


WA Dealer Kershaw’s  
Celebrates Its 115th Birthday 

If Spokane, Washington-based Kershaw’s isn’t the oldest dealer in the country, 
they’re pretty close to it! It was 1900 when Fred Kershaw first opened the doors 
at the company, which back then was called Western Typewriter. 

The philosophy that guided Fred and his team in those early days—“a customer 
should get the best possible service in the shortest time”—remains strong to-
day, as Kershaw’s proudly operates as one of Spokane’s oldest businesses and 
the only locally owned and operated office supply and office furniture dealer in 
the Greater Spokane area. 

Current owner Diane Mangano became the sixth and only female owner, after 
she purchased the business from her father, Rudy Cozzetto, in 1993. 

The Buy Local movement has contributed to Kershaw’s success and longevity, 
says Diane. “Buying from local companies makes us unique and contributes to 
creating and maintaining jobs here,” she contends. “At Kershaw’s, we just feel 
so lucky to be a part of a community that supports buying local and are very 
thankful for the continued support year after year.” 
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New Digital Content 
Initiative Deserves 
Industry-Wide Support
“If independent dealers are going to prosper and 
indeed, survive, they have to be able to provide 
customers an online experience that’s just as 
good, if not better, than anything their big box 
and online-only competition can offer.”

We’ve heard that argument so often in the past 
few years that it’s almost become a cliché. But 
cliché or not, there’s no denying the logic.

That’s what makes the announcement at last 
month’s EPIC show that Independent Stationers 
and TriMega are putting together a major new 
channel-wide initiative to give independents 
what they need in this critical area very  
welcome news.

All we got last month was an initial 
announcement and no doubt more details will 
be forthcoming soon on just how this new effort 
will play out. But already, key executives at the 
dealer groups involved and their counterparts 
on the wholesaler and manufacturer sides have 
made it very clear that too much is at stake for 
our collective future for this effort not to succeed.

It’s hard for independents to position themselves 
as a one-stop resource for their customers when 
their access to digital content covers at most 
100,000 SKUs on a good day, when the likes of 
Amazon and Staples have access to more than 
ten times that number. And that’s just one aspect 
of the challenge. Addressing the quality of that 
content and its ease of deployment throughout 
the channel are equally critical.

So hat’s off to the dealer groups, the wholesalers 
and participating manufacturers and rep firms for 
recognizing the independent’s digital dilemma 
and committing to doing something about it. 
We wish them well and look forward to what will 
hopefully be broad and enthusiastic industry-
wide support.

Simon De Groot
simon@idealercentral.com

EDITORIAL

mailto:simon@idealercentral.com


TECHNOLOGY THAT  
EMPOWERS YOUR 
BUSINESS.

ECi and the ECi Red Box are trademarks or registered trademarks of eCommerce Industries, Inc.  

866.374.3221 www.ecisolutions.com info@ecisolutions.com

“ OfficeShopper incorporates the 
tools from our online store into 
a simple, easy to use app with 
scan-to-order features for our 
customer’s convenience.”

Julianna Marttila, J2 Office Products

NOW YOUR CUSTOMERS CAN STOCK UP

ANYTIME, ANYWHERE! 

Now with ONE-CLICK approvals!

http://www.ecisolutions.com
mailto:info@ecisolutions.com
http://op.ecisolutions.com/ddms/solutions/add-on-solutions/officeshopper-mobile-app.aspx


NY Independent Eaton Office Supply 
Celebrates Its 100th Anniversary 

Eaton Office Supply president Bruce Eaton gets ready to cut a very special birthday 

cake for his dealership.

Also with plenty of good reasons to be popping the champagne 
is Amherst, New York-based Eaton Office Supply, which this year 
is celebrating a major milestone of its own: a century’s worth of 
providing customers great products and outstanding service! 

Established in 1915 by Richard W. Eaton, the company started 
as a traditional stationary store, evolving and expanding its offer-
ings throughout the decades. Current president Bruce Eaton is 
the third generation owner, and he’s put his mark on the business 
with eight acquisitions, becoming the dominant independent of-
fice products dealer in western New York State. 

Today Eaton Office Supply has a showroom with furniture, office 
machines, facility maintenance supplies, and break room solu-
tions. The company builds relationships with customers by of-
fering next-day delivery and maintaining a strong web presence. 

Bruce attributes his company’s longevity to three things: “The 
constantly changing environment means Eaton must be agile, 
providing products and services to the market with rapid deploy-
ment at the highest level of quality and consistency,” he says. 
“Industry consolidation means choosing supplier partners who 
can help deliver innovative products to customers that have few-
er employees doing more work. And technology investment is 
a never ending process that seeks better service for customers 
and more efficient ways to offer and deliver products.

“We’re the only locally owned and operated office products com-
pany in the western New York area, so we set ourselves apart 
with our commitment to the community. Each customer has a 
unique vision and we support our friends and neighbors with the 
sponsorships, fundraisers, basket auctions or donations that 
best support their vision.”

What’s in store for the next 100 years? “Embracing a new era of 
resurgence in Buffalo,” says Bruce. “We’re rebranding ourselves 
for the first time in 40 years and we’re finding more product cate-
gories and services to improve our customers’ work environment 
and investing resources in those new categories to meet market 
expectations.”

NC Dealer Kennedy Office on the 
Acquisition Trail
In Raleigh, North Carolina, Mary Catherine Sigmon and her team 
at Kennedy Office have been expanding their footprint yet again 
with the acquisition of fellow independent King’s Office Supply in 
Lincolnton, just outside of Charlotte.

The deal brings to six the number of branch locations Kennedy 
Office operates in addition to its Raleigh HQ and follows a similar 
deal last year, when the company acquired Office Supply Ser-
vices (OSS) in Concord, North Carolina.

All seven King employees, including owner Samuel “Bo” King 
and his wife Carol have joined Kennedy Office following the ac-
quisition. The King retail store in Lincolnton has been closed but 
Kennedy Office will maintain a working furniture showroom there, 
Mary Catherine indicated.

CO Independent Faison Office 
Products Acquires ND Dealer 
Southwest Business Machines 
Aurora, Colorado-based Faison Office Products last month an-
nounced the acquisition of Southwest Business Machines (SBM) 
located in Dickinson, North Dakota.

SBM joins Piedmont Office Suppliers in Greensboro, North Car-
olina and Gaffaney’s Total Office Source, with locations in Willis-
ton, North Dakota and Plentywood and Glasgow, Montana.

“We are embarking upon an exciting new journey that offers 
great vision and business opportunities through combining staff 
tenure totaling over 1,000 years of experience with our recent 
additions,” said Jared Casey, president and CEO of Faison.

Winner’s Circle continued from page 2
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www.georgiapacificpaper.com

…all made right
here in the
United States.  

Check out our 
full team of 
heroes from 
Georgia-Pacific 
Spectrum®… 

© 2015 Georgia-Paci�c Consumer Products LP. All rights reserved.*GP’s performance guarantee is based on rigorous testing completed on our Spectrum® Standard 92 line of papers by Buyers Laboratory.

Hero of the
Everyday 

Spectrum® Standard 92 Multipurpose Paper
· Everyday performance for home & o�ce printing needs
· Compatible in most printers and copiers
· Jam-Free performance, 99.99% guaranteed*
· Made in the USA

http://www.georgiapacificpaper.com


Winner’s Circle continued from page 4

Perry Office Plus Raises Money for 
Flood Relief
When major flooding hit central Texas earlier this year, Temple, 
Texas-based Perry Office Plus responded with a special promo-
tion to raise funds that would help fellow Texans rebuild. 

For each case of house paper sold in June, Perry Office Plus 
committed a dollar to help flood victims. The effort ended up 
raising more than $1,700. But they weren’t done: International 
Paper joined the cause, matching the donation for a grand total 
of $3,500. 

“The United Way of Hays County has a special fund for helping 
the affected Texans rebuild, so they were our receiving charity,” 
says marketing manager Bonnie Johnson, who headed up the 
fundraiser. 

“Even though our headquarters is not located in Hays County, 
we felt a connection as a Texas company to this situation and 
wanted to help. Our customers obviously felt the same and some 
even increased their typical paper buying for the month to show 
their support.” 

“The Hays County area is recovering well today,” says Bonnie, 
“and we’re happy to play a small part.”

Perry Office Plus COO Shelli Hellinghausen (r) presented a check to local United 

Way official Stephanie O’Banion to support rebuilding efforts in Central Texas after 

devastating summer floods.

MI Independent LB Office Products 
CEO Flies Patients in Need
Jon Beck, owner of the Madison Heights, Michigan-based inde-
pendent dealer LB Office Products, literally goes to great heights 
to volunteer time and service to his community. 

A pilot in his spare time, Jon flies seriously ill patients in need to 
their destinations for treatment at no charge to them. Jon is a 
member of the Air Care Alliance, an organization that matches 
volunteer pilots with patients who need to travel to receive care. 

John Beck and his wife Mary (left) get ready to fly a patient from Kentucky to 

Michigan for treatment.

“I got involved with Air Care Alliance very recently, and it is my 
goal to do a flight once a month,” he says. Jon’s first flight was in 
September where he flew a patient from Kentucky to Michigan. 
“This program is very important because it helps people that may 
not be able to afford transportation to get from their home to a 
medical facility to receive help.” 

LA Dealer Sayes Office Supply Helps 
Kids Learn to Fish and Hunt
Kenny Sayes, president of Sayes Office Supply in Alexandria, 
Louisiana, loves the great outdoors, and this fall he encouraged 
kids to get outside, too, by co-sponsoring the Louisiana Depart-
ment of Wildlife and Fisheries’ National Hunting and Fishing Day.

“A friend of mine who is a sports writer asked if I would come 
help with the advertising and exhibits,” says Kenny. “We went to 
our friends in the fishing, hunting and outdoor industry and this 
year we had 90 vendors.” 

Held in September, the all-day event was free for the public. 
More than 4,000 people attended, and kids were given a free 
duck call and T-shirt. 

Burger King provided everyone with a lunch and attendees fished, 
watched several live demonstrations and learned how to shoot a 
gun or bow and arrow. Other activities included catching frogs, 
bird-watching, playing Frisbee golf and taking a nature walk. 

“It’s all about promoting the outdoors,” says Kenny. “Children who 
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Winner’s Circle continued from page 6

grow up outdoors seem to do a little bit 
better. The nice thing is that every family 
can afford it – there was nowhere where 
you could spend a dollar. 

“Events like this remind me that we’re 
blessed. To give these children, who are 
from all walks of life, a fun day was very 
rewarding.” 

Yuletide Office Solutions 
President in the Pink for 
Breast Cancer Research
You could say Chris Miller, president of 
Yuletide Office Solutions in Memphis, is 
tickled pink with his company’s latest fund-
raising venture. Last month was Breast 
Cancer Awareness Month and Chris was 
front and center in the effort as an ambas-
sador for his local Making Strides Against 
Breast Cancer organization.

“As part of its “Real Men Wear Pink” cam-
paign, I’ll be wearing pink for the whole 
month of October,” he says. “I’m even go-
ing to dye my hair pink!” 

Yuletide’s Chris Miller was tickled pink for a worthy 

cause last month.

Each participant had a goal of raising $2,500, 
and the campaign ends with an awareness 
walk. Yuletide Office Solutions created a 
page on its website with a link where cus-
tomers can donate on Chris’s behalf. 

“We all know October is Breast Cancer 
month,” says Chris. “By having business-
men in community involved, we hope to 
bring more exposure to the cause.”

OR Dealer Office 
Products Nationwide 
Sponsors Oregon Trial 
Lawyers Association 
If you want to earn more business, it 
helps to go where your clients are. Earlier 
this year, Office Products Nationwide in 
Portland, Oregon did just that when they  
became a gold level sponsor of the Ore-
gon Trial Lawyers Association. 

“This is the highest level of sponsorship 
with the Oregon Trial Lawyers Association 
and it gives us access to the meetings 
and shows,” says Paul Zimmerman, pres-

PARTNERS IN GIVING
Join Pentel in the fight against cancer 

Support A Good Cause
& GROW Your Business

*Pentel® will donate �ve cents from
  the purchase of this pack to The 
  Breast Cancer Research Foundation.

* Pentel® is donating five cents
   from this purchase to the 
   Pancreatic Cancer Action
   Network® whose goal is to 
   double the pancreatic survival
   rate by 2020. For more information visit www.pancan.org.  
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ident. “We consider this to be another marketing effort as we try 
to attract law offices to do business with us.” 

Paul says the legal industry represents a significant piece of 
business for Office Products Nationwide. The company also 
sponsors the Oregon Association of Legal Administrators. 

“We’ve acquired new business by being involved,” says Paul. 
“You have to be patient; companies don’t move their business 
immediately. But we believe we’ll have a good barometer if this 
is a successful marketing tactic by the end of the year.”

Eakes’ President Named Chairman of 
the Sharp National Dealer Advisory 
Council

After serving on Sharp’s National Dealer Advisory Council for the 
past three years, Mark Miller, president of Eakes Office Solutions 
in Lincoln, Nebraska, has been named chairman of the group. 

The council, which is comprised of Sharp dealers throughout 
the country, boosts dealer opportunities by working with Sharp’s 
product factory and national sales and marketing team.

“Mark was unanimously selected by members of the council,” 
said former chairman L. Troy Olson. “He brings a great amount of 
knowledge and experience to the table and will be a great leader 
for our council. This will be a very positive transition and we are 
excited for Mark to lead our council.”

“The bigger view is to improve relationships between Sharp and 
all of the dealers,” says Mark. “We work on trying to create solu-
tions that improve the dealer experience. This is an important 
designation for me, Eakes and for Sharp dealers across country. 
We are proud to be a Sharp dealer and look forward to strength-
ening our customer relationships by supplying the latest technol-
ogy and comprehensive document solutions.”

Focus is on Employee Wellness at MI 
Dealer Custer 

In Grand Rapids, Steelcase dealer Custer has an ongoing pro-
gram to keep its employees fit and energized. This past sum-
mer, over an eight-week period, the company awarded points to 
two-member teams that participated in a variety of health and 
fitness activities, such as exercising and eating right. 

Nineteen pairs of employees completed the challenge, with 70% 
achieving 50 points or more a week. Special challenges were 
also held, such as taking a walking tour of a specific park, and 
teams that participated earned bonus points. Teams with the 
highest scores received gift cards to local stores. 

“We want to bring awareness to employee health and wellness,” 
says Kathy Marshall, HR and organizational development man-
ager for Custer. “It’s not geared toward weight loss; instead it’s 
about getting out and exercising. It became a fun challenge.” 

More recently, the dealership maintained the keep-fit momentum 
by partnering with a local gym on a wellness challenge fundraiser 
for charity that pits a Custer team against other local businesses. 
Dollar for pound lost, the gym will donate to the winning com-
pany’s charity of choice. Custer has chosen a local hospital and 
healthcare system and the team is already rapidly losing calories 
for a worthy cause! 



AS YOU
Make your mark with personalized stamps  
Self-inking 2000 PLUS® stamps deliver amazing personalization potential:

• Transparent base for perfect image alignment
• One touch stamping; just press and print
• Handles infused with Microban to protect against bacteria
• Six sizes to choose from:
   Printer 10, 20, 30, 40, 50 and 60
• A standard card (shown at left) is included, or you can go to my2000plus.com 
   to personalize your ImageCard™. See the video at http://bit.ly/2000PLUS to  
   get inspired!

Visit us at www.navitor.com/a/stamps or call 866.628.6868 for more 
information on how Navitor can help create custom stamps and much more!

UNIQUE

http://bit.ly/2000PLUS
http://www.navitor.com/a/stamps
http://my2000plus.com/
https://www.youtube.com/watch?feature=player_embedded&v=X_nXXJVcIno
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ACKNOWLEDGMENT OF CONTRIBUTORS

When we put our minds and hearts together, cancer doesn’t have a chance. Thank you to everyone 
who contributed to the National Business Products Industry “Hope Matters” campaign. Together  
our industry raised a record $12.5 million towards City of Hope’s mission to save more lives.
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For more information, please visit cityofhope.org/nbpi 
or call City of Hope at 866-905-HOPE.

Steve Sakumoto
Vice President and General Manager Hewlett-Packard Company
2015 Spirit of Life® Honoree

HEROES FOR HOPE 
$100,000
3M
ACCO Brands
Avery
Essendant
Fellowes, Inc.
Georgia-Pacific
The Godfrey Group
GOJO Industries
Hewlett-Packard
The HON Company
International Paper

LC Industries
Newell Rubbermaid
The Office City
Office Depot
OPI
PGA
Quill
S.P. Richards Co.
Smead Manufacturing Company
Staples, Inc.
SYNNEX

CHAMPIONS OF HOPE 
$50,000
AOPD
Boise Inc.
Domtar
Frey Gaede
Harbinger National
Innovative Storage Designs
Quality Park

Spinitar
TOPS Products
TriMega

DIAMOND CIRCLE 
$25,000
Bic
CDW
Coca-Cola
Independent Dealer Magazine
Kimberly-Clark
Marketsource
Nestle Waters
Office Partners
OPMA
Pilot Pen Corp. of America
PM Company
Safco
ShurTech Brands

HONOREE’S CIRCLE 
$17,500
Digitek
Hi-Touch Business Services
HSM
Ingram Micro
MMF

CIRCLE OF HOPE 
$12,500
Bi-Silique
Clover Technologies
Deflecto
ECI
Lexmark
PM Company
Supplies Network

I want people to understand how 
important this hospital was for 
my family. What City of Hope has 
given me is indescribable. I am 
forever in their debt.
Ben Teller, patient and supporter

http://www.cityofhope.org/giving/corporate-and-foundation-giving/volunteer-fundraising-groups/national-business-products-industry


Since opening for business in March of 
2006, Steven Pawloski and his team at 

Arkansas Office Prod-
ucts (AOP) have yet 
to see a year in which 
their dealership did 
not grow. By any mea-
sure, that’s a definition 
of success that just 
about anyone would 
be happy to own.

Ask Steven how they 
did it and the answer 

you get is deceptively simple. “We just go 
out every day and ask for the business,” 
he says with a smile.

What he also tells you, though, is that 
nobody at AOP goes asking for much of 
anything without the benefit of training 
that makes sure they can serve far more 
as a partner or consultant for their cus-
tomers instead of just showing up as one 
more peddler of products.

“Our customers today can get what they 
need from just about anywhere they want 
to,” Steven points out. “Our challenge is 
to show them we’re different from the rest 
and demonstrate not only that our prices 
are just as good, if not better, than any-
thing the big boxes offer, but that we also 

come to the game with a whole lot more!”

Training has always been a big part of the 
program at AOP, says Steven. The deal-
ership spends at least one or two hours a 
week on keeping its people up to date on 
new products and new opportunities and 
draws heavily on webinars from its whole-
saler and dealer group partners.

Product expertise is only one part of the 
AOP value proposition, though. Like many 
independents, Steven and his team put a 
lot of emphasis on relationship building 
and leveraging their status as a local-
ly-owned and operated business. 

The personal approach translates into a 
strong social media presence, particular-
ly on Facebook, and some innovative use 
of video on the AOP website, highlighting 
team members and thanking customers 
for their business. 

It also involves an extensive program of 
community involvement and support for 
worthy causes. For the past four years, 
with the help of first-call wholesaler Es-
sendant, AOP has run a successful back-
pack program to provide much needed 
school supplies for disadvantaged chil-
dren. 

The numbers speak for themselves: Year 

One, reports Steven, saw AOP hand out 
100 backpacks; this year, that number 
stands at 700 and growing, due in no 
small part to the generous support of 
AOP customers who can buy backpacks 
themselves and nominate the schools to 
receive them.

“Our goal is to put a smile on a kid’s face, 
one backpack at a time, but the program 
also sends a strong message that we are 
part of the community and committed to 
giving back and helping it grow,” Steven 
explains.

And if the community listens to that mes-
sage, likes what it hears and decides to 
help Steven and his team enjoy some 
growth of their own, that’s all good, too!
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Arkansas Office Products, Sherwood, AR

n  Key management team members:  
Steven Pawloski, president;  
Sharon Regnas, vice president.

n  Annual sales: $2 million

n  Products: office supplies; jan-san and 
breakroom; office furniture; printing and 
promotional products.

n  Founded: 2006

n  Employees: 7

n  Key business partners: Essendant, 
Independent Stationers, GOPD, Hewlett-
Packard, Liberty Laser

n  Online sales: 47%

n  www.arkansasofficeproducts.com
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http://www.arkansasofficeproducts.com


safcoproducts.com

ANOTHER BRIGHT IDEA FROM SAFCO PRODUCTS:
VAMP™ LED LIGHTING - NOW IN BLACK.

http://www.safcoproducts.com/


Independent Stationers and TriMega vowed that once again, 
Big Things would happen at their EPIC 2015 event and last 
month in Las Vegas, they delivered on that promise on multiple 
fronts, with record attendance, announcements of several im-
portant new joint initiatives by the two dealer groups and a pro-
gram packed with plenty of industry education, information and 
networking opportunities. Among this year’s show highlights:

•  Record attendance, with representatives from over 400 
dealerships and total attendance of more than 1,400.

•  A trade show featuring over 150 exhibitors—also a 
record—that highlighted the very latest in new products and 

programs across an increasingly broad mix of categories.

•  Presentation of the EPIC Partner of the Year Award, selected 
by TriMega and IS members to recognize outstanding 
support for independent dealers, which this year went to 3M.

•  The announcement of a major new channel-wide initiative 
involving IS, TriMega, NOPA and key industry manufacturers 
and wholesalers to provide much-needed access for 
independents to digital content on the same scale as their 
big box and online competition.
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If you have news to share - email it to  
Simon@IDealerCentral.com

Traffic was brisk on the show floor, as record attendance at this year’s EPIC event kept the aisles crowded.

IS, TriMega Make Big Things Happen at EPIC

mailto:Simon@IDealerCentral.com


Join TriMega by Dec. 31st 
and get  

1 FREE Year of Torque!

Questions or for more info, call 1-847-627-4182 
or email mschmidt@trimega.org.

“ “
The Torque program has been a 

win for our business! Customers 

have really embraced Meg, the 

emails keep us top of mind  

with them, and most  

importantly, it generates  

results!

Meet
TriMega’s
Meg!

TriMega’s Torque Program adds 
momentum to your marketing!

TriMega’s Digital Marketing Program Torque leads 

the industry with eye-catching, colorful, and  

compelling promotional emails – featuring our  

exclusive spokesmodel, Meg. Only as a TriMega 

member can you take advantage of Torque – and 

get emails delivered to your  customers that engage 

them with catchy subject  lines and headlines, creative  

copywriting, and unique visuals that can’t be 

found anywhere else! Torque emails create opens,  

click-through’s and new sales! Plus, with Torque you 

get access to banner ads, buttons, videos and other  

assets to use in your social media channels! Join TriMega 

and put Meg to work for you!

                          Mari Wood
      Arctic Office Products  
    TriMega Member Since ‘95

mailto:mschmidt@trimega.org
https://www.youtube.com/watch?v=uKM77j1Xc7k
https://www.youtube.com/channel/UCiX2nhYZUMkQ7t_6YNlpQGw


•  Several sessions on EPIC Business Essentials, the newly 
formed combination of Independent Stationers’ and TriMega’s 
national account programs aimed at leveraging the best-of-
the-best from both groups to create a powerful new platform 
to win big in the regional, multi-geographic and national 
account space.

•  Keynote speaker and business thought leader Peter Sheahan, 
who offered attendees an innovative, insightful roadmap on 
ways to bring new value to their customers.

•  A full day of industry education and training focusing 
on key industry topics such as the implications of the 
proposed Staples-Office Depot merger, trends in janitorial 
and breakroom products, dealer re-branding, public sector 
opportunities for dealers and more. 

•  A pre-show EPIC Sales Boot Camp, featuring a full-day 
workshop from sales training veteran Paul Bramson on the 
key elements of an effective consultative selling process.

•  Several opportunities for attendees to do good in a big  
way, including Pack for Kids, sponsored by TriMega’s 
NEXT group, as well as donations by EPIC 2015 exhibitors 
who contributed products to provide school supplies to 
students most in need. Finally there were several fundraising 
opportunities for City of Hope. 

“This year’s EPIC offered an outstanding opportunity for the in-
dependent dealer community to come together to take stock of 
our industry, see how we’re doing and explore together how we 
can be doing better,” said IS member Mark Brackett of Office 
Source 360, Exeter, CA. “It was a really good show!”

Commented TriMega member Jerry Gibbs of J & E Office City in 
Maplewood, MO, “This was another great meeting from IS and 

Industry News continued from page 14
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There were plenty of opportunities for good deeds at this year’s EPIC, including Hike for Hope, a full-day, post-show event that raised nearly $10,000 for City of Hope. Organizers 

are still accepting donations if you’d like to swell the coffers one more time.

EPIC Show and ECi Connect Conference  
to Co-Locate in 2016

In a move that brings further consolidation to the office 
products industry’s events calendar, IS and TriMega 
announced in Las Vegas they will co-locate next year’s 
EPIC event with ECi’s 2016 Connect user conference.

EPIC 2016 will take place November 1-3 at the Gaylord 
Opryland Resort & Convention Center in Nashville, with 
ECi’s 2016 Connect Conference running November 2-4 at 
the same location. 

continued on page 18 >>
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Domtar provides more than exceptional paper products.  
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all over North America. 
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TriMega. The current format of one day of seminars and one day 
for the trade show works well and the opportunities to exchange 
ideas among non-competing dealers were particularly valuable.”

Feedback from exhibitors was equally positive. “Show orders 
were the best in years and we were very impressed by the booth 
traffic and more importantly, many of the collaborative discus-
sions that we had with dealers,” commented Fellowes director, 
core channels, Bill Slominski. “The opening session was extremely 
informative and I am encouraged by the progressive thinking the 
groups are displaying.” 

Focus of 2015 BSA Annual Forum is on  
Channel-Wide Collaboration

BSA president Jim O’Brien (left) with 2015 BSA Leadership Award honoree Bud 

Mundt.

O’Brien and John Motley, recipient of BSA’s 2015 Legend of the Industry Award.

In an industry that has seen more than its share of break-
throughs—in technology, channel consolidation, customer ex-
pectations and more—there’s one thing that remains unchanged: 
the importance of the relationships between the various seg-
ments of the independent dealer channel and the role those rela-
tionships have played in securing shared success.

That was the message from Business Solutions Association 
president and S.P. Richards senior VP of marketing Jim O’Brien 
at BSA’s 2015 Annual Forum in Atlanta last month.

The meeting took as its theme “Breakthrough: Rise and Innovate 
Together” and while much of the program focused on the pow-
erful forces for change that promise to create new and often un-
anticipated breakthroughs, it also provided plenty of compelling 
evidence of the industry’s continuing ability to work together to 
address change successfully and convert it into new opportunity.

Not surprisingly, the proposed merger between Staples and Of-
fice Depot was frequently the center of attention, both in the for-
mal program sessions and in offline corridor conversations.

Cleveland Research analyst Chris Hodson, in a presentation ex-
ploring the potential for industry market share shifts, suggest-
ed that regardless of the outcome of the two big boxes’ merger 
plans, it would largely benefit the independent dealer channel, 
particularly in the large national and regional accounts market.

He said a combination of declining big box service levels and 
growing concern among large contract customers about their 
reduced supplier options was creating a much more positive en-
vironment for independents.

Hodson said the added disruption and uncertainty related to the 
merger yield a greater likelihood of share shift towards indepen-
dents.

In addition to Hodson, other program highlights included:

•  A panel discussion on the changing role of the dealer sales 
representative moderated by John Thompson of Blazer 
Brusa Sales

•  A presentation by Emory University business school profes-
sor Andrea Hershatter on the multi-generational workforce 
and its impact

•  A panel discussion, moderated by Midwest Resource 
Group’s Steven Glass, on BSA’s digital content standards 
and their importance for growing sales and creating efficien-
cies throughout the channel

•  An Industry Town Hall meeting, moderated by BSA presi-
dent Jim O’Brien, that explored current key industry chal-
lenges, trends and breakthroughs

•  A presentation by executive coach Ted Baird on keys to 
effectively managing change

Also at the meeting, BSA honored two long-time industry veter-
ans for their contributions to the industry. AOPD executive direc-
tor Bud Mundt received BSA’s 2015 Leadership Award and BSA 
presented John Motley, president of the John Motley Associates 
independent rep organization, with its 2015 Legend of the Indus-
try Award.

For more information on BSA and its programs and services for 
members, visit http://businesssolutionsassociation.com.
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GET YOUR SHARE OF
$4.1 BILLION1

The current U.S. alkaline battery 
market has grown to $4.1 billion. 
Batteries continue to be essential  
for productivity in the workplace. 

From power tools to wireless 
keyboards, battery-powered devices 
keep workplaces performing at high 

levels every day across the  
United States.

Duracell is the clear market leader 
with a 56% share and continues to 

deliver quality, performance,  
and value.2

ARE YOU DOING ALL YOU CAN TO GET YOUR FAIR SHARE?

Visit Duracelltraining.com/dsr or call 877-277-6235 to request your  
FREE BATTERY SELLING KIT and start building your battery profits.

1 Based on market sales data
2 Kline & Company, The U.S. Professional Market for Batteries: 2014, March 2015.

DUR-3044-15_IndependentDealer_DSRFairShare_Fullpage_v1.indd   1 10/28/15   9:08 AM
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Pinnacle Dealer Group Partners With Afflink  
Facilities Supply Organization

The Pinnacle Affiliates large dealer group has announced a joint 
partnership with facilities supply group, Afflink under which all 
Pinnacle members will become members of the Afflink organi-
zation with full membership privileges, including access to pre-
ferred supplier programs, national account contracts and addi-
tional marketing and technology services.

“Pinnacle dealers are already making significant progress in jan-
san and our Afflink partnership gives them another competitive ad-
vantage to expand even faster in this category,” commented Kevin 
Johnson, CEO of Warehouse Direct and a founding member of the 
Pinnacle organization.

Warehouse Direct has itself been an Afflink member for several 
years and the organization has helped it grow to become one of 
the largest independent jan-san supply and equipment distribu-
tors in its market, Johnson indicated. 

“Now, all Pinnacle dealers will gain the same additional access 
to products and equipment, and possibly more importantly to 
excellent training, marketing assistance, GPO access and ELE-
VATE,” he added. Johnson described Afflink’s ELEVATE product 
as “a remarkably advanced customer focused supply chain anal-
ysis tool that helps differentiate us in the marketplace.”

PSA’s Bob Enk Joins BSA Board of Directors 

Bob Enk, president of the Professional Sales Associates man-
ufacturer rep organization, was recently elected to the board of 
directors of the Business Solutions Association (BSA). 

Enk fills a manufacturer representative position on the BSA board, 
succeeding long-term board member Darlene Akers, president of 
Akers Business Solutions, whose term on the board has expired.

The saga of Staples’ proposed merger with Office Depot took 
an unexpected turn last month with reports that wholesaler Es-
sendant, formerly known as United Stationers, has entered the 
picture as part of an effort by Federal Trade Commission lawyers 
to get the deal done.

According to a report sent by Bank of America to its clients and 
first reported by the New York Post last month, the FTC contact-
ed a large corporate purchaser… and discussed a potential rem-
edy in which Essendant would acquire a certain asset of Staples.

Earlier reporting by the New York Post and other sources indi-
cated the FTC is concerned the merger would leave the new 
Staples-Depot combination with a near monopoly—by some es-
timates of as much as 80%—of the large enterprise office prod-
ucts market.

While Essendant CEO Robert Aiken said he could not com-
ment on the specifics of the Staples-Office Depot deal, he told  
INDEPENDENT DEALER that Essendant, particularly in the of-
fice products and jan-san markets, has what he called a “a very 
wholesale-centric model” based on a belief that “when dealers 
win, we win.”

Although Aiken did not specifically confirm or deny the Bank of 
America report, he made it clear that Essendant is committed to 
its current role as a wholesaler.

“We will continue to work with resellers to grow enterprise ac-
counts through a wholesale model,” Aiken said. “We think sup-
porting resellers is the right way for us to go to market and when 
we look at these opportunities, it’s really a question of how we 
support dealers’ efforts to win more of this business. Enterprise 
accounts represent a big market opportunity for our dealers.”

Also last month and prior to the New York Post report, Staples 
and Office Depot announced an agreement with the FTC to ex-
tend the review period for the acquisition. Terms of the agree-
ment, the two companies said, call for the FTC to issue its deci-
sion on the deal by December 8.

Meanwhile, the South Florida Sun Sentinel cited several analysts 
in an article last month questioning Office Depot’s ability to sur-
vive if the merger deal does not go through, citing the Florida big 
box’s struggles to return to profitability after losing a combined 
$447 million in 2013 and 2014.

“The industry still faces a lot of challenges,” Brian Yarbrough, a 
senior retail analyst for Edward Jones in St. Louis, told the Sun 
Sentinel. “If it is to survive, Office Depot “will have to shrink faster 
than they are to get to profitability,” he said. That would mean 
more store closures. Office Depot already has announced plans 
to close 400 stores nationwide by the end of 2016, according to 
the Sun Sentinel.
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Staples-Depot Update: Essendant Enters Picture, Dec 8 Deadline Set for FTC 
Decision, Analysts’ Question Depot’s Survival Without a Merger



Put the power to show and sell more office furniture in your hands right now.

Now you can show your customers a huge range of furniture ideas and pricing, right from your iPad. Show them everything they want to 

see with instant access to all the current furniture catalogs from your favorite manufacturers - desks, chairs, tables and complete furniture 

systems. Select only the furniture items your customers want; change fabrics and finishes. In seconds you can add and subtract items easily 

and intuitively. Everything is fully rendered with stunning photo-realism. Priced, itemized and ready to share with your customer.
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Look who’s selling more office furniture.

Buy it today –
you’ll wonder why you 
waited so long.

Simply call or              our sales department. 

Setup takes minutes and then you’re
ready to go. 416 499 2457 ext. 2720

http://www.kisp.com/contact/index.php?section=kitsdemo
http://www.kisp.com/kitss/#kkits_seven_fi


Logicblock Announces Integration with Item411

E-commerce solutions provider Logicblock announced last 
month it has completed an integration with OP data provider 
Item411.

Logicblock said its customers can now create custom matrix 
pricing plans in Item411, based on current market pricing, and 
then schedule this pricing to automatically update their store-
fronts. 

Logicblock customers can also show current market pricing from 
an unprecedented selection of competitors directly on their 7cart 
storefront, the company said.

“The capability to follow current market pricing from the real price 
setters, the chains, and practically in real time, has never been 
more critical than in today’s volatile markets”, stated Rick Mar-
lette, co-owner of OPSoftware, the company behind Item411. 
“Providing this capability to the best-in-class Logicblock store-
front will make a huge difference for independent dealers.” 

Commented Logicblock president Alexander Nicolaides, “The 
integration of Item411 data brings many benefits to our custom-
ers, allowing them to go to market and sell more effectively. We 
look forward to enhancing our system, as well as our relationship 
with OPSoftware in the future.”

For more information, call Logicblock at 800-808-2660.

Longbow Consulting Partners with Sales CoPilot 
to Launch New OP Sales Training Program

The Longbow Consulting Group division of CRM International 
and Sales CoPilot, a sales performance management company 
based in Toronto, have partnered to develop a new approach to 
sales training that they say is designed to provide more training 
reinforcement and effect greater salesperson behavioral change 
than more conventional methods.

The new approach, Longbow said, combines online training soft-
ware with online video coaching and salesperson evaluation.

Key to the new approach, said Longbow, is an emphasis on learn-
ing through gamification, a highly interactive form of business train-
ing in which participation in simulated actual sales situations keeps 
the sales people involved, and provides the ongoing reinforcement 
needed to effect behavioral change in adults set in their ways.

“Most conventional sales training features workshop type sales 
training that is almost always devoid of any training reinforce-
ment and that generates very limited behavioral change,” con-
tends Longbow president Neil Saviano. “In essence, the training 

is over when the workshop is over and it takes very little time for 
attendees to revert to the old sales techniques and habits that 
they are most comfortable with. Our approach, in contrast, em-
phasizes ongoing reinforcement and behavioral change.”

For more information, contact Saviano at Longbow Consulting 
(PH: 978-750-6882; Email: neil@crminternational.com) or visit his 
blog at http://crminternational.com/blog/september-2015/sales-
training-must-change-sales-training-is-changing/.

S.P. Richards Publishes New Safety@Work 
Catalog, Names Rick Weeks VP of  
Operational Excellence

Wholesaler S.P. Richards last month announced the launch of a 
new Safety@Work catalog designed to help resellers maximize 
opportunities in the personal protective equipment category

The new catalog features a selection of personal protective 
equipment from leading category manufacturers such as 3M, 
Energizer, Ergodyne, First Aid Only, Honeywell, Impact, Kimber-
ly-Clark and Zoll Medical. 

In addition, the catalog provides education on OSHA regulations 
and ANSI standards and tips on how companies can keep their 
workplace compliant. 

Products featured include hard hats, safety goggles, ear protec-
tion, gloves, respirators, signage, first aid and more.

Separately, S.P. Richards announced the promotion of Rick 
Weeks, formerly senior director of operational excellence, to vice 
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president of operational excellence. In his new role, Weeks will 
oversee both the IT Logistics and Operational Excellence teams, 
establishing the overall strategic direction of these teams and 
focusing on continuous improvement of the company’s systems 
and processes. 

SYNNEX Hosts 2015 North American Conference

More than 2,000 suppliers, customers and associates from across 
the U.S. and Canada gathered at the U.S. distribution headquar-
ters of technology solutions distributor SYNNEX for the compa-
ny’s 20015 Inspire Conference North America recently.

This year’s conference was the largest ever, SYNNEX reported. 
It offered a full program of presentations and business sessions, 
networking and team-building opportunities, plus a concert by 
legendary rock band, Foreigner. Among the highlights:

•  Presentations by leading IT manufacturers such as Intel, 
Lenovo, HP, Google, Microsoft and Dell, including a 
keynote by Dell founder and CEO Michael Dell, Lenovo 
North America president and Lenovo Group senior vice 

president Aymar de Lencquesaing, and DreamWorks head 
of technology for film and TV production Jeff Wike;

•  SYNNEX’s Hall of Inspiration, which showed attendees 
how to use a selection of products and services offered by 
SYNNEX vendors and apply them in areas including health 
care, retail settings, police and fire departments, cyber 
security, Internet of Things and Big Data; 

•  A conference keynote by Larry Winget, an icon in the 
world of personal development and author of six national 
bestsellers, including “Shut Up, Stop Whining & Get a Life”, 
“It’s Called Work for a Reason”, and “People Are Idiots and 
I Can Prove It”; 

•  A panel lunch titled “The Way We Inspire” for the SYNNEX 
F2F (Friend-to-Friend, Female-to-Female and Face-to-Face) 
community, which seeks to unite women from all walks 
within the IT industry to promote professional education and 
personal growth.

SYNNEX’s 2016 Inspire Conference North America is scheduled 
for September 28-October 1 in Greenville.
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Newell Rubbermaid to Acquire 
Elmer’s for $600 Million

Newell Rubbermaid last month an-
nounced it has entered into a definitive 
agreement to acquire Elmer’s Products 
and its Elmer’s, Krazy Glue, and X-Acto 
branded product lines.

Newell Rubbermaid is buying Elmer’s 
from an affiliate of Berwind Corporation, 
a family-owned investment management 
company, for a purchase price of $600 
million, subject to customary working 
capital adjustments. 

“The acquisition of Elmer’s strengthens 
our market-leading writing segment with 
three outstanding arts and craft brands 
that will not only enhance our merchan-
dising scale in the key back to school 
drive period, but offer great cross-sell-
ing and distribution synergies given the 
strong overlap with Newell’s retailer and 
channel footprint,” said Michael Polk, 
president and chief executive officer of 
Newell Rubbermaid. 

Elmer’s net sales for calendar year 2015 
are projected to be approximately $240 
million, according to Newell Rubbermaid.

The acquired business will be reported as 
part of Newell Rubbermaid’s Writing seg-
ment with Elmer’s, X-Acto and Krazy Glue 
joining the company’s Paper Mate, Sharp-
ie, Expo and Mr. Sketch brands. 

LMI Solutions Announces 
‘Strategic Investment’  
in Parts Now

Remanufactured print cartridges and 
printers manufacturer LMI Solutions has 
announced what it calls a “strategic in-
vestment” in Parts Now, a supplier of 
printer parts and related accessories. 

The investment made by LMI Solutions 
will bolster the capacity of both organi-
zations to strengthen their value proposi-
tions and help customers grow both their 
imaging businesses and their profits, LMI 
said.

The investment strategy will also extend 
benefits enjoyed by end users through 
identified opportunities to enhance effi-
ciencies and responsiveness at the dealer 
level, the company added.

The news follows last year’s acquisitions by 
LMI of printer remanufacturers Printers Di-
rect LLC and Global Printer Services LLC.  

New Home for Office Snax 
Food snacks and beverages provider Office 
Snax has moved to a new headquarters 
location. Effective November 1, the 
company’s new address is 125 Windsor 
Drive, Ste. 105, Oak Brook, IL 60523. 
Phone and fax numbers are unchanged. 

Industry Veteran Jerry Gigliotti 
joins Turbon Group as VP of 
Business Development 

Jerry Gigliotti, an industry veteran with 
over 25 years’ experience in both the im-
aging and office products industries, has 
joined the Turbon Group as vice president 
of business development for the compa-
ny’s imaging supplies business. 

In his new role, he will be responsible for 
strategic sales and marketing as well as 
development of the Turbon Group’s chan-

nel partners. 

Charlie Antell, managing director of Tur-
bon USA, said “We are excited to have 
Jerry join our company and leadership 
team. His expertise and knowledge of the 
marketplace and products will be a great 
benefit to both our organization and our 
independent dealer community.”

Added Gigliotti, “I am very excited to be 
a part of the team. Turbon products and 
innovative programs are second to none 
and their commitment to building a strong 
team underscores their support for the in-
dependent dealer community.” 

West Point Products and Depot 
International Debut New Live 
Chat Feature

Clover Imaging Group has added a new 
live chat feature to its West Point Prod-
ucts and Depot International websites. 

The chat feature is accessible without log-
ging in and is expected to increase the user 
experience and build upon CIG’s customer 
service offerings, the company said.
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Customer service, web support and technical support will be live 
7 am–7 pm CST and after hours clients will be able to leave a 
message through the chat function. 

Topics for the live chat can include status of orders, account 
related inquiries, and technical or compatibility questions. The 
current email and phone number for customer assistance will still 
be available.

Akers Business Solutions to Represent Roanoke 
Stamp & Seal, Earns Honors from Mfrs.

Custom office products manufacturer Roanoke Stamp & Seal 
Co. has retained Akers Business Solutions to represent it in the 
northeast corridor and potentially, through a national rep group, 
in the southeast as well.

Akers, an independent rep group organization headquartered in 
Glen Burnie, Maryland, will focus on growing Roanoke Stamp’s 
business in the independent dealer channel relating to custom 
office products and promotional products distributors, according 
to Roanoke Stamp president Donald Corron II.

“We see tremendous potential in the independent dealer channel 
for custom office products and promotional products and are 
delighted to partner with Darlene Akers and her team to help our 
independent dealer customers make the most of that potential,” 
said Corron.

Separately, the Akers organization announced it has been named 
REP GROUP OF THE YEAR by Deflecto. The award follows rec-
ognition of Akers principal Darlene Akers as Clover Technologies 
Group’s Rep Principal of the Year earlier this year.

North American Marketing Adds VP of Operations

Patrick Carr, formally with ATD-American, has joined North Amer-
ican Marketing as its vice president of operations.

Carr, who comes to North American Marketing with many years 
of experience in the government office furniture market, will es-
tablish and oversee a Philadelphia location in proximity to GSA’s 
Integrated Workplace Acquisition Center (IWAC). 

In his new role, he will oversee the GSA contracts North Amer-
ican Marketing administers, ensuring compliance and assisting 
NAM clients with their GSA sales and marketing programs.
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Veteran office product dealers have tax seasons down. It’s the same thing 
every year. They order their tax forms in advance and have them on hand. 
It’s predictable. They know their customers, which forms they need and how 
many. There’s nothing new here. 

Until now. The ACA forms are here.

This year the Affordable Care Act requires employers with 50 or more em-
ployees to file information returns with the IRS and also provide statements to 
employees about health care coverage the employer did or didn’t provide. 

Reporting was voluntary last year but this year it gets real. Dealers who have 
been providing W-2s and 1099s to their customers now have some new 
numbers to learn: Forms 1094 and 1095 are the first tax new forms in…well, in 
forever. 

Be ready when your customers call and ask “What do you know about these 
new ACA forms?” Or better yet, identify your tax form customers with 50+ em-
ployees and ask them that question and be armed with all the answers from 
ComplyRight (formerly TFP and Apex).

Call today to get the answers. Catalogs, samples, selling tips and guides on 
usage. It’s all in one handy kit. Contact Maria Navarro at 800 482-9367 or by 
email at mdnavarro@complyright.com.

ADVERTORIAL

There’s a new tax form in town…

ComplyRight offers the ACA forms in all configurations along 
with envelopes and even a complete software package to 
guide your customers through the forms.

mailto:mdnavarro@complyright.com


T A X  S O L U T I O N S

EVERY TAX FORM

Every form you need on your desktop
Over 30 forms • W-2s,1099s and Transmittals • Create and Print

Includes the Newly Required ACA • Unlimited E-File*

*Forms available to e-file include 1099-MISC, 1099-INT, 1099-DIV, 1099-B, 1099-C, 1099-R, 1099-S, 1098, 1098-T and W-2.

Contact Maria for more information: 
800-482-9367, Ext. 58004, or email MDNavarro@tfpdata.com

67858

mailto:MDNavarro@tfpdata.com


CLEANING AGENTS: 

Clorox Professional Products for Clorox 
Disinfecting Wipes

Clorox Disinfecting Wipes come in 700-count packs and are EPA-
registered to kill 99.9% of germs in commercial hot spots, with 
nine new EPA-registered disinfecting claims, 12 new allergen-
removal claims and 10-second sanitation.

DISPENSERS: 

Co-winners: Georgia Pacific & Rubbermaid

Georgia-Pacific Professional for the 
ActiveAire Dispenser

Georgia-Pacific Professional’s compact ActiveAire Dispenser 
has ActiveAire designed into the dispenser, near the source of 
the problem, to more regularly provide freshness. The dispenser 
activates automatically when a person enters the stall and hand-
wave reactivates.

Rubbermaid Commercial Products for its 
Battery-Free Dispensing system

Rubbermaid’s Battery-Free Dispensing provides an environmen-
tally friendly alternative to alkaline battery use. The systems store 
energy generated by ambient light, delivering an energy efficient 
and highly productive solution that eliminates the costs associ-
ated with replacing and disposing of traditional alkaline batteries 
altogether.

EQUIPMENT: 

Kaivac’s Battery-Powered AutoVac

Kaivac’s Lithium-ion powered AutoVac is an automated high 
performance floor machine that its makers claim cleans as well 
and as fast as a traditional walk-behind or ride-on autoscrubber 
at a fraction of the cost. 
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Innovation in the Spotlight at 2015 ISSA/INTERCLEAN Show
For four days in Las Vegas last month, the global cleaning industry was very much front and center at ISSA/INTERCLEAN North 
America, with 700-plus exhibitors and some 16,000 attendees from around the world. Like any trade show, it was an opportunity to 
see firsthand the very latest in new products and technologies and show organizers highlighted some of the best and brightest in a 
special Innovation Awards program. Entries were submitted in five different categories and here are the winners:



 
 

 
 
 
 
 

Local Industry Tour and Luncheon 
Thursday, December 17, 2015 

10:00 a.m. - 12:00 p.m.  Tour 
12:00 p.m. - 1:00 p.m.  Lunch 

Meet at Graff Plaza 
 

Hosted by: 
     
 
 

 

We invite you to join your Industry peers for a special tour of City of Hope. 
The tour is designed not only to educate you on the miraculous work being 
done at City of Hope, you will also be able to see, how the generosity and 
commitment of our Business Product Industry has enhanced this world-class 

facility. City of Hope, with your help, continues to change the lives of cancer 
victims worldwide.  The 2016 National Business Products Industry Campaign 

will honor Joe Templet, Sr. Vice President of Trade Development for  
Essendant and he will be at the tour!  Join us for an unforgettable day! 

 
RSVP to: Cathleen Tighe at ctighe@coh.org or  

call (866) 905-4673 by December 6, 2015 
 

City of Hope 
1500 East Duarte Road, Duarte, California 91010. 

www.cityofhope.org 

mailto:ctighe@coh.org
http://www.cityofhope.org
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SERVICES & TECHNOLOGY: 

Spartan Chemical’s  
CompuClean Mobile

CompuClean Mobile app makes 
documenting performance and tracking 
cleaning issues easy. Inspections are 
quick and convenient using your mobile 
device and can even be performed offline 
to capture rich, multi-media content 
including images that reinforce inspection 

results and create and generate charts and 
graphs to deliver immediate feedback.

SUPPLIES: 

3M Commercial Solutions 
Division’s  
Scotchgard Surface Protec-
tion Film

A thin, almost invisible, adhesive-backed 
film offers substantial protection to high 
traffic floors and other surfaces to help 

reduce the number of times the surface 
must be stripped and re-coated. Easy to 
install and remove and no special tools 
are required. Compatible with standard 
floor cleaning procedures.

In addition, attendees voted to present 
several Visitors’ Choice Awards as 
part of the program. Winners included 
CleanTelligent (Branding); Georgia-
Pacific Professional (compact ActiveAire 
Dispenser); Sealed Air Diversey Care (for 
both the TASKI Intellibot SWINGOBOT 
755 by Intellibot Robotics and the 
TASKI swingo 2100μicro Microrider), 
and Ultimate Solutions (i-cart Cleaning 
System).

Next year’s ISSA/INTERCLEAN North 
America will take place October 25-28 in 
Chicago.

REGISTER TODAY AT 
www.edexpo.com

Increase Sales Beyond 
the Front Office GROW your revenue 

streams by attracting 
new customers. 

DISCOVER unique 
products to complement 
your product line. 

LEARN valuable 
strategies to grow 
your dealership.
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For those of you actually enjoy politics, this past month has been some-

thing of a Superbowl. Among Republicans in the House of Represen-

tatives, it started with the surprise resignation announcement of House 

Speaker John Boehner, was followed by the rise and rapid fall of Majority 

Leader Kevin McCarthy (R-CA) as his anointed successor and ended 

with the election of Rep. Paul Ryan (R-WI) as Speaker and unifier of a 

deeply divided party, though Rep. Ryan said repeatedly in the weeks 

leading up to his election that he did not want the job.

Indeed, it was only after extensive begging and pleading from his col-

leagues and hours of meetings with the various factions within the Re-

publication Conference that Rep. Ryan finally agreed he had enough 

support to move the Republican Conference forward with a unified voice. 

We will find out very quickly if he was right. There will be no long hon-

eymoon period for Speaker Ryan and it is quite likely that the smallest 

disagreement will become a national story and generate vocal second 

guessing and complaints about Ryan’s ability to govern.

Meanwhile, while this drama was all unfolding on the Republican side of 

the House, we had the first Democratic debate of the current campaign 

season, featuring former secretary of state Hillary Clinton and a support-

ing cast of wanna-be’s who made it very clear early on in the debate that 

they were out of their league. 

Sen. Clinton’s performance, combined with her showing during the 11-

hour Capitol Hill hearing on Benghazi, sent her poll numbers soaring and 

put paid to any chance of a late entry into the race by Vice President Joe 

Biden.
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How Do 
You Tackle 
Dysfunction?  
By Paul Miller



And if all that wasn’t enough, non-establishment presidential 

candidates like Donald Trump, neurosurgeon Ben Carson and 

Sen. Bernie Sanders continued to defy contain political wisdom 

and maintain their strong positions in the polls and in the money 

chase, though the third Republican candidates debate, held as 

the month drew to a close, promised to re-draw the running or-

der of what remains a very crowded race.

Entertaining as all this might be, it left many of the critical issues 

facing our country still unaddressed only and getting worse. And 

regardless of where you line up on the current political spectrum, 

it’s certainly not hard to see just why there is so much anger 

among voters today. 

Having said all that, though, don’t expect an end to the political 

theater any time soon. 

Even though a late October burst of legislative activity in Con-

gress opened the door to a possible resolution on both the budge 

and the debt ceiling, much work remains to be done on some key 

issues. There’s the matter of funding our national defense (a bill 

the president has already vetoed) and finding money to pay for 

the soon-to-expire Highway Trust Fund, for example, not to men-

tion a proposed overhaul of international business taxation and 

a series of expired tax breaks that both businesses and house-

holds have come to rely on. And this is all with just two months 

remaining in this session of Congress!

In the face of all this, how can we as voters have any faith things 

will change? The simple answer is, you can’t. 

Nevertheless, it’s still as important as ever—in some ways, even 

more important—to keep walking the halls of Congress and 

pushing members to act on your critical issues. 

This is exactly what NOPA is doing. There isn’t a forward think-

ing, proactive business out there today that is not investing in 

advocacy. Why? Because even when things seem dysfunctional, 

there are opportunities for improvement that present themselves 

and you can either be prepared to act when they do or just sit 

back and let someone else benefit. 

If you’re not continuing to beat the drum for your business or 

industry you will be ignored and/or replaced. This is a gamble 

NOPA is not prepared to make and it’s why we keep investing in 

Washington. We cannot afford to wash our hands and just give 

up and neither can you!

Despite, and sometimes because of dysfunction, unique oppor-

tunities can arise on key issues. That’s why NOPA continues to 

press aggressively, even during times like this, to advance the 

interests of the independent dealer community.

We cannot just sit on the sidelines during the debates on tax 

reform, health insurance reform, minimum wage, procurement 

reform, and labor reforms and expect good things will somehow 

magically happen for our industry. 

If we do, we will either find ourselves left out of any relief our cor-

porate counterparts currently enjoy or we will find ourselves on 

the losing end of new anti-small business rules and regulations 

that will increase costs to your business. Neither scenario is ac-

ceptable. That’s why NOPA continues to push forward through 

the dysfunction.  

We have seen what a small group of lawmakers can do within 

their own party when they are unified and committed to a cause. 

Such a group, which made up less than 8% of the Congress, was 

able to get a sitting Speaker (the third most powerful position in 

Washington) to resign. It was their unity and their persistence 

that made the difference. 

NOPA is taking a similar approach and I am confident we will 

have the success independents want and need to help grow their 

businesses and protect the fruits of all their hard work.

Dysfunction can cause gridlock but it can also breed opportunity. 

Be assured that NOPA is working in Washington on your behalf 

to cut through the dysfunction and keep our sights set on your 

business needs and your agenda. That focus will breed opportu-

nities for success. 

Stay tuned and stay engaged—we can cut through and achieve 

success, even in a system that appears broken. 

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.

PAUL MILLER continued from page 31
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It’s time once again for dealers to “stand up and be counted” and 
make their voice heard by participating in NOPA’s 2015 State of 
the Office Products Dealer Industry Survey! In an industry that is 
changing so dramatically, information on emerging trends and 
new market forces is critical and that’s what NOPA’s annual deal-
er survey is designed to deliver.

Survey findings will provide valuable data that independents can 
use to hone their skills and plan for the future but we need your 
support and participation to make it happen!

“The survey is targeted, very easy to navigate and should take 
less than five minutes to complete,” says NOPA executive di-
rector Paula Kreuzburg. “It is both comprehensive and quick 
because we know this data is important to our members and 
also that their time is precious. But every dealership needs to be 
represented and every salesperson possible needs to fill out the 
survey.” The confidential survey seeks to answer, among many 
others, the following questions: 

• How many office products dealerships are there?

•  In terms of sales, for how much of the office product market 
do dealers account?

• What is the average size of today’s dealerships?

•  How many people are employed in dealerships across the 
country?

•  What is the average dealer customer’s size and how large is 
their typical order?

• What product segments best serve the dealer?

• How long is a typical sales cycle?

As part of NOPA’s ongoing commitment to the independent 
dealer community, we are excited to offer this comprehensive, 
non-partisan office products dealer survey for the second year 
in a row. Visit the survey to participate. Please complete by  
November 25.

And thank you for your support and insights!

Share Your Business Insights by Participating
in the NOPA 2015 State of the Office Products 

Visit http://bit.ly/NOPA2015SDIS 
to complete the survey today!

Dealer Industry Survey! 
The brief survey aims to uncover data every independent 
dealer can use to strengthen their business, including:

• The number of office products dealerships in operation
• The average size of today’s dealership
• The best-serving product segments
• The average length of a typical sales cycle
• And, much more
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NOPAnews
Make Your Voice Heard on Today’s Business Climate by Completing 

NOPA’s 2015 State of the Office Products Dealer Industry Survey

http://bit.ly/NOPA2015SDIS
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By Stephanie Vozza



Ables-Land Inc. 
Tyler, Texas-based Ables-Land was established in 1963 by 
Arnold and Agnes Ables as a small print shop. Since then, the 
business has grown to become a full service office supply, 
furniture and printing dealership with more 40 employees.

Owner Gary Ables is the second generation to manage the 
business and the company includes a third generation—Gary’s 
three sons, Cody, Chris and Cameron Ables; and nephew, Tim 
Ables. 

“Having people who care and who have a vested interest in 
making sure the business stays alive and thrives is a big benefit 
to owning a family business,” says Gary. “Each one of my sons 
and nephew has a passion for the business and it keeps us all 
going.” 

Gary says the business’s third generation has had a big impact 
on Ables-Land. “My generation didn’t grow up with the Internet 
and there was no online ordering for us,” he says. “Today, it’s a 
must in any business. The next generation gets that and stays 
involves with marketing. Our business has grown significantly 
since all four of them joined.”

Gary says working at Ables-Land is the only job he’s ever had. 
He got his start in the dealership’s printing department while still 
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Five Success Strategies for Family Businesses
  Henry Hutcheson, founder of the Family Business USA consultancy and author of Dirty Little Secrets 

of Family Business, has 25 years of business management and family business consulting experience. 
He says he’s seen the patterns that can lead to major problems and they’re almost always preventable.

  “The factor that enables family businesses to rise to the top is trust: family members can potentially 
trust one another far more than non-family members,” he says. “But trust can erode—when a family 
member can’t or won’t perform at the necessary level; when there’s a sense of entitlement; drug 
abuse; laziness. And that can have serious, business-killing consequences.

  “If the business is professionalized, there will be a way to deal with those issues. But too often, 
safeguards are not in place.”

>>>>>>>
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Family businesses are pillars in their communities. They’re the names that are known on Main Street and they’re the folks you see 
volunteering to support local area worthy causes and civic organizations

Family businesses are also often strong businesses. According to a 2012 Harvard Business Review study, they’re less likely to have 
layoffs during recessions and they frequently outperform non-family businesses during boom periods. 

“More than 70% of all businesses are family businesses—they account for a significant number of new jobs and a large portion of 
the gross domestic product,” says Henry Hutcheson, author of Dirty Little Secrets From Family Business (Indie Books International; 
2014). “But that’s not the only reason they’re so important. They’re motivated by profits but also by other important considerations: 
pride in the family name, building something for future generations, philanthropy. 

“For those reasons, they contribute in tremendous ways to social stability. They make our communities better.”

We spoke with five independent dealers who are part of family businesses—some generations strong and others that have recently 
added a second generation. Here are their stories:



in high school. Eventually, he moved into outside sales before 
taking on a management role in 1982. Gary took ownership of 
the business when his father, Arnold, retired at age 65. 

“My dad did a good job of bringing me in early and exposing 
me to all aspects of the business,” says Gary. Now, he finds 
himself in a similar process as he starts to go through a 
succession plan with his own sons. 

“I’m 57 years old, and my sons are in their late 20s or early 
30s,” he says. “We don’t have a formal succession plan, 
but I think without a doubt they intend to take it over. They 
understand the challenges of the business and they’re here 
every day and in the trenches working hard. They know you 
don’t sit back, open the front door and wait for business to 
come in. They understand what it takes.”

When it comes to challenges, Gary says having multiple 
personalities involved in the operation can be tricky. “We really 
try to keep things light,” he says. “But we can get serious real 
quick when the chips are down.”

Separating work and personal life isn’t possible, says Gary, 
who adds, only half-jokingly, that he feels sorry for his 
daughters in law. 

“We all live in the same town and we spend a lot of time with 
each other,” he says. “None of my daughters in law work in the 
business, but they do a very good job of being understanding 
when invariably we start to talk about business.” 

For other dealers who have family members who would like 
to join the business, Gary recommends sharing the decision-
making process early. 

“A lot of my friends in this business have asked me, ‘How in the 
world do you get your kids to where they want to be involved 
in business?’” says Gary. “I believe you should teach them, but 
not hover over them. Let them spread their wings and make 
decisions and then let them learn from their own mistakes. 
The biggest challenge is getting along with their dad, mom or 
siblings.” 

Hummel’s Office Plus
Originally called Excello Typewriter, Hummel’s Office Plus was 
founded in 1934 by Harrison J. Hummel in Herkimer, New York. 
The company’s early days involved a small retail shop, where 
typewriters were repaired and typing paper, ribbons and other 
typing supplies were sold. 

Four generations later, Hummel’s has transformed from a 
modest storefront to an 80,000-square-foot distribution center 
and is the largest independent office supply dealer in upstate 
New York.

“This year marks 81 years in business,” says Justin Hummel, 
CEO and the founder’s great-grandson. Justin’s grandfather, 
Harrison J. Hummel Jr., and grandmother Betty Hummel ran the 
business, eventually turning it over to Justin’s father, Harrison 
J. “Chip” Hummel III. Chip served as CEO for 40 years before 
turning over the business to his children in July 2011. Today, 
Chip serves as chairman of the board. 
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Five top success strategies for family businesses:

1 Keep the lines of communication open. Schedule regular family meetings to discuss issues of 
concern and topics such as business transition, business performance and responsibilities. Include 
all of the family members, no matter where in the hierarchy their jobs fall—exclusion creates 
animosity. Create a family manual that lays out the ground rules for how the meetings will take 
place to ensure everyone gets a chance to be heard and impediments to communication are left at 
the door.  >>>>>>>

continued on page 37 >>



“When we were kids, my father told us, ‘You don’t have to 
come for work for me but you are going to work somewhere 
eventually and if you want it, here’s an opportunity,’” says 
Justin. 

Justin and two of his siblings—brother Harrison J. Hummel IV 
and sister Solace—took their father up on his offer and chose 
to work at Hummel’s, getting their start handling tasks in the 
warehouse, retail store and office. 

“It gave us a lot of experience and as we got into our teen 
years, we each went into the areas that were most interesting 
to us,” recalls Justin. “Harrison focused on distribution and 
operations and Solace went into accounting and office 
administration. I happened to like retail and sales.” 

In 2008, the Hummels started working on a detailed succession 
plan. “We met once a month for three years,” Justin explains. 
“Businesses don’t get turned over overnight or even in a few 
months. You have to pay a lot of attention to detail. Since there 
is more than one of us, we have a shared responsibility.” 

Justin says it helped that he and his siblings have 
responsibilities in different areas. “We didn’t have the same 
skillsets so we were all able to take our own chunk and run 
with it,” he says. “We did a SWOT analysis, sharing where 
we thought each other was strong and weak and identifying 
opportunities and threats. It became very passionate and 
emotional. We all had to be on the same page and we didn’t 
want to leave anything to chance.” 

One of the biggest challenges in transitioning a family business 
to the next generation has been in earning the trust of the 
employees, says Justin.

“The change can create uncertainty,” he says. “Our father 
always challenged us to work as hard or harder than those 
around us. Taking over as CEO was a big responsibility and 
my siblings have tremendous responsibility in their areas. We 

have people who are counting on us and our approach may 
be different from what was done in the past. We had to explain 
why we’re doing things differently.”

Justin says the industry has changed drastically, especially 
in the last five years, and the arrival of new generations has 
helped the business stay ahead of the curve. “During the ‘80s 
and ‘90s, our business was predominantly retail,” he says. “In 
the early 2000s, we transitioned from 50% brick and mortar to a 
much greater focus on e-commerce and B2B. 

“Product consumption has dramatically changed, and we saw 
that coming. In fact, we just finished a warehouse expansion 
and a lot of it had to do with adding jan-san products, coffee, 
water and rock salt. We don’t pigeon-hole ourselves as just an 
office supply company anymore.” 

One benefit of working in a family business is having a vested 
interest in its wellbeing: “We are long term partners and there is 
consistency from one generation to the next,” Justin says. “You 
understand where you came from, where the challenges in the 
business were and how they shape the business as it continues 
to evolve.”

The family too is growing. A fifth generation—Harrison Hummel 
IV’s son Matt—recently started working as a furniture installer. 
Justin himself has two children, ages 8 and 7, and says he feels 
a responsibility to bring them up with a strong work ethic.

“I want them to choose something they love, where they can 
feel satisfied,” he says. “If they choose to work at Hummel’s, I’d 
love the opportunity to work with them, but at the same time, I’ll 
have no hard feelings if they choose to work somewhere else. 
We have a great infrastructure and foundation; I’d love to have 
the opportunity to turn it over to them one day.”
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Five top success strategies for family businesses:

2 Assign clear roles and responsibilities. As a family member, it’s natural to feel that everything is 
“my” business. However, not everything is every family member’s responsibility. Job definitions 
prevent everyone from jumping in to tackle the same problem and help ensure the business runs 
smoothly.

>>>>>>>

continued on page 38 >>



Bulldog Office Products
It was 1968 when Frank N. Fera launched Western Pennsylvania 
Business Forms, a one-man operation that sold forms to 
automobile dealerships. Known for fast and friendly delivery, 
customers started asking him to carry other items such as 
office supplies. Once he added furniture to the mix in the 
mid ‘80s, the company changed its name to Bulldog Office 
Products. 

“Dad started the business in our basement,” recalls Frank 
L. Fera, vice president and Frank N. Fera’s son. “I was in the 
second grade and he’d bring us kids down to help him move 
boxes. We had our little red wagon, and after that Dad would 
take us for ice cream. Years later, I’m still working for food!” 

The younger Frank started working in the business full time 
after graduating from college in 1983. Each of his five siblings 
also came to work in the business. 

“Dad’s goal was to make sure we all got a college education; 
he did not have plans for us to join the business,” says Frank. 
“One by one against his wishes, we joined. And each time a 
new family member came in, it forced us to push to grow the 
business.” 

Frank says his dad did not have a formal plan for turning 
over the business to his children. Instead, he reached out to 
other business owners he knew who had handed down their 
companies and took their advice.

“We’re the second generation and we’re already concerned with 
passing it down to the third generation,” says Frank. “We do 
have a formal succession plan now and used a financial advisor 
against dad’s suggestion. We feel we got some good advice. 
When things are going well is the time to estate plan.”

After retiring, the elder Frank launched another business, and 
works out of the Bulldog offices. “He’s 83 and he still works half 
days—from 5 a.m. until 4 p.m.,” laughs Frank. 

Like other independent dealers with family businesses, Frank 
says knowing you can trust in those you’re working with is a 
big benefit. “With us having so many family members, we’ve all 
found our own niche,” he says. “I know we’re lucky; my mom 
and dad are giving people. People are surprised there aren’t 
more egos involved in the business, but we were raised with a 
working mentality. We have our moments and disagreements, 
but we’re all respectful of one another.” 

The challenges to a family business are no different than the 
challenges any business faces, says Frank: “You’ve got to 
make sure you’re buying right, doing enough on the sales side, 
keeping the customers you have and looking for new ones,” he 
says. “You still have to do all of the things that help keep you 
profitable.”

Frank says his dad gave him and his siblings two tips before 
handing over the reigns and he says they’ve both been crucial 
to the company’s continued success: “First, Dad told us to 
pretend he’s dead,” he says. “Do not be afraid to make
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Five top success strategies for family businesses:

3   Keep good financial data. The downfall of many small businesses and family businesses is not 
having solid data. Have a single point of contact to manage the finances. If you’re small enough, 
you can rely on a family member. Otherwise, you’ll need to bring in a qualified accountant. 
You may cringe at the cost, but the difference between a good accountant and a bad one is the 
difference between knowing exactly where you are on the road and trying to drive with a mud-
covered windshield. 

  >>>>>>>

continued on page 39 >>



decisions and know you’re going to make mistakes but be 
committed to learning from them.”

The second tip was Frank N. Fera’s three secrets to success: 
Work. Work. Work. 

Warren’s Office Supply
Warren Roberts started Warren’s Office Supply in 1981 in 
Sanford, Maine, as a locally owned business that caters to its 
customers and community. In 1998, Warren’s daughter Melissa 
(Bors) came to work with him, and in 2008, daughter Jen joined 
the company.

“I have three daughters and two have chosen to come into the 
business,” says Warren. “Additionally my wife Sue joined the 
company in 2013.”

Having family members join the company is a comfort, says 
Warren. “They understand your business model and your 
commitment to taking care of customers properly because 
they’ve grown up in the business,” he says. “They know all that 
automatically, and they just do it.”

One of the challenges, however, is when everyone needs time 
off for a family event. “A couple of years ago my mom passed 
away,” Warren recalls. “It was on a Tuesday evening and we 
were all fortunate to be with her but the next morning we were 
all back at work and with all of the family members involved, we 
had no time to stop. My youngest daughter, who is not in the 
business, took a bereavement day and spent time helping us. It 
certainly was a challenge.” 

While one fourth of the employees at Warren’s Office Supply 
are family members, Warren says he encourages other staff 
members to take on extra responsibility and move up. 

“We have one individual that has been involved in a sales 
coaching role when we’ve had additional sales people come 
on board and we’ve encouraged other people to be involved in 
various aspects of the business,” he says.

Warren says having his daughters and wife join the company 
has improved business from generational and gender 
perspectives. “A lot of our customers who do the buying are 
women,” he says. “My daughters and wife have brought in a lot 
more of that softer side of things, particularly on the marketing 
side to direct it towards women buyers.”

While he’s not looking to retire immediately, Warren says he’s 
been talking about creating a succession plan and has sat in on 
sessions at industry events and talked with other dealers who 
have already done this. He’s also had an initial conversation 
with his CPA. 

The most important part of owning a family business is 
remembering that you’re family, says Warren. “Family comes 
first and if this doesn’t work for any one of us, then it’s time 
for us to look a things differently,” he says. “The business is 
great, but at the end of the day we still want to get together for 
Thanksgiving.” 
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Five top success strategies for family businesses:

4   Avoid overpaying family members. Market-based compensation is fundamental and essential. 
Parents in family businesses tend to overpay the next generation or pay everyone equally despite 
differing levels of responsibility. Both are bad practices. The longer unfair compensation practices 
continue, the messier it will be to clean up when it blows up.

>>>>>>>



Suburban Stationers
Suburban Stationers, founded by Dave Shulman and Ray 
Bourret, is a unique family business. Not only is it multi-
generational, it’s also multi-family! The Middletown, Connecticut 
independent added a second generation when both founders’ 
sons joined the company 13 years ago—Bob Shulman as 
president and Jeremy Bourret as CEO. 

“It adds another dimension to the dynamic of running a family 
business,” says Bob, who worked in the warehouse and made 
deliveries at Suburban Stationers with Jeremy while both men 
were growing up. “It gave us both a good understanding of our 
fathers’ business.”

One of the benefits of a family business is that it offers a more 
intimate mentorship from the founders, says Bob. “My father 
felt strongly that I should work elsewhere and do whatever I 
wanted,” he says. “I worked for another office products dealer 
in the South and learned a lot about the industry with them. 
Coming back into the family business allowed me to share what 
I learned.” 

Dave and Ray created a succession plan when they were ready 
to hand over the business to their sons. The family originally 
started with a phased approached, planned over a certain 

number of years. Then, Bob and Jeremy decided to buy out 
their fathers outright. 

“Being flexible and able to adapt to change is critical,” 
says Bob. “The two best things we did included having an 
accountant and an insurance agent as advisors. We had 
to consider all aspects of the transition. For example, what 
would happen if we were slowly buying into the company 
and someone passes away? Getting questions answered is 
important. Questions helped guide the people we wanted to 
bring into the room.” 

One of the challenges is handling the sense of trepidation, says 
Bob. ““When it’s multi-family, it can get a little dicey,” he admits. 
“You must sit down and talk about stuff. For the founding 
generation, this is their baby. Are they going to think we’re 
trying to take over? What is the plan? What do you want to be 
in 10 years? Once these things are brought up, good things can 
happen.” 

Another challenge for Bob and Jeremy was perception. “When 
I came in full time, a lot of our employees remembered me as 
a kid,” he says. “I always felt I wanted to erase that stereotype. 
I did everything I could to prove myself. I’m not just in it for a 
paycheck, and I don’t feel entitled. I’m in this for all of us. I had 
to work hard to earn respect.” 

Bob and Jeremy have made some significant changes to the 
business since taking over. “When we came in, there was no 
formal sales plan or process. Jeremy has done a fantastic job of 
developing that and we’ve gone from having one outside sales 
rep to 11,” says Bob. “And on the ecommerce and technical 
side, I’ve created a marketing department and developed a 
stronger online presence with our customers. I’m not saying 
our fathers couldn’t have done that but this was our forte and 
passion.”

Today, Dave and Ray are semi-retired; Dave handles CFO 
responsibilities and Ray focuses on sales. “Having them 
continue being part of the company has value,” says Bob. “It’s 
great to have our mentors available to bounce ideas off of.”
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Five top success strategies for family businesses:

5   Don’t hire relatives if they’re unqualified. Competence is key. Family businesses are a conundrum: 
The family aspect generates unqualified love, while the business side cares about profits. Thus, 
family members will be hired to provide them with a job, even though they’re not qualified. The 
remedy is to get them trained, move them to a role that matches their skills or have them leave.

>>>>>>>



Business buyers now have a multitude of choices when it comes 
to obtaining the essential products and services to keep their or-
ganizations running well. Sixty-four percent of B2B office supply 
buyers now shop online (Essendant primary research—CORE 
Live, 2014) and B2B e-commerce continues to grow. 

Channel lines are blurring as online providers race to extend 
their business to include adjacent categories that offer potential 
growth. As more purchases move online, buyers are expecting to 
have a similar experience to what they have when buying goods 
for their personal use. 
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By Vince Phelan

The way we do business is changing before our eyes. The digitization of 
work has caused changes to the products we use and how we process 
information. We are able to do more with less, but we are busier than ever.



ESSENDANT continued from page 41

Millennials are rapidly entering the work force and bringing with 
them a new set of work standards and personal preferences—ful-
ly 46% of B2B buyers are now millennials (http://adage.com/arti-
cle/btob/google-millennial-influence-rise-b2b-buying/297552/). 
Those providers that have not had the stomach for innovation 
or have been slow to adapt have been swallowed up by more 
progressive market leaders and consolidation has taken place 
among manufacturers and resellers alike. 

These forces have caused leading companies to innovate or die. 
In 2015, the companies formerly known as United Stationers, 
Azerty and Lagasse became Essendant—“the fastest, most 
convenient solution for workplace essentials.” The timing of the 
rebrand coincides with the rollout of a consolidated and power-
ful Business and Facility Essentials operating platform, which is 
expected to be fully complete in early 2016. 

The transition to a common platform enables resellers to access 
the traditional office product, jan-san and break room catego-
ries—all with one order, one invoice and one shipment. Paired 
with the company’s next-day delivery network and functional 
capabilities in digital and merchandising, the common platform 
provides a solid foundation for reseller growth.

As part of the transition, Essendant continues to refine the mar-
keting programs it offers to help customers solidify their core 

business, win online, and diversify their mix to include growth 
categories. Essendant’s research indicates that the top three 
reasons customers state for not buying from independents are 
“poor website,” “limited selection” and “not price competitive” 
(Essendant primary research – CORE Live, 2014). In order to 
change this perception, dealers must honestly assess the cus-
tomer experience they offer and look for opportunities to im-
prove. Essendant offers a variety of tools to help in this process:

•  Be in the Know—Essendant can help business 
owners gain greater insights about customers and their 
needs with exclusive industry research and the ASK! 
customer survey and research solutions.

•  Make an Impact—Digital Lift from Essendant 
provides curated content, relevant results through Smart 
Search functionality, strategic merchandising tools and 
cross-channel email marketing.

•  Hit your Target—Essendant’s Digital Analytics 
program offers a comprehensive way to monitor 
customers and gain insights into marketing engagement 
and the online experience and how you can improve 
both.

Ensure your chemical labels are GHS compliant. Avery® 
makes it easy with UltraDuty™ GHS Chemical Labels 
and free GHS Wizard software from the brand you trust. 

GHS LABELS 
MADE EASY

Print GHS labels 
on demand right 
from your printer

Waterproof and 
resistant to UV rays, 
chemicals, abrasion

Quick customization 
with Free Avery GHS 
Wizard Software

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

Learn more at avery.com/GHS
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Learn more at avery.com/durable

For tough jobs, count on strong and
reliable solutions from Avery.

MADE EASY
DURABLE LABELS

Water Resistant

Tear Resistant

UV Resistant

Resistant to UV, 
water and
tearing

On-demand printing 
with FREE SOFTWARE
and TEMPLATES 

Self-laminating for
quick, long-lasting 
identification

©2015 Avery Products Corporation. All rights reserved. Avery and all other Avery brands, product names and codes are trademarks 
of CCL Labels, Inc. Personal and company names and other information depicted on samples are fictitious. Any resemblance to 
actual names and addresses is purely coincidental. 
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Today, we are more than just a wholesaler. We are more than just office products. Simply put, we are the fastest and 

most convenient solution for workplace essentials. And we are committed to bringing you more. Our transformation 

to one platform will make it easier to access whatever you need to enable your growth. Combined with enhanced 

digital services that allow you to sell more online. All delivered by a dedicated group of experts with one purpose—to 

help you succeed. Learn more about our Business & Facility Essentials at Essendant.com.

The future just got brighter.

UNITED STATIONERS IS NOW ESSENDANT. 

All Content © 2015 Essendant, Inc. All Rights Reserved.

http://essendant.com/
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Independent resellers have a golden opportunity in 
marketing to a changing customer base. Millennials 
are 33% more likely than Baby Boomers to want 
to buy from a brand they know (Essendant primary 
research – Purchasing Buying Habits, 2013). 

For B2B buyers in general, 35% cite brands they 
trust as a key attribute when making purchasing 
decisions. However, with that opportunity comes 
challenges—33% of office product purchasers are 
unaware of who their preferred provider is (Essen-
dant primary research – CORE Live, 2014).

Successful B2B sellers need to seamlessly inte-
grate all of the communication tools they send to 
customers to create a breakthrough brand. Cus-
tomers need frequent, relevant and branded mes-
saging that reinforces a dealer’s value in providing 
the products they need, brands they love and com-
petitive pricing they want. Essendant offers a variety 
of solutions to help dealers integrate their website, 
social media, email, flyers, catalogs and merchan-
dising for maximum impact.
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Content is key
Content is the foundation of selling online: a crucial mix of prod-
uct benefits, industry expertise and organized information that 
guides customers through purchasing decisions. Because of 
the role it plays in the online sales process, industry-optimized 
content enhances a site’s user experience and in turn enhances 
conversions. 

Essendant’s content can be delivered through two different 
methods that enable easy syndication of new and continually 
updated content, ECDB subscription and Smart Search. All of 
Essendant’s content is founded on the company’s significant ex-
pertise in workplace essentials and is built to support a strong 
dealer e-commerce experience that creates a positive brand per-
ception while saving time in the process. 

•  Category Expertise helps establish you as a knowledge 
leader with customers.

•  Taxonomy Management organizes your content to 
increase sales.

•  Product Details provide all the specifics customers need.
•  Product Photos enhance products and assist sales.
•  Premium Copy tells customers what they want to know.
•  Merchandising connects buyers to related products and 

increases orders.

For online resellers, search is an integral part of the e-commerce 
experience and one that comes with strong expectations. Lead-
ing online retailers have set a standard for search that customers 
now expect from all their online shopping experiences. 

The best search tools give customers relevant results with de-
fined areas for marketing and merchandising content. They also 
include robust functionality like predictive text, type correction 
and search refinement. 

Essendant’s Smart Search is a dynamic engine for finding rele-
vant results powered by Oracle Endeca guided search. Backed 
by Essendant’s deep knowledge of customer needs and ongo-
ing development support, Smart Search is a comprehensive and 
customizable solution. 

•  Type Ahead Prompts help customers find what they 
need faster.

•  Auto Correction recognizes errors and suggests more 
likely search terms.

•  Search Refinement assists customers in narrowing their 
results.

•  Optimized Content gives the in-depth information cus-
tomers are after.

 

Go to www.tabbies.com to download this Product Flyer. 
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Filing Accessories and  
Conversion Products 
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Confidentially sign in patients. Form  
limits access to personal information  
as required by HIPPA and provides a  
confidential daily patient log.
Great for doctor or dentist office,  
hospital, labs.

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

• EXTENDA-FOLDER STRIPS convert any  
 top tab pocket folder, pressboard folder  
 or expanding file jackets into end tab 
 file folders

• SPINE EDGE PROTECTORS keep folders 
 looking good longer by protecting 
 the edges from cracking or splitting

Filing, Indexing & Labeling Products 
Vertical Market catalogs available:

• GENERAL FILING

• LEGAL

• VETERINARY

• HEALTHCARE

• SHIPPING & HANDLING

1-800-TABBIES    BECOME A DEALER TODAY!       www.tabbies.com • www.customlabels.com
TABBIES offers:   •  No Order Minimums  •  Private Labeling  •  Drop Ship  

    •  Over 4,000 Stock SKU’s  •  24 Hr Online Ordering

NEW-2016  
Essendant Catalog

NEW-2016  
Essendant Catalog
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LABEL HOLDERS
with INSERTS

c-line.com • (800) 323-6084

CLI-87447, 4" x ⅞"

CLI-70013, 1" - 1½" Binders
CLI-70023, 2" Binders
CLI-70025, 2" - 3" Binders
CLI-70035, 4" - 5" Binders

Effective
Organization

Shelf Labeling Strips

Binder Labels

New!
2016
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http://www.tabbies.com
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•  Merchandising pairs searches with relevant, complemen-
tary products.

•  Item Comparison enables customers to evaluate prod-
ucts side-by-side.

•  Reseller Controls help you prioritize items and brands to 
match your needs.

Smart Search‘s content and features are made to work seam-
lessly with your existing website and product mix to make it 
easier for you to offer your customers more. 

•  Smart Search is designed for you, easily integrating into 
your site’s look and feel.

•  Smart Search is controlled by you, aligning to your needs 
and desired product mix.

•  Smart Search is at work for you, allowing you to prioritize 
products within relevant results.

The Power of Merchandising
Merchandising is an invaluable way to increase average order 
size. In e-commerce, this means having designated promotional 
areas on the site that feed recommendations and promotions to 
shoppers and boost conversion rates. For a site’s merchandising 

to be most effective, it should be informed by how and for what 
customers shop. 

In the online space, merchandising takes over where a sales rep 
leaves off. It enhances the decision-making process for custom-
ers by using knowledge about consumers, products and their 
relationships to assist buyers as they shop. 

Essendant’s exclusive merchandising solution combines prod-
uct knowledge, customer analytics and deep industry expertise, 
allowing dealers to present customers with timely, relevant and 
persuasive recommendations wherever they are shopping on 
your site. 

These promotions and offers are displayed strategically based on 
search keywords and a detailed understanding of how products 
work together. Curated merchandising appears on your site as: 
•  Banner Recommendations: Promotional theaters and 

banner ads that give your site visual flavor, promotional power 
and strategic focus.

•  Featured Products: Product recommendations that are 
displayed in merchandising zones and based on keywords, 
clicks on your navigation menu or clicks on page graphics 
such as a theater carousel.
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Learn more about Avery innovative solutions, templates and support.

©2015 Avery Products Corporation. All rights reserved. Avery and all other Avery brands, product names and codes are 
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Get Your 
Package 
Noticed 

From high-visibility labels to TrueBlock® technology* and bulk 
packaging, Avery has shipping labels to fit every need. Simply 
add a logo or message with free, easy-to-use templates at 
avery.com/print, and send a professional, polished package 
every time.

Make important information stand out 
with Avery Shipping Labels

*TrueBlock available on select items

Get Your Package Noticed 

Learn more about Avery innovative solutions, templates and support.

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

From high-visibility labels to TrueBlock® technology* and bulk 
packaging, Avery has shipping labels to fit every need. Simply 
add a logo or message with free, easy-to-use templates at 
avery.com/print, and send a professional, polished package 
every time.

Make important information stand out 
with Avery Shipping Labels

*TrueBlock available on select items

http://www.avery.com/avery/en_us/Templates-%26-Software/Software/Avery-Design--Print-Online.htm
http://www.avery.com/avery/en_us/Templates-%26-Software/Software/Avery-Design--Print-Online.htm
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•  Premium Relationships: Recommendations developed 
by product experts that are displayed along with content 
that connect related or companion products together more 
effectively. The premium relationship types include supplies, 
accessories, companion products and family items.

Ultimately, enhanced online merchandising will increase online 
conversion rates, raise average order values, drive up overall on-
line sales and transform the customer experience.

When it comes to reaching customers in this ever-changing mar-
ketplace, no form of communication is more cost-efficient, ef-
fective or direct than digital marketing. Essendant offers three 
robust digital marketing services for resellers to reach and keep 
in touch with customers.

Digital Marketing Services
Using an extensive library of customizable campaigns, campaign 
tools and templates, On Demand Marketing allows resellers to 
build fully integrated campaigns and marketing materials online 
whenever they are needed. 

Customers can choose the campaign and campaign tools that fit 
best, add in customized branding and messaging, add additional 
products to feature (including those not provided by Essendant), 
designate promotional pricing and download for self-printing or 
directly order printed materials. 

Market Xpert subscribers are able to fully integrate their informa-
tion to ensure promotional pricing is competitive. On Demand 
Marketing allows customers to create acquisition, retention and 
growth campaigns in a snap, save big with dozens of profes-

sional templates and stay in front of customers with frequent, 
targeted messaging across multiple touch points. 

The best emails deliver value to their recipient. Strong email mar-
keting engages and retains customers and often leads directly 
to online sales. Conversion rates for email are higher than other 
methods and 74% of consumers say email is how they prefer to 
receive commercial communications. [READ MORE] 

Essendant offers a turnkey email marketing program called 
eDeals which offers weekly promotional offers that drive web-
site traffic and incremental sales. A base program offers weekly 
cross-category emails and it can be enhanced with several prod-
uct-specific or thematic booster programs. 

Essendant also offers Email Plus, a robust, all-in-one program that 
can assist in all facets of email marketing. Built on the Act-On plat-
form, the self-service tool provides the technology, content and 
control to send polished, targeted and relevant marketing commu-
nications that raise brand awareness, drive site traffic and increase 
conversions with both current and potential customers. 

Specifically designed for our industry, Email Plus makes creating 
memorable, branded content easy. The program offers template 
design, list management, personalization, lead scoring and ana-
lytics, all through one intuitive online dashboard.

As the ways customers shop continue to evolve, it becomes 
more and more important to study the performance of e-com-
merce sites and digital marketing and the behavior of the cus-
tomers that interact with them. Having analytics tools in place is 
the most effective way to gain the insights needed to continually 
improve the customer experience online and maximize e-com-
merce sales. 

Real-time business analytics insights enable 
smarter decisions for your company and your 
business. Essendant offers a Digital Analyt-
ics program using leading technology from 
IBM Digital Analytics. It offers multiple levels of 
data to provide details that go beyond Google 
Analytics or other alternatives and comes with  
Essendant’s years of experience to help mea-
sure, interpret and transform e-commerce data 
into actionable insights. 

Use analytics insights to transform how you en-
gage with customers, increasing order values, 
conversions and the effectiveness of your digital 
marketing.

Identify patterns, associations, relationships and 
other insights about products and your site to 
enhance your navigation, merchandising and 
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overall online shopping experience. 

Supervise, A/B test and adjust your digital marketing to send 
emails and promotions that are more attractive and engaging 
and lead to conversions that maximize your ROI.

Print is Still Important
We may be living and working in a digital world but print collat-
eral is still an important part of the marketing mix and for some 
customers—a small, but high-volume group—print is an invalu-
able purchasing tool. So even as the digital solutions offerings 
expand, print tools remain a core part of Essendant’s integrated 
marketing strategy. 

Print solutions remain a reliable way to demonstrate the breadth 
and depth of your product offering and to target customers with 
the high-demand products you want to keep fresh in their minds.

An exhaustive resource showcasing the full offering of office es-
sentials, Everything for the Workplace is the single-source cata-
log for all of your customers’ office needs—from reams of paper 
to paper cups and from desk chairs to all-purpose disinfectant. 

It provides an invaluable reference tool for one-stop shopping 
with one purchase order and can build cross-category growth 
with product offerings for every corner of the workplace. Small 
and mid-size customers can be targeted with popular and fre-
quently ordered items. 

Essentials for the Workplace not only cuts to the chase by show-
casing the products these customers use most; it does so with 
custom pricing and insightful product merchandising. This cat-
alog allows an independent dealer to stand out from Big Box 
brands with value-priced and popular product options, demon-
strate product depth and breadth with upsell and cross-sell 
merchandising and utilize an aggressive pricing strategy on key 
products to win new business.

Essendant offers a series of category-specific catalogs and fly-
ers to help establish a dealer’s expertise with customers. 

The Breakroom Source is a complete catalog covering a wide 
selection of breakroom offerings from snacks to beverages and 
food service supplies. 

The Furniture Solutions catalog positions a reseller as sin-
gle-source supplier with an annual collection of diverse, flexible 
and affordable furniture offerings. In addition to reliable brands 
and wide variety, the availability of single-or multi-unit purchases 
is attractive to both transactional and contract buyers. 

With Essendant’s new Facility Cleaning & Maintenance Solu-
tions catalog, dealers can help meet customers’ cleaning, mainte-
nance and safety supply needs in one sales tool. Whether serving 
office managers, facility managers or contract buyers, this book 

is now available in two unique versions—products listed in single 
units and carton packaging or listed in carton packaging only. 

Each of these three specialty catalogs can be complimented 
with a quarterly flyer to strengthen a dealer’s credibility in offering 
these products to customers.

The Classroom Essentials catalog helps serve customers in the 
education sector with an extensive collection of 5,000 everyday 
classroom and administrative office essentials, all together in 
one convenient catalog. 

The Organization for the Workplace is a yearly catalog dedi-
cated to key organizational tools like planners, organizers, cal-
endars and appointment books that helps customers keep their 
business in order. 

Dealers can extend their product offering into a new and 
fast-growing category with the Safety & Facility Solutions cat-
alog, which features a comprehensive assortment of supplies 
and equipment to keep associates in any workplace safe and 
protected. The book includes over 300 new SKUs, educational 
pages and buying guides. 

Essendant’s newest addition—the Pack & Ship catalog and fly-
er—can help resellers make their mark in a growing and new-
ly expanded category. This catalog and flyer combination pro-
motes a whole new product line and establishes it as part of your 
core offering. 

With 95% of all products in the U.S. shipping in corrugated  
boxes, this category is a powerful purchase driver that delivers 
everything customers need to ship, store or package practically 
anything. It also helps them create an efficient and multifunction-
al mailroom.

Independent resellers competing with Big Box brands are often 
challenged to offer competitively priced entry-level products. The 
Essendant Brands Flyer is a quarterly, cross-category flyer that 
creates a strategic opportunity to up- and cross-sell customers 
on office, breakroom, technology, furniture and jan-san supplies 
available in Essendant’s popular value brands. 

The SmartDeals monthly flyer is designed to drive demand, 
boost orders and support your eDeals campaigns. Filled with rel-
evant consumer promotions, SmartDeals is a perfect example of 
integrated marketing strategy in action.

Value-Added Marketing Services
In addition to print and digital tools, Essendant offers its cus-
tomers several value-added services to help design and execute 
winning marketing plans. 
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Marketopia is a service that supports dealers in building a stron-
ger brand story. It pairs customers with Essendant’s professional 
expertise, helping define or redefine logos, taglines, value prop-
ositions, messaging and brand guidelines to ensure impact and 
consistency across all communications channels. 

A defined process is deployed that brings the best elements of 
a reseller’s brand to life to surprise and delight customers and 
strengthen their internal culture around the company’s unique 
values. 

With the right collaborator, dealers can take their marketing plac-
es it might not have gone on its own. Essendant’s MyConcierge 
service provides customized marketing solutions with the back-
drop of keen industry insight. It is a cost-effective service for up-
grading a company’s marketing mix and driving better sales re-
sults—without the need to bring an outside agency up to speed 
on the company’s unique market or customers. 

In addition, Essendant offers the ASK! research service with a 
variety of DIY or full-service solutions to meet your customer in-
sight and business analytics needs. 

The Universal Co-Op Marketing program makes it possible 
for dealers to use their Essendant marketing program dollars to 
create targeted local marketing initiatives and promote that they 
carry the Universal brand.

In today’s cluttered and busy market, if a sales force is able to 
get to the customer’s ear, it must be equipped to close the sale. 
A sales team is not just the eyes and ears of a dealer, but also the 

face of the brand—the person-to-person ambassador that builds 
valuable customer relationships. 

Essendant’s CORE Learn program is a training service of cut-
ting-edge product and professional-development courses that 
provide a solid understanding of the industry, and offer road-test-
ed sales tips and techniques to maximize results. 

CORE Learn is a highly focused compilation of essential profes-
sional skills that features innovative simulation exercises, inter-
active dialog and coaching that allows teams to master selling 
skills for business growth, interact with industry thought leaders, 
participate in industry-leading training exercises that challenge 
and inspire, share ideas and best practices with other resellers 
and gain a blueprint for success via professional assessment, 
feedback and personalized action plans.

With every marketplace change, Essendant has evolved its of-
ferings to help customers win business. The advanced tools and 
technology solutions offered to their customers are tailored to 
this industry. Each is designed to help ensure that all areas of a 
reseller’s business work well and work well together. 

For more information about how to construct a breakthrough in-
tegrated marketing solution for your business, contact your Es-
sendant sales representative or visit Solutions Central. 

Vince Phelan is Director of Category Marketing & Communications, Business & 

Facility Essentials, for Essendant.
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In the world of sales management, the 
word “investment,” and its closely relat-
ed cousin, “spend,” have a heavy bearing 
today. According to Webster’s, “invest” 
means “to expend money with the expec-
tation of realizing a profit or material re-
sult.” “Spend” means “to pay out money 
in buying or hiring goods or services.”

Note the difference? When you “spend,” 
it’s without the expectation of achieving a 
profit. And in over fifteen years of manag-
ing salespeople and coaching other sales 
managers, I can state this as fact: Far too 
many sales managers spend their time 
when they think they are investing their 
time. Here’s a simple checklist to help you 
understand which is which:

•  After a work session with a rep, do 
the rep’s skills improve? This would 
seem obvious, but it’s not to many 
sales managers. I recently had the 
opportunity to make joint calls with a 
client’s salesperson. I had previously 
made joint calls with him three years 
ago when he was teetering on the 
edge of being released. Since then, 
the manager had made a project out 
of him, dedicating at least a half a 
day per week to working with him. 
What was the result? Well….nothing 
that I could see. His skills hadn’t 
improved to any measurable level. He 
was still not asking the right ques-

tions, fumbling in his ability to pres-
ent to a customer, missing buying 
signs and probably burning sales left 
and right. Yet his numbers today are 
just enough higher that he’s no longer 
in danger of being fired. We’ll get to 
the “why” of his numerical improve-
ment in a moment, but first, here’s 
the moral of this story:

  If your salesperson’s skills are im-
proving when you work with him or 
her, you are investing your time. If 
not, you are spending your time.

•  Are your joint calls focused on 
teaching the salesperson how to 
sell, or are they focused on just 
helping the salesperson get the 
deal? Here’s the “why” of the above 
point. It’s true that the salesperson’s 
numbers have improved. The rea-
son—which the salesperson admit-
ted at the end of the day—is that the 
sales manager is going on enough 
important calls that more deals are 
getting closed. 

  Of course, the reason that those 
deals are closing is that the sales 
manager is basically closing them 
himself, taking over the sales calls 
and making the deals happen. If you 
do this, you might think that you’re 
doing your job and benefiting the 

company but you’re not. You’re only 
benefiting yourself and your rep, and 
then only in the short term.

  If you’re staying silent during joint 
calls and using them as a coaching 
opportunity, you’re investing your 
time. If you are selling, you’re spend-
ing your time.

•  If you took your hands off the 
salesperson, what would happen? 
Back at the office, I began probing 
the salesperson’s sales and activ-
ity records for the past three years 
and cross-referencing them with the 
sales manager’s vacation and travel 
schedule. I bet you already know 
what I found. When the sales man-
ager wasn’t there, the salesperson’s 
activity levels dropped nearly in 
half—and the salesperson rarely sold 
any deals when the manager wasn’t 
there. While this was disappointing 
to the company’s owner, it was just 
what I expected to find. The manager 
was simply doing much of the work 
for the salesperson.

  If, after some length of time under 
your tutelage, the salesperson can 
function independently, you have 
invested your time. If not, you have 
spent it.

Are You Spending Your Management Time or Investing It?
By Troy Harrison
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TROY HARRISON continued from page 50

In the review meeting with the company 
owner and the sales manager, I gave my 
analysis of the situation (pretty much as 
above, but with specifics included). I was 
asked by the sales manager if the sales-
person should be put on a PIP—a Per-
formance Improvement Plan (probation). 
“That’s up to you,” I said, turning to the 
business owner, “But the sales manager 
should definitely be put on a PIP!” Both 
jaws dropped.

“Here’s why. The sales manager told me he 
has spent at least four hours per week over 
the past three years with this person. That’s 
over 600 hours of his time, not to improve 
the salesperson’s skills or performance—
they haven’t changed—but to save himself 
from having to make a transition, and per-
haps because he’s a good friend.

That’s an incredible misuse of time and 
resources, considering that there are sev-
en other reps at the company who also 
require at least some attention. The sales 

manager should be put on a PIP and told 
he needs to improve his own performance.

Harsh? Maybe. But the truth is that the 
sales manager had gotten emotionally in-
volved to a high degree and had abdicat-
ed his sales management duties in favor 
of basically being a part-time, un-com-
missioned sales rep. Sales managers do 
this every day without realizing it. If that’s 
you, stop!

But what about the argument that says 
your top reps don’t need managing? They 
just want to be left alone and not messed 
with. Maybe that’s true in some cases but 
rarely do a strong relationship and time 
spent with a top rep fail to produce div-
idends. 

If you get out and work with your top 
people, you may find easily coachable 
moments that will produce success. And 
if you improve a top rep once, they will al-
ways want to work with you. Your top reps 
are the ones who always want to improve, 

always want to sell more and produce 
more. If you can help them do all that, it’s 
a good investment of your time.

To truly start investing your time rath-
er than spending it, try this one simple 
guideline: Apportion your coaching (and 
make it coaching, not selling) time even-
ly to all your mature reps, top to bottom. 
Granted, new and ramping reps take 
more time, as they should but if you divide 
yourself equally among your mature reps, 
you’ll find out that your time is probably 
better invested with your top people. And 
that will make everyone smile.

Troy Harrison, the author of “Sell Like You Mean It!” 

and his new book, “The Pocket Sales Manager,” 

helps companies build more profitable and 

productive sales forces. For information on booking 

speaking/training engagements, consulting, or to 

sign up for his weekly E-zine, call 913-645-3603, 

e-mail Troy@TroyHarrison.com, or visit www.

TroyHarrison.com.

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

Join our conversation on Facebook and LinkedIn for more information.
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You may be familiar with the term power 
messaging or power statements but 
unclear on what they can do for your 
business success or your brand. Imagine 
everyone in your company answering the 
question “What do you do?” in the same 
manner and with a compelling, powerful 
message that will resonate with your 
prospects and customers; a message 
so strong that it will motivate and inspire 
them to take action. 

I would like to define five simple steps to 
creating your own power message, so 
you can begin working on this as part of 
your vision and planning exercises for 
2016. 

1   Who are you?  
The first step is to reflect about who 

you are as a company. What is your pur-
pose, your cause, your belief? If you are 
just an office products company without 
purpose, cause or beliefs…well…you are 
just another office products company. A 
power message starts with WHY you do 
what you do. Once you have identified 
your philosophy and your purpose, you 
will be able to communicate in a unique 
way and begin to think, act and commu-
nicate from the inside out. To understand 
the WHY concept, I encourage you to 
listen to Simon Sinek’s TED Talk, “Start 
with Why.” [LISTEN] As Sinek says, “Peo-
ple don’t buy WHAT you do; they buy 
WHY you do it!”

A power message should be easily 

understood, short and memorable yet 
communicate your company’s focus and 
passion very clearly to your customers. 
Once you create your power message, 
you can repurpose it in many ways and 
use it as part of your company’s branding 
strategy. 

2             Define Your Client.  
 The second step is to define your 

target market. Who will be listening to 
your message? Below is a list of ques-
tions to help you define your ideal client. 
Not only will this give you greater clarity 
for profiling and targeting, but it will help 
you better understand how they think, 
what their needs are and how they make 
decisions. This exercise will help you 
craft your power message to appeal 
specifically to them in a clear, concise 
manner.

•  Who are current and potential 
clients?

• What do they look like?
• How do they think?
•  What is important to them as a 

company?
• What are their needs?
• How do they make decisions? 

3  
Write the message.  
Now that you have better defined 

your customer, begin crafting your mes-
sage. Below is a format to follow as you 
describe what you do, who you do it for, 

how you do it, (better than anyone else) 
and the impact that your customer will 
feel by doing business with you. Don’t 
forget to add your why, which should be 
positioned at the beginning of the power 
statement. This message is about you 
but should be written using the third per-
son or what we call the “YOU” language. 
When a customer or prospect hears your 
message, they should feel as though it is 
directed specifically to them and they feel 
emotionally connected to it. 

For demonstration purposes, below is 
an example of our company’s power 
statements without the WHY, targeted 
market or impact. After that, is an exam-
ple that includes the WHY with a stronger 
emphasis on HOW, with more “what it 
means to them” and it also includes an 
emotional appeal. 

Power Message #1

“K.Coaching is (WHAT) a coaching, con-
sulting and training organization. We help 
(WHO) small businesses improve their 
sales strategies, processes and leader-
ship.”

Where is the WHY, HOW and IMPACT? 

Power Message #2

(WHY) “We believe in the power and pur-
pose of the independent dealer and are 
passionate about helping you continue to 
grow. This industry is ever changing and 
remains highly competitive, but there is 
no need for you to do it alone. 

What is Your 

Power Message?
By Krista Moore

NOVEMBER 2015 INDEPENDENT DEALER PAGE 52

continued on page 53 >>

https://www.youtube.com/watch?v=sioZd3AxmnE


KRISTA MOORE continued from page 52

K.Coaching has helped (WHO) hundreds 
of dealers and their sales teams (WHAT) 
realize their full potential and get on the 
fast track to sales success. We do this 
(HOW) through easy to execute sales 
strategies, proven sales processes, and 
implementing successful sales manage-
ment systems.

(IMPACT) With K.Coaching, you too, can 
grow the business of your dreams with 
higher profits, less stress and more per-
sonal freedom.”

Both example messages are about the 
same company, with the same capa-
bilities. Which one resonated with you? 
Which one would you be more interested 
in exploring? That is the power of mes-
saging and good reason to put the time 
and effort into creating yours.  

4 
 Repurpose the message.  
 Once you get the basic compo-

nents of your message written, then it 
becomes very easy to repurpose it in 
other forms. Make sure that your sales 
organization can practice and deliver 
the message with ease and adapt it to 
various situations. Be sure to include 
your message and the “YOU” language 
on your website and marketing materials 
to better connect with your prospective 
or current customers. You can begin to 
speak your customers’ language through 
social media, while being recognized in 
your community as an industry leader 
and expert. 

5 
 Begin using it!  
 There are many benefits to taking 

your power message to market and using 
it as part of your branding strategy. First 
and foremost, everyone will have the 
same approach with no misunderstand-
ings. You will find your employees have a 

clearer understanding of the company’s 
purpose and mission and how they fit 
into the big picture. It will naturally foster 
a team environment, enhance morale and 
greatly improve the business focus.

As you can see, a power message can 
be a powerful thing and it is way more 
than an “elevator pitch.” Take the time 
to craft one for your company and see 
it create a life of its own as you make it 
a part of your culture, brand and future 
sales and marketing plans. 

Krista Moore is president of K.Coaching, Inc., an 

executive coaching and consulting practice that 

has helped literally hundreds of independent 

dealers maximize their full potential through 

enhancing their sales strategies, sales training and 

leadership development. For more information, visit 

K.Coaching’s web site at www.kcoaching.com.

K.COACHING, INC.
ignite your potential

919-554-4505 | www.kcoaching.com

We are passionate about helping the independent 
dealer grow and prosper! 

Call me today and get on the 
fast track for 2016! 

Easy to implement sales strategies 
Sales processes to win new business
Training a winning sales team
and...successful sales management systems 
that motivate and inspire! 

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

It’s highly competitive and there is no need to do it
alone.

K.Coaching is focused solely on your success through 
helping you create and execute:
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n  Fewer sales reps “taking care of” more 
business

n  B-to-B sales management that is focused 
on beating competitors who aren’t yet 
competitors

n  Customers in all but the largest accounts 
experiencing excessive backorders

n  Return authorizations that seem 
impossible to receive

n  Credits that are months late or non-
existent

n  ID codes needed to place orders, because 
account numbers don’t work

n  Every bit of growth reported by Staples 
in the commercial sector (2.7%) can be 
tracked to losses by its potential merger 
partner, Office Depot. (3.0%)

n  Very, very large businesses calling dealer 
groups like AOPD to ask for assistance

n  Mid-size and large customers switching 
to independents without the promise of 
lower pricing

I am seeing things like these happening across 
the U.S. and Canada on an almost daily basis. 
If you can’t get excited about the opportuni-
ties current big box dysfunctionality is creat-
ing for us, you should check to see if you have 
a pulse. Why? Because putting it simply, the 
independent dealer community has a greater 
opportunity to take back market share today 
than at any time in the past 30 years!

Let me give you just two recent examples. Last 
month, I was working with a dealer in a ma-
jor metropolitan market and meeting with the 

head of purchasing for one of their largest cus-
tomers, a hospital. 

This hospital belongs to a well-known health-
care group purchasing organization but the 
head of purchasing told me that when it comes 
to buying office products, furniture and any-
thing else they can get from their local sup-
plier, they ignore their GPO agreements. He 
ran down a litany of issues that would have 
reduced me to tears if I worked for one of our 
national competitors. His complaints included:

n  Non-responsive reps
n  Excessive backorders
n  Missfilled orders
n  No options for delivery except to a 

dock
n  Lack of account reviews
n  No creative ideas of any kind to 

address his company’s distribution 
challenges

Do you see our opportunity? The independent 
dealer I worked with certainly did. They pro-
vide all the normal products and services plus 
many others—including printing and jan-san—
for which the customer needed a consistent 
supplier. The head of purchasing told me none 
of his other vendors understood partnering like 
this dealer does and there is no way that he 
will leave them for any reason, including lower 
prices!

In another part of the United States, I am 
serving on a short-term basis as part of the 
management team for a large dealer in a very 

large city. This independent serves some huge 
accounts that few independents would dream 
of even bidding for and their customers love 
them. Recently they have begun to approach 
other large organizations in their city and are 
already enjoying some encouraging fruit from 
their labors.

All this, of course, is taking place after our big 
box friends have attempted to woo many of 
both dealers’ customers at different times and 
have repeatedly disparaged them in various 
ways—all to no effect. Watching both these 
fine companies go about their business has 
convinced me that even in the most compet-
itive markets, good independents can thrive, 
not just survive.

What are you doing about prospects in your 
market that you believe are too big to serve? 
If you don’t have reps now who you think can 
make the call, find some who can or seek pro-
fessional help for them. 

Whatever your excuse for staying away from 
large account business, it is out of date. Get 
back in the game right now and don’t be sur-
prised if those large enterprise prospects wel-
come you in with open arms!

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.

You Just Can’t
Make This
Stuff Up!

By Tom Buxton
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http://vimeo.com/incomar/review/55543107/a8ee213ef8
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