


Sixty Years and Counting for  
OfficeNet, NE Independent
Congratulations are in order for Russ Hoetfelker and his team at Fremont, Ne-
braska-based OfficeNet, who this year are celebrating their dealership’s 60th 
year of service to the business community.

The dealership was founded in 1954 by Russ’ father, Leigh. It started out mainly 
as a supplies house but added furniture (the company is an Allsteel/HON dealer) 
and machines (primarily Savin, HP and Brother) along the way.

Russ himself has worked at OfficeNet since 1987 and became president in 
2003, when his father died.

Today, OfficeNet boasts some 50 hard-charging industry professionals working 
out of three locations, with branches in Columbus and Grand Island, Nebraska 
in addition to the Fremont headquarters. Also of note: the dealership has been 
employee-owned since 1995.

And as for business today? Russ has been in hiring mode and adding people in 
Fremont and, he reports, and the numbers are currently running ahead of plan 
with good reasons to be optimistic about the rest of the year.

Hat’s off to yet another successful independent!

Independents Hit the Greens for City of Hope

This year’s North California Golf Benefit for the City of Hope, co-hosted by The Office City and The Godfrey 
Group, raised a record $105,000.
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EDITORIAL

Once Again, Scant Support for 
Small Business from GSA
As noted in our Industry News section, the Gener-
al Services Administration has finally released the 
award winners for the latest iteration of its Federal 
Strategic Sourcing Initiative (FSSI). 

There’s an extensive analysis of the FSSI 0S3 and 
its implications for our industry by NOPA govern-
ment affairs director Paul Miller elsewhere in this 
issue and we don’t want to duplicate Paul’s com-
ments here.

But there is one basic point we’d like to make: The 
government’s claim that FSSI OS3 supports the 
nation’s small businesses is, putting it kindly, just a 
little bit of a stretch.

Right now, there are 13 small businesses the gov-
ernment can justly claim to be supporting because 
they’re the ones who got lucky this time round. 
Four years ago, a similarly-sized group were look-
ing forward to similar support because they were 
the winners when the FSSI OS2 awards were an-
nounced.

Now, most of them are on the outside looking in 
and faced with the challenge of either downsizing 
operations to adjust for a massive loss of business 
or closing their doors.

Meanwhile, at least 1,000 other small businesses 
find themselves prevented from trying to sell to the 
country’s largest office products consumer.

And of course, there’s every possibility that four or 
five years down the road, when FSSI OS4 is un-
veiled to the world, those dozen or so small busi-
nesses who will have grown because they were 
OS3 winners will end up being replaced by a new 
group of chosen few, with equally dire conse-
quences for their dealerships.

How anyone can claim with a straight face that this 
approach supports small business in any meaning-
ful way defies logic. 

What’s really unfortunate about all this, as Paul 
notes in his article, is that there is a way for the 
government to achieve the long-term savings it 
seeks and provide genuine small business support 
at the same time.

That’s not going to happen. Instead, just a hand-
ful of companies can looking forward to building 
up their government business over the next four 
or five years, with a strong possibility that most of 
them will lose it all when FSSI OS4 rolls around.

Small business support? I don’t think so.

mailto:simon@idealercentral.com


ECi can expand 
my business into 
multiple verticals.

Fully Integrated &  
Customizable E-commerce

On-premise or 
Cloud-based Solutions

ECi lets you do business your way with:
Multi-vertical &  

Multi-location Support
Business Analytics, CRM, 

Mobility & Other Tools

“WE’VE EXPANDED INTO SEVERAL 

VERTICALS OVER THE LAST 5 YEARS, 

SUPPORTED BY SOLUTIONS WE’VE 

ACQUIRED FROM ECI.”

Yes, you CAN do business your way!
Visit www2.ECiSolutions.com/ican to find the solutions that fit YOU!

866-374-3221 • info@ECiSolutions.com • www.ECiSolutions.com
ECi and the ECi Red Box logo are trademarks or registered trademarks of eCommerce Industries, Inc.  All rights reserved.

–Jeff Schroeder • The Supply Room Companies

mailto:info@ECiSolutions.com
http://www.ECiSolutions.com
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Chuckals’ Al Lynden (third from left) and his ‘awesome foursome’ at their charity golf 
tournament.

Independents and their business partners were swinging the golf 
clubs for a good cause last month, at two separate dealer-hosted 
events in support of this year’s City of Hope campaign.

In San Mateo, California, 124 golfers took part in the fifth annual 
North California Golf Benefit for the City of Hope. Co-hosted by 
Redwood City-based The Office City and The Godfrey Group rep 
organization, the event and generated a record $105,000.

Attendees also enjoyed an evening of friendship, food and base-
ball as they took in the Giants vs. Phillies game at AT&T Park the 

night before. Adding a special dimension to the whole event, guest 
speaker and former patient Hannah Komai spoke movingly about 
how City of Hope had enabled her to win her own battle with can-
cer and inspire her to embark on a career in nursing herself.

Also last month, Al Lynden and his team at Chuckals Office Prod-
ucts in Tacoma hosted their annual summer fundraiser in support 
of City of Hope and the Friends of American Lake Veterans Golf 
Course, an organization dedicated to providing disabled veter-
ans with rehabilitation opportunities at the golf course operated 
by a local veterans hospital.

This was the seventh year in a row for Chuckals’ Annual Charity 
Golf Tournament and it drew some 50 golfers to the Chambers 
Bay course, home of next year’s U.S. Open.

“As a locally owned and operated business, Chuckals is proud to 
support organizations like the Friends of American Lake Veterans 
Golf Course, who do such outstanding work in support of the 
servicemen and women who have given so much on our behalf,” 
said Al. 

“We very much appreciate the support of our customers, busi-
ness partners and friends who helped make this year’s tourna-
ment so successful. Planning is already underway for an even 
bigger event next year!” 
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Avery® Index Maker® Clear Label Dividers

©2014 Avery Products Corporation. All rights reserved. Avery and all other Avery brands, product names and codes are trademarks of 
Avery Products Corporation. Personal and company names and other information depicted on samples are fictitious. Any resemblance 
to actual names and addresses is purely coincidental.

The convenient and easy-to-use solution, whether organizing a single 
project or creating multiple sets. Index Maker Dividers allow you to get 
it done quickly and easily, with professional-looking results. The clear 
labels virtually disappear on the tabs, giving your dividers a clean, 
printed-on look. And with the Easy Apply™ strip, you can label all tabs 
at once, making it simple to create custom dividers.

For video demos, free templates and more, go to avery.com/indexmaker 

http://www.avery.com/indexmaker
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Goldie Augustmoon, My Office Etc. Rep., 
Honored as ‘Woman of Distinction’
Special congratulations are in order this month for Goldie Au-
gustmoon, a rep with Windsor, Colorado-based My Office Etc., 
who last month was honored by BizWest magazine as one of its 
2014 Northern Colorado Women of Distinction.

Goldie, who serves as My Office’s in-house jan-san expert, was 
recognized for her outstanding record of volunteerism and com-
munity involvement.

The list of organizations she supports is a long one and their 
good works help just about everyone—from the very young, as a 
court-appointed advocate for children, to the very old, as a driv-
er for a senior citizens support group. And she also is an active 
supporter of the local Blues Jam festival.

Says My Office Etc. VP of sales Dennis Valerio, “Goldie is some-
one who simply never sleeps. She always wants to work and give 
back to the community and she’s always willing to make time for 
other people.”

“It’s so amazing to work with these old people, young people and 
the women in between,” Goldie told the magazine. “Just to see 
them making positive changes, that’s the most rewarding thing 
to me.”

We’ve said it before and no doubt, we’ll say it again: When it 
comes to community involvement, no one does it better than 
independent office products folks like Goldie Augustmoon!

NC Dealer David Fain  
Hits the Road for a Good Cause

Like most entrepreneur-
ial-minded independents, 
David Fain, owner of My-
fain.com in Winston-Sa-
lem, spends most of his 
days pedaling about as 
hard as he knows how to 
keep his dealership run-
ning smoothly and in the 
right direction.

Last month, though, David 
was pedaling hard for a 
different reason, as a par-
ticipant in the Solar Bear 

Ride, a fundraiser for Winston-Salem Cancer Services, a local 
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PM COMPANY DIGITAL CARBONLESS

w w w.pmcompany.com |  800.327.4359 |  513.825.7626 |  9220 Glades Dr ive,  Fair f ie ld,  OH, 45011- 8821

NEW!
NOW AVAILABLE

AT PM COMPANY

LOWER THAN 

OEM PRICES

TRIAL
PACK
10 SETS

(30 sheets)
for use in injet and laser  
printers and all copiers

Proven 
Performance
at a lower Cost

Receipts
New Account Documents 
Service Orders
Recordkeeping
Shipping and Receiving

Healthcare

HIPAA Forms
Birth/Death Certi�cates 
Admission Forms
Discharge Forms
Consent Forms

Account Forms
Mortgage Documents
Bankruptcy Filings
Title Documents
Loan Forms

www.pmcompany.com  |  800.327.4359  |  513.825.7626  |  9220 Glades Drive, Fair�eld, OH 45011

Call your customer service representative 
to request a trial pack of two-ply or 
three-ply cut-size samples.

Service Businesses

Fin
ancial Services

Features and Added Values:

Digital Carbonless Papers from 
PM Company...

SFI Certified Sourcing

Environmentally responsible, organic 
vegetable-based, non-toxic inks yield less 
odor

Special engineering for performance in 
today’s most advanced digital printing 
equipment

Rich black image quality guaranteed 
through five plies

Proven performance in rolls and cut-size 
sheets
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HURRICANES, TORNADOES AND FLOODS CAN 
DEVASTATE YOUR CUSTOMERS’ BOTTOM LINES. 
+ An estimated 25% of businesses do not reopen after a 

major disaster.* 

+  Duracell Professional can help you prepare your customers to 
power through extreme weather.

GET YOUR FREE EXTREME WEATHER RESOURCE GUIDE
Visit www.DuracellPro.com/sell or call 877-277-6235 to start 
preparing your customers for weather emergencies. You’ll 
receive:

+ Customized weather calendar with battery-supplying 
opportunities.

+ Extreme weather planning guide for your customers. 

+ Access to the new Duracelltools.com, featuring the latest
products, sell sheets, catalogues, and promotions. 

Get ahead of the storm. Prepare your customers today.

GET AHEAD
OF THE STORM

Plan now. Prepare your Customers.

EXTREME WEATHER 
RESOURCE GUIDE

DuracellPro.com | 877-2PROCELL
*Source: Institute for Business & Home Safety
©2014 PROCTOR & GAMBLE. ALL RIGHTS RESERVED.

http://www.DuracellPro.com/sell
http://www.duracellpro.com
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non-profit that provides emotional and financial support for can-
cer patients and their families.

The event put David and his fellow cyclists on the road for three 
days, as they cycled 270 miles across North Carolina and raised 
over $15,000 for cancer support services.

Six years ago, David had firsthand experience of the agency, 
when his wife Sherrie, was diagnosed with breast cancer.

“Getting a cancer diagnosis hits you like a ton of bricks and turns 
your world upside down,” he said. “With so many strong opin-
ions and treatment options, working with Cancer Services was 
vital for my wife and I.”

Cancer Services, he said, helped the Fains decide on the ap-
propriate treatment for Sherrie’s cancer with the best possible 
results. 

She is now six years cancer-free and was cheering David on as 
he racked up the miles.

“It’s really a wonderful organization, and it’s inspiring to me that 
we live in a community so willing to stand behind cancer pa-
tients,” he said.

Arkansas Office Products’ Backpack 
Programs Helps Record Number of 
Children in Need

This coming school year is going to be a whole lot easier for 
some 400 school children in need in Central Arkansas, thanks to 
the generosity of Steve Pawloski and his team at Arkansas Office 

Products and an equally generous assist from their customers.

This was the third year in a row for the program and, Steve re-
ports, thanks to customers Crews & Associates and Wright, 
Lindsey & Jennings, it set a new record for backpacks collected.

The folks at Steve’s dealership spent last month assembling and 
distributing 400 backpacks to local schools and they came filled 
with much-needed supplies for kids who would otherwise strug-
gle to afford them.

“This was truly a special year for our program and it wouldn’t 
have been possible without the help of our customers,” says  
Steve. “Thanks to them, we were able to make a difference to a 
child’s life and put a smile on their face, one backpack at a time!

NE Dealer Latsch’s Hosts ‘Stuff the Bus’ 
School Supplies Drive, Annual OP Expo

Also stepping up in a big way to help school kids in need last 
month were Mike Decker and his team at Latsch’s Inc. in Lincoln, 
Nebraska.

For the fourth year running, Latsch’s partnered with a local TV 
station and the Raising Cane’s restaurant chain on a special 
“Stuff the Bus” school supplies drive.

This year’s effort was the most successful so far, Mike reports, with 
some $8,000 worth of school supplies collected for children in need.

“We got tremendous support from our customers and our busi-
ness partners for this year’s drive,” says Mike, who gave a spe-
cial shout-out to United Stationers and Performance Paper for 
their contributions.

In addition to helping several hundred school kids, the publicity 
the effort generated also did some good for the dealership itself.

Mike was interviewed on a local TV News program and, he says, 
it provided excellent exposure and a number of inquiries from po-
tential new customers who like the idea of doing business with a 
local company that’s committed to giving back to the community.



AOPD Gives You  
the Best of Both Worlds

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

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

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

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

http://www.aopd.com
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And if all the work involved in stuffing the bus wasn’t enough to 
keep the Latsch’s team busy, last month also saw the dealer-
ship’s annual Office Products Expo.

Over 300 customers, prospects and friends turned out for the 
event, which was held at the local baseball stadium the day be-
fore the school supplies were distributed.

CA Dealer Palace Business Solutions 
Now Solar Powered

In Santa Cruz, California, brothers Frank, Gary and Roy Trow-
bridge and their team at Palace Business Solutions turned their 
dealership a deeper shade of green last month, with the instal-
lation of a 31.5 kW solar photovoltaic system on the rooftop of 
their corporate offices and warehouse. 

The system, which was designed and installed by a local solar 
energy company, is expected to generate an estimated 43,250 
kWhs of electricity annually. 

“Not only does this make good sense from a financial perspec-
tive, but is in line with our commitment to the environment as 
well.” said Palace president Roy Trowbridge.

“As a certified green business, we are dedicated to offering 
eco-friendly products and recycling programs to our customers. 
Powering our business operations with clean, renewable solar 
energy was a perfect fit.” added brother Gary, VP of sales.

Miller’s Office Products, Metro DC/VA 
Dealer, Announces Latest Acquisition
Lorton, Virginia-based Miller’s Office Products has announced its 
acquisition of Augusta Office Products in Waynesboro, Virginia.

The deal is the fifth such acquisition for Miller’s in the past few 
years and extends its footprint into several new Virginia markets 
including Waynesboro, Staunton, Lexington and Harrisonburg.

“We are delighted to welcome the customers of Augusta Office 
Products to the Miller’s family and look forward to providing them 
with the same unique brand of service and value that has been 
the hallmark of Miller’s Office Products for over forty years,” 
commented Miller’s president Patricia (Pat) Miller.

TN Dealer 1Source Office & Facility 
Supply Acquires Office Products 
Business from Schmidt-Goodman in MN
Memphis-based 1Source Office & Facility Supply has acquired 
the office products business of Schmidt-Goodman in Rochester, 
Minnesota.

1Source already had a branch operation in the Minneapolis area, 
which opened about a year ago, following the addition to the 
management team of Greg McLeod as managing partner in the 
Twin Cities.

This acquisition and the company’s organic growth in both lo-
cations, says Greg, will take 1Source to a $12 million annual run 
rate by the close of 2014 (up from roughly $3 million a year ago).

It will also make office supplies the dealership’s largest source 
of sales. The current breakdown is 47% JanSan/Facility Sup-
ply products, 33% office products and 10% each office furniture 
and food service items.

Following the acquisition, office supplies will represent 55% of 
sales, with JanSan/Facility supply accounting for 31% and office 
furniture and food items 7% each.

“We’re extremely excited about this strategic acquisition and 
our ongoing partnership with the Schmidt-Goodman team in 
southeast Minnesota,” says Greg, who indicated the company 
is looking for continued aggressive organic growth in its existing 
markets and additional acquisitions “where it makes sense.”



http://officesettings.com/
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Schmidt Goodman, which this year celebrates its 40th anniver-
sary, said the deal will allow it to focus solely on its office furni-
ture product lines and services for home offices, small business-
es, and large corporations across the Midwest. 

DFW Dealer Regency Office & 
Promotional Products Expands  
Through Acquisition
In the Dallas-Fort Worth area, Patty Tate and her team at Re-
gency Office Products & Promotional Products are gearing up 
for some very nice growth following their acquisition of fellow 
independent Partners Business Products.

The deal promises to add at least an extra 50% to Regency’s vol-
ume, reports Regency general manager Don Wesolowski, with 
particularly strong potential in promotional products and printing.

It also makes for a genuine win-win for two long-time friendly 
competitors. Partners owners Kerry and Gail Cashion are retiring 
after nearly 30 years in the industry and for Patty and her team, 
bringing their operation under the Regency umbrella expands 
their market coverage in the DFW area very nicely, says Don.

Online Dealer Office Supply Hut 
Awarded Google Trusted Store Badge
Office Supply Hut, the online arm of Empire Office Products in 
Jackson, Michigan, was recently selected to join the Google 
Trusted Stores program.

The program recognizes ecommerce sites that demonstrate a 
track record of on-time shipping and excellent customer service 
and while there is no charge to participate, it involves a rigorous 
qualification process.

“Google monitors your site for at least 28 days and we had to 
provide them with daily feeds on various aspects of our opera-
tions,” reports Office Supply Hut co-founder Bob Doyle.

The efforts looks well worth it, though. Now, shoppers visiting 
the OfficeSupplyHut.com website can hover over the Google 
Trusted Store badge and see metrics on the store’s shipping and 
customer service performance.

We did just that for this story and saw a 100% rating for custom-
er service and 95% rating for on-time shipping.

“It’s still early days but we expect being a Google Trusted Store 
will help increase conversion rates with new customers,” says 
Bob. “We had good ratings before applying to the program but 
we’re very happy that our dedication to customer service and 

attention to detail has been acknowledged.”

Office Solutions & Services Hosts Sixth 
Annual Product Expo
It was showtime in Missoula, Montana recently as Kevin Huguet 
and his team at Office Solutions & Services hosted their sixth 
annual office products expo.

Some 200 customers, prospects and business partners turned 
out for the event, which featured a lunch, plenty of product sam-
ples and door prizes that included ergonomic seating, DVD play-
ers, shredders and more, as the OS2 team presented its increas-
ingly broad product mix to existing customers and signed up 
plenty of new ones.

Business so far this year, reports Kevin, has been “pretty good,” 
with jan-san and furniture leading the way.

in memoriam: 
William D. ‘Bill’ Cooper
Pollock Typewriter & Office Supply

William D. ‘Bill” Cooper, who owned and operated 
Pollock Typewriter & Office Supply in Beaver, Penn-
sylvania, until retiring earlier this year after 43 years in 
the business, passed away unexpectedly at his home 
on July 16. He was 69.

Survivors include his wife of nearly 47 years, Susan 
M. Cooper, a son, Christopher W. Cooper, a daughter, 
Carrie Cooper, two brothers, David J. and Veda Coo-
per, and Dr. James R. and Margaret Cooper.

Born June 7, 1945 in Pittsburgh, Bill was a veteran of 
the US Navy and he served during the Vietnam War. 

Memorial contributions may be made to the Park 
Presbyterian Church, 275 Commerce St., Beaver, PA 
15009, or the Beaver Memorial Library, 100 College 
Ave., Beaver, PA 15009.
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Steve Schmidt
2014 Spirit of Life® Honoree 
President, International
Office Depot

City of Hope is a global leader in the fight against cancer, diabetes and HIV/AIDS. With more than 31 years 
of member support from the National Office Products Industry, we have been able to develop new drugs 
and treatments that are saving lives all over the world. And that is something everyone can live with.

thursday, OctOber 9, 2014 • Navy Pier

Join us in Chicago at City of Hope’s National Business
 Products Industry 2014 Spirit of Life® Gala honoring Steve 
Schmidt for his philanthropic achievements and his commitment 
to helping City of Hope transform the future of health.

SPirit of life ® gala

To register, buy a journal ad, learn more 
or make a donation, visit cityofhope.org/
nbpi or contact Monique De Vaughn at 
866-905-HOPE.

http://www.cityofhope.org/national-business-products-industry


SEPTEMBER 2014 INDEPENDENT DEALER PAGE 14

Secrets 

Success
of

n  Key management team:  
• Pam Cortese, President 
• Pete Cortese, CEO 
• Lori Abbott, Office/Operations Mgr 
• Katy Pyles, Technology/Marketing Mgr 
• Karla Brown, Sales 
• Tim Shakir, Warehouse and Delivery

n  Products carried:  
Office supplies; office furniture,  
cleaning & breakroom,  
packaging products

n  Year founded: 1992

n  Annual sales: Under $5 million

n  Number of employees: 12

n  Key business partners: S.P. Richards, 
Independent Stationers, K. Coaching and 
A-Tech technology support

n  Total sales generated online: 60%

n  www.grandofficesupply.com

The year was 1992 and for Pete Cortese, 
it was time for a change. After some 20 
years with the now defunct Hills Depart-
ment Stores chain, Pete was more than 
ready to take what he had learned in the 
retail world and put it to work in a busi-
ness of his own.

So he quit Hills and, with his wife Pam, 
bought the assets of a bankrupt office 
supply business in Grand Rapids. Some 
22 years later, that business, Grand Office 
Supply, has successfully weathered the 
ups and downs of an uncertain Michigan 
economy and today is strong and grow-
ing—up 8% so far this year, Pete reports.

Like many independents, Pete gives 
much of the credit for his dealership’s 
success over the years to his team’s abil-
ity to provide outstanding service and 
build strong, long-lasting relationships 
with their customers.

“We make sure we stay in touch with our 

customers and do whatever it takes to 
meet their needs and keep them happy,” 
says Pete. “We have about a 90% reten-
tion rate with our customers and that’s 
due in large part to the outstanding job 
our people do every day.”

And with first-call wholesaler S. P. Rich-
ards and United Stationers both just a few 
miles away, part of that package includes 
same-day delivery on emergency items 
when the need arises.

Pete also gives kudos to industry consul-
tant and regular INDEPENDENT DEALER 
contributor Krista Moore and says she and 
her team at K.Coaching have been a great 
asset in helping with sales and manage-
ment.

“We’ve worked with Krista over the past 
four years and her CPR program (Conver-
sion, Penetration and Retention) has been 
a great help,” says Pete. 

“She put in a quota system around her 

CPR program and it involves everybody 
…our office people as well as our sales 
people,” he explains. “Everyone in our 
dealership—inside and outside— is as-
signed their own customer list and has 
the opportunity to earn a monthly com-
mission, both as an individual and from 
the company’s performance as a whole.”

It’s a program, he says, that encourages 
teamwork. “With our system, everyone 
works together—all the salespeople and 
the office people—and if we make our to-
tal company goal, everyone benefits.”

“We took a risk back when we started but 
running my own business was something 
I always wanted to do and my manage-
ment experience with Hills gave me the 
confidence that I would be able to do it,” 
Pete remembers. After 22 years, he and 
his team can point to plenty of evidence 
to prove that confidence was justified and 
then some!

Grand Office Supply, Grand Rapids

http://www.grandofficesupply.com
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it’s another way to buy local.
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When Staples won the State of New York office supplies contract 
last year, some of the penny-per-item pricing they included in 
their bid raised more than just a few industry eyebrows.

Now, that innovative pricing strategy has also drawn the attention 
of Wall Street Journal reporter Mark Maremont, whose recent story 
highlighted how the combination of penny pricing on some items 
and some savvy procurement agents meant the state “made out 
like a bandit—and left Staples wondering what went wrong.”

The contract, Maremont reported, “unleashed a rush on the re-
tailer as government offices and qualifying organizations across 
the state gobbled up the one-cent items.”

For example:
•  A Brooklyn charity benefiting disabled people ordered 

240,000 boxes of facial tissue and 48,000 rolls of paper 
towels

•  The city of Rome, New York (2012 census population 
32,840) wanted 100,000 CD-Rs. 

•  The state’s Department of Motor Vehicles office ordered 
8,000 rolls of packaging tape.

“People were going hog wild,” one school district purchasing 
manager told the reporter. “It was like a gold rush.”

His district in the contract’s first few months paid $254.69 for 
penny goods with a list-price value of $596,000, according to 
documents reviewed by Maremont. 

The state estimated there would be just 41 takers annually for 
the 18-sheet commercial shredders, recently priced at $599.99 
on Staples.com but available under the contract for a penny, re-
ported Maremont, who added that New York customers ordered 
more than 6,000 in the first few months. Staples delivered 154 in 
that period, each costing a penny.

In total, Maremont reported, Staples delivered penny items with a 
list-price value of $22.3 million in the contract’s first few months, 
for which it was paid $9,300, documents provided by the state 
show. 

Before signing the contract, seemingly incredulous state offi-
cials asked Staples to confirm “your company offered one cent 
($0.01)” prices on many items and that Staples could fulfill orders 
at the offered prices for three years,” Maremont reported. 

“We are committed to the pricing at the highest levels of Sta-
ples,” a company executive replied in an email.

Two months into the contract, Maremont reported, a senior Sta-
ples official complained in an email to John Traylor, a state offi-
cial, about “excessive orders,” citing as an example the request 
for 240,000 boxes of Kleenex, or 5,000 cases at a penny per 
48-box case.
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Office Depot has agreed to pay $80 million to settle a Califor-
nia lawsuit involving allegations of overcharges and other irreg-
ularities related to the office supplies contract it held with the 
U.S. Communities purchasing consortium, the South Florida Sun 
Sentinel newspaper reported last month.

The lawsuit was brought against Office Depot by whistleblower 
David Sherwin and the State of California. Sherwin died March 
16, but his estate continued to pursue the lawsuit.

The settlement, which the company said is not an admission of 

wrongdoing, is by far the largest payment related to allegations 
of overcharging by Office Depot under its U.S. Communities 
contract.

Depot’s performance under the contract generated similar inves-
tigations in numerous other states, including Colorado, Florida, 
Georgia, Michigan, Missouri, Nebraska, North Carolina, New 
York, Ohio, Texas and Washington.

For more details, visit the State Contract Watch page of 
INDEPENDENT DEALER’s website.

CONTINUED on page 18 >>
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If you have news to share - email it to  
Simon@IDealerCentral.com

FL Newspaper Reports Office Depot to Pay  
$80 Million to Settle Overcharges Lawsuit

Wall Street Journal Story Highlights Staples Penny Pricing  
on New York State Office Supplies Contract

mailto:Simon@IDealerCentral.com
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On-Time & On-Budget 

OP RevelationTM

Software For Office Product Dealers 
You have a right to expect your project to be on-time and 
on-budget.  While other dealers struggle with overly 
complicated software, overruns and cancelled go-lives, we 
have the product and the experienced, talented staff to 
create success for our partners.  Visit us on the web at 
http://www.bmiusa.com/industry-expertise/office-supply or 
call us today, toll free, for a free consultation at 888-580-
8382, X206. 
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Arguing that demand was unreasonably 
above estimates, Staples never delivered 
the truckloads of tissues or many other or-
ders, and blocked some items from sale.

The state “is still in active negotiations 
to resolve this disagreement,” a spokes-
woman for New York’s Office of General 
Services told the reporter. “Staples did 
not ask for a limitation in ordering quanti-
ties,” she said, “and OGS would not have 
accepted such a limitation had it been 
made.”

Not too surprisingly, Staples declined 
to comment to the Journal on its pricing 
strategy.

New Survey Shows Super High 
APRs on Office Depot and Staples 
Credit Cards
Office Depot and Staples are among the 
retailers with the highest Annual Percent-
age rates (APR) on their credit cards, ac-
cording to a survey published last month 
by CreditCard.com.

Both office products big boxes came in at 
27.99%, with only Zales showing a higher 
rate among the retailers polled in the survey.

The average interest rate of store cards 
surveyed was 23.23%, whereas the aver-
age interest rate charged on general pur-
pose credit cards was 15.03%. 

The survey was conducted in July using 
the retail credit card terms and condition 
agreements of 61 cards from 36 differ-
ent retailers who were among a list of the 
top 100 retailers nationwide and offering 
credit card programs.

GSA Names FSSI OS3 Award 
Winners
The General Services Administration 
(GSA) last month announced the award 
winners for the third generation of its Fed-
eral Strategic Sourcing Initiative for Office 
Supplies (FSSI OS3). 

GSA made 21 awards in four different 
categories under the program, which is 
estimated to be worth about $250 million 
a year. The agency indicated additional 
awards may be made pending further re-
view. The initial list of winners includes:

General Office Supplies Full Catalog

• Capitol Supply, Inc. 

• Crimson Imaging Supplies LLC 

• Noble Supply & Logistics 

• TSRC, Inc. 

• Document Imaging Dimensions, Inc.

• BahFed Corp. 

• MyOfficeProducts 

• Premier & Companies, Inc.

• Shoplet 

• EZ Print Supplies 

•  Jacobs Gardner Supply Company, 
Inc.

• Capstone Office Products LLC 

• MJL Enterprises, LLC 

Office Paper

• Metro Office Products LLC 

•  Rita’s Tape Media LLC DBA Compu-
Pro Global 

Toner/Ink

• Access Products, Inc.

• New Century Imaging, Inc.

• ABM Federal Sales Inc.

• ASE Direct, Inc.

• Alliance Micro

GSA On-the-Go

• Office Depot, Inc.

For an in-depth analysis of the OS3 
awards and their implications for the in-
dustry, see NOPA government affairs di-
rector Paul Miller’s article elsewhere in 
this issue.

AOPD Appoints OPMA’s Mike 
Metchikoff to Business Partner 
Advisory Board
The AOPD national accounts dealer net-
work last month announced that Its Board 
of Directors has unanimously approved 
the appointment of OPMA president Mike 
Metchikoff to its Business Partner Adviso-
ry Board effectively immediately.

AOPD executive director, Bud Mundt com-
mented, “Mike brings with him a wealth 
of experience from the BP side with the 
many years he spent with Fellowes and 
more recently as the president of OPMA. 
His marketing and systems knowledge 
from OPMA will be helpful to the AOPD 
board and staff as we move forward with 
new programs that will redefine AOPD.”

“I am thrilled, honored and humbled to 
be a part of the AOPD Business Partners 
Advisory Board again,” said Metchikoff. 
“I am deeply appreciative of the support 
shown to me by Bud Mundt, the AOPD 
Board, the AOPD staff and the Business 
Partners Advisory Board, and I will do my 
best to make sure that their faith in my se-
lection is warranted.”

Also serving with Metchikoff on the ad-
visory board are Barry Lane from Avery, 
Mike Wilbur from Cosco and Terry Mar-
quardt from 3M.

TriMega Announces Alliance with 
ISSA
The TriMega Purchasing Association last 
month announced an alliance with ISSA–
The Worldwide Cleaning Industry Asso-
ciation, an international membership or-
ganization of more than 6,400 distributor, 
manufacturer, building service contractor, 
in-house service provider, and manufac-
turer representative companies in the fa-
cilities supplies industry.

The alliance is part of TriMega’s “Orange 
Project” initiative, which is focused on 
helping its members make the most of 



Jam-Free Performance...
99.99% GUARANTEED* 

  Georgia-Pacific stands behind the performance of Spectrum® papers.  
When used how they are intended, our papers perform. It’s that simple. 

Your Complete Paper Needs Wrapped Up...Simple.

©2014 Georgia-Pacific Consumer Products LP.  All rights reserved.  The Georgia-Pacific logo and all trademarks are owned by or licensed to Georgia-Pacific Consumer Products LP.

*GP’s performance guarantee is based on rigorous testing completed on our Spectrum® Standard 92 line of papers by Buyers Laboratory.

http://www.georgiapacificpaper.com/all-paper.html
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opportunities in the facility supplies and breakroom products 
market. 

TriMega members will have the opportunity to join ISSA at deeply 
discounted, TriMega-preferred rates in the first year and beyond. 

In addition, TriMega members will be able to attend the exhibits 
at ISSA’s annual convention, ISSA/INTERCLEAN, in Orlando in 
November 2014 and ISSA will conduct various educational we-
binars on the jan-san and facility solution categories for TriMega 
members.

“It is no surprise that TriMega sees tremendous opportunity for our 
members in the jan/san and facility solutions category, and our af-
filiation with the industry’s flagship trade association underscores 
our commitment to this critical category,” commented TriMega 
president Mike Maggio. 

“We are thrilled to join forces with ISSA, and are eager for our 
members to tap into their vast experience, resources, tools and 
insights in this marketplace.”

ISSA and OPI announce Janitorial Solutions 101 Day
Also announced last month was a similar partnership between 
ISSA and OPI magazine who will co-host a one-day special 

event on the essentials of the jan/san industry as part of ISSA’s 
2014 tradeshow.

The Janitorial Solutions 101 Day has been designed to help re-
sellers from outside the jan/san space expand their customer 
base or sell deeper into existing accounts, with a particular em-
phasis on dealers and distributors in the office supplies, industri-
al, safety, foodservice and paper/packaging sectors.

The program features sessions such as “10 Trends Shaping the 
Cleaning Industry” which will identify courses of action and ways 
to capitalize on emerging opportunities. 

ISSA’s in-house experts will also be available to answer cleaning 
product sales questions in an informal Sales Roundtable Discus-
sion where attendees set the agenda.

The Janitorial Solutions 101 day will be held November 7 during 
the final day of the ISSA/INTERCLEAN trade show at the Orange 
County Convention Center in Orlando, FL. 

While there is a charge of $99 to attend, dealers will also receive 
a complimentary one-year membership of ISSA worth $575.

Full details about the event and how to register can be found at 
www.issa.com/janitorialsolutions101.

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

Join our conversation on Facebook and LinkedIn for more information.
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LEARN MORE AT: www.edexpo.com

Invest in Success 
at EDexpo

February 22–24
Atlanta, GA

ED
expo2015

Increase Your Customer Base Beyond the Front Office

 d World’s largest selection of 
products for students and teachers 
from PreK–Higher Ed. 

 d Business sessions packed with 
valuable strategies to grow your 
independent dealership.

 d Huge show specials guaranteed  
to save you money.

 d Dealer-sponsored grants for 
EDmarket members to host top 
customers and demonstrate their 
“3D catalog”.

 d Unlimited opportunities to connect 
with educational professionals and 
grow your dealership.

Feb. 20-24  |  Atlanta, GA

CO-LOCATED 
WITH:

EPIC Show Special: 
Register by September 30 and get a $99 hotel 
room rate at the Atlanta Marriott Marquis. 
Stop by our booth for details.

http://www.edexpo.com
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In Indianapolis, Mike Gentile and his team at the Independent 
Stationers dealer group are lighting the candles and icing up the 
champagne as they celebrate the tenth anniversary of the orga-
nization’s RDC re-distribution program.

The initial program, which launched in 2004, was billed as “a 
ground-breaking distribution and logistics system” whose goal 
was to take inefficiencies out of the supply chain and enable in-
dependents to compete more effectively against their big box 
rivals.

Cornerstone of the program back then were three Regional Dis-
tribution Centers (hence the program’s name) that were man-
aged directly by the group itself and that provided two or three 
day delivery on some 2,000 office and computer supply items.

It’s no great industry secret that the program’s early years saw 
some severe cost over-runs that resulted in major changes, not 
only to the program itself but also to the group overall but those 
days, says the group’s current chairman Bryan Kristenson, are 
long gone. 

“The RDC program today has become a key element when it 
comes to delivering competitive solutions to customers for many 
of our members,” says Kristenson, who is also vice president of 
Wichita-based Office Plus of Kansas.

“Over the past ten years, it has changed the business model—
not just for a great many of our members but for non-members 
too, through a number of similar programs developed by others. 
For my own dealership and many fellow members and affiliates, 
the RDC brought more competitive cost of goods and better 
ROI through improved inventory turns and lower space require-
ments.”

According to Independent Stationers, about two-thirds of its 
dealer members currently order off the program, generating on 
average about 12,000 order lines per week.

On the supplier side, there are 23 participating contract vendors, 
representing 80-plus brands and offering over 11,000 items, with 
distribution provided by wholesaler United Stationers. 

“Our current relationship with United Stationers was a bold step 
in a business community easily polarized and divided,” says Kris-
tenson. “The decision to establish that relationship has helped 
build the success of the program we see today.”

“The RDC program over the past ten years has played a major 
role in the evolution 
of our group from its 
beginning as a tradi-
tional buying group 
in 1977 to the dealer 
services group we are 
today and our staff 
and board continue 
to seek innovative 
solutions to increase 
the value of the pro-
gram by driving down 
cost, improving cost 
of goods, growing 
rebate dollars and 
improving the service 
level to the dealer.”

Added Gentile, the group’s president and CEO, “We are very for-
tunate to continue to have the encouragement, commitment and 
progressive vision by many key industry manufacturers, past and 
present members of our board of directors and the independent 
dealer shareholders of Independent Stationers.”

The RDC at a Glance
• 11,000+ Items
•  23 Contract Vendors 

Participate
• 80+ Brands
•  Just under 12,000 order 

lines per week
•  One order with low $2,500 

PPD freight
• One delivery
• One invoice

• Full manufacturer rebates

Ten Years and 
Counting for 
Independent 

Stationers RDC 
Program



      Independent Stationers Regional Distribution Center program is 10-years old!

Over 10 years ago, Independent Stationers had a vision that would allow the independent dealer office 
supply community to develop the key to greater profitability and competitiveness. From that vision came 
the controversial and paradigm changing Regional Distribution Center (RDC) program!  No program, before 
or since, has afforded independent dealers a more level playing field than the RDC program. Over the past 
decade, the RDC model has faced several challenges as well as criticisms, yet it has been refined, improved 
and has evolved into a program that dealers rely on like no other in the industry! 

Ten years later, we are proud to express our gratitude and say THANK YOU to Independent Stationers 
members, affiliates, suppliers and industry partners for their courage, commitment, forward thinking and 
overall support of our RDC program! 

SPECIAL RECOGNITION must be given to Synnex Corporation and United Stationers, two of our most 
valued strategic partners that have shown great vision and have supported Independent Stationers and the 
RDC program. Because of your efforts, independent dealers nationwide are thriving and growing strong!

With the RDC, independent dealers can increase the breadth of their stocked offering without increasing 
the depth of their inventory, while increasing inventory turns.  All without cutting into inventory, dealers 
become more efficient, competitive and significantly increase margins. The RDC offering includes over 
11,000 items from 80+ brands and dealers can receive ONE order with low $2,500 pre-paid freight, ONE 
delivery, ONE invoice AND full manufacturer rebates. 

That vision remains unchanged!  We look forward to a bright future and the celebration of another RDC 
milestone anniversary yet to come! 

www.independentstationers.coop www.facebook.com/IndependentStationers

http://www.independentstationers.coop/
https://www.facebook.com/IndependentStationers
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EDexpo School Supplies 
Tradeshow Reengineered
The Education Market Association (ED-
market) last month announced several 
enhancements to its upcoming EDexpo 
tradeshow in Atlanta, February 22-24, 
2015, as part of an effort to drive more 
sales through the dealer/reseller channel. 

“The guiding principle that we kept com-
ing back to is that we have to focus on 
pulling more sales through our channel of 
dealer-resellers” says Tom Green, EDmar-
ket chairman. “Each major enhancement 
to the show reflects this principle.” 

New for this year and to mark EDmarket’s 
99th anniversary, dealers who register for 
the event by the end of September will 
have the opportunity to stay three nights 
in the Marriott Marquis (headquarters ho-
tel) next to the convention center for $99 
per night, a savings of $60. 

This change was made to reduce the 
travels costs for more dealers and to help 
increase industry networking by allowing 
everyone to stay under one roof through-
out the event, show organizers said.

Also new this year is the opportunity to 
bring school customers to the show. 
EDmarket will be awarding housing and 
transportation grants for dealers to bring 
their customers with high purchasing au-
thority. 

By bringing their customers to EDex-
po, dealers will be able to share the new 
products with their top customers and get 
first-hand feedback on what will sell well 
in their stores, catalogs or websites. 

EDmarket will also be inviting bloggers, 
key purchasing influencers, local prin-
cipals and curriculum coordinators to 
EDexpo to raise awareness and demand 
for the innovative products sold through 
the dealer channel. 

In addition, new areas on the exhibit floor 
will feature Maker Spaces and digital re-
sources that can be packaged with the 
hands-on products to help make learning 
fun for children.

Visit www.edexpo.com for more info.

Bioproducts Expo & Conference 
Set for Oct. 5-8
If your dealership is positioned as an ex-
pert resource on green office policies and 
procedures, you might want to check out 
next month’s Bioproducts World Show-
case & Conference at The Ohio State Uni-
versity in Columbus, Ohio.

Set for October 5-8 at the Greater Colum-
bus Convention Center and sponsored by 
the university’s Bioproducts Innovation 
Center (OBIC), the event seeks to pro-
mote the bio-based materials and prod-
ucts industry with educational sessions 
from expert speakers and a trade show 
showcasing industry products and ser-
vices, including a healthy representation 
from the office products, janitorial and 
breakroom products sectors.

Some 300 attendees are expected for the 
event, primarily from the corporate mar-
ket, federal, state and local government 
and higher education.

Visit http://bioproductsworld.org for more 
information.

United Stationers Names New 
COO for Industrial Business
Wholesaler United Stationers last month 
announced the appointment of Paul Bar-
rett as chief operating officer of its indus-
trial business unit.

“Paul has been president of our janitori-
al and sanitation business, and recently 
president of national and strategic ac-
counts.  I have the utmost confidence in 
Paul’s proven ability to lead growth orga-
nizations, leverage collaboration with our 
shared services, and build a strong cul-
ture in our industrial business,” said Cody 
Phipps, president and chief executive of-
ficer.

Reporting to Paul, Christian Wiltrout has 
been appointed general manager industri-
al, and Mark Prox as divisional senior vice 
president of operations and location lead-
er for the company’s industrial business 
in Tulsa.

HPFI Announces New 
Representation
HPFI (High Point Furniture Industries) has 
appointed The Cooper-Chase Group as 
its representatives in Indiana, Kentucky 
and Michigan. Principal Ron Elzy and his 
team have over 40 years of industry expe-
rience focused primarily on contract fur-
nishings, HPFI said.

“I am pleased to have this sales group as 
a part of the HPFI team,” said Mike Wiss-
man, senior vice-president of sales and 
marketing for HPFI. 

“Ron and his team bring extensive indus-
try experience and a superior level of ser-
vice to their markets. Coupled with their 
ability to focus on the continually expand-
ing HPFI product line, The Cooper-Chase 
Group will be able to offer casegoods and 
seating expertise to the contract, health-
care, education and government markets 
with our dealer partners as we all work 
together in providing solutions for our cli-
ents.”

The Cooper-Chase Group offices in Lou-
isville, KY can be reached by telephone at 
502-553-7336 or by e-mail at thecooper-
chasegroup@gmail.com. 

Capodiece Joins Boss Office 
Products as Regional Sales 
Manager
David Capodiece has joined Boss Office 
Products as a regional sales manager. 
Capodiece will primarily be working in the 
Northeast region with Boss dealers and 
rep groups.

mailto:thecooper-chasegroup@gmail.com
mailto:thecooper-chasegroup@gmail.com
http://www.edexpo.com
http://bioproductsworld.org
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An office furniture veteran with over 30 years’ industry experi-
ence, Capodiece began his industry career in 1982 with United 
Stationers. 

He has since then held a number of sales positions with industry 
organizations, including NOPA, Wilson Associates, MicroCentre, 
Vertiflex, ABCO Office Furniture and, most recently, Office Star 
Products.

Duracell to Launch New Quantum Batteries
Duracell has announced it will launch new Quantum C, D, and 
9-Volt batteries this summer, with the same suite of exclusive 
features and technologies as Quantum AA and AAA batteries. 

All three new batteries include a Hi-Density Core to deliver more 
fuel and superior performance, the new Powercheck feature to 
instantly see the remaining power in the battery, and Duralock 
Power Preserve Technology to stay fresh for up to 10 years in 
storage, Duracell said.

The new Quantum batteries are part of a growing sector of the 
battery market. C, D, and 9-Volt batteries currently represent 
more than a third of the battery market, and the share continues 
to grow. 

More than 300 million devices in the United States depend on the 
power of C, D, and 9-Volt batteries, including smoke detectors, 
flashlights, and lanterns, among other critical devices, Duracell 
said.

Stop by NOPA’s Booth 1118 
and Drop Your Business Card  
for a Chance to Win a Mini-Tablet! 

YOU WILL When Your Join NOPA at EPIC 2014 on  
September 19 as we discuss the issues that matter to you!  

Do You Know what the Politicians In DC are  
Doing to Your Business? 

Diplomat 4: 1:30 to 2:45 
 

Dealing with the Affordable Care Act 
Diplomat 1: 2:45 to 4:00  
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As reported elsewhere 
in this issue, the 
General Services 
Administration (GSA) 
awarded the third 
generation Federal 
Strategic Sourcing 
contracts last month. 
First, on behalf of everyone here at NOPA, let 
me congratulate those who were fortunate 
enough to win OS3 contracts. NOPA fully 
recognizes the work that went into competing 
for these contracts and will work to ensure 
GSA meets all of its promises, goals and 
obligations under OS3. We are here to help 
should you encounter any problems or 
challenges throughout the process.

To those who held OS2 contracts and were 
dropped as well as those who, for a third time 
were left out, I want to let you know NOPA is 
continuing to work for more on-ramping op-
portunities. NOPA is also continuing its work 
through the national coalition that it started 
with ISSA, the association for the facilities 
solutions industry, to help shed light on the 
problems that exist within the current strate-
gic sourcing model.

I want to be clear up front that NOPA has NO 
plans to try and do anything that would nega-
tively impact OS3 contract winners. 

We intend to continue to advocate for an in-
dustry impact study and we continue to be 
concerned that GSA has not heard NOPA or 
its allies when it comes to the overall impacts 
strategic sourcing has on the entire industry. 

Over the past year and a half, NOPA has met 
with GSA on quite a few occasions to discuss 
their proposed OS3 solution. We offered GSA 
solutions in a number of areas where they 
seemed to agree, which early on led us to be-
lieve they were serious about industry input. 

However, as the process unfolded, we found 
out that GSA’s interest was short lived and 
the issues NOPA pressed very hard for were 
not included in the final bid or reflected in the 
final awards.

GSA seems to be driven by the shiny penny 
syndrome these days. The shiny penny being 
strategic sourcing and the savings it will de-
liver the federal government. 

To be fair, NOPA admits GSA has achieved 
savings through strategic sourcing. The real 
questions are, to what degree and at what 
harm to industry and whether or not the fed-
eral government will be able to sustain those 
savings over the long-term. 

GSA’s approach will, in the long-run, do more 
harm to itself, federal government buyers, 
tax-payers (who will end up paying more), 
small businesses (who provide the majority of 
jobs in this country) and communities where 
these dollars will no longer be spent. 

NOPA applauds GSA for its commitment to 
spend more with small businesses, but under 
its current approach the agency is failing to 
look at the entire picture. 

When you set up a system that does business 
with fewer and fewer vendors, you are laying 
the groundwork for a system where the gov-
ernment will find itself falling short of getting 
the products and services it needs because 
there are not enough vendors or competition 
in the marketplace. 

CONTINUED on page 28 >>

Contract Bundling By 
Another Name: Strategic 
Sourcing
 By Paul Miller, NOPA Director of Legislative and Regulatory Affairs



PAUL MILLER continued from page 27

SEPTEMBER 2014 INDEPENDENT DEALER PAGE 28

The government could find itself paying 
more in years to come for these very same 
products and services because vendors 
will realize it has only a limited number of 
options when it comes to finding suppliers.

Taxpayers will suffer when the govern-
ment ultimately pays more for these 
goods and services. Communities will 
be hurt due to the lost jobs and the lost 
revenue that would otherwise be spent in 
these communities. Small businesses will 
feel the strain of lost opportunities. 

Let me be clear: NOPA is not advocating 
for a handout. Instead, we continue to 
advocate for a system that allows for the 
federal government to get the best prices 
for its dollar while at the same time, allow-
ing for businesses to have the opportuni-
ty to compete for sales within the federal 
marketplace. Today’s blueprint for stra-
tegic sourcing limits these opportunities 
and competition. 

Strategic sourcing is a wonderful concept, 
I like to call it that round peg, first used in 
the corporate world, trying to be jammed 
in that federal government square hole. 

It just doesn’t fit. The corporate market-
place and government marketplace are 
two very different models and they are 
designed very differently. 

The government does not—nor can it—
operate like the corporate marketplace. If 
it did you would not have limited opportu-
nities. You also would not have small busi-
ness goals or socioeconomic goals hav-
ing to be met. GSA should not be trying to 
manage the federal marketplace like the 
corporate marketplace. They are very dif-
ferent and should be treated as such.

In the 1990s we saw a program imple-
mented that was very similar to the cur-
rent FSSI effort. It was called contract 
bundling and its proponents claimed it 
was going to revolutionize how the gov-
ernment bought its goods and services. 

In many ways, it was the shiny penny of 
the `90s but some fourteen years later 
contract bundling is almost nonexistent. 

It took a long time for elected officials 
to see that contract bundling was doing 
more harm to small businesses than it 
was providing real savings to the federal 
government.

The office products industry was one of 
the first to create consortia models, which 
were developed to help us compete for 
bundled contracts. 

We were told very clearly by Congress in 
the mid-90s that our industry needed to 
change and contract bundling was here 
to stay. 

Consortia models were developed to help 
independents team together to compete 
for large national contracts in the hun-
dreds of millions of dollar range. NOPA 
pitched these same consortia models as 
a solution to OS1, OS2, and OS3. 

Both OS2 and now OS3 have consortia 
models winning contracts, but NOPA be-
lieves that having multiple consortia in-
cluded in OS3 would have been a way to 
balance out the need for fewer contracts, 
but allow for more competition and ven-
dors. 

GSA is also failing to take into account 
what it’s doing by building up small busi-
nesses through this process, only to po-
tentially bring them crashing down with 
no safety net. 

Those OS2 winners who did not receive 
an OS3 award are now on the outside 
looking in and having to figure out what to 
do next. Do they lay people off? Are they 
now scrambling to find ways to make up 
that lost business in the commercial mar-
ket? All issues that will be played out in 
the coming months I’m sure. 

Strategic sourcing could work if GSA 
would become a real industry partner. 
NOPA believes it can provide GSA with a 
long-term strategy to save money while 
offering more opportunities for small busi-
nesses to compete for federal dollars. 
Long-term competition is something GSA 
should be pushing for across the board 
instead of trying to limit it. 

As OS3 moves forward, NOPA will con-
tinue to work for a solution that meets the 
needs of the industry while also offering 
the government the long-term savings it 
seeks. We also will continue to work with 
OS3 winners to make sure that these con-
tracts are a huge success for them. NOPA 
will also continue to work with Congress 
on a solution that addresses the failures 
of strategic sourcing. 

While we hear all too often that the gov-
ernment market has changed dramatically 
over the past few years, I’d argue it really 
hasn’t changed all that much. 

Instead, the old concept of contract bun-
dling has been repackaged into what we 
now call strategic sourcing. 

We saw the negative impacts from con-
tract bundling and are already seeing the 
impacts strategic sourcing is having—not 
just on our industry, but on both the IT in-
dustry and the jan-san industry. 

NOPA will continue to work on a com-
mon-sense solution. Things may look 
bleak now for those not awarded OS3 
contracts, but I assure you NOPA will 
push for changes that benefit the entire 
industry, just as it did in the ’90s on con-
tract bundling. 

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

http://www.iopfda.org/?page=Advocacy
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As part of its commitment to educating 
the dealer community, IOPFDA will be 
hosting the following three webinars in the 
next several months. Hosted by experts in 
their respective field, each webinar is de-
signed with the dealer in mind and seeks 
to educate on issues that affect the indus-
try, highlight opportunities for dealers to 
expand or focus on topics of concern for 
business owners.

SEPTEMBER 8 
3:00 PM
How to Make Money When Companies 
are Sending Workers Home: It’s Not a 
Problem, It’s an Opportunity

The decision by corporations to send 
workers home is no longer a trend, it’s a 
movement. Figuring out how to handle the 
diverse needs of these remote office and 
home office set‐ups can seem overwhelm-
ing at best and a nightmare at worst. The 
good news is that there is a way to turn 
these situations around in your favor, and 
actually make a decent profit.

Presented by BBF Commercial Furniture, 
this webinar will fill dealers in on the back-
ground on the telework revolution and 
highlight the most common challenges 
and misconceptions and ways dealers 
can leverage the opportunities created by 
the movement.

Register now for this Webinar.

SEPTEMBER 23 
3:00 PM EST
The Power of the Monthly Payment

In today’s increasingly competitive envi-
ronment, you need every edge available 
to you. Offering a financing payment to 
your customers is one of the easiest ways 
to differentiate yourself while giving your 
customers just one more way to move for-
ward with the sale.

Financing specialists Horizon Keystone 
will host a short, 30-45 minute webinar 
that will cover the following business 
growth topics:

•  How to effectively offer a monthly
payment in every proposal package

•  Presenting turnkey financing
packages - furniture, office
equipment, installation,
soundmasking, artwork, etc. into one
low affordable payment

•  Getting paid 50%-100% upfront
at time of purchase order on every
financed order

•  Increasing your bottom line—up
to $500 paid on every financed
transaction through the IOPFDA
Financing Program

Appropriate for business owners, sales 
managers, and all employees in a sell-
ing role, this session combines quick and 
easy financial solutions with personal 
training and education that will allow you 
to sell more products and services.

Register now for this Webinar.

NOVEMBER 19 
3:00 PM
Google+ From Soup to Nuts

Obtaining page one rank on Google is 
not easy. One technique that can help is 
through strategically utilizing Google+. 
Find out how you can use Google+ to 
drive more traffic to your website and in-
crease brand awareness. 

Presented by Marisa Sanfilippo, content 
and social strategist for full service Inter-
net marketing agency, Fortune Web Mar-
keting, the webinar will explain:

•  What Google+ is and how it is being
leveraged for business

•  The different features available on
Google+

•  The difference between a personal
and business Google+ profile

•  The importance of Google+ for
content

•  What Google Authorship is and how
to set up your Google+ profile for
Authorship

Register now for this Webinar

For more information about how  
members can sign up for IOPFDA’s  
webinars or view archived webinars on 
topics such as the Affordable Care Act, 
FSSI , and Employment Contracts, visit 
iopfda.site-ym.com/?WebinarSeries.

NOPAnews
Webinars Expand on Association Educational Offerings

https://www1.gotomeeting.com/register/918859833
https://www1.gotomeeting.com/register/198868096
https://www1.gotomeeting.com/register/900795016
https://iopfda.site-ym.com/?WebinarSeries
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Social media—technology that started out as an innovative new way to connect with friends—
has now become a viable platform for engaging with customers, promoting products and ser-
vices and acquiring new business. And for any independent looking to stay relevant in today’s 
changing marketplace, a strong social media presence is a must-have. 

“Potential customers are going online first to check us out, and they are basing some of their 
decisions on the type of online presence we have,” says Leslie Smith, community manager 
at Baker Office Products. “I try to remember what [marketing expert] Jay Baer says: ‘Always 
remember that the goal isn’t to be good at social media, it’s to be good at business because of 
social media.’” 

With a growing list of platforms that include Facebook, Twitter, Pinterest, LinkedIn and Goo-
gle+, it can be confusing for dealers to navigate the social media waters. Some dabble in all of 
the available tools while others target their time by using one or two. Everyone, however, seems 
to understand that the social media game takes planning, patience and persistence. 

CONTINUED on page 31 >>

Finding Friends, Fans and Sales
By Stephanie Vozza
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We spoke with six independent dealers who shared with us 
their favorite platforms and tools and the techniques they use 
to make social media an important part of their businesses: 

Leslie Smith,  
Baker Office Products 
Baker Office Products in Lubbock, Texas has had a Face-
book and Twitter presence since 2010, adding Pinterest to 

the list two years later.

“I had used Facebook personally 
for a couple of years so I was 

comfortable broaching the new 
marketing approach to 
the management team,” 
says Leslie Smith, 
community manager. 

“I was totally unfamiliar 
with Twitter so I learned it on 

the job. Then later, I was enjoy-
ing my own Pinterest boards and 

it was easy to see the potential from a 
business standpoint. I was ready to set up 

a business profile the minute that option became 
available.”

Smith says different platforms attract different people. For 
example, Baker Office Products’ Twitter and Pinterest pages 
have more followers who are located beyond their local 
market. Most of the company’s local followers come from 
Facebook page. 

Understanding your audience can be helpful when deciding 
what to post to your sites. Smith uses product information 
and tips she receives from manufacturers and rep groups; 
other gleanings come from ideas and images she finds on 
Pinterest, StumbleUpon and LifeHack. 

“I’ve always intended our sites to be for information—new 
product announcements, helpful office tips, smart furniture 
design ideas and what’s happening with us at the store,” 
says Smith. “All this is branding and association, and you 
have to constantly keep in mind that this is how people will 
see and know us. Before you post, ask yourself, ‘Is this how 
we want to be known?’”

While it’s hard to know if social media converts sales, Smith 
says it’s an important way to engage with customers: 

“Social media is like farming; you plant and you harvest,” she 

says. “I don’t know if anybody found us because of our Face-
book page, but it can be a great way for your sales force to be 
in the know about what’s happening with their customers.”

Social media can be a big time drain, so study what’s work-
ing and spend your time wisely, says Smith. 

“In the beginning we had a presence on LinkedIn and You-
Tube, which made five outlets that we tried to maintain,” she 
says. 

“The company LinkedIn site has fallen by the wayside and 
our YouTube channel is set for revision. Like most small-to-
medium-sized independent dealers, we just didn’t have the 
manpower to sustain all five. So it’s about revamping and 
constantly studying the scene. 

“Just remember going in that it’s about the 4 C’s: content, 
conversations, community and connections,” she says. “And 
remember the Golden Rule.” 

James Vitela,  
Office Mart Inc.
Office Mart Inc. in Lancaster, Ohio, dabbled with Facebook 
in the past, but marketing manager James Vitela says the 
company finally got serious about social media in the fall of 
2012, hiring branding consultant Orbit Design to help write, 
schedule and monitor posts. 

“Social media has become a strong marketing tool for us, as 
it has for many small businesses,” he says. “It helps us reach 
our audience on a personal level and show that we aren’t a 
‘faceless’ company or corporate giant.”

Vitela says Office Mart’s most important social media plat-
forms are Facebook, Twitter and Google+.

“Facebook is a popular 
social media platform that 
has allowed us to connect 
with an engaging group 
of followers,” says Vitela. 
“Twitter helps us connect 
with other businesses, 
follow competitor activity 
and stay on top of industry 
trends. And Google+ helps 
with us with search engine 
optimization.”

In order to be successful 
on social media, 

CONTINUED on page 32 >>
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Vitela says you have to listen to what your audience wants. 
“Testing content is important,” he says. “This means get-
ting creative with posts and figuring out what your audience 
responds to best.”

One thing that works for Office Mart is holding contests and 
giveaways as a fun way to engage with followers on social 
media. 

“We held an ‘Ugliest Storage Unit’ photo contest,” he says. 
“It was a lot of fun for the followers and for the Office Mart 
staff.” 

Vitela also uses social media to help spread the word for 
some of its customers who are having community-based 
events or benefits.

While Vitela has seen jumps in analytics when it comes to 
engagement and clicks, he says 
it’s hard to know if social media is 
directly converting business. In-
stead, he focuses on using social 
media to deliver a good balance of 
information. 

“If you post too many silly things, 
you’ll lose the respect of your 
audience,” he says. “On the other 
hand, if you only post sales pitch-
es or boring links you’ll lose their 
interest.” 

Michael Remillard, 
Complete Office  
of California

Facebook is the favorite social media platform for Complete 
Office of California in Poway, California, says Michael Remi-
llard, director of marketing.

“It gives us the most latitude to express what we want,” he 
says. “While Twitter is popular, 140 characters isn’t much to 
work with. Facebook gives you a lot more breathing room 
and the whole premise of social networking is to be social. 
Facebook allows us to connect with our audience in a way 
that’s solution-driven.” 

Remillard likes to use social media to pass along helpful hints 
that show that Complete Office isn’t just there to sell pencils 
and paper. For example, the company recently ran a series of 
posts on clever uses for paper clips. 

“If we’re constantly posting product promotions, 
that wouldn’t be social,” he says. “What 
makes us different is 
that we provide ideas 
on everything from 
office politics to 
cleaning the bar-
becue because at 
the end of the day, 
we’re all people.” 

Tips help convert sales, 
says Remillard. “A furniture tip we posted got 
us a call from a current customer who didn’t realize 
before he saw it that we sold furniture,” he says. “Not 
only does social media give us a chance to be helpful, it 
allows us to explain in a casual and informal way who we are 
and all the things we do.”

Remillard also shares posts from pages he follows, including 
pages belonging to customers. 

He says the key to success is consistency. “We post five 
times a week—Monday through Friday—and mix it up with 
something funny, something product related, a helpful hint 
and a share from another page. If we’ve changed anything 
over the years, it’s that we share more content from other 
pages.” 

Complete Office’s social media following has grown organi-
cally and contests have helped. After it reached 500 fans, the 
company gave away an iPod, and when its Facebook page 
reaches 1,000 fans, the company will give away a brand new 
iPad. 

Some product manufacturers are helpful with support and 
content, says Remillard. “The old days of ‘tech and spec’ 
is gone,” he contends. “You can’t just list 8.5” x 11” manila 
envelopes; people want more useful information about the 
products they want to buy.”

In addition to Facebook, Complete Office has a Twitter ac-
count and a YouTube channel. Remillard says he is constant-
ly updating the company website, adding a resources section 
that serves as their company blog. “We post about a dozen 

CONTINUED on page 33 >>
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new articles every month,” says Remillard, who writes a large 
percentage of the content. He also has had one or two guest 
authors, and asks vendors for their help. 

“Social media is a challenge,” he says. “We constantly ask 
ourselves ‘Are we on enough platforms? Too many plat-
forms?’ We don’t have an Instagram feed yet and we do have 
a Pinterest account but haven’t spent the time to develop it 
yet. There’s only so much time in day, so you must pick and 
choose where to focus your energies.” 

Tyler Condry, UrbanGirl 
UrbanGirl, a website that sells fashionable office supplies, 
is an e-commerce division of SunDANCE Office Supply in 
Tulsa. Launched in July 2013, the company started its social 
media presence before it was open for business. 

“We created our branding while we were designing the site 
and social media is a big part of branding,” says Tyler Con-
dry, marketing director, who worked with Jennifer Shulman 

and her team at Fortune Web Marketing 
to develop the dealership’s social 

media marketing program. “We 
started with a blog, then 

went to Pinterest, Face-
book and Twitter. Since 
the site is focused on 
fashionable, trendy office 
supplies, there is a lot of 
opportunity to have fun 
with social media.” 

Condry and UrbanGirl’s 
marketing coordinator Han-

nah Diamond blog two to three 
times a week. Company owner 

Dyan Condry also blogs and the site also 
features guest bloggers. 

“Our blog is one of the most active pieces of our social 
media marketing,” says Condry. “Facebook is another 

platform where we’ve had some success. We run contests, 
share pictures of our offices, and post pictures of workspace 
inspirations that we shoot in our photo studio. At the same 
time, we do a lot of pinning and have quite a few different 
boards on Pinterest. Right now, we have 888 followers on 
Pinterest and 2,379 pins.”

Condry says Pinterest has had the biggest impact on sales: 
“Despite it having a smaller following than Facebook, Pinter-

est is a visual medium and offers good shopping opportuni-
ty,” he says. 

UrbanGirl does a good job 
of making its content 
interesting. “I worked 
on social media for a 
few years with Sun-
DANCE, and I know 
it can be a struggle 
to make regular office 
supplies interesting,” 
Condry says. 

“One of the reasons we’ve 
seen a big benefit from social 
media is UrbanGirl’s focus on 
trendy office supplies. We create 
boards by matching clothing items 
with office supplies. And we’ve done a good job of having a 
keyword-rich blog. There’s a lot of trial and error. Giveaways 
can create a lot of life on the networks, for example, but you 
need to be conscious of the results.” 

Condry uses the social media tool Hootsuite to schedule 
things out in advance, and he follows the pages of other peo-
ple and businesses. “It’s not just customers coming to us,” 
he says. “We like and engage with others.” 

The key to being successful with social media is investing in 
a full- or part-time person who can focus on it, says Condry. 
“Some dealers—especially those with older ownership—
don’t see the value in social media,” he says. “Some think 
having a Facebook page is enough. It takes a lot of time to 
do it well. We wish we could spend more time on it because 
it’s very important for branding.” 

Condry says he believes that social media will continue to 
grow in importance for in-
dependent dealers. “SEO 
and the content-rich as-
pect of it will bring users 
to our blog and our site,” 
he says. “Social media 
networks are less intrusive 
than paying for ads some-
where. It’s a good place 
to hit your target with your 
brand.”

CONTINUED on page 34 >>
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Ashley Barger,  
Friends Business 
Source 
Friends Business Source in Findlay, 

Ohio, started its social media 
presence in 2009 when it 

launched its first Face-
book page. The com-

pany joined YouTube 
shortly after, 
and added 
Twitter and 
LinkedIn in 

2010. Since 
then, it has special-

ized its social media 
marketing, creating a 

school-focused Facebook 
page (/ineedschoolsupplies) in 

2011 and then a women-in-business 
Facebook page (/ThePowderRoomNet-
work) in 2012. It launched a Pinterest 
account in early 2013.

“We saw the change in our buyers, who 
were being more choosy about who they 
did business with, and it went beyond 
just price,” says Ashley Barger, marketing 
manager. 

“We also recognized the power of social 
media. It humanizes your business and 
gives you a chance to connect with 
consumers who are also teachers, 
business owners and buyers. Remember 
the old phrase, ‘It’s not what you know, 
it’s who you know?’ That’s why social 
media works. Who you know will be top 
of mind, and if you utilize these platforms 
efficiently, you’ll be top-of-mind.”

Using Hootsuite to manage its accounts, 
Barger says Friends Business Source 
utilizes Facebook, YouTube, Twitter, 
LinkedIn and Pinterest, in that order of 
importance. 

“Facebook is the best platform for our 
demographics: women 30-45 year old 
and employed,” she says. “YouTube is 

the world’s largest search engine and it 
improves SEO. The others are icing on 
the cake.”

Friends Business Source posts how-to 
articles about using its supplies, and the 
company holds monthly giveaways to 
encourage involvement. 

“We direct our customers who make 
a purchase to Facebook to share their 
orders and reward them with additional 
gifts, such as Subway gift cards, if they 
post a picture of themselves with the 
product,” says Barger. 

But she cautions dealers to be careful 
about giveaways. “Free deal sites will 
pick up on that and share it on the Web, 
and it isn’t called the world wide web for 
nothing! Set-up a form to track requests 
for samples and freebies. Geo-target who 
should be able to receive that commu-
nication so you’re getting the right areas 
of buyers. And target users by demo-
graphics so the right people are getting 
your offers. When used effectively, social 
media is a tool that can give you a com-
petitive advantage.”

Karla Veliz,  
Economy Office  
Supply Co. 
Economy Office Supply in Glendale, 
California, has chosen to keep its social 
media presence 
small and target-
ed, using just the 
Facebook account 
that it started in 
2009.

“We see Facebook 
as a way to share 
and be connected 
with our employ-
ees, customers 
and vendors,” 

says Karla Veliz, vice 
president of oper-
ations and market-
ing. “What 
works for 
us is getting 
feedback 
by asking 
for opinions, 
suggestions and by 
doing fun stuff like 
trivia. We haven’t 
found selling product 
on it to be success-
ful. We use it more 
as a way to interact 
with customers, em-
ployees and vendors.” 

Veliz, who is responsible for updating 
the company Facebook page, says she 
continues to change her approach. “We 
share stories, announce the company’s 
employee of-the-month and ask for 
opinions on our catalog and flyer cov-
ers,” she says. “We continuously try to 
keep people involved in our business and 
that’s been somewhat successful.”

People are on social media because they 
are looking for something to do, or to get 
a broader prospective on a subject, says 
Veliz, but in the five years she’s been on 
social media, she’s seen a lot of changes. 

“Once upon a time MySpace was a big 
deal,” she says. “Then Facebook, Linke-
dIn and Twitter came along. The new 
generation of kids are entertaining and 

creative thinkers; 
I’m excited to 
see what’s next!”
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Make Big Happen 

in an EPIC Way
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Later this month, members of Independent Stationers and TriMega will be heading 
to the Westin Diplomat Resort & Spa in Hollywood, Florida. Their goal: to Make Big 
Happen at the two group’s 2014 EPIC convention and tradeshow.
Last year saw the first joint meeting effort by the industry’s two largest dealer group 
and this year, they say, it promises to be even better.
“At EPIC 2013 in San Antonio, Texas, we celebrated together what is great and good 
in the independent dealer channel and the celebration continues in South Florida, 
with an event that promises outstanding learning and purchasing opportunities,” says 
Independent Stationers president and CEO Mike Gentile.
Adds TriMega president Mike Maggio, “EPIC 2014 is also a terrific networking event, 
with plenty of opportunities for dealers to share ideas and information both with their 
fellow dealers and the 140-plus exhibitors who are participating this year.”
On the following pages, we take a closer look at EPIC 2014 and some of the big op-
portunities that will be on offer in Florida.

CONTINUED on page 36 >>
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TUESDAY, SEPTEMBER 16

3:00pm-9:00pm ............  Airport Shuttle 
Transportation to Hotel 
Every 30 Minutes

12:00pm-3:00pm ..........  Registration Desk Open 
for Early Arrivals 

WEDNESDAY, SEPTEMBER 17

7:00am-7:00pm ............  Registration Desk Open

7:00am-6:00pm ............ Exhibitor Setup

7:00am ..........................  Golf Tournament– 
(8:00am shotgun start)

9:00am-6:00pm ............  Airport Shuttle to Hotel 
Every 30 Minutes

4:30pm-6:00pm ............  ThinkTank Breakouts 
(TriMega Session)

6:00pm-7:00pm ............  Next Committee Meetup: 
Mixer Cocktail Reception 
(TriMega Session)

7:00pm-9:00pm ............  EPIC 2014 Poolside 
Welcome Reception, 
sponsored by Smead

THURSDAY, SEPTEMBER18

7:00am-5:00pm ............  Registration Desk Open

8:00am-8:30am ............  Opening Breakfast Buffet

8:30am-9:30am ............  Opening Session

10:00am-4:00pm ..........  EPIC 2014 Tradeshow 
Open

12:00pm-1:30pm ..........  Tradeshow Luncheon

4:15pm–5:30pm ............  Prize Drawing Cocktail 
Hour

4:00pm–6:00pm ............  Exhibitor Load Out

6:00pm-7:00pm ............  OPWIL Mixer at Rival’s 
Waterfront Sports Grille

7:00pm-10:00pm ..........  “Underwater FantaSea” 
at Diplomat Landing, 
sponsored by United 
Stationers

FRIDAY, SEPTEMBER 19

7:30am-12:00pm ..........  Registration Desk Open

8:00am-8:45am ............ Breakfast

8:45am-11:15am ..........  Membership Meetings 
and Seminars

12:30pm-1:30pm .......... Lunch

1:30pm-5:15pm ............  Seminars & Roundtables

Evening at Leisure

SATURDAY, SEPTEMBER 20

5:00am-11:00am ..........  Airport Shuttle from Hotel 
Every 30 Minutes

7:00am-11:00am ..........  Next Gives Back:  
Ronald McDonald House 
Adopt-A-Meal Volunteer 
Program

All Day ........................... Departures

• High-performance portable sound 
systems that reach audiences from 
10 to 10,000

• Elegant lecterns and multimedia 
furniture

• Perfect for o�  ces, schools, 
government, churches, 
associations, athletic teams, 
public safety and others

• Excellent reseller margins

• Legendary AmpliVox support – 
we sweat the details;  you concentrate 
on selling

• Featured in 2015 United and 
S.P. Richards Catalogs

Ask 
about our 
multimedia
integration 
solutions

Expand Sales Opportunities
YOUR

WITH AmpliVox 

800-267-5486 | www.ampli.com 
Insta

iPod Wireless PA System
SW720

Digital Audio Travel Partner 
SW915

Audio Portable Buddy 
S222Half-Mile Hailer Family

SW630/SW610A

 
Line Array Sound Bar SSB1240 

shown in Marvel Vizion Multimedia Furniture 

 Profi t from AmpliVox Innovation 
& Support
Resellers have discovered AmpliVox to 
be a strong source for profi table sales 
opportunities through its diverse menu of 
higher-ticket, non-commodity products, 
continuous new product development, 
aggressive marketing that includes 
extensive PR & social media coverage, 
support of charitable causes, and 
legendary customer service.
AmpliVox’s approximately 250 products 
include high-performance portable sound 
systems that reach audiences from 10 
to 10,000, elegant lecterns that enhance 
the décor of offi ces, training rooms, and 
auditoriums, and multimedia furniture that 
integrates with today’s technology. New 
products are frequently released.
Market opportunities abound for selling 
AmpliVox – offi ces, schools, government, 
churches, associations, athletic teams, 
public safety, and others. The fi rm 
supports consumers and resellers with 
an experienced, responsive customer 
service staff.
AmpliVox is proud to support many 
charitable causes, including the United 
Stationers City of Hope Car Wash, breast 
cancer research through its Pink Podium 
Promise and “Pink Power” megaphones, 
Special Olympics events, and many 
others.
Visit www.ampli.com for more 
information.
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EVENT SCHEDULE

Please note: The schedule is subject to change. Please refer to onsite information for 
final details.

http://www.ampli.com
http://www.ampli.com
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Opening Session 
to Feature Industry 

Insights’ Panel

Terry Savage

Among the new features of this year’s 
EPIC show is a panel discussion with 
some of the industry’s top thought leaders

Entitled “Industry Insights, Ideas and Op-
portunities”, the discussion will be moder-
ated by Terry Savage, a nationally recog-
nized expert on finance, the economy and 
the markets, and a frequent commentator 
on CNN and other national television and 
radio programs.

“In today’s business climate more than 
ever, we feel that candid open discus-
sion on our industry is critically important. 
Discussion about what is in store for our 
industry, what challenges lie ahead and 
most importantly, what opportunities will 
help propel us forward, and what better 
place to bring that big thinking together 
than at EPIC 2014,” remarked Mike Gen-
tile, CEO of Independent Stationers.

The panel will take place as part of the 
opening session, sponsored by Avery, on 
September 18. 

Panelists include Wayne Beacham, CEO 
of S.P. Richards; Cody Phipps, president 
and CEO of United Stationers; Casey 
Avent, vice president of sales of Smead 
Manufacturing, and Janet Collins, presi-
dent of Ghent.

Also, Anthony Trombetta, director of 
sales, ISSA; Isaac de la Fuente, CEO of 
Mono Machines, and Barry Lane, vice 
president of sales of Avery.

“We are honored to have industry thought 
leaders, innovative thinkers and truly in-
sightful business minds participating in 
this panel,” commented Mike Maggio, 
president of TriMega. “With participants 
representing the industry’s wholesalers, 
key manufacturers, the jan/san industry 
and dealers, we really have all points of 
our channel represented. And with Terry 
facilitating this dialog, it should really be 
a fascinating session that is not to be 
missed.” 

Patient Sign-In Label Forms

Great for doctor and dentist offices, hospitals & labs.
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Built-In Labels at bottom

Letter Paper at top ...

Integrated Label Forms
Improve Accuracy, Increase Effciency, Reduce Costs

Custom Labels and Packaging Labels

Become a Dealer Today!  •  1-800-TABBIES  •  www.tabbies.com  •  www.tabbiescustomlabels.com
See us September 18 at EPIC 2014, Hollywood, FL

Agricultural  
Chemical  Labels 

Food & Beverage Labels

Laser / Inkjet Label Sheets

Manufacturing Labels 

Packaging Labels

Personal Care Labels 

Retail Labels

SEPTEMBER 2014 INDEPENDENT DEALER PAGE 37

CONTINUED on page 38 >>

http://www.tabbies.com
http://www.tabbiescustomlabels.com


EPIC2014 continued from page 37

Managing E-Commerce 
Drivers Like a Rock Star
Speakers: Mark Evans and Gi-
risha Chandraraj, United Sta-
tioners
11:15 am- 12:30 pm
This fast paced and hard hit-
ting session will address:

•  Key e-commerce drivers 
to grow customer life time 
value.

•  How your salesforce is 
essential to your e-com-
merce strategy.

•  Moving your marketing 
from print to digital.

•  What metrics should 
you measure to ensure 
success.

Best of the Best – Dealer 
Best Practices Shared
Dealer panel discussion
11:15 am- 12:30 pm
Hear dealer success stories 
covering areas such as recruit-
ing tips to build a killer talent 
pipeline, winning rebranding 
campaigns, strategies to use 
against Amazon and Staples, 
effective new customer acqui-
sition strategies and more.

Surviving No Man’s Land
Speaker: Doug Tatum, New-
port Board Group
11:15 am- 12:30 pm
Doug Tatum, entrepreneur, au-
thor and analyst on the middle 
market business economy, 
will deliver an informative and 
provocative presentation fo-
cused on the challenges and 
successes of companies in the 
$10-$75 million revenue space 
(No Man’s Land) and explore 
how they can break through to 
the next level. 

Leveraging the Power 
of the ‘Buy Local” 
Movement for Your 
Dealership
Speaker: Kimber Lanning, Lo-
cal First Arizona and the Busi-
ness Alliance of Local Living 
Economies (BALLE)
11:15 am- 12:30 pm
The concept of Buying Locally 
is beginning to replace age-
old buying habits, and new 
economic studies are under-
scoring the importance of lo-
cal business ownership. In this 
session, EPIC 2014 attend-
ees will discover new ways to 

We’re going to change that.
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‘Epic’ Workshop Program on Offer
EPIC 2014 will offer a multitude of opportunities to learn more about our industry, with an agenda that includes a broad array of ses-
sions for all dealers, as well as two separate IS-only and TriMega-only training tracks. 

Here’s an overview of what’s on offer (All sessions are scheduled for Friday, September 19).

General Seminars

http://www.saunders-usa.com/


EPIC2014 continued from page 38

collaborate with nearby busi-
nesses, learn to position your 
business as the smart alterna-
tive and improve your ability to 
tell your own story. 

Digital Marketing Update: 
Staying in the Game
Speaker: Jennifer Rae Schul-
man, Fortune Web Marketing
1:30-2:45 pm
Besides death & taxes, there 
is one other thing we can be 
certain of…that online market-
ing strategies will never remain 
constant. The moment you 
think you have a solid strategy 
in place, the engines change 
things again – and again and 
again. This session will focus 
on the latest online strategies 
you need to know about and 
examine what the engines and 
social media channels may 
have in store for us. 

Furniture Best Practices 
Panel Discussion
Speakers: TriMega and Inde-
pendent Stationers Members
1:30-2:45 pm
Desks for the office, home, 
and school setting…chairs 
that work in each setting...
conference tables...book-
shelves...filing cabinets...we 
all use them every day, and 
even though trends may be 
shifting to shared workspac-
es, stand/sit options, there is 
a lot of opportunity in this cat-
egory! In this dealer-focused 
panel discussion, you will hear 
the suggestions of your peers 
who are successfully selling 
furniture items today, as well 
as tips on what to avoid at all 
costs!

Never Get Out-
Negotiated
Speaker: Paul Bramson, train-
er, speaker and motivator of 
people
1:30-2:45 pm
Sales people by the thou-
sands are being outfoxed by 
buyers who are no smarter, 
but who are better trained as 
negotiators. Are your sales 
people giving away profit mar-
gin unnecessarily? Sure they 
are! Why? Because many 
sales people believe that cut-
ting their price is necessary 
in order to win the deal. While 
this may be true in some cas-
es, it is rarely required with the 
frequency and to the degree in 
which it is done. You are los-
ing money and margin. This 
session will show you how you 
can fix it.

NOPA: Do you know 
what those Politicians 
in DC are doing to your 
business?
Speakers: Mike Tucker, Paul 
Miller and Paula Kreuzburg, 
NOPA
1:30-2:45 pm
Get an update on NOPA’s Leg-
islative & Regulatory Affairs 
Committee and all the new 
things the association has 
planned on the advocacy, ed-
ucation and business efficien-
cy front. President Mike Tuck-
er, government affairs director 
Paul Miller and Paula Kreuz-
burg will present an overview 
of accomplishments in 2014 
and plans for 2015. 

RAPIDLY
GROWING
MARKET

THIS IS
YOUR PATH

to the

of

Mobile School
Furniture

This is simply the first value priced entry into the market for a mobile 
tablet arm desk.  In addition to mobility, the chair offers flexibility because 
the tablet arm can be either left or right.  Flash furniture also stocks a wide 
range of mobile activity tables for the school market.  It’s just one of the 
3,000 profitable ideas stocked by Flash.

See it first
at EPIC

166 Etowah Industrial Ct., Canton, GA 30114
 Phone: 770-721-8391  |  Fax: 770-721-8360

www.FlashFurniture.com

What this?is
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Dealing with the 
Affordable Care Act

Speaker: Armando J. 
DiFerdinando, Financial 
Benefit Services, LLC

2:45-4:00 pm
Discover how the Affordable 
Care Act (ACA) will affect your 
business and learn about the 
cost of both compliance and 
non-compliance. Explore the 
pros and cons of public vs. 
private insurance exchanges 
and take a look into the future 
of health care reform.

Woman and OP – More 
than Pink

Speaker: Beth Wright, 
Mastervision by Bisilque

2:45-4:00 pm
Women are a key part of every 
market and this includes your 
own business and your cus-
tomers’. Make sure you un-
derstand how to manage and 
encourage the female talent 
in your organization by under-
standing different leadership 
styles and activities. Then 
extend this to your custom-
er base and make your sales 
and marketing work effectively 
amongst the biggest buyers in 
OP—women!

The Naked Office Supply 
Salesperson

Speaker: Cody Cleary, Orbit 
Design

2:45-4:00 pm
The most common reason for 
sales failure is not that sales-
people can’t sell. It’s because 
they are sent into the market-
place NAKED and freeze to 
death. And the leading cause 
of death is cold calling. This 
seminar will address exactly 
what you need to do to effec-
tively generate warm leads for 
your sales force and increase 
the ROI on their cold calls 
through digital lead generation 
and content marketing.

Category Corral – 
Product, Services and 
Market Expansion Panel 
Discussion

Speakers: Independent 
Stationers & TriMega 
Members

4:00-5:15 pm
What else can you sell to your 
current customers? What new 
customers might you secure 
with a new product category 
offerings like ice melt, bottled 
water, ad specialties, LED 
lighting, even porta potty rent-
als!!?? This session will ex-
plore how Independent Statio-
ners and TriMega dealers are 
stretching the boundaries of 
“traditional” and moving into 
the world of “innovative”.

C-LINE’S NO HOLE
SHEET PROTECTORS

• Durable Heavyweight
Sheet Protectors without
the 3-hole Punch

• Archival Poly
• For 11" x 8½" Sheets

(800) 323-6084
c-line.com

Visit us at Booth #323 
at the EPIC Convention

YOU NEED
WE HAVE
 organization tools 

CLI-62907
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Next Steps in Jan/San, Breakroom 
and Facilities Products

Speakers: Kevin Johnson, Warehouse 
Direct and Mike Foster, Independent 
Stationers

10:00-11:15 am and 4:00-5:15 pm
Come hear how to grow breakroom and 
facility solution sales in your local mar-
ket! Kevin Johnson will share Warehouse 
Direct’s strategies, and discuss how they 
are succeeding in the jan-san space. Mike 
Foster will share details on the R3 Bunzl 
program. A Don’t Miss Seminar!

Utilization of Independent 
Stationers Programs

Speakers: Mike Gentile and Charles 
Forman of Independent Stationers with 
IS Member presenters Robin King of 
Schwegman Office Supply and Jennifer 
Viss of Warden’s

10:00-11:15 am
Hear from several IS dealers who are ef-
fectively using many IS programs and ser-
vices to benefit their dealerships. If you 
want to find out more about how other 
dealers are using catalogs, the RDC, the 
Cost Comparator, federal sales, national 
accounts and more, this session will have 
something valuable for you!

EPIC Opportunities for National 
Account Growth

Speakers: National account team and 
dealers who will share best practices

10:00-11:15 am
Independent Stationers’ National Ac-
counts program is exploding with op-
portunities for your dealership to expand 
your business, win new customers, secure 
current business and help increase your 
bottom line. Join us to learn how your 
dealership can ensure an EPIC year with 
National Accounts! 

Federal Sales with Independent 
Stationers

Speaker: Russell Gatewood, 
Independent Stationers

10:00-11:15 am
Get up-to-speed on the newly awarded 
FSSI JanSan BPA to Independent Statio-
ners, our FSSI OS3 BPA solution, the state 
of Requisition Channel procurements and 
discover how your group is continuing to 
create opportunities for its members in the 
federal government marketplace.

The ABC’s of Selling School 
Supplies through the U.S. 
Communities Contract
1:30-2:45 pm

Speakers: Independent Stationers USC 
School Supply certified members and 
national account team

Join the Independent Stationers Nation-
al Account Team to learn everything you 
need to know about the U.S. Communi-
ties School Supply Contract. Hear from IS 
members who have successfully secured 
business through the USC program and 
discover how they won the business and 
encouraged agencies to start purchasing.

EPIC2014 continued from page 40
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Win More Business Through 
Effective Questioning

Speaker: Paul Bramson, trainer, speaker 
and motivator of people

4:00-5:15 pm
Our time with prospects is limited and we 
must use every second to uncover the vi-
tal information that’s required to ensure 
we can meet the needs of the customer. 
This workshop will teach you how to build 
stronger business relationships through 
listening and questioning skills, ask key 
questions based on what you heard to 
reveal vital information on buying crite-
ria and recognize where the buyer is vs. 
where they want to be with their business 
or communication objectives.

Achieving Success in Transitioning 
and Retiring from Your Business

Speaker: Anita W. Sherman, CPA, 
Greenwalt CPAs, Inc.

4:00-5:15 pm
This session will explore some questions 
you should answer to help you decide the 
best opportunity for your personal situ-
ation and present a process for working 
through your own succession and retire-
ment plans. Also plan to hear from other 
independent dealers who have success-
fully transitioned and are willing to share 
their tips and traps.

Wicked Web Marketing: Idea 
Exchange Roundtable

Speaker: Jennifer Rae Schulman, 
Fortune Web Marketing

4:00-5:15 pm
This session will present ideas from indus-
try experts and your dealer peers on top-
ics such as pay-per-sale (PPS), blogging, 
content marketing, remarketing/retarget-
ing and other digital marketing strategies. 
Group sharing, the exchange of ideas and 
active participation will insure you come 
away with useful ideas and best practices 
to craft a wicked web marketing strategy!

CONTINUED on page 42 >>

Independent Stationers Member Only Seminars
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Go Digital Baby!
Speaker: Michael Morris, TriMega

8:45-9:45 am: Get the latest on TriMe-
ga’s Torque email marketing program and 
learn tricks to make the most of ‘Meg’! 
Discover new tips, tactics and tools to 
help you drive new sales, increase order 
size and conversion rates with powerful 
digital marketing strategies. 

Taking Facilities Solutions to the 
Next Level
Speakers: Chris Whiting, S.P. Richards 
& Tom Hoffman, TriMega

8:45-9:45 am: Learn how to expand your 
jan/san business into the backroom and 
uncarpeted areas by becoming the point 
person for your customers’ facilities sup-
plies. Find out how you can grab business 
away from traditional coffee services. 

Board of Directors Fireside Chat
Speakers: TriMega Board Members and 
President Mike Maggio

8:45-9:45 am: Pose questions, share 
ideas and get in the know at TriMega’s 
Board Fireside Chat hosted by members 
of TriMega’s Board of Directors and Mike 
Maggio, TriMega’s president. 

From HP to MPS – What is Going 
on With My Toner?
Speaker: Brian Stevenson, TriMega

8:45-9:45 am and 2:45-4:00 pm
This session will cover HP authorizations,  
page volumes, MPS opportunities, and 
Managed Services in general.

Five Tips to Get the Most Out of 
Your TriMega Membership
Speaker: Grady Taylor, TriMega
8:45-9:45 am: Discover how to leverage 
programs that can help you lower your cost 
of goods, increase cash flow, increase your 
sales or sharpen your industry knowledge. 
Gain insights, ask questions and get real 
advice that will impact your business and 
improve the value of your membership.

The Value of Clean
Speaker: Anthony Trombetta, ISSA

11:15 am-12:30 pm: Cleaning activities 
impact a business bottom line in numer-
ous ways and developing a deeper under-
standing of cleaning’s economic benefits 
will produce greater savings. Join us as 
we outline ways to make cleaning a profit 
center.

TriMega Member Only Seminars

http://www.fortunewebmarketing.com/
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COMPANY BOOTH#

3M Company ................................... 207

ACCO Brands .................................. 703

Accutech ......................................... 305

Acme United Corp. .......................... 216

Advertising Specialty Institute ......... 617

Amax Inc ......................................... 809

American Tombow, Inc .................... 314

Ammex ............................................ 406

Amplivox Sound Systems ............... 103

Arlington Industries ......................... 615

Artistic Products LLC ...................... 420

Avery ................................................ 301

AVW Inc, dba Max Pro .................... 101

Baumgartens ................................... 419

BBF - (Bush Industries) ................... 716

BIC Corporation .............................. 512

Bisilque/Mastervision  ..................... 903

BMI .................................................. 514

Brother International ........................ 817

Canon USA ...................................... 714

CHARTPAK .................................... 1116

Chicago Lighthouse Industries ...... 1115

City of Hope .................................. 1109

Clean Trails, Inc. ............................ 1110

C-Line Products .............................. 323

Crayola ............................................ 123

Deflecto ........................................... 209

Dial .................................................. 505

Digitek Computer Products ............. 316

DiverseID Products of Florida ......... 709

Diversified Computer Supplies ........ 901

Dixon Ticonderoga ........................ 1002

DMI Office Furniture ........................ 107

Duracell ........................................... 307

E.S. Robbins .................................... 806

ECi Software Solutions .................... 713

Eco-Products .................................. 917

eDist ................................................ 215

Education Market Association....... 1111

Educators Resource ........................ 303

Elmer’s Products, Inc. ..................... 517

Energizer .......................................... 905

Enterprise Group ............................. 801

Esselte Corporation ......................... 417

Eurotech .......................................... 204

Fellowes Inc. .................................... 509

COMPANY BOOTH#

FireKing International, LLC .............. 319

Fiskars Brands ................................. 822

Flash Furniture ................................. 807

Fortune Web Marketing ................... 415

Ghent a GMi Company .................... 616

Global .............................................. 607

GOJO Industries, Inc ....................... 513

Gould Paper Corporation ................ 913

Grosfillex .......................................... 622

Hewlett Packard Co. ....................... 213

House of Doolittle ............................ 815

HSM of America .............................. 217

Iceberg Enterprises ......................... 408

Image Star ....................................... 907

Imation ............................................. 202

Imprint Plus ..................................... 923

International Paper .......................... 614

Intertape Polymer Corp. .................. 321

ISSA ............................................... 1103

K.Coaching, Inc. ............................ 1112

Katun Media Sciences .................. 1117

KFI Seating ...................................... 113

Kimberly-Clark Professional ............ 804

Kleer-Fax ......................................... 418

LathemTime ..................................... 413

Lee Products Company ................... 620

Lesro Industries, Inc. ....................... 220

Liberty Laser Solutions .................. 1006

Liberty Paper ................................... 820

LMI Solutions .................................. 518

Logicblock ..................................... 1120

Master Manufacturing Co., Inc. ....... 515

MAX USA CORP ............................. 200

Maxell  ............................................. 422

Mayline .......................................... 1000

Medline ............................................ 222

Millennium Mat .............................. 1114

MMF Industries ............................... 212

MooreCo Inc (Balt/Best-Rite) .......... 802

Navitor, Inc. ..................................... 309

Neenah Paper Inc. ........................... 621

Nestle Professional .......................... 521

Newell Rubbermaid ......................... 602

NOPA ............................................. 1118

Norstar Office Products/  
BOSS Office Products ..................... 413

COMPANY BOOTH#

Office Snax ...................................... 121

Officemate International Corp. ........ 808

OPMA Inc. .............................................  

OPWIL ............................................. 109

Pentel of America ............................ 701

Pilot Pen Corp. of America .............. 208

PM Company .................................. 718

Printer Essentials ............................. 720

Quality Park ..................................... 507

R3 .................................................... 618

Reckitt Benckiser ............................ 619

RightAngle Products ....................... 214

Roaring Spring Paper Products ...... 519

S.P. Richards ................................... 407

Safco Products ................................ 909

Samsill Corporation ....................... 1018

Saunders Mfg. Co. .......................... 302

Screenflex ........................................ 719

Sentry Group ................................... 612

Seventh Generation ....................... 1113

ShurTech Brands, LLC .................... 818

Smead Manufacturing Company .... 501

Soundview/Marcal ........................... 203

Special-T ....................................... 1014

Storex  ............................................. 921

Supplies Network ............................ 813

Synnex Corporation ........................ 313

TABBIES ........................................ 1020

Tennsco ........................................... 914

The Bp Group ................................ 1122

The HON Company ......................... 401

The Turbon Group ........................... 105

TOPS Products ................................ 404

Tri-Industries (non-profit) .......................  

Trilliant Food Beverage & Nutrition .. 520

TST/Impreso, Inc. ............................ 402

United Stationers ............................. 601

UPS ............................................... 1022

Verbatim .......................................... 800

Veritiv (Unisource/Xpedx ) ............... 613

Victor Technology ............................ 503

Virco ................................................ 516

West Point Products ........................ 201

Zebra Pen Corp. .............................. 919

ZEP ................................................ 1004

EPIC 2014 Exhibitor List  (As of August 28. 2014)
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Earlier this year, the Gallup organization published a compre-
hensive study on the state of the American workplace. Their 
60-page report provides a wealth of meaningful information and 
I would highly recommend dealers go online and review their 
findings.

Gallup provides this report every two years and, while the cur-
rent one covers the time period from 2010 through 2012, I have 
not come across any current evidence that would dramatically 
change their findings, which is based upon a large database.

Three of their main findings stood out to me:

•  Only 30% of the workforce are engaged and inspired in 
their work, 50% are not engaged, and 20% are actively 
disengaged.

•  When companies do engage their employees and their 
customers, these organizations experience a 240% 
increase in performance-related business outcomes.

•  Only 41% of employees felt they know what their 
company stands for.

The Gallup results are frightening. While I personally feel our 
dealership community may fare slightly better than the survey’s 
70% disengagement figure, their 41% of employees not know-
ing what their company stands for is probably not that atypical  
among dealers.  

For dealers, I believe there remains a significant gap in terms of 
what those percentages could be. I suggest three major areas 

CONTINUED on page 45 >>

Building an Engaged Workforce
By Bill Kuhn

http://www.gallup.com/strategicconsulting/163007/state-american-workplace.aspx
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for review and emphasis in terms of what you can do to im-
prove those numbers.

n Define—and have your employees articulate—your 
culture and values. A positive culture with strong supporting 
values will certainly enhance employee engagement.

It’s not what you say or believe that matters. It’s what you do, 
putting words into action. Employees at all levels and at all 
ages, be they millennials or baby boomers, want something to 
be proud of and to believe in. 

I have been very fortunate to work with organizations (several 
outside our industry) that have been absolutely exceptional at 
creating a vision and building a corporate culture. 

Case in point: a recently retired VP of nursing at a major hos-
pital transformed that organization, developing a culture and 
value system that not only addressed the medical issues, but 
created teamwork and communication within the organization 
among medical staff and with their patients and families. 

Just imagine openness among doctors, including surgeons, 
with all staff levels within the hospital. The VP’s retirement cer-
emonies brought out unbelievable accolades; it choked me up. 
Can just one person be instrumental in making a difference and 
improving a culture? Absolutely!

Enhancing a dealer corporate culture requires first-hand in-
volvement of its principals. It’s not a quick-fix process; con-
sequently, the sooner you begin, the sooner that employee 
engagement Gallup discusses can improve.

Ask yourself these questions: Does your company have a 
positive culture that engages and energizes people? Can your 
people describe your culture the same way you describe it? 
Can your key customers describe it as well? 

Define the culture you want to have. It matters to your entire 
workforce—and to your customers. Then with an open mind, 
listen attentively to what they have to say, including their emo-
tional signals. If improvements need to be made to strengthen 
your culture, work with the talent and best people you have 
towards that improvement. 

n Identify—and develop—your role models at all levels 
within your organization. Who are your role models, those 
who embrace the importance of a positive corporate culture, 
and who have the talent, personal traits, and enthusiasm to 
impact others within your company?

Hopefully your supervisors are some of your most effective 
role models. I know many people who are engaged with their 
organization not because of pay, fringe benefits, or perks, but 
because of the high respect and admiration they have for their 
bosses. This is where leadership, not just management, mat-
ters. 

Leadership can exist anywhere within your organization, not 
just in supervisors. Your corporate culture can be enhanced by 
growing and developing leaders at all levels within your organi-

zation. Leadership development will increase the effectiveness 
of your role models and overall employee engagement.

n Look at the positives that your dealership has to offer. Un-
like many of the companies reporting in the Gallup survey, office 
products dealers have some distinct advantages. 

You are not a big organization with multiple layers of bureau-
cracy. In the Gallup survey, the only significant improvement 
in employee engagement in terms of company size was with 
companies of fewer than 10 employees. That group posted a 
42% level of engagement compared to their overall 30%. 

Gallup suggested that there may be something unique and ben-
eficial about working in a smaller, tight-knit environment. 

It was also interesting to note that even at their next level (10-24 
employees), that number dropped back to the 30% range. That 
sense of belonging disappears quickly!

Many dealerships are family-owned and operated and just 
about all are far from being some kind of impersonal, faceless 
conglomerate. From my perspective, this is one of the indepen-
dent dealer’s significant benefits when compared to the big box 
players.

You typically have a strong identity in your local marketplace 
and are active in your community. “Buy local” has its advantag-
es. It’s one of both giving and receiving. 

Being involved in, and a part of, your community creates a 
sense of belonging and care. For your staff, that should create 
pride and serve as a strong factor in building employee engage-
ment. 

Additionally, as independent dealers, you fill that niche within 
the office products industry that is still built upon relation-
ship-based selling with a strong focus on customer satisfaction 
and personal attention.

The list of positives could go on. The key is looking at the glass 
as half full, not half empty, and realizing these positives can 
become key factors in enhancing employee engagement. 

n Opportunity

Do your dealer percentages of being engaged, not engaged, 
and actively disengaged resemble the Gallup results? I would 
generally say “yes,” but I would argue there is significant room 
for improvement. 

Build your culture, develop your role models and take advan-
tage of the positives you have to offer. Just think of what your 
company could achieve and how much happier you would be if 
those Gallup numbers were reversed from 30% engagement to 
70% engagement!

Bill Kuhn, principal of William E. Kuhn & Associates, is a noted industry consultant who 
has been writing about the office products and office furniture industries for over 35 
years. Contact Bill by phone: 303-322-8233, or e-mail: BillKuhn1@cs.com.

mailto:BillKuhn1@cs.com
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I’ve been in sales for 25 years now, and on my own as a con-
sultant/trainer for ten. I’ve seen a lot of hires go wrong, for a 
variety of reasons. Yet, there’s one phrase that has always (in 
my own experience) been a predictor of failure in a hire. In fact, 
a new client described a recent sales hire this way to me just 
yesterday:

“He has a GREAT Rolodex!” (Note for younger readers: A 
“Rolodex” was a business card file that we used to use before 
smartphones, contact managers and CRM software.) My client 
was bowled over during the hire at the length of tenure that the 
salesperson had in the targeted industry, the valuable client re-
lationships that the salesperson had cultivated and the promise 
that the salesperson would immediately start activating those 
relationships to bring business in for his new company.

It didn’t happen. It won’t for you, either, and here’s why:

“I have a lot of contacts” really 
means “I’m done making contacts.
” When a candidate sells themselves as having the proverbial 
“great Rolodex,” what they really mean is that “My Rolodex is 
full of contacts and I have no desire to make any more.” 

The salesperson expects to live off a base of contacts that 
have been made over a (typically long) career. What you don’t 
know—and won’t until after he’s hired—is that many of those 
contacts are retired, moved on, not in their jobs anymore, etc. 
Worse, when it becomes apparent that the salesperson needs 
to make new relationships, he won’t do it.

Five 
Reasons 

NOT to 
‘Hire the 
Rolodex’

By Troy Harrison
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The salesperson won’t aggressively 
pursue past contacts.
Yep, the story gets worse. The salesperson values those past 
contacts and holds them in high esteem. At this point, they are 
the fruits of his (long) career. 

One of his innate fears is burning those past relationships. 
Hence, don’t expect those contacts to be sold to with persua-
sion and enthusiasm. Instead, expect lots of socializing, remi-
niscing, and an “exposure” to your products and services—and 
if the old contact can get enthusiastic on his own, you might get 
a sale. 

If not, the salesperson doesn’t want to move aggressively be-
cause the old contact might not want to see him again. 

There’s a good chance, too, that the salesperson has oversold 
the quality of his relationships in the interview process.

There’s a big opportunity cost. 
This ties back to the previous point. Many times, those contacts 
are real and many times, they can represent great opportunities. 
But you’re only getting a 50% selling effort on them. 

You’re better off having a salesperson with no prior relationship 
give a 100% effort than a salesperson with a relationship at 
50%, particularly if yours is an advocacy sale (such as a new 
product rollout).

You’ll overpay. 
Again, this is nearly universal in my experience. The salesper-
son who markets their Rolodex rather than their abilities is a 
salesperson who is able to negotiate a more lucrative compen-
sation plan for himself. 

The hiring manager, envisioning a nearly nonexistent ramp up 
period and perhaps his best territory in the making, doesn’t worry 
about the little things like an overextended salary, commission 
guarantee, and other perks, because the big numbers that the 
salesperson will generate will make up for it in short order, right? 
In most cases, wrong. And that’s money down the drain.

You’ll chase your losses. 
I go to Vegas about half a dozen times a year. I love the place. 
I seldom gamble becuase there’s too much other fun to be had 
there. 

But when I do, I always see at least one gambler do one thing 

that turns a bad evening into a life changing event: They chase 
their losses. 

The smart gambler realizes that luck isn’t with him and walks 
away from the table. The not-smart gambler thinks, “I’ll keep 
borrowing money/writing checks/whatever, and I’ll win it back 
and then some!” You can guess the result. 

The same thing happens with the “Rolodex hires.” They tend 
to get a much longer rope than the average sales hire, and as a 
result, the mistake is more expensive. That’s because the man-
ager is unwilling to admit the mistake and continues to think, 
“With that contact base, there’s got to be big bucks there!”

I should note that my remarks here apply to candidates whose 
primary marketing of themselves is based on their contacts. 
Not all veteran candidates market themselves that way. I’ve 
had much success hiring veteran salespeople as long as they 
marketed themselves on their future and their skills, rather than 
on their past and their contacts.

Why is this mistake made so often? Because it’s a shortcut, and 
shortcuts are seductive. The most expensive and stressful peri-
od of any new sales hire is the onboarding and ramp-up period. 

A hiring manager sees a “Rolodex” candidate and thinks, “I can 
bypass that whole problem, have this guy on board and he can 
be at quota in months, not years!” It seldom works that way. In 
fact, in my experience, it never has. When you hire, remember 
the hiring hierarchy:

Traits first. 
We can’t coach personal traits, so the “trait fit” for the job is 
something that you can’t violate.

Skills second. 
Second, hire sales skills. We can teach these but it’s nice if they 
come with a well-rounded skills package.

Experience third.
 Industry experience is the cheapest thing you can give a pro-
spective salesperson. Recent experience should be used as a 
predictor of future results, but not as a primary hiring criteria.

Hiring the Rolodex reverses this hierarchy and results in failure.

Troy Harrison is the author of “Sell Like You Mean It!” and a speaker, consultant, and 
sales navigator who helps companies build more profitable and productive sales 
forces. For information on booking speaking/training engagements, consulting, or to 
sign up for his weekly E-zine, call 913-645-3603, e-mail Troy@TroyHarrison.com, or 
visit www.TroyHarrison.com. 
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The college football season is underway 
and competition is fierce! Fall weekends 
are all about our teams and we follow 
them with devotion. We know how hard 
these athletes work and the pressure 
they’re under to keep their coaches and 
fans happy. It’s no easy task!

Office products salespeople, like football 
players, are under more pressure than 
ever to keep their current fans happy (our 
clients!), and constantly win new support-
ers while holding their margins and value. 
How do you pull that off? The five nego-
tiating strategies below are guaranteed 
winners! 

1  Start by answering the following 
question: What is the positive im-
pact your products and services will 

have on your potential customer’s busi-
ness over one of the big-box stores?

Your answer, three or four sentences long, 
should be slightly different for every pros-
pect and explain how your products and 
services will have a positive impact on 
your prospect’s business. 

How do you know the answer to this 
question? You ask your own top custom-
ers! You can bet the answer is NOT your 
pricing. Collect answers from at least ten 
customers and formulate your own win-
ning impact message. 

2 Don’t risk negotiating against 
yourself. When it comes down to 
negotiating, it’s amazing how the 

air of the meeting changes. Paper prices 
come up and all of a sudden, your poten-
tial client is silent and you’re concerned. 

When this awkward situation presents it-
self, don’t panic and start lowering your 
price! This is the epitome of negotiating 
against yourself! It’s a losing proposition. 

Breathe, think clearly and don’t feel the 
need to fill the air by continuing to “sell.” 

Ask your potential client the following 
question: “Assuming we can get you a 
very fair price on copy paper—what else 
is important to you when selecting an of-
fice supply company?”

Don’t always assume price is the hold up. 
Remember, price is the lowest form of  
negotiation.

3 Make sure you’re in the verifica-
tion stage when negotiating. The 
verification stage is your “safety 

zone” and where negotiations should take 
place. This is where both parties work to-
gether toward a positive end. 

Have you ever learned a critical piece 
of information when trying to close that 
could have come in handy much earlier? 
We’ve been there and it’s not fun! This is 
why we incorporate a verification step. 
Your final summary should just be a for-
mality and nothing more. 

4 Get something in return for every 
concession you make. If you find 
yourself in a position where you 

need to make concessions, make sure 
those don’t cost your company a large 
sum of money. 

Maybe the concession you make is ex-
tending a lower copy paper price, or 
matching a retail store’s coupon. Be sure 
to get their commitment to order from you 
if you are willing to work with them on 
these concessions. 

If you do negotiate on price, don’t give up 
the margin and receive nothing in return! 
There is no such thing as something for 
nothing! 

5 Make sure you negotiate from a 
position of strength. Have you ever 
bought something from someone 

you know NEEDED your business? 

The salesperson sounded desperate. You 
could tell and that immediately put you in 
a position of strength as a buyer. The only 
way to master negotiating is having the 
confidence to walk away if necessary. 

If you can’t walk away, you really have lost 
the strength it takes to be a great negotia-
tor and get paid what you and your com-
pany are worth.

If you simply do not have the ability to 
walk away (insufficient pipeline and/or 
it’s a make or break situation), remember 
to stop, breathe, think clearly and keep 
confident! 

Resist the urge to drop your price immedi-
ately and you just might be pleasantly sur-
prised by the agreement you reach with 
your prospect. In this game, both parties 
win!

In closing, as our seasons move forward, 
do you have the confidence to negotiate 
the field, continue to move the ball and 
score that most important touchdown of 
reaching (or exceeding) your sales goals? 
Good selling out there and good luck in 
your negotiations! 

Marisa Pensa is the owner of Methods in Motion, a 
sales training organization that has helped hundreds 
of companies, both in the office supply industry 
and across a range of industries, start inside 
sales teams and develop both new and seasoned 
sales professionals and sales managers. For more 
information, visit www.methodsnmotion.com.

http://www.methodsnmotion.com



