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What Did They Think They 
Were Doing At The VA?
If anyone ever actually gets round to trying to drain 
the swamp in Washington, D.C., one very good 
place to start might well be the U.S. Department of 
Veterans Affairs. 

As reported elsewhere in this issue, the VA is get-
ting ready to roll out a new ID card program that’s 
designed to make it easier for veterans to gain ac-
cess to government benefits, store and restaurant 
discounts and other hard-earned support.

It’s a great idea but unfortunately, there’s a prob-
lem: Somewhere along the line, somebody at the 
VA came up with the not so great idea to anoint 
Office Depot as the exclusive printer and distributor 
of the new ID cards. 

Not too surprisingly for Swampland, it’s not real 
clear what Office Depot’s actual status with the 
program is. The top man at the VA, Secretary David 
Shulkin, told a town hall meeting last month, “We 
found a sponsor for these cards, so it wouldn’t even 
cost us any money” while the agency’s press secre-
tary stressed to the taskandprogress.com reporters 
who broke the story that no, it’s not a sponsorship.

Regardless of what VA bureaucrats decide to call 
it, it is very much, in the words of AMVETS execu-
tive director Joe Chenelly, “a leap down a slippery 
slope.”

At this writing, nobody outside the VA knows how 
Office Depot was selected for their role in the pro-
gram. But we do know it’s wrong for them or any 
single private corporation to grab the spotlight in 
this way.

At this writing, too, there’s also nobody outside the 
VA who knows how much the government is saving 
by getting Office Depot to print and mail the cards. 
However much it is, though, it’s not enough to off-
set the insult to the many vets who own or work 
for small businesses that compete with the Flori-
da-based big box and other large national corpora-
tions like them.

If the powers that be at the VA don’t think it’s worth 
spending government money on the new ID card 
program, they need to re-examine their priorities or 
even better, find a new career path.

Simon De Groot
simon@idealercentral.com

EDITORIAL

Seattle Dealer Keeney’s Marks 70 Years of Growth

Keeney’s president Lisa Keeney McCarthy thanks some key members of the Keeney’s crew who 

together represent over 116 years of industry experience. From left: Lisa Keeney McCarthy, Steven 

Sterne (general manager), Denise Bonfante (purchasing), Maureen Condit (accounting), Brad Dunbar 

(furniture/project management).

When Bob Keeney opened Keeney’s Office Products in Bellevue, Washington 
in 1947, President Harry S. Truman was in the White House and Jackie Rob-
inson was making history as the first African American to play Major League 
Baseball. Keeney started selling office supplies out of his station wagon to 
businesses, government agencies and nonprofits throughout the Puget Sound 
market.

“My dad put in place a commitment to supply businesses with quality products 
and personal service that has long been a core part of our DNA at Keeney’s,” 
says Lisa Keeney McCarthy, president of what is now known as Keeney’s Of-
fice Supply and Office Interiors. “We have become true change masters, willing 
and able to turn on a dime in response to new customer needs and market 
demands.”

Currently Lisa says the dealership is having a fantastic year. “Furniture sales 
are up, supply sales are up and sales of breakroom products and facility sup-
plies are up as well,” she says. “Seattle and the Northwest are booming right 
now.” 
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“When it comes to office furniture there is so much growth right 
now it is difficult to keep up,” says Steven Sterne, general man-
ager. “We have an added level of responsiveness and service re-
gardless of the size of the project.” Plus Keeney’s furniture team 
believes that a furniture project is not just a transaction; rather, it 
is the beginning or the continuation of a long-term relationship. 

Keeney’s has always been ready to institute new services to 
meet customer needs. “In the last six months a half-dozen cus-
tomers have asked us to take care of their stock rooms because 
they didn’t want to pay someone to do the ordering,” says Lisa. 
She says that is how you know you have been in the industry a 
long time. “Now we get to charge them, before we just did it!”

A special anniversary logo, developed by Keeney’s marketing 
manager, has been used throughout the year on promotional 
pieces, the shirts drivers wear and on commemorative pens. At 
the 70-year celebration, which took place last month, the logo 
featured prominently on planters with small succulents that were 
given away to all attendees.

Decorative plants were not the only special item on the agenda 
at the celebration. The festivities featured a specialty cocktail in 
honor of the office products industry. 

The “lemon highlighter,” which was offered to all party guests, 
consisted of vodka, champagne, simple syrup and lemon served 
in a glass with sugar along the rim and a lemon twist. “We came 
up with the name and worked with the hotel bar staff to come up 
with a good drink” says Lisa.

Charlotte Dealer FSIoffice Receives ‘Best 
Entrepreneurial Company’ Award
In Charlotte, North Carolina, FSIOffice had special cause to 
celebrate recently after receiving a special award from a local 
chamber of commerce as its “Best Entrepreneurial Company” 
for 2017.

Comments at the awards ceremony highlighted the special fea-
tures that FSI, like so many independents, brings to the mar-
ket they serve. “What FSIoffice sells is not unique, but the way 
they do it is,” said the presenter, who gave special kudos to the 
company’s breadth of offering and its commitment to the highest 
standards of customer service.

“It was a very proud moment for us,” says Janet Blanford, sales 
manager for the State of North Carolina, who accepted the award 
on behalf of the dealership.

Janet Blanford of FSIoffice (left) receives her dealership’s “Best Entrepreneurial 

Company” award from her daughter, Andrea Blanford, a local TV news reporter who 

was master of ceremonies for the event.

Janet says the recognition as a strong entrepreneurial company 
will help raise awareness of the dealer’s strong efforts in its mar-
ketplace. ‘We do a lot of work with chambers across the Caroli-
nas,” says Janet. “For one of the chambers to recognize us will 
help gain more recognition when we talk to other chambers.” 

Kansas Dealer Midwest Single Source 
Honored by Local Chamber 
In Wichita, Kansas, Kevin Ulwelling and his team at Midwest 
Single Source have been racking up the honors of late, most 
recently courtesy of the regional Chamber of Commerce which 
featured the dealership in its member blog this past September. 
Coverage included an interview with Kevin, along with news of 
recent accomplishments. 

In August the team at Midwest Single Source was named the 
24th largest distributor in sales in country (the only Kansas dis-
tributor included in the Top 50) by the Print Services and Distri-
bution Association (PSDA).

The company was also chosen by the Wichita Urban Profession-
als as the Corporate Award Recipient at its third annual Dream-
chasers event. This award is given to a company that encourages 
diversity as displayed by its business practices and community 
presence.

“Both of these recognitions are special in their own way,” says 
Kevin. “To be recognized as one of the leaders in our industry 
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and documented by PSDA shows the consistency of sales we’ve 
maintained and expanded through the years.” 

Midwest Single Source president Kevin Ulwelling and his team have got plenty to 

celebrate this year.

“The Corporate Award was a complete surprise,” says Kevin. “It 
truly shows how involved and intertwined we are in the Wichita 
community and how many organizations we are lucky enough to 
partner with.”

Iowa Dealer 
Tallgrass COO 
Named to List of 
Young Leaders  

 

Carly Grantham

Congratulations are in or-
der for Carly Grantham, 
chief operating officer at 
Tallgrass Business Re-
sources, Coralville, Iowa, 

who was recently selected by a local business publication as one 
of its “Forty Under 40” class of 2017.

Carly has been with Tallgrass for more than six years, beginning 
in 2011 as the company’s marketing manager. In 2014, she was 
named director of brand experience as the company transitioned 
to developing a uniform identity for its customers, encompassing 

its many product lines. In January of 2017, in preparation for the 
company’s transition to the next generation of leadership, Carly 
was promoted to COO.

The Forty Under 40 awards are given annually to recognize and 
thank leaders under the age of 40 who have made a significant 
impact in their organization, community or both early in their ca-
reers. Honorees were selected by a committee composed of last 
year’s honorees and recognized at a special awards banquet last 
month.

Memphis Dealer Yuletide  
Office Solutions Supports Area Food Bank 
This summer, Memphis-based Yuletide Office Solutions teamed 
up with the Mid-South Food Bank for Operation Feed, the largest 
annual food drive run by the food bank. 

Yuletide has supported the Mid-South Food Bank for several 
years and this year the dealership’s president, Chris Miller, led 
the fund raising efforts. “The food bank covers 31 counties and 
services more than 400,000 people,” reports Chris. “Roughly 
20% of the population is food insecure.”

In addition to its own food distribution efforts, the food bank also 
provides food for Meals on Wheels for senior citizens, the Boys 
and Girls Clubs and another organization, Friends for Life, which 
opens a food pantry once a week. 

Yuletide signed up 33 companies for the food drive and worked 
with them to collect food donations and raised almost $5,000. 
An awards ceremony at the end of the campaign recognized the 
effort that Yuletide put forth. 

KY Dealer Hurst Office Suppliers Promotes 
UK Football, Basketball

The University of Kentucky has a proud tradition of excellence 
in college sports and few local businesses support that tradition 
with the same degree of commitment and enthusiasm that Hurst 

Winner’s continued from page 4
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Winner’s continued from page 6

Office Suppliers brings when the football season rolls around. 

For many fans, the season opening not only means a chance to 
tailgate and renew SEC rivalries but it also means release of the 
Hurst bumper sticker, an annual event in the Wildcats calendar 
for more than 45 years. 

The bumper sticker was introduced by Richard Hurst, the sec-
ond generation owner of the company, and after he passed away 
in 2011, Hope Hurst Lanham, the third generation family member 
to lead the company, has continued to maintain the tradition. 

The dealership expects to distribute approximately 3,000 Univer-
sity of Kentucky bumper stickers this year, all free of charge. While 
most of them go to fans in the Lexington area, a fair amount are 
sent all over the world—to military personnel stationed in foreign 
countries and to veterans across the nation. “We get requests 
for them every year,” says Samantha Bender, director of human 
resource for Hurst. 

This year, Hurst ran a contest to select a slogan for the football 
team. The contest was promoted on the Hurst Facebook page 
and the response was excellent. The winning slogan, “Building a 
Tradition,” earned its author a $100 Visa gift card. 

OR Dealer OPNW Supports Leukemia & 
Lymphoma Society
Office Products Nationwide in Portland, Oregon got behind ef-
forts of the Leukemia & Lymphoma Society for the second year in 
a row and supported this year’s Light the Night Walk to advance 
research on blood cancer treatments.

Typically, OPNW supports local charitable efforts with a check at 
the end of the year. “The LLS is more of a fund raising effort by 
our employees,” said Paul Heer, vice president and co-owner. 
“We more than doubled what we did last year.”

The dealership sponsored a team that posted a fund raising page 
on the internet where supporters were asked to register for the 
walk or make a donation. The Light the Night Walk was held one 
Saturday night last month and featured several thousand people in 
a torchlight procession across the Willamette River over a bridge 
directly below the Oregon Health & Science University Hospital. 

“The goal was for patients at the hospital to look down and be 
inspired when they saw all lights,” adds Paul.

NOVEMBER 2017 INDEPENDENT DEALER PAGE 8

continued on page 10 >>

mailto:sales@gopd.com


https://www.mayline.com/
http://www.safcoproducts.com/


Dealers Pitch-in to  
Help Puerto Ricans in Need 
Dealers across the country responded when Hurricane Maria 
devastated Puerto Rico this past September. 

In Amherst, New York, Eaton Office Supply reached out to em-
ployees and customers to collect donations for Puerto Rican 
hurricane victims. The effort brought in bottled water, first aid 
kits, canned food, diapers, baby formula, hygiene products, 
flashlights and more. Donated goods were sent to Puerto Rico at 
the end of September.

Guernsey, Inc., Dulles, Virginia, got involved early when one of 
its customers, Weaber Lumber, was set to send an industrial 
generator to Puerto Rico. Guernsey employees and friends of 
the company donated non-perishable items to fill the shipping 
container. 

Some of the items assembled for victims of Hurricane Maria in Puerto Rico by Eaton 

Office Supply

The Guernsey effort collected bottled water, batteries, diapers/
wipes, garbage bags, personal hygiene products and more to fill 
the container which shipped out in early October.

“This is an example, one of many actually, of how the Guernsey 
organization comes together to help as best we can when a na-
tional disaster occurs,” says David Guernsey, president. 

TX Dealer Preferred Business Solutions 
Holds Successful Open House 
The last time Preferred Business Solutions, Irving, Texas, held an 
open house, George W. Bush was still in the White House, and 

the Indianapolis Colts were that year’s Super Bowl winners.

“We had not done one in a long, long time,” says Andrew Atkin-
son, principal at Preferred. “We had moved two years ago, and 
we thought this would be a good time to do something.”

The open house was held in September and featured close to 
25 vendors who showcased their product offerings and provided 
prizes for customers who attended. 

Andrew says that the open house was well attended and gave 
customers the opportunity to view the full range of products that 
Preferred offers. “A lot of people didn’t know what our offering 
was,” says Andrew. “They didn’t know, for instance, that we also 
offered coffee and janitorial supplies.” 

The opportunity to present those capabilities will likely result in 
new business opportunities. As for the open house, Andrew says 
rather than wait another 10 years, he is inclined to do one again 
next year. 

New Orleans Dealer Gulf Coast Celebrates 
40 Years of Success
Bob Walsh still remembers the day when he and his business 
partner Bill Kenny were in sales together at Savin Business Ma-
chines in Philadelphia, when Savin introduced its liquid toner unit 
that produced a plain paper copy. 

“It was,” he recalls, “the first real competition for Xerox.” The two 
told clients that the machine would pay for itself in less than a 
year and that it was more reliable. 

“We would go into major accounts who would take 300 or 400 
units at a time,” says Bob. The Savin copier caught on and al-
most overnight that business grew to annual sales of $500 mil-
lion. 

Savin dealerships offered lucrative opportunities, and Bob and 
Bill went to the chairman of Savin and asked to become dealers. 
One of the remaining cities where territories were still available 
was New Orleans. And that was the start of Gulf Coast Office 
Products.

Bob and Bill hit the market running in May of 1977. Today, Gulf 
Coast has more than 100 full-time employees and generates $26 
million in annual volume. In addition to its New Orleans head-
quarters, the dealership also has offices in Baton Rouge, Man-
deville and Lafayette.

The Gulf Coast team celebrated their special landmark in fine 
fashion earlier this year, as Bob and Bill, along with the rest of 
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the organization, hosted more than 300 guests who enjoyed a 
catered crawfish boil at the company warehouse. “It was a fun 
day and we got some business as a result,” Bob said. 

Michigan Dealer Custer Opens New Center 
for Audiovisual Services 

Grand Rapids Steelcase dealer Custer Inc. has stepped up its 
efforts in the audiovisual market with the opening of a renovat-
ed 55,000 square-foot space for the dealership’s AV technology 
department and an R&D Lab for the AV team. The space also 
provides 45,000 square feet of warehouse space for Custer’s op-
erations and distributions teams.

“At Custer, we make sure our clients across all industries have 
access to the latest workplace technology that supports collab-
oration and productivity,” says Trent Gooding, vice president of 
technology at Custer. “The new office will allow us to serve even 
more clients, expand our technology offerings and bring our 
technology team together in a collaborative space.” 

Custer’s technology capabilities include video and audio confer-
encing, room scheduling, space utilization and analysis, inter-
active displays and whiteboards, content sharing, video walls, 
and interactive signage. The office features multiple conference 
and collaborative settings, private offices and workstations, and 
a work café. 

“The new space demonstrates Custer’s continued growth and 
supports the expansion of our growing technology department 
and custom design services,” says Scott Custer, vice president 
of new ventures and investments at Custer. “We are excited to 
share the new space with our employees, clients and the com-
munity.”

In other news, Custer recently became a corporate sponsor of 
Habitat for Humanity and in late September a 26-person team 
of employees worked on restoring a home in Grand Rapids for a 
U.S. Air Force veteran.

Arkansas Office Products Celebrates New 
Distribution Center 

Consumer shows are not new for Arkansas Office Products but 
this year’s event was special, as president Steve Pawloski and 
his team celebrated its new, 11,000 square foot distribution cen-
ter with an open house for customers and prospects.

The facility actually opened on Memorial Day, but the open house 
didn’t take place until September. Waiting was evidently a good 
idea, as the event drew a crowd more than twice the size of turn-
outs at previous events.

“We don’t know what caused 250 people to show up. Normally 
we get 100 people at a product show,” says Steve. Most likely it 
was a combination of factors—a new facility, later start time, ad-
dition of beer and wine to the menu and radio advertising—that 
contributed to the improved attendance.

Winner’s continued from page 10
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BOOOOOOOOOOOOOO
We have no idea why, but office products folks are clearly 

super fans of Halloween. Here are just a few of the dealers 
who got into the spirit … 

BOS - Business Office Systems

Custer

Eakes Office Solutions

EON Office
Great River Office Products

Office Value

Phillips
Office Solutions

Garvey’s 
Office 
Products

Office 
Products 
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EON Office

Peabody Office
Office Solutions

Fireside Office Solutions

Innovative Office Solutions

Office
Peeps

Guernsey

Tangram Interiors

One Workplace



It has been a year of historic firsts for Gorilla Stationers in 
Cypress, California. “We bought a new building and relocated 
into an amazing space with a very open and modern feel,” says 
Rosemary Czopek, owner. The new headquarters allows for a 
more open, collaborative work space, she says.

Gorilla moved into the new space this past October but even 
before that happened, 2017 was shaping up to be a memorable 
year for Czopek and her team.

“The economy is on the upswing and our business is growing 
exponentially,” she says. Gorilla has always gone the extra mile 
to support its customers and has been growing sales of tech-
nology products and janitorial supplies to both government and 
commercial accounts. 

“Federal sales growth was a goal we had,” says Czopek. But 
with Schedule 75 closing, opportunities were limited. “We found 
two other schedules that allow us opportunities going forward,” 
she says. “And we have obtained some sizeable orders on 
those schedules.” 

It is not just government sales that are increasing, she reports. 
Commercial sales are on the upswing as well. The number of 
sales reps making outbound calls at the dealership has in-
creased and the growth is likely to continue into the coming 
year, says Czopek. 

“What is helping our growth is our use of technology,” says 
Czopek. “We use NetSuite, Oracle-based software that allows 
us to be more efficient and more effective.” Gorilla started to 
run operations using NetSuite two years ago.

“It allows us to be more efficient,” says Czopek. In addition, she 
says, there are no service interruptions. “We are never down, 
there are no hiccups with the system, which is a big thing in the 

office products space,” says Czopek. NetSuite also eliminated 
redundancies which Czopek says were endemic with the deal-
ership’s previous software.

As the economy remains solid, growth at Gorilla Stationers 
appears to be a certainty. “We have focused on market niches 
which have allowed us to be successful,” say Czopek. 

Smaller dealers continue to be challenged by the encroachment 
of Amazon, the continuing presence of big box retailers and 
growing price transparency. 

“What’s important about 2018 is that Gorilla Stationers is well 
positioned to obtain quality business for growth,” says Czopek.

In addition to organic growth, next year might well see a re-
sumption of acquisition activity at Gorilla Stationers.

In 2015, the company bought an e-tailer specializing in tech 
and business accessories as well as an ink and toner operation. 
After successfully bringing those two organizations under the 
Gorilla Stationers umbrella with positive results, Czopek is ready 
to hit the acquisition trail again.

“Right now we’re looking at four or five different companies in 
complimentary businesses,” says Czopek, who started to seri-
ously research acquisitions at the beginning of the year. 

Among other attributes, she looks for companies that offer 
synergy with office supplies. One example might be a compa-
ny that sells complimentary products to the same buyer who 
already purchases office supplies. 

Czopek expects acquisition activities will accelerate in the com-
ing year. “We are excited coming into 2018 as we are in discus-
sions with several prospects,” she says. “As they make sense 
we are going to take them on.”

NOVEMBER 2017 INDEPENDENT DEALER PAGE 16

SECRETS of success

Gorilla Stationers
CYPRESS, CALIFORNIA

n  Management Team: Rosemary Czopek
n  Products and services: Office Products, 

Janitorial Products, Promotional Items, Print, 
Apparel

n  Founded: 2012
n  Employees: 16
n  Key Business Partners: TriMega, Essendant 
n  www.gorillastationers.com

Rosemary Czopek

http://www.gorillastationers.com
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If you have news to share - email it to  
Simon@IDealerCentral.com

The U.S. Department of Veterans Affairs is getting ready to issue 
military veterans hard-copy photo IDs and if the rollout proceeds 
as currently planned, no one could be forgiven for thinking this 
long-overdue benefit for vets is being brought to them courtesy 
of Office Depot.

As first reported on www.taskandpurpose.com, a website ded-
icated to coverage of military and veterans issues, the new ID 
card was mandated by the Veterans Identification Card Act, 
bipartisan legislation intended to make it easier for those who 
served to receive access to government benefits and discounts 
from restaurants, stores and similar organizations.

Legislation to introduce a vets ID card was passed in 2015 and 
included a mandate to implement the ID card program in 60 
days. Apparently, one reason why it took two years to actually 
make it happen was the need to find someone other than the 
government to pay for it. 

According to the taskandpurpose.com report, a printed mock-
up of the card received by the AMVETS veterans service orga-

nization last month shows an Office Depot logo emblazoned 
across it, a feature that AMVETS executive director Joe Chenelly 
described as “a leap down a slippery slope that raises serious 
questions.”

“I understand thinking outside the box to satisfy the require-
ment,” Chenelly told taskandpurpose.com. “But I don’t like the 
idea that a corporation can buy influence through our federal 
government. Is Office Depot now the official office supply retailer 
of veterans?”

Chenelly said he has asked VA secretary David Shulkin to pro-
vide details of the process by which Office Depot was selected 
to print and distribute the cards but has yet to receive a response 
to his request.

The VA is due to start accepting applications for the new cards 
later this month.

(Editor’s Note: Our thanks go to Office Value’s Jeff Lurcook and 
TriMega’s Grady Taylor for alerting us to this sad story.)

VA’s New Veterans ID Card to Feature Office Depot Ad

Amazon last month announced it is in-
troducing a B-to-B version of its Prime 
Shipping program as part of its Amazon 
Business unit.

Business Prime Shipping will offer free 
two-day shipping and be structured as a 

paid annual membership program for reg-
istered multi-user customers.

Memberships will be priced in tiers. Mem-
bership for 10 users will cost $499 annu-
ally; 100 users will cost $1,299 and mem-
bers with over 100 users will pay $10,099. 

The program initially will be available in the 
United States and Germany only.

For more information, visit www.amazon.
com/businessprimeshipping.

Amazon Launches Business Prime Shipping

mailto:Simon@IDealerCentral.com
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Industry Veteran Mike Tucker 
Named President and CEO of 
NOPA and OFDA

Industry veteran Mike Tucker is the new 
president and CEO of the Independent Of-
fice Products and Furniture Dealers Asso-
ciation (IOPFDA), the parent organization 
of the National Office Product Alliance 
(NOPA) and Office Furniture Dealer Alli-
ance (OFDA). 

IOPFDA is a non-profit trade organization 
dedicated to the long-term growth and 
sustainability of the business products 
and office furniture industry.  

“I welcome the opportunity to serve the 
industry that has meant so much to me, 
my family and my friends,” said Tucker. 
“Change in our industry is constant and 
continues to accelerate. IOPFDA is in a 
unique position to help dealers adapt to 
this change. We must provide dealers with 
the intelligence, best practices and other 
resources they need to lead their compa-
nies through these turbulent times.”

Tucker brings a wealth of experience to 
the position. He is a past chairman of 
IOPFDA, served on the association’s Gov-
ernment Advocacy committee for over 10 
years and has testified for the industry be-
fore Congress.

During his industry career, Tucker has 
worked for companies of all types and 
sizes including George W. Allen/EZ Print 
Supplies, Office Depot, Faber Castell and 
Allstate Office Products.

“Mike Tucker is the perfect person to lead 
IOPFDA and we are happy to have him,” 
said IOPFDA chair Shelli Hellinghausen. 
“He has the experience and acumen that 
will greatly assist the achievement of the 
association’s mission. Our marketplace is 
ever-changing, and Mike has the leader-
ship to guide us through the future chal-
lenges of the industry and its partners,” 
added Hellinghausen, who is chief operat-

http://www.mastervision-products.com/en/
http://www.bisilque.com/


ing officer of Perry Office Plus in Temple, 
Texas.

Said Tucker, “Our membership is loaded 
with talented, smart and resourceful peo-
ple who have successfully battled nation-
al chains, bad economies, natural disas-
ters, for as long as I can remember.  I think 
most dealers would say that Amazon and 
Health Care are the two biggest issues we 
currently face.”  

“My goal for the coming year is to help 
dealers find ways to work together to pro-
tect their accounts and businesses from 
the unique threats that Amazon poses. I 
believe working with other industries and 
associations can be an important part of 
this strategy. I am also excited to explore 
the possibility of an Association Health 
Care plan that could provide much need-
ed relief for our members.”

EPIC Business Essentials 
Announces New Contracts, 
Record Revenues 
EPIC Business Essentials, the national 
accounts joint venture between Indepen-
dent Stationers and TriMega, last month 
announced new contracts and YTD 2017 
revenue results. 

Q3 2017 exceeded Q2 2017 results, 
which outperformed Q1 2017, which was 
record-setting, the organization said.

Commented EPIC Business Essentials 
managing director Grady Taylor, “We con-
tinue to be very pleased with the overall 
sales and operating income performance 
of EPIC Business Essentials.  In fact, 
the trends have resulted in double-dig-
it growth going as far back as Q3 2016.  
2017 sales through Q3 are up 27.1% over 
last year with September being an all-time 
record month.  We attribute this to expe-
riencing more interest and inquiries from 
both enterprise end-users and our servic-
ing dealers.” 

The organization also announced a new 
contract with a “Fortune 600” organiza-
tion with over 40 locations in 40 states 
and the re-award of a three-year contract 
with the CHAMPS Healthcare group pur-
chasing organization.

The CHAMPS contract also covers of-
fice furniture, janitorial supplies, print/
promotion and more in addition to office 
supplies, EPIC national vertical accounts 
sales manager Scott Zintz indicated.

Independent Stationers Elects 
Board of Directors, Officers 
for 2017-2018
The Independent Stationers dealer coop 
has announced its officers and board of 
directors for the coming year.

Elected to three-year terms were Hope 
Hurst Lanham of Hurst Office Suppliers, 
in Lexington, Kentucky; Dallas Owen of 
Regency Plaza Printing & Office Supply in 
Dallas and Joel Vockrodt of Office Peeps, 
Watertown, South Dakota. New officers 
for the 2017-2018 year are:

• Chairman: Joel Vockrodt

•  Vice Chairman: Tonya Horn, Rogards, 
Champaign, Illinois

•  Treasurer: Tim Triplett, Triplett Office 
Essentials, Des Moines, Iowa

•  Secretary: Jordan Kudler, Legacy 
Office Solutions, Brooklyn, New York

Chairman Joel Vockrodt commented, “As 
Independent Stationers celebrates its 40th 
anniversary, our members have a lot to be 
excited about—new programs, new part-
ners, continued opportunities for growth. 
I look forward to working with our board, 
committees, membership and staff as we 
continue to create new and expanded op-
portunities for growth and business health 
of our members and affiliates.”

At Annual Meeting, Office 
Partners’ Jim Hebert Calls 
for Greater Collaboration 
Throughout the Channel to 
Meet Current Challenges

 

In honor of his 70th birthday, Office Partners’ Jim 

Hebert (left) was presented with the flag flown on that 

day over Camp Pendleton, the base which he called 

home for several years while serving in the U.S. Marine 

Corps. Shachihata USA’s Martin Clemente made the 

presentation.

Office Partners president Jim Hebert 
has never been one to hold back when 
it comes to expressing an opinion on big 
industry issues and at the group’s annual 
Gathering last month in West Palm Beach, 
he left no doubt about his view that the 
Independent Dealer Channel faces some 
critical challenges and that the time for 
action is now!

At the meeting, Hebert issued a clarion 
call for greater collaboration throughout 
the IDC. “It is time for all dealers, all buy-
ing groups, manufacturers and rep groups 
to start working closer together,” Hebert 
told Office Partners members and he 
backed up that call by extending invita-
tions to representatives of the other major 
dealer groups to the meeting.

Hebert described the buying groups as 
“the weakest link in the chain.” “The pet-
ty bickering between them has to stop 
and the egos that drive them need to be 
curbed,” Hebert said bluntly.
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Instead of raising what he termed “co-
pious amounts of money “ for the next 
campaign, Hebert said money would be 
better spent on helping dealers upgrade 
everything they do, “so we can keep them 
in business.”

All independents need to work together in 
order to compete more effectively, Hebert 
argued. He suggested they need to up 
their game across the board, particularly 
on the buy side of the business. “You need 
to bring more focus and discipline and 
start supporting the people who are keep-
ing you at the table,” Hebert contended.

“Select strategic manufacturers in key 
categories and work together to maximize 
our collective buying power,” he urged.

At the meeting, Office Partners members 
had the opportunity to sit down with the 
group’s key strategic manufacturers at 
the one-on-one sessions that have been 
a traditional feature of the meeting since 
its inception.

Also on this year’s program: rollout of a 
new alliance with The United Group (TUG), 
one of the leading jan-san dealer buying 
groups, and updates on Office Partners’ 
programs to support members in the fed-
eral, state and local government markets.

In addition, Hebert, who marked his 70th 
birthday earlier in the month, was honored 
with the presentation of the flag flown on his 
birthday over Camp Pendleton, the base 
which he called home for several years 
while serving in the U.S. Marine Corps.

TriMega Announces 
Departure of Michael Morris
The TriMega Purchasing Association deal-
er group announced last month that exec-
utive vice president of marketing Michael 
Morris is no longer with the organization. 

“For the past 14 years Michael has been 
the heart and soul of TriMega Purchas-
ing Association. His contributions and 
his skills are recognized by members and 

supplier partners alike” said Ian Wist, 
chairman of TriMega and co-owner of 
Wist OP in Tempe, Arizona. “We wish Mi-
chael the best as he embarks on the next 
phase of his professional career.”

ECi Releases CartIQ, Targeted 
Email Alerts; Receives ‘Great 
Place to Work’ Recognition
Dealer technology provider ECi Software 
Solutions has announced the release of 
CartIQ, an email remarketing tool that 
sends targeted email alerts to shop-
pers who have abandoned carts or not 
shopped a site recently. 

The emails remind those shoppers they 
still items in their shopping cart and in-
clude special promotions and discounts 
to provide further purchasing motivation.

“We miss you” emails that also include 
special offers and promotions, introduce 
new products or website features, or 
messages tailored to a specific audience 
can be sent. Overall, CartIQ helps retailers 
provide more shopping value that trans-
lates into increased sales and customer 
retention, ECi said.

“Through beta testing, we’ve discovered 
that users of CartIQ have 73% of triggered 
emails opened, with a 53% conversion 
into sales,” said Brian Bowerfind, Distri-
bution Division president for ECi. “These 
are very encouraging statistics! CartIQ 
can provide incredible value to our cus-
tomers and help increase the profitability 
of their e-commerce businesses. 

CartIQ currently integrates with ECi’s 
DDMSPLUS software and the com-
pany plans to roll it out across its other 
e-commerce platforms in the near future, 
Bowerfind indicated. To learn more about 
CartIQ, visit http://eciddmsplus.com/
solutions/add-on-solutions/cartiq-target-
ed-emails.

Separately, ECi announced last month its 
certification as a great workplace by the in-

dependent analysts at Great Place to Work, 
producers of Fortune magazine’s “100 Best 
Companies to Work For” list among other 
workplace assessment products.

ECi earned the credential based on em-
ployee responses in anonymous surveys. 
ECi employees completed 545 surveys. 

The surveys showed that more than 90% 
of employees felt ECi provides a great at-
mosphere complete with good leadership 
and communication, with 94% saying that 
they take pride in working for the company. 

Essendant Names New 
President and CEO

Wholesaler Essendant last month an-
nounced the appointment of Richard D. 
Phillips as its new president and chief ex-
ecutive officer, effective immediately. 

Phillips had been serving as interim pres-
ident and CEO since June, following the 
departure of former president and CEO 
Bob Aiken.

“Following a thorough search, with assis-
tance from an independent search firm, 
we firmly believe that Ric is the right per-
son to lead Essendant as we continue 
to execute our long-term transformation 
plan,” said Charles K. Crovitz, Essen-
dant’s chairman of the board. 

“Ric has proven expertise across our plat-
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form and channels, including responsibility for the successful 
turnaround of our Industrial business and leadership of many of 
our growth businesses. Since stepping in as interim CEO, he has 
intensified our transformation efforts, developing the plan to ag-
gressively execute against our strategic drivers. Ric and the board 
are aligned that we must act with urgency and intensity to alter the 
trajectory of our business as we implement the actions necessary 
to position Essendant for long-term success.”

Phillips joined Essendant in January 2013 as president of on-
line and new channels. He subsequently served as president of 
the company’s ORS Nasco industrial supplies unit, beginning in 
November 2015, and was named group president of Industrial 
in August 2016, when he added responsibility for Essendant’s 
automotive and e-commerce businesses. 

Prior to joining Essendant, Phillips spent 14 years at McKinsey & 
Company, where he was elected partner in 2005. At McKinsey, 
he worked across industry sectors, with a functional emphasis in 
strategy, commercial performance and operations, including sev-
eral long-term engagements involving strategy implementation. 
He previously spent six years at Baxter Healthcare in various fi-
nance and sales roles. 

Clover Announces Leadership Team Changes, 
Debuts Dealer Solutions Video

Clover Technologies Group, the parent company of Clover Imag-
ing, Clover Wireless, and Clover Telecom, last month announced 
the appointment of George Milton (pictured right) as chief ex-
ecutive officer of Clover Imaging. Jim Cerkleski (pictured left), 
who served as Clover CEO for the past 17 years, will become 
chairman of the board.

“After nearly two decades overseeing all aspects of Clover’s 
global operations, now is the right time for me to transition the 
leadership of our imaging business to George, who has been a 
tremendous COO and colleague over the past 13 years,” said 
Cerkleski. 
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“I am looking forward to my continued 
partnership with George in my new role 
as chairman, where I will be focused on 
growing customer relationships across 
our organization and identifying new mar-
ket opportunities.”

Milton joined Clover in 2004, and has 
served as its chief operating officer for 
the past 11 years. In that position, he 
was responsible for overseeing product 
research and development, engineering 
and robotic automation, worldwide man-
ufacturing, global distribution, quality as-
surance, global procurement, packaging 
engineering, and information technology 
and systems. 

Separately, Clover announced the launch 
of a new video that provides an overview 
of the company’s dealer solutions offer-
ings: Marketing Platform 2.0, a portfolio of 
marketing tools designed to help dealers 
effectively communicate and engage with 
customers; the TechLink 2.0 technical 
support and training services operation, 
and Axess MPS, an integrated suite of 
MPS software, services and support.

To watch CIG’s Solutions video, visit www.
cloverimaging.com/dealer-solutions.

Pacon Acquires Arts and  
Crafts Division of CPP Int’l
Education, art and craft products manu-
facturer Pacon Corporation announced 
last month that it has acquired certain as-
sets of CPP International’s Arts and Crafts 
Division, including CPP’s Ghostline and 
UCreate branded product lines. 

With this acquisition, Pacon now offers 
customers an even more extensive line of 
art and craft products, strengthening its 
ability to be a single-source supplier for 
educational aids, paper products, and art 
and craft materials, the company said.

“We are excited to expand our art and 
craft category through this acquisition,” 
said Pacon president and CEO Jim 

Schmitz. “The addition of Ghostline and 
UCreate products supports our mission to 
engage, inspire, and empower teachers, 
students, and artists to be their best by 
providing them superior educational and 
art products.” 

CPP’s arts and crafts business will be 
moved to Pacon’s facilities in Appleton, 
Wisconsin. Financial details of the trans-
action were not disclosed. 

Bi-silque Announces 
Additional Cradle2Cradle 
Certifications 

Left to right: Joaquim Damas responsible for new 

product development at Bi-silque; Beth Wright CCO’ 

André Vasconcelos, CEO, and Pollyne Marcondes 

product documentation and information manager.

Visual communication products manufac-
turer Bi-silque recently added additional 
SKUs to its array of Cradle-to-Cradle-cer-
tified products. The company said the 
new certifications make its Earth Range 
line the most comprehensive eco-range in 
the visual communication market. 

Bi-silque said sustainability has always 
been part of the company’s DNA, both by 
giving preference to eco-friendly raw mate-
rials and also by adopting eco-responsible 
processes and measures like local and re-
sponsible sourcing, product stewardship, 
minimizing environmental footprint, work-
ing towards a positive community impact, 
using water heating from industrial boiler 
and solar energy, customer partnerships 

and employment best practices.

“Bi-silque continues to take steps to raise 
our sustainability commitment and inte-
grate it further throughout our business. 
Our commitment to preserving our world 
continues with placing continued invest-
ment and priority in sustainability through 
our raw materials, manufacturing process-
es, and product development,” comment-
ed Bi-silque CEO Andre Vasconcelos. 

The internationally recognized “Cradle to 
Cradle Certified” mark provides design-
ers and manufacturers with criteria and 
requirements for continually improving 
what products are made of and how they 
are made while giving consumers, regu-
lators, employees, and industry peers a 
clear, visible, and tangible validation of a 
manufacturer’s ongoing commitment to 
sustainability and to their communities, 
Bi-silque said.

To find out more about Bi-silque C2C 
certified products, email nisa.duarte@bis-
ilque.com or contact your local Bi-silque 
representative.

New Location for HON’s NYC 
Showroom 

The HON Company last month an-
nounced the grand opening of its newly 
relocated New York City Resource Center. 
Located at 245 5th Avenue, Suite 1200, 
HON said the showroom highlights prod-
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ucts that meet the unique, complex and 
often compressed real-estate demands of 
the NYC market. 

“The HON brand is genuine, honest, au-
thentic and calm. New York City is wonder-
fully chaotic, often mysterious, yet always 
exciting,” says Stacy DeLong, director of 
marketing at The HON Company. “Our ren-
ovated showroom brings together the best 
qualities of both HON and New York City 
through a combination of creative design 
elements and inspired, practical furniture 
solutions.”

Designed by Perkins Eastman, the 8,578 
square-foot space evokes the location’s 
Tin Pan Alley history by showcasing ab-
stract geometries of musical instruments 
and graphic expressions of sound. 

To schedule an appointment or tour, con-
tact the HON New York City resource cen-
ter business associate at 212-242-8903.

Special-T Introduces LINK, 
Flip and Nest Table for 
Flexible Collaboration

Table manufacturer Special T has intro-
duced LINK, a new table line designed to 
foster learning and collaboration in con-
tinuously evolving workplaces and class-
rooms. 

The line features numerous shapes and 
sizes, heavy-duty casters and easy gang-

ing in an effort to offer flexibility to quickly 
reconfigure the space for any size group 
interactions.

LINK features include a single point release 
bar under the full length of table and four 
ganging clips included with each table. 

Six surface shapes allow easy space re-
configuration into fifteen preset configu-
rations, the company said. Tight nesting 
provides space saving when tables are 
not in use. Optional power, data, USB and 
wireless charging is available. Visit www.
SpecialT.net LINK to design your table.

Inscape and West Elm 
Workspace Renew 
Partnership 
Systems, storage and wall manufacturer 
Inscape Corporation and home furnish-
ings retailer West Elm, announced last 
month the two companies have renewed 
their exclusive partnership agreement for 

West Elm Workspace with Inscape. 

“We are very pleased to extend this re-
lationship that leverages West Elm’s sig-
nature design approach with Inscape’s 
expertise in building innovative products 
for the contract office market,” said Brian 
Mirsky, CEO. “We have built a collabora-
tive partnership with West Elm and recog-
nize it as another way to offer clients solu-
tions that help them thrive in the evolving 
workspace.” 

West Elm Workspace with Inscape was 
introduced in 2015, bringing a strong res-
idential aesthetic to the office.

Today, West Elm Workspace with Inscape 
has grown its network to 20 dealers 
across North America, Inscape said.

K.Coaching Adds Sales 
Trainer Joyce Kinstle
The K.Coaching consulting organization 
has announced the addition of Joyce 
Kinstle to its team as a sales trainer. K.
Coaching president Krista Moore made 
the announcement.

Kinstle brings to the organization exten-
sive experience in pharmaceutical sales 
and health and wellness consulting, and 
is working towards Race to Amazing 
Coaching Certification.

In addition, she says, she learned leader-
ship skills the hard way as an Army Veter-
an of the Gulf War.
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Mike Smith  u 

t  Charles Forman

Independent Stationers’ Charles Forman and Fellowes’ 

Mike Smith both racked up the miles last month as 

they each competed in—and finished—grueling 26-

mile marathons. Forman (left) ran his 13th (that’s not 

a misprint!) Marine Corps Marathon in Washington, DC 

and Smith (seen with his cheerleading team), took part 

in the Chicago Marathon, his third full marathon event. 

Our congratulations to both of these hard-charging 

industry execs!
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End-users are not just looking for mere commodities anymore; 
people need products and services that deliver specific solutions. 
That is why visual communication tools are not only limited to the OP 
category but strive to offer a broad range of VisCom solutions. Bi-
silque MasterVision is already one step ahead, because knowing our 
dealers’ objectives and helping them reach their goals is an ongoing 
focus. 

Recent statistics show that the overall VisCom category continues 
to defy office product trends by growing 7-9% annually. With 
increased growth comes increased opportunity. 
To capitalize on these new opportunities, we 
have been expanding our assortment and shifting 
from commodity-based products to include more 
specialized “niche” products developed to meet 
the specific needs and purpose of any business.

There are numerous advantages to offering 
specialized products. Expanding product range with the “Beyond 
Office Supplies” mantra allows independent dealers to expand their 
customer base to consumers that they may have never reached with 
a commodity-only selection. Specific needs allow for higher margins. 
If you could have everything you wanted in a product, wouldn’t you 
be more likely to purchase it? The ability to customize reaches to a 
larger audience and enhances workplace proficiency. 

Solution Selling is a vital component for effectively matching business 
needs with specialized products. Through our vertical market 
strategy and extensive consumer research, we are able to pin point 
these key features that customers are looking for and provide them 
with valuable product solutions. To do this, the brand has developed 
numerous vertical marketing campaigns that help educate buyers on 
how its products can be used to fit their specific needs and simplify 
their daily tasks.

Mothers who work from home are unstoppable superstars. They 
balance their daily lives with their families’ busy schedules. Between 
working at her desk, cooking meals in the kitchen and contributing 
to the kids’ carpool schedules, mom barely has time to think about 
the next week. Our Home & Personal Board Collection is the perfect 
solution to help her post important messages, display pictures and 
schedules as well as plan for her busy weeks ahead. Over 35 years 
of experience in designing for personal spaces has led us to create 
our new Home & Personal Board Collection – a collection based 
on personal style. More than half of small businesses in the US are 

home-based, our new personal board range has a 
blend of function and style that is perfect for those 
looking to outfit their home office with something 
elegant and design oriented. These products 
feature a variety of exquisite frame colors such 
as gold, silver, white and black that are sure to 
give your space a unique touch of charm. With a 
multitude of board surfaces such as chalk, dry-

erase and cork, it is easy to design the perfect gallery wall suited to 
your customers’ needs.  

Large factory production managers like Frederic are looking for 
strong and durable products to help display information in a safe and 
efficient way. Space is a big concern because in Frederic’s factory, 
the workplace is at capacity. Our Industrial line provides Frederic 
with the products that fit his needs. The Mobile Trio Cabinet board 
is a space-saving solution that features three dry-erase surfaces 
on the inside and two cork boards on the outside, making this an 
efficient use of space for Frederic. As a manufacturer, we have great 
experience in understanding the needs of the industrial workplace. 
Our new innovative range of industrial products enable you to 
visualize a concept in ways that words alone cannot. Our new Trio 
and Ultrabrite boards specialize in allowing you to bring clarity to 
confusing concepts, connect the dots on far reaching projects and 
streamline any process. This means that users will cut down on time, 
lost resources and frustration.
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It’s been seven long years since the General Ser-
vices Administration (GSA) closed Schedule 75 for 
office products. As we get ready for Schedule 75 
to re-open, we also need to stay aggressive in our 
continued pursuit of genuine procurement reform. 

With the re-opening come many questions: Will 
GSA have the manpower to review and approve 
new Schedules quickly? Will the Schedule pro-
gram be relevant in the coming years? 

Just look at what the Department of Defense is 
doing through its proposed online marketplace, 
which will benefit the likes of Amazon at the ex-
pense of small businesses. 

Will the DoD online marketplace replace the 
Schedule program, thus making Schedule 75 and 
the resources you put into it irrelevant? 

These questions all need answers and only Con-
gress or procurement experts in the government 
can answer them.

As we prepare for this grand re-opening of sorts, 
be cautious in your approach and be sure to ask a 
lot of questions. 

NOPA has spent the past year communicating our 
concerns to GSA about the process and how this 
will all be handled. To help you with your own plan-
ning, here are some things you need to know:

•  In GSA’s announcement on September 29, it 
outlined the final strategy for reopening Multi-
ple Award Schedule (MAS) 75. 

•  GSA also announced the release of a new, 
updated Letter of Supply (LoS) for MAS 75. 

•  GSA anticipates accepting new offers on the 
Schedule by the end of the first quarter of its 
2018 Fiscal Year (FY). This translates to the 
RFQ opening this month or next. 

•  Currently, MAS 75 has 285 dealers, and FSSI 
OS3 has 27 dealers. Some have speculated 
that as many as 500 to 550 dealers could 
apply for Enhanced MAS 75.

GSA will be establishing the following enhanced 
Special Item Numbers (SINs):

•  SIN 75-220, Office Products and Services/
OS4. The third generation of the Federal Stra-
tegic Sourcing Initiative for Office Supplies 
(FSSI OS3) will conclude, and OS4 is expect-
ed to be integrated into Enhanced MAS 75.

•  Sin 75-280, Overseas Office Products and 
Services/OS4. This will complement the FSSI 

OS3 solution for customers outside of the 
continental United States (OCONUS). This 
includes embassies, military bases and the 
territories (Puerto Rico, Guam, Saipan, etc.). 

The enhanced SINs will incorporate all of the 
“Best-in-Class” (BIC) features of OS3, while main-
taining the current MAS 75 features. GSA refers 
to these new SINs as the Office Supplies Fourth 
Generation (OS4) for Office Products and Ser-
vices. In addition, GSA will be reopening the fol-
lowing MAS 75 SINs:

•  SIN 75-200, Office Products (including office 
furniture)

•  SIN 75-85, Restroom Products
•  SIN 75-210, Office Services

Enhanced MAS 75 has been represented to be 
a 20-year contract that will be perpetually open. 
There are no response deadlines after the RFQ is 
released.

The GSA has requested that imaging supply man-
ufacturers authorize dealers. VIEW the list of ap-
proved dealers. Visit FedBiz Opps for more detail 
on this process. You can also get more information 
at GSA’s Interact page.

The following important documents from GSA’s 
announcements are included on these websites:

•  MAS 75 Re-Opening RFI – Questions and 
Responses 

•  RFI Response for MAS 75 Leading Acquisi-
tion Strategy Statement 

•  Updated Letter of Supply for MAS 75 – Note 
that GSA has introduced a new Dealer Autho-
rization Program exclusively for the Imaging 
Supply category. 

If you have any questions about this issue or the 
process, do not hesitate to contact NOPA (PH: 
410-931-8100; Email: info@iopfda.org). We are 
happy to help answer any and all questions we 
can regarding this process. 

Reference the GSA’s MAS Roadmap for help re-
sponding to the RFQ. This is a new website de-
signed to make it easier to do business with the 
Federal Government. 

Paul Miller is NOPA’s director of advocacy and regulatory 
affairs.

General Services Administration 
Set To Reopen Schedule 75
By Paul Miller
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Save the Date, February 5-6, 2018

$14.8 
Million 
Raised

Thank 
you!

Congratulations to GOJO’s Steve Schultz, 
2017 National Business Products Industry 
Spirit of Life Honoree, the entire GOJO team 
and to all in the National Business Products 
Industry as the 2017 “Saving Lives Hand 
In Hand” campaign set a new ALL-TIME 
fundraising record of  $14.8M in support of 
life-saving cancer and diabetes research and 
treatment at City of Hope!

Thank you to all those in the industry for 
your continued generosity and support of 
City of Hope’s mission to find the cures to 
these devastating diseases that impact so 
many we know and love. 

City of Hope Tour & Hall of Fame Dinner  
City of Hope Medical Center - Duarte, California
Langham Resort – Pasadena, California

2018 Generations for Hope campaign  
honoring Rick Toppin of S.P. Richards, Co.

For more information, visit cityofhope.org/nbpi.
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NOPA 2018 Scholarship Applications Are Now Available
If you or someone in your company has a high school student 

getting ready to head off to college—of if you know of a student 

already enrolled—you might just want to point them towards the 

NOPA website and a resource that could possibly help offset the 

steadily rising cost of a college education.

Since its founding more than 50 years ago, the IOPFDA Scholar-

ship Fund has awarded more than $2.5 million in scholarships to 

students with an industry connection. 

For the 2017-2018 academic year, the fund, which is supported 

entirely by individual and company member donations, present-

ed scholarships to 34 college students.

Any person who is an employee or related to an employee of a 

NOPA or OFDA member firm may apply for a scholarship and 

membership status will be verified. 

Candidates must have graduated from high school or its equiva-

lent before July 1 of the year in which they would use the schol-

arship. Candidates must have an academic record sufficient to 

be accepted by an accredited college, junior college or techni-

cal institute. Students already in college or graduate school may 

also apply.

For more information, click here. 

Looking to Strengthen Your Industry 
Knowledge? Join a NOPA Committee Today!

Committee members play a vital role in driving 
the organization's future and in ensuring a 
stronger tomorrow for Independent Dealers.

Find out more by visiting www.nopanet.org! 

What committees exist?
• The Advocacy Committee
• The Benchmarking Committee
• The Education Committee
• The Finance Committee
• The Nominating Committee
• The Scholarship Committee, and many more!
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If you’re not giving serious attention to 
finding every opportunity to maintain 
and grow margins these days, you’re 
probably in the wrong business. Just ask 
Myers Jordan at Herald Office Solutions 
in Dillon, South Carolina. “Without margin 
we don’t stay in business; in a major 
way, margin fuels the whole ship,” says 
Jordan. 

In today’s world, of course, the greatest 
downward pressure on margins comes 
from everyone’s favorite online seller. 
“Amazon is just down and dirty and you 
always have to be there on price so we 
try to match them,” says Greg Otwell, 
vice president and co-owner at Mid-City 
Office Products in Loves Park, Illinois. 
More and more business people, he 
says, check prices on Amazon for items 
they purchase for their business. 

Harry Macey

Lowest 
Price 
Doesn’t 
Always Win
Otwell says over the years he’s learned 
that being competitive isn’t always about 
having the lowest price. “We always 
thought that with Staples and Depot 
we had to be low on everything, but 
you don’t because they aren’t,” Otwell 
contends.

He applies the 80-20 rule to pricing and 
margin management. “You have to be 
there with price on those products they 
buy all the time.” That equates to some-
thing like 500 products where pricing 
is critical. For the rest, he says, there’s 
more flexibility.

Mid-City uses pricing matrices from its 
first-call wholesaler, S.P. Richards. “We 
price about 5,000 items ourselves and 
beyond that we use several different ma-
trices from S.P.,” reports Otwell. Adjust-
ments are made quarterly. 

Otwell says he might use a lower ended 
matrix in the first quarter and then go 
up one or two matrices for the second 
quarter. At the end of the year he might 
go back to a lower matrix.

“Our matrix prices are all driven by cost,” 
says Harry Macey, president of Perry 
Office Plus in Temple, Texas. Macey 
views matrices as a proven approach to 
manage cost increases. “If the Essendant 
or S.P. cost goes up, our matrices are 
going to flow with the market,” he says. 
Sometimes adjustments may be needed, 
and dealers should monitor any matrices 
being used on a regular basis. “If we 
have a matrix that yields lower than we 

think it should, we make adjustments.”

Dealers shouldn’t blindly accept any ma-
trix as the absolute best tool for margin 
management. “Make sure that whatever 
pricing matrices you use are up-to-date 
and that you trust the source where you 
got them,” says Jon Rossman, president 
of Chuckals Office Products, Tacoma, 
Washington. “Don’t just trust the pricing 
matrix because someone tells you it is 
the best on the West Coast,” he adds. 
“You actually have to look into it and 
develop what makes sense for you.”

Chasing 
Prices
“Purchasing has become rocket sci-
ence; it never used to be,” says Ken 
Henderson, president of Chicago Office 
Products, Bridgeview, Illinois. Henderson 
analyzes customer purchases on a week-
ly basis to look for trends. When he finds 
them, he knows he has to be decisive. 
“The mix of products that we stock and 
sell changes constantly,” he says. “You 
need to devote more time to purchasing 
as that is where all your profits come 
from.”

Henderson and others suggest that cus-
tomers are spending more time than ever 
before checking prices online. Under 
these circumstances margin can be hard 
to hold; even tougher to grow. “Unless 
you are willing to spend a lot of time to 
make sure you buy stuff right and stock 
what sells, your margins are not going 
to be where they need to be,” warns 
Henderson.

Margins are up at Perry Office Plus and 
Macey says a portion of the increase can 
be attributed to industry consultant’s Tom 
Buxton’s work with the dealership. “Tom 
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told us to focus on margin management,” 
explains Macey. “He said to put someone 
in charge and hold them accountable. 
That is exactly what we did.” The margin 
manager views daily exception reports 
on sold items that fall below a minimum 
margin number.

There was a time when wholesalers 
would adjust pricing every quarter. 
“Now there are even prices that change 
mid-month,” says Macey. When a price 
changes mid-month the margin manager 
is alerted and she makes adjustments. 

Herald Office Solutions tracks pricing 
data using the MarketLink program 
from S. P. Richards. The tool provides 
aggregated nationwide pricing data for 
consumer and contract channels. Sales-
people and management use this data to 
know how their prices stack up compet-
itively. “Using this data we can inform 
our sales team that an item is selling at 
a higher price point nationally than they 
have historically been comfortable with,” 
says Jordan. “It gives them some sup-
port when they tell their customers they 
have to charge more for an item.”

Consult 
Your Data 
At Chicago Office Products, analytics 
play a critical role in the margin manage-
ment effort. Henderson runs Acsellerate 
reports regularly to identify the best prod-
ucts to stock to maximize productivity 
and margin.

Officewise Furniture & Supply, Amarillo, 
Lubbock, and Midland-Odessa, Texas, 
also relies on information generated by 
Acsellerate to assist in efforts to man-
age margin. Tommy Sansom, managing 
partner, says he gets great information 

from a variance report that looks at sales 
and profit by customer with a compari-
son to the prior year. “It gives us a sense 
of if our margin percentage is going up or 
down,” says Sansom.

S.P. Richards Co. and ECi have inte-
grated the SPR MyAnalyst program with 
ECi’s Acsellerate to provide a sales and 
margin management tool. Chuckals finds 
its margin management efforts enhanced 
with this software combo. “We now have 
the tools to realize what products we’re 
selling at lower margins and understand 
exactly where we need to be from a 
standard industry perspective,” says 
Rossman. 

The three categories that have suffered 
most from margin pressures at Chuckals 
are toner, computer supplies and office 
machines. “We continue to see drops in 
gross profit for those three,” continues 
Rossman. “We have seen increases in 
gross profit on paper, JanSan and gener-
al supplies.

Jon Rossman

Rossman controls the paper business he 
targets and says he is opportunistic when 
it comes to paper purchases. “We have 
had three different paper suppliers in the 
past five years,” he adds. “We have been 
paying attention to the market and have 
taken advantage of some better buying.” 

Margins have eroded in the office ma-
chine category because there are so 
many online sources where buyers can 
shop and compare pricing. Rossman 
says Amazon is partly to blame for this 
situation where everyone is online and 
checking two or three different sources. 
“After they find the best price,” says 
Rossman, “they call to see if we will 
match it.” He used the term “opportu-
nistic” to describe behavior that results 
in better buying. “The consumer is also 
being more opportunistic,” he adds. 

Stock What 
You Sell 
Mid-City currently stocks close to 1,500 
items. “We try to sell what we stock,” 
explains Otwell. Substitutions are made 
regularly, especially with online purchas-
ers. A customer may have been set to 
purchase a branded box of envelopes 
but was alerted to a private-label alter-
native that would work just as well at 
one-third the cost. 

“We make more money if we sell what we 
stock,” says Otwell. “That is a big part of 
it. Lead the customer to those 1,500 best 
buys, which is a best buy for them and 
the best margin for us.” 

At Perry, Macey takes a similar approach. 
“When an item fits within our model it 
goes into our warehouse,” says Macey. 
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Inventory is evaluated monthly to control 
costs to determine if there are items that 
no longer need to be stocked. “We ask 
if we need to stock an item instead of 
buying it overnight from the wholesaler,” 
asks Macey. “This is a constant exercise 
for our purchasing manager and she is 
very good at it.”

“Maintaining margins requires more than 
just raising prices,” says Jordan. Dealers 
should move purchases from whole-
sale to direct buys, and work with their 
wholesaler to move from wrap-and-label 
to carton sourcing programs. “At the 
end of the day, we want to deliver value 
to our partners,” adds Jordan. “To do 
this, we must reduce costs by sourcing 
from vendors that enable us to bring the 
best products available at the strongest 
price point.” He praises TriMega for the 
outstanding job it does for his dealership 
to help reduce prices. 

Sell What 
You Stock 
Officewise has gotten much better at 
driving its customers to the products 
it wants to sell. “It is not web-based 
analytics,” says Sansom. “Our sales reps 
and sales manager are committed to 
face-to-face calls and presenting product 
substitution recommendations,” says 
Sansom. It is also part of the business 
review process.

There was a time when substitutions 
almost always involved a lower-priced 
private label product that came with 
better margins. “Often that private label 
isn’t the best value or the best deal for 
us,” says Sansom. Pricing of 500 lead 
items are reviewed monthly and the list 
changes quarterly. 

“One of the advantages of being a 

stockless dealer is there is no physical 
inventory to worry about. All we have to 
do is change the item in our computer 
system,” says Sansom. Most of the time 
customers don’t care if products are con-
verted, and they appreciate the savings, 
he says. “They change their favorites and 
make whatever changes they need to 
start ordering the items we want them to 
buy.”

Ken Henderson

Compatibles help when customers need 
to be switched to higher margin items or 
categories. “If a customer is looking for 
a better price we can usually find other 
products to do the job,” says Henderson. 
Customers usually can be switched from 
a name brand to a private label product 
or replace an OEM toner with a compat-
ible or remanufactured alternative. “You 
need get in front of customers and sell 
them the products and brands that you 
want, that will do the same job, provide a 
better price for the customer and a better 
profit margin for the dealer,” he says.

For the most part, says Henderson, 
customers are willing to switch to these 
compatible products. “Every one of your 
customers has competitors and they are 
always looking to save money,” he points 
out. 

“We had a large banking customer switch 
from OEM to remanufactured cartridges 
and we showed them based on actual 
usage that the switch would save them 
$100,000 a year,” reports Macey. An IT 
manager at the bank said there might 
have been problems with a few cartridg-
es, but the dollar savings far outweighed 
any inconvenience. 

First in 
Search
“We help our customers to select what 
we stock as these items are always first-
in-search on our website,” says Hen-
derson. Chicago Office Products hosts 
its own website and maps key terms to 
products that are stocked in its ware-
house.

“We spend a lot of time doing that,” con-
tinues Henderson. “As our purchasing 
changes from month to month and we 
bring in new items, that is the first thing 
we look at,” he says. “It doesn’t make 
sense to buy this stuff, put it on a shelf 
and not have it come up as one of the 
first items on your website.” 

The mix of products that dealers sell is 
rapidly changing and has a big impact on 
the inventory of stocking dealers. “The 
opportunity out there is for a different set 
of products than most dealers are used 
to selling,” says Henderson. Chicago 
Office Products sells food and beverage 
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items and cleaning supplies it never sold 
before. Henderson goes into the ware-
house and sees cartons of cleaners and 
chemicals that weren’t there as recently 
as a month ago. “There is still some 
margin to be made on traditional office 
products,” says Henderson. “But it is 
bigger boxes of cleaning and breakroom 
products that you have to stock, which 
take up more warehouse space so you 
also have to figure that into your costs.” 

When 
Margins 
Slip
When Perry Office Products sees mar-
gins slipping the first response is to find 
out why. “You have to figure out what the 
reason was and figure out how to offset 
it,” says Macey. Was it a cost change? 
Was the customer price sensitive on this 
particular item? Has another supplier tak-
en the business with a lower bid? “Nor-
mally you respond by looking to raise 
margin someplace else,” adds Macey. 

“Substitutions are equally important,” 
adds Macey. When the wholesaler’s 
catalog has four or five pages of can 
liners a dealer has to find some way to 
winnow that down to a manageable list 
of products to stock. “Whether it is a 
Boardwalk product through the whole-
saler or another source you need to work 
with that vendor,” he says. The supplier 
should be able to come up with the top 
10 or 12 items to service the majority of 
situations. 

Macey says his dealership works with 
manufacturers on an ongoing basis to 
make sure that products being stocked 
are the ones that are emphasized by the 

sales team and pointed to by the web 
page. “That is a big project for an inde-
pendent,” he adds. The manufacturer or 
wholesaler is critical to help dealers have 
a robust list of alternative products that 
customers can choose from, he says. 

“Since we are stockless we depend on 
the product category specialists from 
Essendant,” says Sansom. Essendant’s 
regional JanSan specialist is based in 
Dallas and gets to Officewise on a regular 
basis. “He makes customer calls with 
us and helps us get wider and deeper 
into the category,” reports Sansom. On 
the vertical market side, the nationwide 
health care specialist has worked with 
Officewise to identify new health care 
customers and analyze existing business.

Myers Jordan

How to Get 
Started
With so many buying choices, stock-
ing choices, pricing options and num-
bers-crunching software programs, 
where should a dealer looking to up their 
margin management expertise start? 
“Begin with your buying group or your 
wholesaler to find other dealers who do 
it well,” suggests Jordan. “We at Herald 
have friends and partners throughout 
the industry that we frequently lean on 
for help or advice,” he says. See if they 
will be able to help you get started. “It’s 
also critical that someone on your team 
knows how to run basic data analytics on 
your purchasing and sales margins. If you 
don’t know where you stand, it’s hard to 
know where you’re going!” he adds. 

Rossman believes that the foundation of 
any effective margin management effort 
rests on strong vendor relations. Once 
those are in place, invest in an effective 
analytical system. “Develop benchmarks 
to get to the point where you can mea-
sure results,” he adds. Those results can 
produce and sustain corrective actions. 

For too many dealers, margin manage-
ment is little more than an afterthought. 
“Many dealers do not have margin man-
agement duties assigned to a specific 
person,” says Sansom. For many it is 
part-time task rather than a dedicated job 
responsibility. “Until you assign margin 
management to somebody full time it’s 
going to be really hard to make serious 
improvement,” he says. 

Michael Chazin is a freelance writer specializing in 
business topics. He has been writing about the office 
supply business for more than 15 years. He can be 
reached at mchazin503@comcast.net.
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There’s no doubt 2017 has been a pivotal 
year for resellers. 

Customer demands are changing, with 
business buyers increasingly expecting 
the same user-friendly, omnichannel ex-
periences from resellers that they would 
get from consumer brands. 

Additionally, the industry is increasing-
ly shifting toward digital capabilities, le-
veraging mobile-based applications and 
e-commerce sites to promote and sell 
their products to a larger number of cus-
tomers across wider geographies. 

Amazon has been a major catalyst of this 
change, reshaping customer expecta-
tions for online experiences and offering 
one-stop-shop solutions for both busi-
ness and consumer goods. Adding fuel 
to the fire, Staples and Office Depot have 
invested significant resources in building 
their online presence, making the environ-
ment more competitive than ever before. 

At Essendant we’ve seen our reseller 
customers make great strides in improv-
ing their e-commerce strategies to stay 
competitive and keep up with consum-
er demands, but we’ve also seen them 
face several challenges along the way. To 
help address resellers’ pain points in this 
fast-changing market, Essendant partners 
with resellers to power through some fun-
damental challenges. And, our integrated 
services help them optimize and adapt 
their strategies to be successful.

Consumers are avoiding 
the human element in the 
buying process.

Consumers are increasingly taking control 
of their buyer journey. In fact, 66% of B2B 
consumers use desktop and mobile de-
vices to research product information be-

fore engaging with a sales representative 
and many are avoiding human interaction 
throughout the entire purchasing process. 

That being said, it’s imperative for resellers 
to equip consumers with the information 
and tools they need online to research 
products and make buying decisions on 
their own.

Provide robust digital product content. 
Product content plays a central role in 
selling online. However, many resellers 
are struggling with missing or inaccurate 
product images and information, result-
ing in consumers losing confidence in the 
products and brand and leaving the site 
without making a purchase. 

Through its Product Content subscrip-
tion offering, Essendant helps resellers 
populate their e-commerce store by pro-
viding product content that is optimized 
for the industry, helping customers find 
the right products. This product content 
is gathered from thousands of suppliers 
and provided to resellers in a consistent, 
easy-to-use format.

Boost product discoverability. With con-
sumers opting for a self-service online ex-
perience, it’s crucial that they can easily 
and seamlessly find what they’re looking for 
without the help of a sales representative. 

Essendant’s Smart Search makes it easier 
for consumers to find products on a re-
seller’s site by combining advanced tech-
nology, industry expertise and search pat-
terns. This tool corrects errors with search 
terms, expedites the browsing process, 
provides in depth information and enables 
customers to compare items side-by-side, 

NOVEMBER 2017 INDEPENDENT DEALER PAGE 38

continued on page 41 >>

P R E V I E W :
ESSENDANT 2018 MARKETING 

How to Compete in the Evolving Market
By Michael Hauck



3M Workspace Solutions
3M™ Precision Standing Desk SD60B

A desktop sit-stand  
workstation that fits you.

https://www.3m.com/3M/en_US/company-us/all-3m-products/~/3M-Precision-Standing-Desk-SD60B?N=5002385+3291139796&rt=rud


The 3M™ Precision Standing Desk provides maximum 
adjustability to achieve your most comfortable standing 
work position. 

Side-mounted levers control the gas assist height change 
technology to allow for continuous height settings from 
6.2"–20" above the desk surface. The keyboard surface 
has tilt adjustment range of -10˚/+10˚ to help achieve your 
most comfortable typing position. 

The 3M™ Precision Standing Desk also includes a  
3M™ Gel Wrist Rest for Keyboards and 3M™ Precise™ 
Mouse Pad with Battery Saving Design* for added 
comfort and productivity.

The standing workstation ships fully assembled and 
weighs just 40 pounds, which eliminates the need for 
professional installers. The standing desk easily fits on top 
of a 24" deep desk and is made from 45% postconsumer 
recycled content. 3M™ Precision Standing Desk has a 
limited 5 year warranty.

 
Desk weighs 40 lbs.

  45% postconsumer recycled content.

3M™ Precision Standing Desk SD60B
When it comes to standing comfort, small adjustments can make a big difference!
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delivering a relevant experience that drives 
conversion rates and creates loyalty. 

Increase the number of customer ratings 
and reviews. Did you know that consum-
ers trust what their community and peers 
are telling them nearly twelve times more 
than branded content? Online ratings and 
reviews give customers confidence in the 
products they purchase. When deciding 
where they want to make a purchase, 
having product feedback from real cus-
tomers can make or break the sale. 

Essendant’s digital Ratings and Reviews 
service makes it easy for resellers to add, 
manage and promote this essential com-
ponent of the customer experience. With 
this service on an e-commerce site, cus-
tomers can view, rate and review prod-
ucts, see star ratings from 1 to 5 and sort 
reviews by rating date. Moreover, for 2018 
Essendant has partnered with industry 
leaders to increase its library of reviews 
by more than 1.2M reviews.

There is lack of consumer 
awareness around product 
offerings.

Most resellers offer a breadth of products 
but their customers aren’t aware of it. If a 
customer doesn’t know that their office 

supplies provider also sells food service 
items, that reseller loses the opportunity 
to increase sales and customer loyalty, in-
stead losing that business to a competitor.

To overcome this challenge, resellers re-
quire a seamless mix of print and digital 
strategies.

Develop an integrated marketing cam-
paign. Resellers today have many cus-
tomer touchpoints: their website, sales 
team, email marketing, catalogs, flyers, 
social media and other channels. That be-
ing said, it’s crucial to develop integrated 
campaigns that can reach customers with 
the right message, at the right place and 
at the right time.

Essendant’s Category Builder program 
offers email and print tactics to help re-
sellers showcase their capabilities and 
breadth of offering within categories like 
JanSan, office products, food service, 
breakroom, seating, sit-to-stand and 
safety. The Category Email tool features 
two email templates, a landing page, and 
two web banners, giving resellers the re-
sources to better drive awareness online. 
The Category Flyer tool allows resellers 
to create promotional flyers to include in 
shipped orders, helping keep their offer-
ings at the top of their customers’ minds.

Consumers are dropping 
off midway through the 
buyer journey. 

For any number of reasons consum-
ers may end their buying journey before 
making it to checkout. The challenge isn’t 
new, but has evolved in recent years. In-
creased price transparency (or the illusion 
of it) remains the most common reason for 
consumer drop off, but an inconvenient 
shopping experience emerges as a close 
second, with consumer expectations for a 
seamless process higher than ever. 
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Leverage data analytics to better un-
derstand customer preferences and be-
haviors. As shopper behavior continues 
to change and evolve, it becomes more 
important for resellers to study the effec-
tiveness of their e-commerce sites and 
digital marketing. This market demands 
that resellers understand the buying hab-
its of their consumers and web analytics is 
one method that may be leveraged to do 
just that. But implementing analytics onto 
a website can be overwhelming and often 
requires at least one resource who under-
stands not only best practices for appro-
priately tagging a site, but more important-
ly, how to evaluate and react to the results. 

Essendant’s Digital Analytics technology 
collects, measures and interprets data to 
provide actionable insights for improving 

business. Armed with insights into cus-
tomer reactions to e-commerce and dig-
ital marketing tactics, resellers can use 

this information to make changes that will 
increase order values and conversions, as 
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PREVIEW continued from page 42

well as improve site navigation, merchan-
dising and the overall shopping experience.

Complement traditional print and sales 
channels with digital insights and tools. 
By tapping into data analytics, resellers 
can spot customers who are missing their 
regular purchasing patterns, re-market 
relevant products to customers who have 
previously explored the site without mak-
ing a purchase, send new customers tar-
geted promotions to nurture the relation-
ship or ask customers to rate or review a 
recent purchase.

Essendant’s Auto Response Email Mar-
keting service helps to automate messag-
ing to consumers that is relevant based on 
buying behavior. The program offers nine 
options with the flexibility for resellers to 
choose one, all nine, or the mix that works 
for them, to engage customers at every 
stage of the buyer journey.

Abandoned Cart, Browse Remarketing, 
First Time Buyer, Ratings and Reviews 

Request, Transactional Promotion Box, 
Purchase Anniversary, Re-engagement 
Campaign and Time Lapsed Emails and 
Win Back Emails all work together to tar-
get the customer based on their partic-
ular behaviors, providing new offerings, 

prompting feedback or simply fostering a 
relationship with the customer. 

The key is to A/B test emails and promo-
tions to see what content is more engag-
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PREVIEW continued from page 43

ing and leads to conversions that maximize ROI for that partic-
ular customer.

Ensure the search experience provides enough information to 
customers. As B2C experiences continue to drive B2B expec-
tations, customers increasingly demand instant, relevant results 
when they search for products online—and they will get frustrat-
ed and abandon a site when they don’t receive them.

This is another pain point that Essendant’s Smart Search tool 
can mitigate. By boosting product discoverability and optimizing 
search results, customers can receive the information they need 
to evaluate the product and make an informed purchase. 

Consumers are buying core products 
from their primary reseller, but buying 
product accessories and other items 
from other competitors.

We’ve heard a lot of resellers explain that their customers are 
coming to them for core products, but are buying accessories 
from competitors. For example, a customer might order staplers 

from their reseller, but then order the staples from a big box re-
tailer. They might order a whiteboard from their reseller, but order 
the whiteboard markers and eraser online.

Provide product recommendations and suggest premium add-
ons. By suggesting similar or accompanying products when 
a customer puts something in their cart, resellers can foster a 
more personalized experience and encourage the customer to 
purchase all items in one place. Resellers can also do this by 
providing curated recommendations based on that customer’s 
previous buying behavior. These recommendations can be sug-
gested in the cart, or placed as banners ads on the site. 

Resellers should also focus on pushing premium add-ons 
throughout the buyer journey. For example, if a customer puts 
hand sanitizer in the cart, the reseller can offer the stand for 
sanitizer as well. While the stand isn’t necessary, offering this 
premium content improves the customer experience and drives 
additional sales. 

Essendant’s Product Recommendations service is a website 
plugin that helps target the right customers with the right prod-
ucts. These human-curated product suggestions are based on 
an analysis of historical customer purchasing data and will au-
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tomatically recommend relevant products 
that customers may not have initially in-
tended to purchase, encouraging larger 
order sizes and brand loyalty. 

Essendant also offers the tools to create 
custom banner ads to target customers in 
their buyer journey, giving the site addi-
tional promotional power.

As Amazon’s convenience 
and familiarity with 
consumers threatens 
business, resellers need 
to reinforce their value 
proposition and key 
differentiators.

The rise of a B2C experience within the 
B2B marketplace is reshaping how cus-
tomers shop online and how resellers do 
business. As resellers watch major play-

ers like Amazon enter the market and win 
business differently from how they tradi-
tionally have, they may feel pressure to re-
construct their business models to mimic 
Amazon’s go-to-market strategy. 

However, assimilating into the strategies 
that are successful for Amazon isn’t how 

resellers can remain competitive. Re-
sellers must remember they have their 
own unique value propositions for their 
customers, and should look to adopt the 
right strategies for highlighting them. 

Focus on customer service. Essendant 
research has shown that the majority of 
consumers who currently buy from an in-
dependent reseller would continue to buy 
from that reseller because of the conve-
nience and overall better service, even if 
they could find a better price somewhere 
else. 

The strength of a reseller is in their ability 
to understand the way their end-consum-
er business functions, what they need and 
how they need it. This is a level of detail 
that Amazon does not do well at. There is a 
consultative partnership that resellers can 
provide that sets them apart from Amazon. 
Additionally, most resellers have a very 
high “white glove” service proposition that 
Amazon has not been able to replicate.

The challenge for a reseller lies in making 
sure they stay top of mind with their con-
sumer, so when needs for office and facili-
ty supplies arise, they think of that reseller 
before going anywhere else.
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Take every opportunity to reinforce and re-
mind consumers of your brand. Resellers 
should ensure that their branding appears 
on all boxes, packaging slips, shipping la-
bels and invoices to keep their company 
top of mind, even long after delivery.

Essendant can customize the logo and 
branding of all of these materials to en-
sure consistency and elevate awareness. 
Catalog covers can also be customized to 
reflect a reseller’s brand.

Ensure cost-competitiveness. Amazon is 
known for competitive prices, but they’re 
not always the leader in the office prod-
ucts market and the potential for addi-
tional shipping costs can make prices 
misleading to consumers. 

It’s critical for resellers to examine how 
their pricing measures up to Amazon and 
other top industry competitors and to 
showcase their competitive advantage.

Essendant’s Market Xpert tool gives re-
sellers access to pricing data for all ma-
jor categories and competitors, updated 
weekly. With a robust mobile version, re-
sellers can also check competitive pricing 
from anywhere and create winning com-
parison displays in the field. 

Additionally, Bid Wizard ensures resellers 
bring the best bid to the table by allow-
ing them to cross reference competitive 
pricing on up to 64,000 items. The Item 
Content and Pricing System (ICAPS) gives 
resellers the power to easily obtain the 

content and pricing data they want and 
need to manage costs and make smart 
pricing decisions. 

A sales force and 
traditional printed 
materials are no longer 
enough to keep you 
competitive. 

While programs offered by wholesalers 
and other industry partners are help-
ful, the true strength of digital marketing 
comes with integrating it with the rest of 
your business. “Being digital” doesn’t 
simply mean standing up an e-commerce 
storefront. It means leveraging technolo-
gy to improve the customer experience, 
make your sales force smarter and more 
agile, generate leads, gather product 
and consumer insights, listen to custom-
ers and more. Essendant has found that 
its most successful resellers are also its 
most creative when it comes to integrat-
ing technology with their business.

Hire a marketing and/or e-commerce 
coordinator. Several resellers don’t have 
this defined role, let alone someone at 
the helm of making these decisions. It’s 
critical to have somebody who is taking 
responsibility for marketing and digital 
programs, including developing pricing 
and messaging, to ensure all products are 
optimized for sales. 

Get started with email marketing. Email is 
still one of the most cost-effective tactics 
for driving sales, but success requires de-
veloping, sending and managing emails, 
segmenting and updating lists and having 
a willingness to test, learn and optimize. 
This is why it’s important to hire a market-
ing and/or e-commerce coordinator who 
has the time, creativity and resources to 
handle these tasks.
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For resellers new to marketing or experienced professionals 
looking for more robust capabilities, Essendant can help with 
professionally designed emails that promote the right products 
at the right time, or we can provide the flexibility you need to edit 
and send emails yourself.

On-Your-Behalf (OYB) email is an automated program designed 
for resellers who don’t have the time or dedicated resources to 
manage their email program themselves. With OYB, each email 
is branded to specifications and designed to stand out with pro-
fessional, creative themes.

DIY Email platform is best suited for a hands-on marketer who 
has the time and resources to customize, develop and manage 
their own email marketing. Designed for self-service ease, DIY 
Email delivers simple customization, personalization and rel-
evant content creation to create robust welcome emails, cam-
paigns and manage subscriptions.

Increase the effectiveness of your printed materials. Even in 
our increasingly digital world, print still remains an important part 
of the marketing mix. It serves as a tangible display of product 
offerings and an invaluable sales tool to extend online communi-
cation offline. Flyers provide an efficient way to promote through-
out the year and keep the brand top of mind. The key is to ensure 
all print pieces integrate seamlessly with your digital campaigns 
and promotions. 

The On Demand Flyer Builder, provides sales teams the flexibility 
to customize the promotions, pricing and messaging for each 
product. Each month, the creative content and product assort-
ments from the DIY and OYB email programs are available in On 
Demand as two-page flyers.

Create custom catalog covers. Catalogs provide an exhaustive 
reference to reinforce the breadth and depth of product offerings 
and serve as another touch point for building a relationship with 
customers.

That said, it’s critical for resellers to design a cover that reso-
nates with their customers and what they are looking to buy, and 
not just promotes the brand. 

Essendant offers a portfolio of designed and branded cover op-
tions to increase impact.

Expanding into new markets or new 
product categories can feel difficult and 
risky. 

Some resellers have found their footing in niche markets but 
several are looking to expand their business into new verticals 
or new product categories as a result of market pressures and 
customer demand. However, this process can be difficult to nav-
igate, not to mention costly. 

Consider vertical markets. Vertical markets such as federal, 
state and local governments, education, enterprise business and 
healthcare offer independent resellers a tremendous opportunity 
to capture market share from national retailers. 

Essendant’s Vertical Markets Group (VMG) is a high performance 
team within Essendant that partners with resellers to help them 
gain significant growth in key vertical markets and build their 
business.

Find a partner that optimizes your supply chain. Resellers don’t 
have to let limited warehouse space or local footprints hold them 
back from expanding into new categories and reaching new cus-
tomers. Essendant’s Dropship and Wrap & Label Programs al-
lows resellers to test the waters and quickly respond to market 
pressures, without having to commit additional capital. 

With Essendant, resellers and their customers can order prod-
ucts from over 1,000 manufacturers, and access those products 
from over 30 strategically located warehouses—all from one 
source. 

Essendant can dropship an end-consumer’s order directly to 
them, so our reseller partners can sell to customers outside of 
their traditional geography without taking the products into in-
ventory or requiring the physical network to reach that consumer. 

For consumers within a reseller’s geography, Essendant provides 
a wrap & label service, in which we package the order to be de-
livered and cross-docked at the reseller’s location. This saves the 
reseller time and money in preparing an order, but still allows for 
that last-mile delivery and brand reinforcement. 

By tapping into Essendant’s diverse and continually updated 
product assortment and nationwide distribution network, re-
sellers can easily and quickly expand into entirely new categories 
and stay competitive.

The challenges resellers are facing today are tangible, but so are 
the solutions. Essendant is built upon a legacy of growing sales 
and profit dollars by powering smarter operations, faster cate-
gory expansion and supported business growth. If you’re ready 
to tackle the challenges of today’s market and are looking for a 
partner in the process, visit www.essendant.com.

Michael Hauck is vice president, marketing and digital, of Essendant.
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Picture this. It’s Monday morning and 
your sales team members are all filing into 
the conference room for the weekly sales 
meeting. When you enter, you hear bits 
and pieces of conversations as you take 
your seat in the front. Everyone is catch-
ing up on their weekend adventures and 
the scores of the football games. 

You allow them a few minutes to wrap up 
before interrupting the chatter and turn-
ing their attention to the business at hand. 
The topics feel all too familiar. You start 
with a review of the month-to-date sales 
numbers and then ask team members to 
share a key opportunity they are working 
on. After that, a barrage of other topics 
come up which seem to take over the 
meeting.

A team member eventually glances at the 
clock and sees that the meeting is running 
about fifteen minutes over and excuses 
herself. Eventually, the rest of the staff 
hustles out of the meeting to start the day. 

As the team leader, did you feel like that 
time was productive? Did you feel your 
staff left the room energized with some 
key points to apply in the next week? 

Were the 90 minutes spent in that con-
ference room worth the investment your 
company made to hold the meeting? If 
you answered “no” to any of these ques-
tions, then here are some tips to help you 
ROCK your next sales meeting. 

Outline and prepare your 
meeting well in advance.
Having been a sales leader, I will admit 
that I didn’t prepare for each and every 
meeting. I knew that I could just wing it 
and cover the things that needed to be 
covered. This is the most common mis-
take we make as leaders. You would nev-
er walk into your top client’s office unpre-
pared, so why walk into a meeting with 
your sales team unprepared? 

Have you ever really considered what 
your company invests when you hold a 
sales meeting? Think about the salaries 
of the people in the room (including you). 
Then think about what is accomplished in 
a typical meeting. Is it time well spent for 
you and your team members in light of the 
lost productivity and commissions? 

If we as leaders take time to plan the 

meetings in advance, then we can cer-
tainly make sure the time is well spent. 
Personally, I like to invest time on a Thurs-
day (before a Monday meeting) to plan 
out my topics. Consider spending about 
15 minutes of planning time for every hour 
your meeting is scheduled to run.

Rotate meeting types.
As you prepare for your next meeting, 
ask yourself: What type of meeting will it 
be? Is it a simple status/monthly update 
meeting? In that case, be sure to run all 
reports prior to the meeting. Is it a train-
ing meeting? Then prepare customer sce-
nario cards for the team to choose from 
and have them role-play. Is it a meeting 
to celebrate last month’s top performers? 
If so, pre-print personalized certificates of 
recognition or purchase gift cards for the 
reps being recognized. 

The key: Identify which meeting type you 
will hold and don’t mix meeting types. You 
don’t want to celebrate top performers and 
then bring the room down by mixing in that 
the company will be changing healthcare 

Rock Your Next 
Sales Team Meeting!

By Jessica Stokes, Methods in Motion
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Rock your next sale meeting continued from page 48

plans after this year. Hold the healthcare 
plan news for a separate meeting. 

Start on time and end on time.
This seems so simple, but it takes plan-
ning and discipline. We know there will be 
small talk between team members at the 
start of the meeting. However, as a rule of 
thumb, you should not allow side conver-
sations to continue longer than five min-
utes past your planned start time. 

Want to end on time? When you prepare 
for a one-hour meeting, plan content for 
45 minutes and leave the last 15 minutes 
open for feedback and questions. The 
most common reason meetings run over 
is the leader packs the entire hour with 
content. Then, everyone asks questions 
and shares feedback at the end, which 
forces everyone to stay later than planned. 

By starting on time and ending on time 
you show your staff that you respect their 
time. And hey, if you leave the last 15 

minutes open for questions or comments 
and there are none, no one will complain 
about ending early! 

Keep a parking board.
Here is a scenario. You took the time last 
week to plan out your hour-long Monday 
training meeting. You even created a fun 
pop-quiz to administer after you cover the 
training points, along with a prize for the 
high scorer. 

On Monday, you set up early and prompt-
ly kick off the meeting. About 15 minutes 
into the meeting, one team member asks 
about when the office will be closed for 
the holidays because he wants to plan 
a family trip. Suddenly, everyone starts 
talking about their holiday plans. The 
meeting is now derailed for the remaining 
45 minutes. You are forced to abandon 
your quiz to wrap up within the hour. So 
much for rocking this meeting. 

We don’t plan for our meetings to get 

sidetracked. Sometimes it just happens. 
So, our advice for you is to keep a Park-
ing Board. This is simply a place where 
non-relevant topics that come up can 
be written down and addressed at the 
very end of the meeting. This serves two 
purposes. It allows the team member to 
feel like they’re being heard and reminds 
the meeting leader to come back to that 
question. 

In closing, running meetings is essential 
for maintaining a healthy, productive sales 
team. If you found these tips helpful, email 
us and we’ll send you the full list of Nine 
Tips for Running More Effective Sales 
Meetings. Whether you’re a fan of rock ‘n’ 
roll or not, your improved sales meetings 
will be much appreciated by all! 

To learn more about Methods in Motion, visit www.
methodsnmotion.com or call 678-574-6072.
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I’ve talked a lot about the evolution of 
sales over the last 10-15 years. One of 
the causes of that evolution is, of course, 
social media. What is interesting to me 
is that social media itself is evolving and 
quickly and many people aren’t keeping 
up to speed with this evolution.

For years, I’ve been recommending that 
salespeople use LinkedIn to get quality 
introductions and warm referrals to new 
potential customers, but even that mech-
anism is losing its effectiveness for rea-
sons that I’ll discuss below.

LinkedIn was, and still is, the premier 
business networking site. LinkedIn facil-
itates introductions by making contacts 
visible when two people are connected. 

This greatly enabled the process of asking 
for introductions. If you were a second de-
gree connection on LinkedIn (I know Bob, 
Bob knows Jane, Bob introduces me to 
Jane), the intro was usually a fairly simple 
ask. For years, my ratio of requests to in-
troductions was between 1 to 1 and 1.5 
to one.

That number has been going down, not 
only for me, but for others that I work with. 
What’s happened? Are people getting 
tired of being asked for intros? I doubt it. 
Most people I talk to report that they ar-
en’t asked that much. 

But I do think more people are becoming 
less discriminating in their link requests 
and acceptances, meaning that those 
‘second degree connections’ might not 
really be a personal connection at all. 

Thus, when you see a second-degree 
connection and ask for an introduction, 
the person you’re asking really doesn’t 
have the ability to introduce you in any 
meaningful way.

I can’t cast stones here. I’ve become far 
less selective in the past year in my accep-
tances and my social media coach tells me 
that I’m doing the right thing. Given that 
LinkedIn has removed the ‘ask for intro-
duction’ button, they too must feel that this 
is becoming less and less important.

Another issue is what I call “Facebook 
posting.” LinkedIn used to be very busi-
ness-focused in what its users posted. 
This, too, has changed. 

Political posts now take up a large amount 
of anyone’s daily feed, whether you’re the 
one doing the posting or not. 

Other non-business posts—even Face-
book-style party pictures—are becoming 
a bigger and bigger part of LinkedIn. This 
makes it more difficult for business-fo-
cused users to separate the wheat from 
the chaff and harder for solid business ar-
ticles to get noticed.

But if LinkedIn is evolving, we certainly 
need to evolve with it.

First of all, the old ‘ask for an introduc-
tion’ system can still work; it just becomes 
more of a numbers game than in the past. 
Depending on the size of one’s network, 
the 1:1 relationship between intro re-
quests and intros is more like 3:1 or 4:1 
now. That means that if you need two in-
tros per week, you probably need to send 
between 6 and 8 requests. It also means 
that your network needs to be large; oth-
erwise, you can burn out your contacts.

Second, direct prospecting on LinkedIn is 
showing some promise. Rather than go-
ing through your contacts and looking for 
introductions, simply targeting the people 
you want to talk to and sending them a 
connection request with a short message 
about why you want to connect with them 
is yielding results, although with too small 
a sample size to put ratios to it yet.

I’m not a fan of signing up for LinkedIn 
Premium and then just blasting InMail. 
I prefer to connect. If I send someone a 
connection request with a short (because 
that’s all that you’re allowed) note about 
why I want to connect and they accept my 
request, they are typically at least open to 
the next step in the conversation.

Is LinkedIn 
Losing Its 

Usefulness?
By Troy Harrison
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Linkedin or out? continued from page 50

THEN I send an InMail to them explaining 
how I think I could be of help to them. If 
you want to use this technique, I wouldn’t 
recommend sending a “blind” connection 
request; i.e. one that doesn’t include a 
small sales message. 

If you send a blind request and then hit 
the contact with a sales message, they 
can feel blindsided. I prefer people to be 
informed.

As a variation on this technique, when you 
see you are second-degree from a target-
ed contact, you can request an introduc-
tion from your connection as we used to. 

LinkedIn is also becoming far more use-
ful in job seeking and candidate search. 
I’ve used it as a recruiter for several years 
and it’s always generated a small but high 
quality candidate pool, as compared to 
CareerBuilder. 

In the last few searches, I’ve found that 
the quality continues to be high, but the 

quantity is going up significantly. If this 
trend continues, LinkedIn will be the best 
site to find professional hires within an-
other year or so.

Finally, I have found significant success 
in getting recommendations and testimo-
nials using LinkedIn’s “ask to be recom-
mended” feature. Testimonials are one 
of the greatest marketing tools we have. 
They allow prospective new customers to 
see you through the eyes of a happy cur-
rent or past customer—and that’s a credi-
bility booster that can’t be beat.

Oddly, I recently read an article by anoth-
er prominent sales “guru” who said that 
you shouldn’t ask for recommendations. 
He argued that if your customers like you 
enough, they’ll simply recommend you 
without asking. To me, this is horrible ad-
vice and comes from being out of touch 
with what most salespeople face in their 
work environment.

Sales is a profession built on the idea that 
we get what we ask for and don’t get what 
we don’t ask for. Frankly, it might not occur 
to even the happiest of customers to post 
a recommendation on their own. A polite, 
respectfully worded recommendation re-
quest—when you know the customer is a 
happy one—is not inappropriate or out of 
line. And it’s one of the easiest and best 
ways to gather testimonials.

To conclude, LinkedIn is still highly useful 
as a sales tool. But the nature of its useful-
ness is evolving and we must evolve with 
it. Two or three focused hours per week 
on LinkedIn can still be time well spent.

Troy Harrison is the author of “Sell Like You Mean 
It!”, “The Pocket Sales Manager,” and a speaker, 
consultant and sales navigator who helps companies 
build more profitable and productive sales forces. To 
schedule a free 45-minute Sales Strategy Review, call 

913-645-3603 or e-mail Troy@TroyHarrison.com.
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Kathy Hoyle
Co-Founder
Education

Kimberly Fulford
Sponsorship Chair

Rosemary Czopek
Membership

Tricia Burke
Membership Chair

Introducing...
   OPWIL’s 2017 Board Members

Kristin MacMillan
Membership

Sandra Williams
Education Chair

Why Join?
• Become a better leader in your business role.
• Connect, network, and learn from other successful women.
• Expand your connections and influence in the office products industry. 
• Seek out mentors from your network or be a mentor to other 
   aspiring women.
• Serve women in the OP industry, and businesses in your community. 
• Become an agent of change, by advocating and promoting leadership        
   roles for women in our industry. 

Martina Derra
Membership

Janet Bell
Marketing

To join today visit OPWIL.com
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No one can guarantee what the future of 
distribution will look like but one thing is 
sure: Presuming that your business has 
a future without a plan is pitiable! Who 
could have foreseen all the changes that 
have occurred this year? For example:

•  Staples went private because they 
could not grow profit or sales.

•  Both office products wholesalers 
shrank at a rate that suggests 
their current model may not be 
sustainable.

•  Amazon has become a major player 
in office products, jan-san and 
furniture and they did it all without 
offering a single “contract price!”

And yet, in spite of all this bad news, there 
are numerous solution-focused indepen-
dent dealerships that are growing both 
sales and profitability. Here are just few of 
the things they have in common:

1.  A management team that has planned 
their go-to-market strategy and is con-
tinually reviewing it as market condi-
tions change.

2.  An openness to adding new lines of 
business—but only when it augments 

the product and service offering they 
already provide.

3.  A commitment to directing the bulk 
of their investable resources towards 
customizable offerings like printing, 
promotional products and furniture.

4.  A policy towards unproductive reps 
that forces them to learn new catego-
ries, measures them on their progress 
and if positive results don’t follow, puts 
them out to pasture.

Oh, yes! One other thing they have in 
common: At this time of year, the most 
successful companies are budgeting for 
2018. 

They are deciding whether they can grow 
sales in the next twelve months and de-
termining what to do if they don’t think 
they can match this year’s totals. 

If they had a large furniture job this year 
that probably won’t be followed by one 
of similar size next year, they build only 
a third or less of their furniture total into 
their 2018 budget. 

If their dealership is growing supply, print-
ing, promotional or janitorial sales, the 
leader of that company determines which 

of their reps will be “given” the growth 
numbers.  If growth isn’t tied to any spe-
cific rep or manager, how can anyone be 
held accountable for the numbers?

The most creative leaders are also ask-
ing their 3PV providers to sell them more 
technology. There are new and well-test-
ed data management, collection and sales 
automation tools available to our industry 
today, but too many dealers do little more 
than just complain about the cost. 

So what if a technology tool costs you 
$10,000 next year, if it enables your com-
pany to sell more while removing the need 
for one employee? 

We tell our customers all the time that our 
services enable them to save “soft costs.” 
Shouldn’t we lead by example?

Excellent data management can also bring 
your company another benefit: The deal-
ers I know who are growing have higher 
margins than many of you can imagine. 
They have realized that the success of 
Amazon hasn’t been mostly about price. 

Just take a look at Amazon’s price for 
copy paper if you want an example of how 

OR BAIL!
By Tom Buxton
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Budget or Bail!... continued from page 52

much money your own business might be 
leaving on the table. 

Yes, Amazon is priced low on products 
like printers and similar large commodity 
items. So, let them sell those products! 

We want the refills, inkjets cartridges, pa-
per products and complex lines of busi-
ness that we can sell competitively and 
profitably. 

Are your margins near 30% overall with-
out rebates or loads? 

Most of the successful dealers I know are 
generating numbers in that range. They 
also are making an EBITDA of between 
3-5%. Why? Because they have planned 
for success.

They examine every line item from their 
year to date P&L and determine which 
lines can decrease and which—like 
healthcare—will increase. 

They enforce the use of CRM software—
especially in reference to the number of 
new business accounts their sales team 
brings on board. And they don’t tolerate 
any reps who claim they are too busy to 
open new business. 

The best reps at the best dealerships I 
know write $2 million or more in sales per 
year and at least 10% of that business 
comes from new accounts.

What percentage of your overall business 
comes from accounts that are less than 
18 months old? What percentage of total 
sales do you want new business to repre-
sent at your dealership next year? 

Now is the time to start finding answers 
to those questions and many others like 
them. That way, you can make sure that 
when 2018 rolls around, you will be among 
the growing number of dealers who are 
planning and yes, budgeting, their way to 

success. 

If you don’t want to make the effort or if 
you think that a renewal with a wholesaler 
or some other infusion of new money will 
solve your problems, sell now. 

Our world has changed so drastically in 
2017 that the margin of error is slimmer 
than it’s been in a long time. If you don’t 
recommit yourself to budgeting and seri-
ous business planning, your company is 
destined for failure. It’s that simple.

In addition to serving as national sales manager 
for AOPD, Tom Buxton, founder and CEO of the 
InterBizGroup consulting organization, works with 
independent office products dealers to help increase 
sales and profitability. A regular contributor to 
INDEPENDENT DEALER for many years, Tom took 
some time off to work on his new book, “Dating the 
Gatekeeper,” now available from various booksellers. 
For more information, visit www.interbizgroup.com.

NOW AVAILABLE AT
BARNESANDNOBLE.COM 
& OTHER BOOKSELLERS

A book about
building great sales 

relationships & 
growing new 

business quickly...
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In an effort to improve selling skills, we are 
working with many small businesses to 
help them move from a traditional, trans-
action-based sales process to a Sales 2.0 
approach, which is more consultative and 
value-based. 

This approach is enabling hundreds of 
sales reps and companies to differentiate 
themselves, sell value not price and con-
tinue to remain relevant in an increasingly 
digital world.

One of the key shifts or changes needed is 
to improve how you respond to bids and 
how you craft your proposals. The tradi-
tional salesperson doesn’t even offer a 
written proposal unless it is in response to 
a formal Request for Proposal (RFP). The 
RFP process is most commonly utilized 
when working with state and local gov-
ernment agencies or larger corporations.

In our Changing Conversations Sales Train-
ing Course, we coach and train companies 
to offer an “unsolicited proposal” that is 
value-based and not just a price offer. We 
refer to it as “unsolicited” because the cus-
tomer did not formally request a proposal. 

Typically, small businesses and their sales-
people go to market by offering discounts 
or presenting prices of their products. 
We refer to this as “quoting and hoping”; 
quoting on items and hoping that you win. 

In contrast, adding a written proposal to 
an existing price offer reiterates to the 
prospect that you clearly understand their 
business objectives and challenges and 
that you have a program or solution that 
can help them reach their business goals. 

When you change your customer conver-
sations and begin addressing their busi-
ness in this manner, it creates value in 
your relationship while differentiating you 
and your company.

Typically, price, product and service-only 
conversations limit your ability to grow 
your business, because those conversa-
tions are primarily about you. They tend to 
not address the potential impact you can 
have on your customer’s business; which 
is what creates value.

BUSINESS IMPACT
It’s important to understand what Busi-
ness Impact means, in order to make the 
connection with the customer and prove 
to them that you can help them reach their 
goals.

Business impact is the tangible benefit 
the customer receives when your solution 
helps to overcome a business challenge 
or achieve a business objective or goal 
that they may have. For example:

•  Improved productivity, so you can be 
more efficient in your core business 
of manufacturing your widget.

•  Lower expenses, so that you can 
build your profits to better position 
your company.

•  Streamlined processes and 
purchasing systems to eliminate 
extra personnel.

•  Training, so that you can better 
develop the technical skills of your 

employees to remain competitive in 
your industry

•  Improved efficiencies and processes 
for greater employee satisfaction, 
to reach your employee satisfaction 
goals this year

•  Streamlined products and vendors, 
to make the merger and integration of 
new business you acquire easier.

•  Improved expense management, so 
that you are better able to stay within 
your budget and meet your financial 
goals for the year.

Notice that none of the above statements 
refer to you or your company, but rather 
the customer and the real business im-
pact that they would feel. 

In a traditional sales conversation, it is diffi-
cult to identify the customer’s deeper busi-
ness needs. That is why most sales reps 
stay with surface level conversations about 
products and services that they offer.

In order to write a winning proposal, an 
in-depth understanding of your client’s 
current circumstances, challenges and 
growth objectives is essential. 

Without that knowledge, you cannot re-
alistically expect to move successfully 
to the next step in the Sales 20. process: 
crafting a powerful message that can be 
repurposed in your conversations, emails 
and most importantly, throughout the 
written proposal.

Winning 
with Winning 
Proposals
By Krista Moore
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#winning continued from page 54

ENSURE YOUR PROPOSAL INCLUDES 
THE FOLLOWING FOUR POINTS:
1.  Reiterate your understanding of their 

specific business objectives and 
challenges.

2.  Clearly articulate your solution in great 
detail, including what you do, and how 
you do it better than the competition. 

3.  Begin differentiating yourself and your 
company through proof-points and 
demonstrated value. Testimonies, 
specific measurable outcomes, 
white papers, examples or relevant 
references are essential.

4.  Connect with what it means to them, 
the business impact you will have, 
and how your solution will help them 
achieve their business objectives.

Ensure that you have a scheduled ap-
pointment with the decision maker to 
present your winning proposal. This is not 
something you should email in the hope 
that they will read it. 

Nor should you present it to someone 
who can’t make the final decision. At that 
point, you would be relying on someone 
else to sell it for you. 

When you present the proposal, you 
should address any questions that come 
up and eliminate any fear of change. Ask 
them what would hold them back from 
accepting your proposal and be ready to 
handle any objections at that time. 

Remember, fear of change is the number 
one reason prospects do not make a change 
in their current supplier relationships. Think 
about it: if they switch suppliers, their pa-
perwork will be different, they will have to 
learn a new online ordering platform and 
various other aspects of their company and 
its operations will be affected. 

Then there is their acceptance, trust, and 
likeability factor of you as their new sales 
rep to consider. 

Bringing a new supplier onboard involves 
the risk of making the wrong decision, 
and the potential challenge of facing 

skepticism from their boss or co-work-
ers. All of this might keep your prospect 
on the fence and stall out their decision to 
change suppliers. 

That is why a winning proposal is a neces-
sary part of the sales process and should 
be included with your traditional price offer. 

It’s time to demonstrate your value, align 
with your prospect’s success and make 
them feel comfortable and confident 
about choosing you and your company as 
their new business partner.

For more information on Changing Con-
versations Sales Training or other onsite 
or online Sales Training options, please 
visit www.idgrowth.com.

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

- A Personal Learning Dashboard
- 60+ hours of online learning coursework
- Over 150 downloadable scripts, tip sheets, worksheets, etc.
- Quizzes, downloadable certificates of completion 
- The ability to manage and hold your team accountable
- Discount on all IDGrowth™ Products and Programs
- Fresh materials pushed out monthly
- Free access to monthly IDGrowth™ training webinars
- The ability to upload your own company’s tools and resources

Nowhere else will you find such an extensive 
collection of industry specific sales and 
management training and resources!

With the IDGrowth Sales Vault™ you will also get: 

Learn more or purchase your membership now! 

Easy access to what you need, when you need it. 
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On a recent trip to Grand Haven, Michi-
gan, I drove past a thriving Family Video 
store. That’s right… a bricks and mortar 
video store that’s thriving in the age of 
Redbox, Hulu and streaming Netflix! Time 
to get curious. Back to the hotel to do 
some research.

Much to my surprise, Family Video is not 
only alive and well in Grand Haven, but 
it is also the #1 movie and game rent-
al chain in North America, with over 750 
stores and growing! According to Forbes 
Magazine, the company pulled in an es-
timated $400 million in revenue last year, 
more than 10% of which fell to the bottom 
line!

What’s going on here? There are plenty of 
stories of companies that didn’t heed the 
warnings of changing conditions and suf-
fered the consequences, so why is Family 
Video still in business? 

I suspect it’s because of two key factors: 
They’ve led with intentionality and they 
aren’t afraid to continually adjust their 
model to stay relevant. Here are five other 
lessons from Family Video for you to con-
sider:

1. Take control of your business. 
Family Video created its own business 
rules for dealing with movie studios, in-
ventory, real estate and the community. 
For example, they buy films outright to 
keep 100% of the proceeds, whereas the 
larger retailers lived with less profitable 
revenue-sharing models. As independent 
dealers, challenge yourself to gain more 
control over what you sell and where you 
source it. Look for other opportunities to 

gain more control over your own destiny 
and reduce dependence on others.

2. Diversify.
Family Video leveraged its real estate to 
branch out as the company adjusted the 
size of its store footprint. They lease space 
to companies like Subway and H&R Block 
and they’ve leveraged their real estate to 
invest in other ventures such as fitness 
centers, electronics repair and pizza fran-
chises. How might you as an independent 
dealer partner with other businesses to 
leverage your assets or take advantage of 
the same customer? 

3. Find ways to matter.
Family Video is primarily located in rural 
America. While high-speed internet will 
surely catch up, renting videos still serves 
a real need here. The store also serves as 
a central gathering place. Employees and 
the community are treated like family and 
they celebrate together.

What independent dealers do every day 
does matter. Your trusted service and re-
lationships make you meaningfully differ-
ent from the faceless big box stores and 
online options. Continue to innovate and 
create experiences—whether online or in 
person—that will result in a loyal follow-
ing who appreciates what you—and only 
you—can deliver. 

4. Consolidate.
Family Video stores are all compa-
ny-owned and that gives them tremen-
dous economies of scale that generate 
real savings. With each independent run-
ning a separate business, there’s a lot of 

duplication and overhead. Does it really 
have to be that way? Think about how you 
could partner up and share functions such 
as Finance, HR, Purchasing or IT. We’re 
already starting to see some examples in 
our industry. Is there an opportunity for 
you to work together with other dealers to 
find new savings?

5. Run your business well.
Family Video claims that the larger vid-
eo chains simply were not well run. They 
had a lot of debt, leases that were poorly 
negotiated and overall, made some bad 
decisions. I congratulate the many inde-
pendent dealers who are hiring Traction 
Coaches or other professional manage-
ment advisors to drive good business 
practices, improve efficiency and empow-
er employees.  

Clearly, we can’t sit back and assume 
because Family Video is still thriving, so 
can we. But if we look for ways to adjust 
and diversify and leverage our assets and 
our strengths, we might just create a new 
stronger business for the future. 

So tonight, as you are streaming your 
favorite TV show on Netflix through your 
new internet TV, remember that the world 
is changing and we had better keep up 
or face the consequences. Or, you could 
move your business to rural America 
where folks are still renting DVDs!

Janet Collins is a strategy consultant for the industry, 
helping leadership teams get unstuck and get moving 
with clarity and alignment. Contact Janet at 513-404-
2809 or by email at jcollins@tpstrategy.com.
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