s U.S. Chamber of Commerce
president and CEO Tom Donohoe
speaking, and if you own or operate a
small business, it no doubt gives you a
nice warm feeling to know that your
efforts are appreciated by such a
distinguished organization. Unfortunately,
however, the Chamber’s support of small
business doesn’t seem to extend to office
products companies, if our dealership’s
recent experience is any indication. 

In February of this year, we received an e-
mail from the Detroit Regional Chamber
asking us if we would be interested in
bidding to run the office products
program they offer chamber members
nationwide. 

Given the scope of the program—the
existing arrangement with Office Depot is
offered to 276 chambers nationwide and

currently grosses $22 million—we
forwarded the message to our dealer
organization, is.group, who contacted the
chamber expressing interest in
submitting a bid and outlining the
reasons that make a cooperative of
independent dealers particularly well
qualified to meet the office products
needs of chamber members. 

is.group pointed out that its members
support some 800 different chambers of
commerce across the country, and
explained how a chamber program with
locally owned and operated indepen-
dents would help keep more money
circulating locally and provide added
value for all chamber members and their
communities.

The result? We heard nothing further from
the Detroit Regional Chamber until late

March, when is.group received an e-mail
announcing the organization had
completed its review of the proposals
and decided to remain with its current
partner, Office Depot, who, the chamber
indicated, “has proposed a richer
program both for the membership and
the chambers.”

The Office Depot program is certainly
richer for the Detroit Regional Chamber,
which receives in excess of $1 million
dollars in what they call “residuals.” But
richer for members? We wonder. The
program currently posted on the
chamber web site offers “the best
discounts available on over 300 of the
most ordered office supply items in our
exclusive best buy list,” along with a
heady 6% discount on anything from the
regular Office Depot catalog. Needless to
say, most of the products on the 300
most ordered items list are private label
Office Depot SKUs, and also needless to
say, a 6% discount on off contract items
is hardly the bargain of the century!

From the perspective of someone whose
family business has supported its local
chambers for over 35 years, the current
situation is more sad than anything else.
Our dealership and other independents
like us won’t find it hard to show
customers and prospects how the
chamber deal isn’t quite the outstanding
member benefit it seems. But we will find
it increasingly difficult to support an
organization, no matter how fervently its
president might sing our praises, that so
blatantly undercuts small business and
favors large corporations if the carrot
offered them is big enough.

No Real Room
AT THE Chamber FOR

Small Businesses 

by Joel DeShane
Michigan Corporate Office Plus

Michigan Heights, Michigan

THELast
Word
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“Small businesses are the backbone of America’s economy,

representing more than 99% of all employers, creating

three-fourths of all new jobs, and accounting for more than

one-half of the nation’s gross domestic product.”


