


Teri Barnes, center with scissors, gets ready to cut the ribbon at a special open house celebrating Smith 

& Butterfield’s 150th anniversary. 

Smith & Butterfield Celebrates 150 Years Serving 
Indiana Businesses
The Indiana Historical Society honored Evansville-based dealer Smith & But-
terfield earlier this year for 150 years of continuing service. The company got its 
start in 1866 when George C. Smith opened the Young American News Depot 
and dealt in “all the papers and magazines of the day,” as well as stationery, 
schoolbooks, wallpaper and window shades. 

A.S. Butterfield, who had been an employee of the concern, became a partner 
in 1884 and the name changed to Smith and Butterfield. By the turn of the last 
century the focus of the business changed to office and home supplies.

The company survived Civil War Reconstruction, two World Wars, the Great 
Depression and three fires. “Smith & Butterfield continues to provide office 
supplies to Evansville, along with printing and business services, as it has for 
150 years,” said Teri Barnes, division manager for Smith & Butterfield, now a 
division of Champion Industries.”
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Time to Get In Touch 
With Your Inner (and 
Outer) Millennial
We don’t actually track these things but I sus-
pect this month’s cover story is probably one of 
our longest. There’s no apologies for that. Even 
if you’re sick of hearing about millennials—and 
with all the articles and presentations about them 
at various industry meetings in recent years that 
would be understandable—there’s no question 
about their importance to your business.

The good news, as the dealers featured in this 
month’s cover story make very clear, is that there’s 
considerable potential for independents and mil-
lennials—employees and customers both—to 
work together to create the proverbial win-win.

According to the research, millennials want work 
that provides more than just a paycheck and the 
opportunity to feel part of something larger than 
themselves. They can find all that and more at to-
day’s progressive independents, who can offer a 
track record of community involvement and sup-
port of worthy causes that’s second to none.

Millennials also want the opportunity to make a 
difference where they work and contribute in a 
collaborative, team-oriented environment. Again, 
they can find plenty of ways to do just that in the 
kind of open-door, non-bureaucratic culture that 
drives most independents. 

And the kind of tech savviness millennials are not-
ed for should prove particularly valuable for the 
boomers running most of today’s independents 
dealerships. 

Hats off to our writer, Michael Chazin, for coming 
up with a group of independents for the story who 
are doing an outstanding job of managing mul-
tiple generations, internally and externally, and 
bringing new strength and profits to their dealer-
ships along the way.

Hopefully, you’ve got some success stories of 
your own when it comes to working with millen-
nials. If not, it would probably be well worthwhile 
spending more time than usual on this month’s 
cover story to see if there are any ideas you can 
adapt to make your own business more appealing 
to millennials. They’re not going away and neither 
should you.

Simon De Groot
simon@idealercentral.com

EDITORIAL
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ECi and the ECi Red Box are trademarks or registered trademarks of ECi Software Solutions, Inc.  All rights reserved.

info@ecisolutions.com ecisolutions.com800-588-5128

Get a 
jump!

JumpTrackTM Proof-of-Delivery system helps 
dealers plan, capture and track deliveries

•  Access JumpTrack to download delivery information or upload 
signature capture and details via iOS or device for AndroidTM

• All information is accessed from and stored in the cloud

•  Signature and delivery detail capture is immediately available online

•  Deliveries, returns and drivers are all easily tracked, increasing 
accuracy and accountability

•  Drivers can be tracked using GPS and, for an additional fee, a route 
optimization feature can be included

on deliveries, invoicing and customer service

NEW FEATURES!
Route Reversal features available and

On-Demand Departure Time Optimization

mailto:info@ecisolutions.com
http:www.ecisolutions.com
http://www2.ecisolutions.com/JumpTrackAd


Winner’s Circle continued from page 2

The dealership celebrated its milestone anniversary at a special 
open house/product expo. Unfortunately, though, the event was 
marred by a torrential downpour and only 150 customers braved 
the conditions to attend.

“We wanted to raise awareness in the community,” said Teri, “and 
let people know that after 150 years we are still open. Through 
groups such as AOPD and DCPG, we have been able to remain 
competitive with our pricing.” 

MS Dealer Workplace Solutions-Barefield 
Acquires A.D. Wynne Company in New 
Orleans
In Jackson, Mississippi, Paul Maczka and his team at Workplace 
Solutions-Barefield are getting ready to let the good times roll 
and then some, following their acquisition of the A.D. Wynne 
Company, a New Orleans office furniture dealership that had 
been continuously owned and operated by the Wynne family for 
over 60 years.

The deal represents a significant expansion opportunity for 
Workplace Solutions, reports Paul, with headcount at the com-
pany rising from the current 48 to 63 and the potential for a 50% 
gain in revenues.

“We are very pleased to join together with the Wynne family and 
continue to build on their rich history of service to our indus-
try,” commented Paul. “This acquisition will allow our company 
to continue to grow our footprint into the New Orleans market, 
as well as southeastern Louisiana and the Mississippi gulf coast 
area.”

A major new acquisition is not the only reason the Workplace 
Solutions team has to celebrate these days. As we reported in 
last month’s issue, this year also marks the company’s 70th an-
niversary. 

With big growth moves like the Wynne acquisition and plans in 
place to open a brand new state of the art office/showroom by 
the end of the year, it looks like Paul and the rest of the Work-
place Solutions organization will have plenty more opportunities 
to keep icing up the champagne going forward.

Your source for________________
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Repositionable. Durable. Incomparable.

2-sided writable tab with 
see-through writable body

Smudge-free with 
most pens, pencils & markers

Ultra Tabs shown in actual size

Available in a variety of 
sizes & colors

©2015 Avery Products Corporation. All rights reserved. Avery and all other Avery 
brands, product names and codes are trademarks of Avery Products Corporation.

http://www.avery.com/avery/en_us/Products/Dividers/Avery-Ultra-Tabs.htm


AL Independent Kyle Office Solutions 
Acquires Local Printer
Kyle Office Solutions, Tuscaloosa, Alabama, expanded its print-
ing capabilities through the purchase of a local Kwik Kopy fran-
chise this past June. 

“The owners were ready to retire and approached us to see if 
we had any interest in their property,” said Chris Kyle, president. 
“We bought their account list and artwork and hired their main 
employee, Lisa Kidder, who is a graphic designer,” he said.

The dealership has offered printing for many years but all of that 
work was sourced out. Following this latest acquisition, Kyle Of-
fice Solutions leased a Xerox digital printer and set up shop in-
side in its existing facility to offer short-run black-and-white and 
four-color printing.

The printing division produces promotional and marketing piec-
es for local business, including brochures and saddle-stitched 
booklets. “We have even produced advertising pieces for the lo-
cal election,” said Chris. Runs as short as 500 pieces are readily 
accepted and can be turned around quickly. 

MN Dealer Bertelson One Source Hits the 
Acquisition Trail
In Minneapolis, Steve Unruh and his team at Bertelson One 
Source are gearing up for some nice new expansion opportuni-
ties, following their acquisition last month of West Fargo, North 
Dakota-based Business Essentials.

Fargo is just under 205 miles from Bertelson’s headquarters but 
Steve says it’s a market he had been looking to get into for a 
number of years.

The addition of Business Essentials not only meets that goal but 
also promises a whole lot more, he says.

“The deal is really more of a merger than an acquisition,” Steve 
contends. “Bertelson brings efficiencies and economies of scale, 
while Business Essentials comes with some significant experi-
ence and expertise in office furniture and printing that we’re look-
ing forward to leveraging.”

Business Essentials’ John and Sheila Richardson will be staying 
with the Fargo organization, with John running the office furniture 
side of things and Sheila serving as office manager.

WA Dealer Chuckals Office Products Hosts 
Charity Golf Tournament, Acquires Lamb’s 
Office Supply
In Lakewood, Washington, just down the road from Tacoma, they 
were once again swinging away in support of a worthy cause last 
month, as Al Lynden and his team at Chuckals Office Products 
hosted their ninth annual charity golf tournament to help raise 
funds for the American Lake Veterans Hospital golf course.

This year, Chuckals raised over $10,000 to support operations at 
the course, which helps provide disabled veterans with rehabili-
tation opportunities.

Chuckals Office Products president Al Lynden (left) and the rest of his foursome at the 

dealership’s recent charity golf tournament.

Over 70 golfers participated this year, including 40 veterans, re-
ports Chuckals VP Jon Rossman, and, he says, the Chuckals 
team has already started planning for next year.

In addition to doing good deeds, Chuckals is also doing pret-
ty well on the business front. Sales so far this year have been 
strong, says Jon, with the prospect of more good things to come, 
following Chuckals’ acquisition of fellow independent Lamb’s Of-
fice Supply in nearby Silverdale.

The deal, says Jon, is Chuckals’ second acquisition in recent 
years and not only opens up a whole new clientele for Chuckals 
but also gives the Lamb’s team the opportunity to add a lot more 
in the way of furniture and toner sales to their existing business.

Winner’s Circle continued from page 4
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Professional Performance

Xerox® Bold™ Professional Quality Paper is great 
for important documents. 
Thicker, whiter, brighter and smoother paper results in vivid colors and 
images. Perfect for presentations, reports, proposals and graphics.  
Performance Guaranteed.

For more information, contact Domtar’s Enterprise Group at 1.800.458.4640.  
 

Visit us at www.egpaper.com.

Domtar’s Enterprise Group is dedicated to being a resource and providing value 
to our dealers through our products, selection and service. We have experi-
enced local account managers, technical support, exceptional inside sales 
service, and a wealth of product knowledge.  

Explore our other product offerings:

http://www.egpaper.com


Local school kids and their parents were lined up two hours ahead of the store 

opening for Carrollton Office Supply’s backpack giveway.

KY Dealer Carrollton Office Supply Helps 
Local Kids in Need with Free Backpacks 
Working with her primary wholesaler, Essendant, Charlotte Wal-
lace, owner of Carrollton Office Supply in Carrollton, Kentucky, 
recently offered free backpacks to families in her local communi-
ty. Backpacks were filled with school supplies including pencils, 
notebooks, glue sticks, pencil boxes, crayons and more.

The Essendant Charitable Foundation offers backpacks to deal-
ers at a reduced cost that is fully tax deductible. Giving is tied to 
schools that offer free lunches to students, which is used as an 
indicator of need. 

“We had 150 backpacks and we really could have done more,” 
said Charlotte. “People were lined up on our street two hours 
before we opened.” 

“The event was a huge success,” continued Charlotte, “and it re-
ally opened the eyes of people in our community who had never 
shopped with us before. “Weeks later we were still getting calls 
asking if we had any more backpacks left.”

Winner’s Circle continued from page 6
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Our New Earth’s Choice 
Biobased binders are here 

to spot you when you 
get organized at an earth 

conscious level.

We are proud to announce 
we are a USDA Certified 

Biobased Product!

 FLEX YOUR

 GREEN
MUSCLES

SAM 169XX & 189XX SERIES

http://www.samsill.com


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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The popularity of that event helped make Carrollton’s latest 
school offering, School List Assist, a big success. “If parents 
didn’t have time to shop for school supplies they could just call 
us with their child’s grade level, and we had the supplies ready 
for them to pick up the next day,” said Charlotte. 

AL Dealer Mac Papers Acquires Higdon 
Paper & Packaging
Birmingham, Alabama-based Mac Papers recently completed the 
acquisition of Higdon Paper & Packaging, a Birmingham-based 
paper and print, packaging, facility supplies and office products 
distribution business. 

“This acquisition of Higdon is a strategic move for us in Ala-
bama,” explained Sutton McGehee, president of Mac Papers, 
“and it reaffirms our commitment to the markets we serve.” 

The deal adds three Higdon account managers, one inside sales 
representative and one driver/warehouseman to the Mac Papers 
Birmingham branch staff. Charlie Higdon, former owner, will as-
sume the position of packaging sales manager. Higdon’s Ala-
bama facility is no longer in service. 

Choice Office Products in Michigan 
Acquires OP Div. of Brady’s Business 
Systems
In Saginaw, Michigan, Tom Galonska and his team at Choice 
Office Products saw their footprint in the state grow following 
the acquisition last month of the office supply division of Brady’s 
Business Systems in nearby Grand Blanc. 

Says Tom, “We are excited about the opportunity to partner with 
an organization that believes, as we do, in the power of local 
buying.” 

Tom says that Choice looks forward to considerable synergies 
with both companies on the same operating and delivery sys-
tem, so the customer experience will not change. “We’re fortu-
nate to have the same great sales staff join our team that has 
served Brady’s customers for years.”

Brady’s will continue to service printing services and technology 
needs, predominately in Mid-Michigan markets.

Dealer-On-Demand

THE OFFICE WOULD HAVE 
BEEN CLOSED FOR THE
FIRST TIME IN 70 YEARS.

A 25 year employee at our dealership who was 
universally liked and highly respected died 
suddenly. “There was absolutely no way I would 
have asked anyone to miss the funeral,” says 
Chip Jones, “even though it would mean closing 
for the �rst time in our 70- year history.” 
Dealer-On-Demand from GOPD made it possible 
for Minton-Jones sta� to attend the funeral 
while back at the o�ce it was business as usual.

Reliablity for today, and Flexibility for tomorrow.

  
To learn more about 
Dealer-On-Demand 
contact Andy Ballard at 
andyb@gopd.com
or call 888.665.9593 ext 107.
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Visit us at NeoCon, 7th floor, space 6080

Visit us at NeoCon, 7th floor, space 6080

http://www.eurotechseating.com


NYC’s Premier Supplies Named Official 
Supplier for the New York Jets 
The NFL 2016 season kicks off this month, and what better way 
to get into the football spirit than to congratulate Premier Sup-
plies, New York City, for being named “Official Office Supplier” 
for the New York Jets.

Premier Supplies will be licensed to utilize the New York Jets 
marks and logos within a 75-mile radius of MetLife Stadium. 

“We are pleased to align ourselves with another premium brand 
who leads with ‘New York Hustle,’ said Sheldon Lehman and 
Mitch Wergiles, Premier Supplies’ founders. “We’re thrilled that 
such a great institution recognizes our dedication to service ex-
cellence.”

Premier Supplies’ brand will be integrated into various levels of 
the fan experience prior to the start of each home game. Ad-
ditionally, the company will have advertising within all stadium 
spaces, including luxury suites and clubs, concourses and con-
cessions. 

Tonya Horn Takes Full Control at IL 
Independent Rogards
Tonya Horn, president of Rogards, Champaign, Illinois, has 
bought out her two business partners, Chad and Catherine Hoff-
man, and is now the sole owner of the 110-year-old company.

The change came after a successful five-year period, during 
which the three business partners, who acquired the business 
from Tonya’s father in 2011, have contributed to the steady 
growth of the business

“Rogards is on solid footing,” said Tonya, “thanks in large part to 
the contributions that Chad and Catherine made over the past 
five years. I am proud of the way our entire team has worked 
together to position Rogards well now and into the future.” 

Rogards is a certified woman-owned business. The vast major-
ity of its sales are B-to-B, but it also operates a retail storefront 
and furniture showroom in downtown Champaign. Rogards was 
named “Small Business of the Year” by the Champaign County 
Chamber of Commerce in 2015.

Satellite Furniture Showroom  
Sparks Sales Resurgence for  
MS Dealer Standard Office Supply

How do you drive furniture sales when demand is slow? If you’re 
Mike Herrin, president of Standard Office Supply and Printing in 
Hattiesburg, Mississippi, the answer is pretty simple: You open 
a remote showroom in a high-traffic area to generate additional 
interest.

Standard has been an Office Furniture USA franchisee since 
1992 but in recent years, Mike and his team had been looking for 
a little extra muscle to drive sales.

“Our main showroom is in downtown Hattiesburg and gets very 
little traffic these days,” he explained. The solution: a 1,600 
square foot satellite showroom in a strip center in a high-traffic 
area part of town. “This is more of a promotional effort that will 
support our existing showroom downtown,” says Mike.

The showroom features filing, casegoods, seating and accesso-
ries from Mayline, DMI, Euro-Tech, 9 to 5 and others. “We have 
promoted the new showroom on social media, and we are defi-
nitely getting traffic,” added Mike.

Winner’s Circle continued from page 10
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Durable Dividers for
Long-Lasting Use

Avery® Big Tab™
Insertable Plastic Dividers

Larger tabs for 1.5x
more printing space

Avery® Style Edge™

Insertable Plastic Dividers
Stylish tab design keeps
inserts from falling out

Avery® Write & Erase
Durable Plastic Dividers

Write, erase and reuse with
a ballpoint pen or pencil

©2015 Avery Products Corporation. All rights reserved. Avery and all other Avery brands, 
product names and codes are trademarks of Avery Products Corporation.

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

Avery Plastic Dividers are strong enough to take the wear and tear 
of everyday use. They come in a variety of styles, colors and tab 
counts, and some even have pockets. Plus, Avery Dividers come 
with our Hassle-free Product Replacement Guarantee.

http://www.avery.com/avery/en_us/Products/Dividers/?Ns=Rank|0||Product%20Number|1&cmp_id=vanitydividers-dividerslp


With the market for of-
fice supplies and tech 
supplies under siege 
from online sources, 
any reseller wanting 
to thrive and not just 
survive has to look for 
differentiated offerings 
to separate itself from 
the online pack.

Monster Technology, 
Lawndale, California, 
is relatively new to 
the business but its 
principals have years 
of experience selling 
after-market consum-
ables. Collin and Kelly 
Mitchell are co-own-
ers of this fast-grow-
ing IT reseller. Mon-
ster opened its doors 
in late 2012 and has 
established itself as a 
nationwide provider of 
technology products 

and solutions, including after-market con-
sumables, hardware and office supplies.

Ever vigilant, Collin recently recognized 
that hardware and consumables on their 
own would not be enough to keep the 
company on its aggressive growth track. 
“People are printing less and have lots of 
different avenues for their traditional office 
supplies,” says Collin. In addition, he con-
tends, today’s online marketplace means 
the relationships that once were so im-
portant don’t count nearly as much as they 
used to.

“To continue to grow at the rate we were, 
we needed to diversify,” says Collin. To 
further drive growth Monster added new 
sales reps and opened a sales office in 
Reno, Nevada this past July. 

Monster has also rapidly expanded its of-
fering of services starting with managed 

print at the beginning of this year. The 
company manages the offering in house 
using licensed software from Print Audit. 
It contracts for service outside its immedi-
ate area. It addition, it has started to offer 
managed IT, document automation, cloud 
storage and disaster recovery. “Services 
are a new push for us this year and we 
have achieved great traction,” says Collin. 

After-market consumables is the largest 
category for Monster and the reseller has 
focused efforts on niche markets where 
these item are still strong sellers. 

“We are heavily in the K through 12 and 
government markets and those buyers 
still have a need for a value-added reseller 
like us because they can’t just go online to 
purchase products,” explains Collin. “For 
our federal government business we work 
through Independent Stationers.”

Changes are afoot in the business supply 
industry as sales move away from over the 
phone contacts and face-to-face meet-
ings. What counts even more today is a 
company’s online reputation. “Prospects 
have already made a lot of decisions based 
on your online presence,” says Collin. 

Consumers today are savvy and readily do 
their research before doing business with 
you. “They check the different social chan-
nels to learn who you are, what you do and 
determine your credibility,” says Collin. 
“We use different marketing automation 
tools and can see people checking us out 
and what pages they visit online before 
and after a sales call,” he adds.

Monster works to put out a continuing 
stream of educational content through its 
newsletters, blogs and other digital media. 
“When people are looking for answers we 
want them to find us,” says Collin. “We pro-
vide them with the answers they are look-
ing for and show them we are more than 
just a dealer with a product and a price. We 
want them to know we are credible.”
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Secrets of Success: 
Monster Technology, Lawndale, California

n  Monster Technology 
Lawndale, California 

n  Sales: $5 million

n  Key management team:  
Kelly Mitchell and  
Collin Mitchell, co-owners;  
John Higgins, sales director

n  Products/Services: office products,  
after-market consumables, hardware, 
managed services

n  Founded: 2012

n  Employees: 19

n  Key business partners: Nectron 
International, Liberty Laser Solutions, 
Toshiba, Konica-Minolta, Print Fleet, 
Independent Stationers

n  Online sales: 5%

n  www.monstertechnology.net

http://www.monstertechnology.net


Elevate™ Standing Desk Mobis® II Seat by Focal Upright™ Zenergy™ Swivel Ball Chair Twixt® Active Seating

TM

SAFCO ACTIVE™: LET’S MEET 
THE STARTING LINE-UP

Our newest Safco Active™ team 
members are getting ready to 
help you lean, perch, actively 
sit and stand throughout your 
workday. Built to incorporate small 
movements into the workday, and 
help engage the body and mind, 
these products are taking their 
skills to a workspace near you. With 
a variety of styles and colors to 
choose from, Safco Active has your 
game-winning combination ready 
to play, or rather, work.

http://www.safcoproducts.com/active#facet:&productBeginIndex:0&orderBy:&pageView:grid&minPrice:&maxPrice:&pageSize:&


Office Depot CEO Roland Smith to Retire
The final episode in the seemingly endless Staples-Office Depot 
saga may actually have played out last month with the news that 
Office Depot chief executive Roland Smith is joining his counter-
part at Staples, Ron Sargent, in retirement.

Smith, who was appointed to the top job at the Florida-based big 
box in November 2013 and who will continue in his current po-
sition until a replacement is found, told analysts in a conference 
call his retirement plans include climbing Mount Everest.

The announcement comes as both big boxes continue to strug-
gle in the marketplace.

Office Depot has now posted seven quarters of declining sales 

and said it will be closing another 300 stores over the next three 
years in addition to the 400 it has already shuttered.

Staples, meanwhile, posted a $700 million loss in its most recent 
quarter and saw its North American stores and online sales fall 
5.7%, with North American commercial sales down 0.2%.

AOPD Adds COS Business Products & Interiors
The American Office Products Distributors dealer national and re-
gional accounts network (AOPD) last month announced the addi-
tion of COS Business Products & Interiors as the group’s newest 
dealer member.  

If you’re a member of Independent Stationers or TriMega and 
haven’t yet signed up for the two groups’ joint EPIC 2016 event, 
now’s the time to do so. October 10 is the advance registration 
deadline and the clock is running!

Scheduled for November 1-3 in Nashville, EPIC will bring togeth-
er members of the industry’s two largest dealer groups for three 
days of dealer education and networking, along with a trade-
show featuring the latest and greatest from the groups’ vendor 
partners.

The event will be co-located with ECi Software Solutions’ Con-
nect 2016 user conference and EPIC attendees will also enjoy 
free registration for the 2016 ISSA/INTERCLEAN show in Chica-
go, October 25-28, the country’s largest janitorial and sanitation 
industry gathering.

In addition to the EPIC-ECi Connect co-location, other new fea-
tures at this year’s show include:

•  EPIC Get-Togethers, a new appointment setting feature
that will provide dealer attendees, for the first time, with
the ability to schedule one-on-one sessions with EPIC ex-
hibitors during the tradeshow to allow for more construc-
tive conversations and more productive booth visits.

•  Education Forums for Dealers, by Dealers, a series of
panel discussions, Best of the Best sessions and round-
table discussions where the focus will be on dealer-to-
dealer sharing, idea generation and best practices.

Also on tap: a tradeshow featuring plenty of new products and 
show specials, the return of the EPIC all-day Sales Boot Camp 
featuring sales and marketing expert David Fellman and a net-
working and entertainment program that takes full advantage of 
the event’s Music City USA location.

To learn more and to register, visit the EPIC website at www.
wherebighappens.com.
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If you have news to share - email it to  
Simon@IDealerCentral.com

Advance Registration Deadline Nears for EPIC 2016 Event

mailto:Simon@IDealerCentral.com
http://www.wherebighappens.com
http://www.wherebighappens.com


■ EGT’s: All-New EPIC Get Togethers 
give you the ability to schedule 
one-on-one appointments with EPIC 
Exhibitors during the tradeshow for 
more constructive conversations. 

■ Education Forums forDealers 
byDealers:  Peer-to-peer idea 
sharing, idea generation and best 
practice sharing. Newly enhanced 
discussion topics!

■ Participation Bonus: Up to $500 
Bonus! The earlier you register, the 
more you get!

■ Stay for Free: As always, get up to 
3 hotel nights absolutely FREE!

Check out just a few of the reasons to be Where BIG Happens! wherebighappens.com

■ Network: With evening events, interactive 
roundtable discussions and new “Networking 
Gardens", you’ll have exceptional networking 
opportunities to connect and build relationships 
with dealers, suppliers and industry leaders!

■ Back by Popular Demand - EPIC 
Sales Boot Camp: Power-packed 
full day session designed to 
provide cutting edge training to 
your sales team! 

■ Discover New Ideas and BIG Show Savings: 
Explore a jam-packed tradeshow floor full of new 
opportunities and huge show specials!

■ Co-Located with ECi Connect 
2016: Two shows in one! 
PLUS get $100 off your ECi 
registration!

November 1–3, 2016   •   Nashville, Tennessee

https://www.cvent.com/events/epic-2016/registration-d611145ad3774765bd5fd657479a54a6.aspx
http://www.wherebighappens.com


Founded in 1941, COS is a third-gener-
ation family-owned business headquar-
tered in Chattanooga, with a sales office 
in Dalton, Georgia.

“AOPD is pleased to welcome COS Busi-
ness Products & Interiors as its newest 
dealer member,” said AOPD executive di-
rector Mark Leazer. “Their position in the 
market will strengthen AOPD’s coverage 
in Tennessee, Northern Georgia, and the 
Southeast, especially with their partici-
pation in AOPD’s new NIDP Chamber of 
Commerce program.”

Added COS president Skip Ireland, “All 
of us at COS are excited to be part of the 
AOPD team. We know we now have the 
tools and processes that will allow us to 
compete for and win new contract busi-
ness on both a regional and national basis.”

Independent Stationers 
Announces New Candy, 
Snack and Beverage Supplier
The Independent Stationers dealer coop 
last month announced the addition of Vis-
tar to its list of approved vendors. 

Vistar, a division of Performance Food 
Group, is a distributor of candy, snacks, 
and beverages to the office supply, vend-
ing and office coffee service segments, 
as well as big box retailers, hospitality, 
corrections and the theatre/concessions 
industries.  

Vistar distributes approximately 20,000 
different SKUs of candy, snacks, bever-
ages, and other items to approximately 
60,000 customer locations from their net-
work of 20 Vistar operating companies, 
including their 10 Merchant’s Marts (cash 
and carry) locations. 

IS said the addition of Vistar continues to 
broaden the product offerings of its mem-
bers to include candy, snack foods, en-
ergy and sports drinks, coffee and condi-
ments and thousands of other breakroom 
products.  

IS merchandising director, Mike Foster 
said, “The opportunity for our members to 
add value to their existing customers as 
well as attract new business, offering a full 
range of breakroom and food products is 
an exciting proposition and further helps 
our members become a total source to 
their customers”.

TriMega’s Greg Fish to Retire 

Greg Fish

The TriMega dealer group has announced 
that Greg Fish, currently its executive vice 
president of purchasing, will be retiring 
after 21 years with the organization, effec-
tive December 31.

Greg’s career with the organization began 
in 1995 when he joined the original TriMe-
ga Independent Dealers, Inc as director of 
purchasing. 

Since that time, he has been instrumental 
in many successful independent dealer 
initiatives, including the founding of BPGI 
in 1996, the merger of TriMega with the 
National Purchasing Association (NPA) 
in 2002, the development of the Dealer 
Supplier Collaborative (DSC) in 2005, the 
formation of the Strategic Alliance be-
tween TriMega and SP Richards in 2010, 
the combination of TriMega and INTEC in 
2012 and the creation of the joint venture 
with Independent Stationers to launch 

EPIC Business Essentials in 2015.

“Greg’s contributions to the organiza-
tion and impact on the industry are in-
disputable,” commented Mike Maggio, 
TriMega’s president. “Over the past two 
decades plus, he has exemplified pro-
fessionalism, passion for the indepen-
dent dealer channel and integrity. It is no 
surprise that these same characteristics 
epitomize TriMega itself, the organization 
Greg played such an integral role in build-
ing. We will certainly miss Greg, but wish 
him and his family the best for a happy 
and healthy next chapter,” Maggio stated.

Tom Hoffmann

Taking over Greg’s responsibilities when 
he retires will be Tom Hoffmann, TriMe-
ga’s director of purchasing. Tom has been 
steadily taking on progressively greater 
responsibilities in all purchasing and mer-
chandising functions at TriMega, and Tom 
and Greg have been working closely to-
gether to ensure a smooth transition and 
will continue to do so until the end of the 
year, TriMega said.

The group invites any industry partners 
who would like to be part of a send-off 
for Greg, to join them for EPIC 2016 this 
November.
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Essendant Announces 
Organizational Changes, New 
Senior Appointments
Wholesaler Essendant last month an-
nounced a number of organizational 
changes it said were designed to adapt to 
the changing marketplace and improve fo-
cus on key customer channels. The chang-
es aimed to flatten Essendant’s overall 
structure and better align accountabilities 
across the organization to improve execu-
tion, the company said.

Going forward, the business will be or-
ganized around Essendant’s two primary 
customer channels: Business & Facility 
Essentials and Industrial Essentials. 

Harry Dochelli, who joined Essendant four 
years ago and most recently led its Sales 
and Care teams, will serve as president of 
the Business & Facility Essentials unit.

Ric Phillips, currently president of Essen-

dant’s ORS Nasco divison, will serve as 
group president of Industrial Essentials, 
a new role. Phillips will continue as presi-
dent of ORS Nasco and add oversight of 
the company’s MEDCO Automotive and 
CPO units. Both Dochelli and Phillips will 
report to Bob Aiken, Essendant’s CEO.

Essendant also announced that CCO Tim 
Connolly has left the company and that it 
will not seek a replacement in the COO 
role.

Speaking about the changes, Aiken said, 
“Harry and Ric have demonstrated ex-
ceptional leadership abilities, and I am 
confident that their experience and guid-
ance will be instrumental in driving Es-
sendant’s future success. These changes 
will bring us closer to our customers and 
better align our business to our primary 
customer channels. Importantly, our new 
structure will better position us to drive 
future growth, improve execution and de-
liver shareholder value.” 

Essendant also announced that Keith 
Dougherty, previously senior vice pres-
ident of category management, pricing 
and national sales for US Foods, will join 
the company as senior vice president of 
merchandising, inventory and pricing.

Carolina Wholesale Group 
Acquires Digitek Computer 
Products
Charlotte, North Carolina-based Caroli-
na Wholesale Group (CWG) last month 
announced that it has joined forces with 
Digitek Computer Products in a deal that 
brings together under one roof the Digitek, 
Arlington Industries and Carolina Whole-
sale brands and creates an organization 
that can now offer an additional 5,000 
items across 11 distribution centers. 

longest-lasting
the world’s
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The CWG and Digitek merger strengthens 
relationships with key vendors, dealers, 
and other trade partners, helping to accel-
erate the delivery of the expanded prod-
uct portfolio to the combined customer 
base, the company said. Additionally, 
CWG customers will now have access to 
Digitek’s PartnerPro online sales training 
modules and dealer branded marketing 
tools, it added.

“Digitek has a proven track record as an 
industry leader in providing products, 
tools, and services needed for dealers 
and resellers to compete in today’s mar-
ket,” said Larry Huneycutt, president of 
Carolina Wholesale Group. 

“Additionally, we believe the combination 
of Digitek’s talented team and resources 
coupled with CWG’s current strengths will 
only lead to a successful future for all. The 
addition of a new CWG distribution center 
in Texas will further enhance our abilities 
to reach customers more effectively.”

Supplies Network Adds 
Gruener to Business 
Development Team
IT consumables, imaging equipment and 
data storage products distributor Sup-
plies Network has announced the addition 
of Ted Gruener to its team as director of 
business development. 

Supplies Network said Gruener’s prima-
ry role includes providing direction and 
oversight to an expanded business devel-
opment team tasked with delivering chan-
nel-specific solutions and greater value 
within the print category to reseller partners. 

An industry veteran who began his office 
products career at the family business in St. 
Louis in 1987, Gruener previously held se-
nior sales and marketing positions with US 
Office Products, Corporate Express, Office-
Max and Office Essentials in St. Louis.

“We are thrilled to have Ted join our team,” 

said David Concors, VP of sales. “Ted 
brings a wealth of industry experience 
and an impressive track record of culti-
vating long-term strategic relationships. 
We look forward to his contributions, 
providing positive impact to our business 
development team and ultimately driving 
greater value into our reseller community.”

ECi Integrates Private Supply 
Network with Identity Group
Dealer technology provider ECi Software 
Solutions announced last month the in-
tegration of its Private Supply Network 
(PSN) with Identity Group, manufacturers 
of stamps, inks and signs under the U.S. 
Stamp & Sign brand.

ECI said the integration will provide a 
way for independent dealers who use ECi 
DDMS software to generate additional-
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revenue by encouraging the end-user to 
shop, design and place orders through 
the dealer for customized office products 
from Identity Group. 

These products include stamps, daters, 
embossers, engraved desk and office 
signs, name badges, banners, posters, 
lighted signs, business cards and statio-
nery, mailing envelopes, memo pads and 
notecards. 

“The independent dealer is still the best re-
source for small and mid-market American 
businesses, and ordering custom prod-
ucts for their customers used to be a chal-
lenge,” said Brad Wolf, president and CEO, 
Identity Group. “With this DDMS integra-
tion, dealers can now offer their customers 
a simple, user-friendly way to order a wide 
breadth of custom products and with fast-
er turn times than ever before.”

Safco Announces Mayline 
Acquisition Plans
Safco Products Company last month an-
nounced it plans to acquire the business 
assets of Wisconsin-based Mayline Com-
pany. Mayline is a portfolio company of 
Baird Capital. Minneapolis-based Safco is 
part of the Liberty Diversified International 
(LDI) family of companies. 

Safco said the acquisition is expected 
to close this month and both companies 
have begun integrating the business-
es and communicating with customers 
about their plans. 

Mayline is headquartered and manufac-
tures the majority of its products in She-
boygan, Wisconsin, with a distribution 
center in North Little Rock, Arkansas. The 
company employs approximately 220 
people. 

“The addition of Mayline products to 
the Safco portfolio further strengthens 
our reach and capabilities for customers 
across the country,” said Paul Griffiths, 
Safco general manager. “We are build-

ing a powerful set of commercial furni-
ture and office product solutions for our 
customers.” 

Griffiths said that both the Safco and 
Mayline brands and product lines will be 
maintained.

Mayline president and CEO Allan Klot-
sche said, “Joining forces with Safco 
provides Mayline a great opportunity to 
offer a broader solution set to our existing 
customer base and further leverage our 
manufacturing competencies. The fact 
that two mid-market furniture companies 
share such similar values and passion 
around our customers will simplify the in-
tegration process, and we expect that our 
customers will continue to receive that 
same level of excellence in both product 
and service.” 

Safco’s Griffiths said the two companies 
are in the process of identifying oppor-
tunities for optimizing combinations of 
products and services to dealer-partners, 
with the ultimate goal of serving end user 
customers. 

“This combined team is focused on con-
tinued innovation to provide a more effi-
cient workplace,” Griffiths said.

Private Equity Firm  
Acquires KFI Seating
Weller Equity Partners, a private equity 
firm based in Louisville, Kentucky, last 
month announced that it has acquired 
business and institutional furniture maker 
KFI Seating, also in Louisville.

“We have been looking for an experi-
enced partner to help us replace a retir-
ing co-owner and key executive, while 
keeping our sights fixed on the continued 
growth and development of our busi-
ness,” said Chris Smith, president of KFI. 

“We feel very comfortable with our new 
partnership with the Weller team, espe-
cially considering we are both based in 
Kentucky,” added KFI chief operating Of-

ficer Scott Williamson.

According to Ken Berryman, managing 
partner of Weller, “The KFI transaction is 
a classic fit for Weller as we look to part-
ner with existing management teams to 
provide liquidity for shareholders, capital 
for growth and organizational develop-
ment to help businesses achieve their full 
potential.”

OFM President Earns ‘40 
Under 40’ Honors 

Congratulations are in order for Blake 
Zalcberg, president of office and school 
furniture manufacturer OFM, who was 
recently named to the Woodworking Net-
work’s list of “40 Under 40” young wood 
industry professionals.

Blake is only 33 years old but already he’s 
a seasoned industry veteran. He started 
working at OFM, the company his father 
and mother, Abel and Barbara Zalcberg, 
founded in 1995, while still at high school 
and after joining the company full-time, 
he worked in just about every department 
before becoming CEO in 2012. 

Since taking the helm at OFM, sales have 
grown by over 60% and the company 
has added several new distribution points 
across the country in addition to its Holly 
Spring, North Carolina headquarters.
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Now, he says, OFM is poised to move to the next level, following 
its acquisition earlier this year by HNI. 

“The acquisition by HNI represents a tremendous opportunity for 
us as an organization,” he says. “It’s not only providing us with 
outstanding resources to help us make the most of opportunities 
currently available to us in the market for additional growth but 
it’s also bringing a new, growth-oriented mindset to our entire 
organization.”

And as for the 40 Under 40 Listing? “It is an honor to be included 
among so many industry-leading professionals but at OFM, no 
one person does it alone,” says Blake. “It is truly a team effort 
and any recognition I might get personally is due to the efforts of 
the entire OFM family.”

HON Introduces New Concinnity Desk Line 
and Grove Seating Line

The HON Company last month announced the introduction of 
two new products, a desk line and a new soft seating collection.

The desk line, Concinnity, offers a coordinated suite of laminate 
desk and storage components intended to let designers create a 
custom look without the need for custom products. 

The line features an extensive assortment of storage products—
from bookcases, organizing tools and file cabinets to wardrobes, 
towers and credenzas, a variety of base and leg styles and a 
wide array of aesthetic options, including edge profiles, handles, 

laminate colors and frosted glass. To learn more, visit hon.com/
concinnity. 

The new soft seating line, Grove, was designed by Brian Kane, 
who also designed HON’s Flock line of seating.

Grove is available in 1-seat, 2-seat, 2-seat with table and 3-seat, 
all with the choice of two arm styles or without arms, as well as 
two polymer leg options or eight hard wood finish options. 

Design options include plush seats and backs, tapered legs 
and hundreds of fabric choices, HON said. To learn more, visit  
www.hon.com/grove. 

Kantek Launches New Line 
of Sit to Stand Systems

Ergonomic products and computer accessories manufacturer 
Kantek has introduced a new line of Sit to Stand systems de-
signed to help today’s information workers create a healthier and 
more productive office environment.

The line consists of four different Sit to Stand systems offering 
a broad range of features that includes built-in pneumatic lift 
mechanisms, single or double monitor options, unobtrusive ca-
ble management and more. Kantek says the line is priced signifi-
cantly below many comparable products currently available from 
other suppliers.

“There’s a considerable body of research today that indicates 
too much sitting increases the risk of heart failure and shortens 
life expectancy,” says Kantek president and CEO Herman Kap-
pel. “The new line of Kantek Sit to Stand systems makes it pos-
sible for office workers to create a healthier environment without 
having to go out and buy all new office furnishings. Our systems 
provide a solution to improve today’s sedentary office lifestyles 
that is both effective and economical.”

For more information visit www.kantek.com.
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New Mechanical Pencil Line 
from Zebra Pen

Zebra Pen Corp. has introduced a new 
line of mechanical pencils under the Del-
Guard brand. The company claims the 
lead in the new pencil is virtually unbreak-
able, due to the use of a patented double 
spring mechanism.

Visit www.zebrapen.com/product- 
category/brand/delguard/ for more infor-
mation.

June Schmidt Named VP, 
Field Sales Northeast and 
South Regions at Highlands
The Highlands independent rep organi-
zation has announced that June Schmidt 
has been promoted to vice president of 
field sales for the company’s northeast 
and south regions.

The company said Schmidt has been an 
integral part of Highlands for over three 
and a half years. She first served as busi-
ness development director for the western 
region and then business development di-
rector for the south region.  

Prior to joining Highlands, Schmidt spent 
over 13 years at Henkel of America in sales 
and national account management roles, 
including acting as regional manager for 
Henkel’s home improvement channel.  

“The majority of June’s time at Henkel 
was spent in commercial markets, man-
aging five rep groups in an 11-state sales 
region,” said Highlands president Rick 
Morgan. “She’s been a great asset here 
from the start and we are excited to align 
her experience with our field initiatives 
and develop even stronger partnerships 
with our manufacturers.”

K.Coaching Launches 
IDGrowth Solutions Brand
The K.Coaching, business coaching and 
consulting organization last month an-
nounced the launch of IDGrowth Solu-
tions, a new brand dedicated to the suc-
cess of the independent office products 
dealer.

For more than 13 years, K.Coaching has 
developed and delivered a variety of lead-
ership programs, sales training courses, 
and provided resources to help indepen-
dents gain market share, successfully 
lead and develop their sales teams and 
compete against the “big boxes”.

Under the IDGrowth Solutions brand, K.
Coaching will offer all independents, re-
gardless of their affiliations or alliances, 
unlimited access to the full collection of 
leadership programs, sales training re-
sources and more that the company has 
developed over the past 13 years.

“We’re opening the vault,” said Krista 
Moore, CEO of K.Coaching. “Most of my 
career, I’ve been dedicated to helping in-
dependent dealers get on the fast-track to 

sales success. And now we’re taking ‘the 
best of the best’ of those resources and 
making them all available in one place: 
IDGrowth Solutions.”

Dealers can purchase seats to the 
IDGrowth Sales Vault, the main training 
portal, where they will have around-the-
clock, unlimited access to their person-
alized Learning Dashboard and over 60 
hours of online training. 

In addition, dealers, wholesalers, buy-
ing groups, manufacturers and other 
IDGrowth partners can customize their 
own curriculums and upload coursework 
and resources to be available on select 
dealers’ Learning Dashboards, the com-
pany said.

“We’re excited to launch this new brand”, 
said Moore. “We want everyone to visit 
www.IDGrowth.com today, so they can 
see the wealth of materials available.”

The Professional Sales Associates rep organization 

recently partnered with California Assemblyman David 

Hadley to help sponsor their second annual “Stuff the 

Bus” campaign. The campaign, which is designed to 

help K-12 underprivileged kids in the Los Angeles and 

Torrance school districts for the upcoming school year, 

raised in excess of $19,000 in school supplies.  Left to 

right: PSA’s Bob Enk, Assembly David Hadley and Brian 

Stokes, also of PSA.
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Imagine… an office product that virtually 
every one of your customers needs. Not 
only needs but, in fact, is required to have 
by mandate of the federal government. 
And it’s not a need that is spread out over 
time but rather, one that can provide an 
immediate boost to your sales right now.

The U.S. Department of Labor has deliv-
ered this opportunity to you by making 
changes to the Federal Labor Law Poster 
and requiring that every business in the 
country with one or more employees 
has it… that’s virtually every one of your 
customers!

What changed? 

The Fair Labor Standards Act (FLSA) was 
updated with new information regarding 
the classification of independent contrac-
tors and mandatory breaks for nursing 
mothers. 

In addition there was also a change in 
the Employee Polygraph Protection Act 
(EPPA). And last but certainly not 
least, the cap on fines for not hav-
ing an updated poster was raised 
from $17,000 to $32,000. Your cus-
tomers will certainly want to protect 
their business with a new poster in 
light of this increase!

The Poster Police

Despite the threat of fines, some 
employers are nonchalant about 
getting a new poster. They jokingly 
ask, “What? Are the Poster Police 
going to come and get me?” 

The truth is the poster police are 
on site at their business every day. 
They’re called employees. However 
the employer may be calling them 
independent contractors. And that 
could generate a fine right there—
with the employee/contractor 
possibly being the one to report it. 
It’s not worth the risk. 

So when did this all change? 

At ComplyRight, our legal staff monitored 
these changes for several months, though 
the DOL had indicated the changes would 
not require a new poster. But on July 27, 
the agency unexpectedly announced a 
new poster would be required and the 
effective date was to be August 1. Boom! 

We scrambled and delivered new posters 
within a week of the effective date. And, 
at press time, ComplyRight is the only 
supplier in the wholesaler catalog that 
has made the change. Other brands of 
posters may not be compliant and would 
put your customers—and you—at risk. 
The ComplyRight posters are available to 
all dealers nationwide, exclusively through 
S.P. Richards.

How can I take advantage of this 
opportunity?

ComplyRight has created a set of sales 
tools for the dealer consisting of a flyer 

that can be emailed to all your custom-
ers as a jpeg and a PDF version of the 
same flyer that can be printed for use as 
handouts and inserts in all your package 
deliveries and statements. 

Also available for your customer service 
and sales teams is a sheet of Frequent-
ly Asked Questions that provides more 
detailed information for their reference. For 
your copies email Maria at MDNavarro@
complyright.com. 

Up Sell and Cross Sell

You’ll also want to take advantage of the 
opportunity to “up sell” your customer by 
adding a State Labor Law poster to their 
order. These change often and Comply- 
Right maintains an online reference tool at 
https://laborlawchanges.wordpress.com. 
Simply go to the “Categories” bar and pull 
down the menu to find your state. The cur-
rent status with the most recent changes 
will be detailed there. 

You also have a cross sell oppor-
tunity as the poster may put you in 
touch with a new contact at your 
customer’s location. They might be 
the HR person or a plant manag-
er—someone who doesn’t usually 
order office supplies. With that 
connection you have an opportuni-
ty to offer them a full catalog of HR 
and Employee Management prod-
ucts from ComplyRight products. 

The catalog is free on request  
and can be viewed online at  
http://tinyurl.com/gn6btyl. 

Saddle Up and Sell!

Opportunities like this…a product 
needed by and required for every 
one of your customers…don’t 
come around very often. 

Don’t miss it!

ADVERTORIAL

New Federal Law Guarantees a Boost in Your Sales
ComplyRight offers a promotional flyer to help you get the word out and bring the sales in. 

https://laborlawchanges.wordpress.com
http://tinyurl.com/gn6btyl


A Great Selling
Opportunity...
New Labor Law Poster Became 
E�ective on August 1, 2016...

An updated poster is 
is required for every
business nationwide
That means every one of your 
customers will need to replace 
their current posters

Don’t miss this selling opportunity

Important ordering information
Order ComplyRight brand available only from S.P. Richards 

Other brands of posters may not have the new verbiage
Available in English and Spanish

For English order ERFED • For Spanish order ERFEDS
Add a state poster as an upsell for your customer

Order E50_ _ with your two-letter state code added as shown below:
(ex: Order E50CA for Federal and California State Combo Kit)

Contact ComplyRight for your Selling Kit
• A jpeg of our end-user flyer to email to your customers 

• A PDF of the flyer to print for handouts, mailings or order inserts
• A FAQ sheet of Frequently Asked Questions for Sales Reps and CSRs

Contact Maria at MDNavarro@ComplyRight.com
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The National Office Products Alliance (NOPA) last month an-

nounced the release of its 2016 Compensation & Benefits Sur-

vey. The first survey of its kind since 2007, this NOPA initiative 

collected data on compensation levels and company-wide ben-

efit packages for more than 50 position titles in the United States 

and Canada.

NOPA members are eligible to receive complimentary access to 

the final report, including comparative compensation and bene-

fits information based on all respondents, total gross sales, type 

of dealer, population of market area served, region and more.

In addition, they also have 24/7 access to an online searchable 

results tool that will allow them to drill deeper into the data and 

download custom reports as Excel, Word or PDF documents. 

Those members who participated in the study will also receive 

free access to a customized Company Compensation Report 

(CCR) that compares their own company’s individual reported 

figures with comparable industry-wide numbers.

To assure confidentiality, NOPA retained Industry Insights Inc. of 

Columbus, Ohio to collect and tabulate the survey results. All 

responses were returned directly to Industry Insights and kept in 

strict confidence.

Active NOPA members can receive the final Compensation and 

Benefits Report from NOPA Headquarters by emailing Dawn 

Lipsey with their full name and company name. This report (a 

$900 value) is included at no extra charge as part of NOPA mem-

bership.








• 


• 
• 
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ESSENDANT ONE MILLION MATCH

For every personal donation made to City of Hope, Essendant will match your 
gift dollar for dollar up to $1 million, doubling the impact of your generous 
personal contribution.

All personal donations will support the National Business Products Industry 
Chemical GMP Synthesis Facility at City of Hope which will house the 
development of potential new lifesaving anti-cancer drugs, therapies and 
treatments. To learn more and donate, please visit www.cityofhope.org/gmp.

ESSENDANT DOUBLES YOUR GENEROSITY

To make a donation or for more 
information, please visit 

CityofHope.org/GMP 
or call City of Hope at 

866-905-HOPE.

Joe Templet
2016 Spirit of Life Honoree

Sr. Vice President
Essendant

http://www.cityofhope.org/gmp
http://www.CityofHope.org/GMP


Like most of you, my job is running my small business. I like to 
tell people that owning and running a small business is great be-
cause I get to pick the 80-hours a week I work. Trying to juggle a 
business and outside interests isn’t always easy, but the thing I 
have learned over the years is that part of my business plan has 
to include a legislative-political component. 

Some of you may be shaking your head and saying you don’t 
want anything to do with politics today. It’s filled with mudslinging 
and candidates who really don’t get my needs, so why bother? 
Well, let me tell you why you had better care and get engaged.

I grant you Congress is dysfunctional but that doesn’t mean 
things are at a complete standstill. Just look at all the anti-small 
business rules and regulations that came out between 2015 and 
2016 … some things certainly are getting done! And if I’m not 
involved and out there speaking out for my business, things will 
only get worse. 

Getting involved is easy and can be rewarding. Last month I 
hosted a small business roundtable at my dealership for 22 local 
small businesses and our Congressman, Dave Brat (R-VA). 

We brought together a very diverse group of businesses and 
business owners but we all shared a common goal: to support 
and strengthen small businesses. 

Although we came from different industries, there were many is-
sues we brought up that affected all of us and that was a key rea-
son why this roundtable had such an impact on the Congress-
man and ensured we had our voices heard. 

This was not some political sideshow or campaign stop. This 
was an opportunity, which we took full advantage of, to brief the 
Congressman on real issues impacting all of us. 

We talked about the Affordable Care Act (ACA) and what it is do-
ing to our insurance premiums and we were able to provide the 

Getting Off 
the Political 
Sidelines and 
Into the Game
By Melissa Ball
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Congressman with meaningful solutions like Association Health 
Plans. 

This model would allow small businesses to get the same econ-
omies of scale that our large corporate counterparts enjoy, which 
would drive our costs down and mean our employees would 
likely pay for less of their own healthcare. This type of option is 
critical if we are to drive down healthcare costs down for small 
businesses in any significant way.

For over an hour we had the opportunity to talk with the Con-
gressman about key issues like the tax code. I wanted the Con-
gressman to know that NOPA is pushing for changes to the tax 
code, so that it treats S-Corps and C-Corps the same. After all, 
why shouldn’t my company enjoy the same tax benefits that my 
large corporate counterparts do? 

This roundtable allowed 22 small businesses to lay out our case 
for leveling the playing field when it comes to the tax code. If 
small businesses truly are the economic engine people say we 
are, then treat us like it! By the end of the conversation I felt we 
had got our point across and gained the Congressman’s support. 

From the office products industry perspective, I had the opportu-
nity to personally brief the Congressman on the AbilityOne pro-
gram, its mission and impacts on my business. 

I shared real life stories about the challenges we face competing 
against the AbilityOne program. Not surprisingly, the Congress-
man seemed confused when he learned about how and why we 
have to compete. 

I was able to point out to him that not only do we have to be 
authorized to sell AbilityOne products to the government—a pro-
cess that they control with no oversight—but also, the AbilityOne 
program competes against me for these same sales! 

Before our roundtable, this was an issue he was not familiar with. 
Now, we have an opening to continue the dialog with him and 
his staff. 

Unless you get involved and sit down directly with your elected 
officials, chances are they won’t truly understand the issues you 
face. The AbilityOne issue is a perfect example. This roundta-
ble gave me the opportunity to go into detail and share real life 
examples of how the program operates and how it enjoys large 
government advantages and protections while competing direct-
ly against a small business like mine. 

For example, he didn’t know that they had a waiver and could 
sell non-TAA-compliant issues. 

I stressed to him that this is a national security issue. If the gov-
ernment has deemed that companies like mine shouldn’t be able 
to sell these items, why is it okay for a quasi-governmental agen-
cy to do so? 

I left this roundtable very pleased and energized. This was not 
my first rodeo as they say. I am involved in my community on the 
political level and can tell you firsthand it does help and it does 
matter. 

I look at my local, state, and federal elected officials as another 
customer who I am trying to attract. Former House of Represen-
tatives Speaker Tip O’Neill was correct when he said all politics 
is local and that’s why my business has as part of its overall 
business strategy a legislative-political plan. 

You will be surprised how much of a resource these people can 
be when you need them the most!

So if you’re not currently engaged, I strongly recommend you 
getting engaged. If you don’t have a legislative-political plan as 
part of your overall business plan, then get one. You cannot af-
ford to be sitting on the sidelines. 

Chaotic times are when you need a plan the most. We are com-
peting with millions of other voices on both sides of the issues 
and I can tell you my company is not willing to stay silent while 
my large corporate competitors are working the halls of Con-
gress and reaping the benefits. 

I believe—and I suspect you do, too—that small businesses truly 
are the economic engine in this country. But we need to step up 
and become more active. We need to demand more from our 
government and those who represent us. We can only do that if 
we engage early and often. 

After our roundtable, I found that my business and NOPA have a 
lot of the same issues and concerns as groups like the National 
Federation for Independent Businesses. Through this roundta-
ble I have been able to work closer with these contacts to push 
our Congressman on core issues that impact businesses in his 
district. 

Fighting our battles in Washington isn’t easy and progress surely 
doesn’t happen quickly. But if we are not part of the process, we 
won’t be heard. So even in this very polarizing election, make 
sure you either become engaged or stay engaged. Your business 
and our industry depends on it. 

Remember, you are not speaking for just yourself. You are speak-
ing for independents all across the country and if we all work 
together, we can and we will secure a more level and equitable 
playing field and foster legislation and regulations that help rather 
than hinder the growth of small businesses like yours and mine.

Melissa Ball is the owner of Ball Office Products in Richmond, Virginia and a 
member of NOPA’s Board of Directors.
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Millennials—sometimes referred to as the “Me” generation—
have been commonly described, some might say stereotyped, 
as self-centered, outspoken, Internet-savvy, idealistic and diffi-
cult to manage. 

They’re eager to accept a well-paying position with your compa-
ny but just as ready to chuck it and go on a journey of self-dis-
covery to South America or some other foreign land. For many 
industry executives they are the most infuriating employees to 
manage—ever. Given a choice they will hire a Gen-X worker or 
Baby Boomer instead.

Good luck with that! Like it or not, millennials today are the lead-
ing candidates for just about every position in your company and 

every day more of them move into positions with your customers 
where they place orders; some millennials even approve orders. 

According to the Pew Research Center, one out of every three 
fully employed adults today is a millennial and by 2025 if not 
sooner, millennials will make up fully 50% of the workforce.

Now is not the time to look for alternatives. Millennials are in 
the workforce to stay and owners and managers of independent 
dealerships need to learn to come to grips with these misun-
derstood young workers and figure out how to motivate them 
to become the next generation of industry leaders. Some have 
already moved into that role.

COVER Story
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Those pesky millennial employees -who needs them? And 
millennial customers with their strange requests and 
even stranger behavior are always so difficult to satisfy. 
Surely, there must be other customers we can sell to!



Millennials have the potential to serve as the perfect resource to 
help boomer-generation dealers meet some of the key challeng-
es they face in the industry today. Those challenges include the 
need to be able to respond to the prevalence of technology in 
how customers shop and buy, the increasing need to understand 
and leverage social media and the importance of transferring crit-
ical industry knowledge from the boomers to the next generation 
before they retire. 

Millennials are often called “digital natives” and boomers “dig-
ital immigrants.” They are natives because they have only ever 
known a digital world, in contrast to boomers and Gen X-ers, 
who are always trying to assimilate technology through their old, 
“analog” learning models.

Millennials are therefore well prepared to help dealers understand 
the changes to the customer buying process and show them how 
to leverage social media to raise awareness. 

They are also natural collaborators, pre-wired to work in groups. 
This makes them the perfect bridge, with the right support, to 
transfer the valuable experience of the previous generation into a 
digital sales model. The trick is to just get the two groups working 
together.

The best way to do this is to create a collaboration between the 
old and the young in your teams. 

Establish a space where your senior successful salespeople can 
share their experiences: the tribal wisdom of where your teams 
win and why. 

Millennials can drink this information up and then help the com-
pany—including the senior salespeople—transfer this knowledge 
into a digital sales process. 

That transfer will be done faster when the participants understand 
the rules and the outcome will be more effective when there is 
real differentiating value in the content. Your boomers hold the 
content, your millennials have the digital awareness. It’s your job, 
as the manager, to facilitate a respect-filled collaboration.

Andrew Ford is the president of Sales CoPilot, Inc., a management consulting 
practice which combines gamified learning methods with high sales performance 
coaching designed to deliver new habits and consistent results to the 
participants and their sponsor companies. For more information, visit www.
salescopilotacademy.com.

How to Grow Your Sales Team Through Millennials
By Andrew Ford

a millennial owner
Rosemary Czopek, owner and president of Gorilla Stationers in 
Huntington Beach, California, is at the top end of the millennial 
age range. She worked for an independent dealer for 10 years 
before she struck out on her own because as she puts it “I 
thought I could do it better, faster and cheaper. My dream was 
to have my own place and Gorilla Stationers was born.” She has 
only worked in the office supply industry and she’s pretty good at 
what she does, as evidenced by earning “Young Executive of the 
Year” honors as part of the 2016 North American Office Products 
Awards program earlier this year.

Czopek has 18 employees and all of them are millennials. It’s not 
that other workers from other generations are not welcome, it’s 
just that the interactive young staff, she explains, works together 
so well. 

Czopek regularly participates in think-tank calls from TriMega 
and other dealer forums where she gets questioned about her 
generation. “The big question is always how to handle millenni-
als. How to train them and how to retain them,” she says. 

Rosemary  Czopek
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It is not a big dark secret. “The biggest issue is that dealers aren’t 
willing to embrace the changes that need to come along with 
hiring and keeping these people,” she says. Younger workers 
sometimes leave really fast, and she suggests this is because 
there’s a lack of understanding on both sides. Current managers 
from an older generation refuse to embrace the new culture that 
these younger workers subscribe to.

It was just that sort of situation that prompted management at 
Eakes Office Solutions in Grand Island, Nebraska, to set up a 
special committee to identify ways to make the dealership a 
more attractive working environment for millennials. 

Committee members came from every location and every age 
group in the dealership and they were charged with finding the 
answer to a deceptively simple question: How do we develop a 
culture that will meet the needs of the next generation?

“The first thing that we did was probably the most important,” 
says Kevin Fries, human resources manager at Eakes. “We took 
our company’s core values and modernized them for today’s 
world.” The language used to express Eakes’ core values was 
updated and turned into a graphical presentation that could be 
seen by staff members on a daily basis.

The committee also performed a benefits review to determine if 
anything was missing or could be improved. Out of that analy-
sis came a new flex-time program, called “borrowed time off,” 
which made it relatively easy for employees to take off personal 
time and make it up later instead of using vacation time to visit 
the doctor or take in a child’s soccer game. “That was really a 
big issue that millennials were focused on—to get a little more 
flexibility in their scheduling,” adds Fries. 

Kevin Fries

keeping good people
At Garrigan’s, Springfield, Ohio, Julie Garrigan, president and 
CEO, says that millennials have been an ongoing topic because, 
as she puts it, they want to stop the brain drain. “We hire good 
people and we want to keep them.” 

Julie Garrigan
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Garrigan believes that millennials make 
good workers, who are easy to train. 
“They are quick learners and tech savvy,” 
she says. Generally, Garrigan’s partners 
a new millennial with an existing worker 
who they can shadow for a number of 
days. “Many of the customer service reps 
we hire can do an awesome job after just 
30 days,” she says. “They have no prob-
lem multi-tasking phone calls, live chats, 
emails and CRM.” 

Acquiring product knowledge involves 
a more organic process and because of 
that it can take millennials a little longer to 
fully develop their problem solving skills. 
“Millennials crave information and expect 
instant answers,” she adds. 

In addition, Garrigan points out that mil-
lennials are sticklers for receiving specific 
instructions. “They like to be told exactly 
what to do,” she says. “It is easy for them 
to say you didn’t tell me that.” For that rea-
son, she contends that dealers will get the 
best results with millennials when expecta-
tions are made clear upfront. 

Czopek is a big proponent of the manage-
ment style put forth by Michael Gerber in 
his book The E-Myth Revisited: Why Most 
Small Businesses Don’t Work and What 
to Do About It. One of the activities that 
many office products dealers skip, she 
suggests, is documenting procedures for 
common activities that are always repeat-
able—how a sales order gets entered or 
how to find prospects, for example. “It 
comes down to the recipe,” she says. 
“What are the benchmarks? That has to 
do with the company’s culture long term.”

At Herald Office Solutions in Dillon, South 
Carolina, Thomas Jordan, owner and 
president, points to his young staff in oper-
ations, purchasing, customer service and 
sales, and says that he is training the next 
generation. He says he can get the young 
team to listen and buy into new programs. 
“They are innovative and hard working,” 
says Jordan, describing his millennial em-

ployees. “Our next management team is 
made up of 90% millennials,” he adds, 
“and that is the management team of the 
future.” 

The challenge is to keep them focused. “If 
I can keep them focused for three to five 
years and they can see what is in front of 
them, then our chances of keeping them 
as long-term employees are stronger,” he 
contends.

Thomas Jordan

Losing millennial employees has been par-
ticularly hard at Garrigan’s, where sever-
al young people have moved on to other 
positions in recent years. Some cultural 
changes have been made to address that 
issue. “We have nine employees and four 
of them are millennials with another com-
ing on board this month,” says Garrigan. 
The company has an open workspace, 
which promotes collaboration. “Millennials 
need to see the big picture and want to be 
part of a team that is making good things 
happen,” she adds, “so incorporating vi-
sion and values into action is critical.”

finding success
Working with a business advisor from 
nearby Aileron, a non-profit organization 
that coaches small business owners and 
guides them to success, Garrigan has 
instituted a morning meeting for all em-
ployees that starts off each day. “We go 
around and each person says what they 
want to celebrate from the previous day 
and presents the two primary goals they 
will tackle today,” she explains. “We finish 
with an inspirational quote.” 

The meetings last 10 to 15 minutes and 
then everyone starts their work day. The 
exercise has helped bring employees 
closer together and make them more pro-
ductive, Garrigan says.

Garrigan’s also conducts weekly one-on-
one meeting with all employees. “That 
was something else that our business 
advisor suggested,” says Garrigan. “It is 
an opportunity for employees to come 
with their own agenda—personal life or 
work-related. We begin the session with 
anything they want to talk about.” 

The manager addresses those issues and 
then goes on to discuss project progress 
and anything the employee might need to 
work on. “A couple of people were some-
what weirded out when this began—they 
thought it was too touchy-feely—but it is 
working well to increase accountability 
and keep us all on task,” she adds.

Brandon Jernigan, a millennial in his late 
twenties, is marketing manager at AAA 
Business Supplies & Interiors in San Fran-
cisco. He contends that to retain millen-
nials it’s necessary to create a fun work-
ing environment that offers professional 
growth and at the same time allows em-
ployees to connect on a human level. 

Ten percent of his time as marketing man-
ager is spent planning events, which the 
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company refers to as internal marketing. 
The effort works to grow and change the 
culture so that it adapts to the new, pri-
marily millennial-aged workers, who are 
joining the team. “About 10% of our time 
we go out and volunteer in the commu-
nity,” says Jernigan. “Last night a group 
of us volunteered at the San Francis-
co-Marin Food Bank.”

The majority of millennials at AAA start out 
on the new business development team. 
The job requires them to be out on the 
street at least part of the time and they 
appreciate not being chained to a desk. 
“It works so well bringing people straight 
in from college that even without much 
work experience they can come in and 
build their own book of business from 
scratch,” explains Jernigan. “They are 
definitely engaged and they are staying—
we have retention.” Brandon Jernigan 

As the business development managers 
open up new accounts, they retain and 
grow that business. Ultimately they end 
up spending 30% of their time maintain-
ing existing accounts and spend the bal-
ance searching for new business. Current-
ly, there are three business development 
managers, but the goal is to add three 
more by the first of the year. Should that 
expansion prove successful another three 
will be added until the team grows to nine. 

Jernigan objects to the stereotype that 
millennials are not hard workers. “People 
have the idea that their generation worked 
hard and my generation doesn’t really 
want to work,” he says. “This not really 
the case. I would just say that we have 
varied interests and we are trying to figure 
out how to fit everything in,” he says. That 
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As we move towards 2025, when half the U.S. workforce is project-
ed to be millennials, your sales team is going to find itself working 
with more and more millennial buyers and prospects. That means 
their sales habits will have to change to meet new and sometimes 
very different expectations.

Millennial buyers are digital natives, so reach them digitally. As a 
millennial participant in one of our recent learning programs told 
me, “We are not stalkers but we look at everything there is to know 
about you online before we meet you.” 

As the seller, you must have a strong social presence. It’s not 
so much anymore the cliché that “People buy from people they 
like.” Increasingly, it’s more, “People buy from people who are like 
them.” Developing a strong social media presence represents the 
first step in building trust and credibility with your millennial buyer.

Contact them digitally first. Millennials do not gravitate to the 
phone; they prefer a digital connection as they consider it less dis-
ruptive.

Be brief and precise. They are impatient for the point, so shorten 

your pitch and be immediately relevant. This relevancy also comes 
from their expectation that you will have taken the time to get to 
know them before you meet them. They want to feel connected.

Do not believe the negative stereotypes. Millennials are driven to 
succeed, but they like to succeed as collaborators. 

It is essential to understand what difference they want to make 
inside their company through their role. 

Learn what they think is important and help them find ways to ac-
complish goals that align with their priorities. Aim to create a way 
to collaborate with them in an effort to achieve these goals, and 
help them shine.

Connect to their social priorities beyond work. Their social media 
presence will show what they care about and connect with that by 
helping them to deliver on their higher purpose.

Sellers have always worked to connect with buyers and build rela-
tionships. What is different with millennials is just the medium and 
content of those connections.

How to Sell to Millennial Buyers
By Andrew Ford
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characteristic, in part, is what makes flexible work hours so im-
portant to millennials. 

What keeps coming up with millennials and their managers is 
that most of what goes on with the needs of younger employees 
is nothing new. “Times have just changed,” says Fries. He re-
fers to his parent’s generation wanting to spend time with family 
just as much as the young parents of today. What has changed 
is technology and the way it has impacted every area of the 
work-life balance. Now after they go home, millennials can keep 
working on their computers or answering emails on their smart 
phones well into the night.

a changing industry
The office supply industry is changing rapidly but many tenured 
managers seem stuck with doing things the same old way, sug-
gests Jordan. “We are making big-time changes in how we do 
things. For example, many on our team are approaching retire-
ment age—myself included—and they’re set in their ways. Many 
don’t acknowledge many of the changes that we’re making.” 
Jordan suggests that although this can be frustrating it isn’t nec-
essarily a bad thing. 

“These folks are successful and they work hard. They’ve earned 
the right to do things their way,” he says. “As long as they contin-
ue to be successful, I’m ok with that. Their unwillingness reinforc-
es my belief, however that we need to expand our staff to include 
the next generation if we want to continue to be successful.”  

A variety of methods are used to recruit millennial employees 
effectively, but not surprisingly, some of the most effective tend 
to involve social media. According to Fries the top social media 
sites—Facebook, Twitter and LinkedIn—have all been helpful. At 
the same time, though, traditional, tried and true approaches to 
hiring still get the job done. “The biggest one for our company is 
still word of mouth referrals,” Fries says. 

For Jernigan, local career fairs offer the best opportunity to con-
nect with millennials and get them to understand what his com-
pany does and what it offers. “Definitely connecting with them in 
person and talking to them is the most effective,” he says.

With both of his sons graduates of The Citadel, Jordan has drawn 
on that institution to supply some of his young talent. “I’ve had 
the pleasure of getting to know many of their friends over the 
years as they would come to our house on the weekends and 
several have joined our team.” he says. Jordan has also devel-
oped internship programs both with The Citadel and with design 
schools in the area for the past decade.

Many of Herald’s interns have become full-time employees and 
are now part of the future management team. 

At Gorilla Stationers, Czopek has been part of an international in-
ternship program offered through the Goldman Sachs 10,000 Small 
Business program. “We get interns in their early to mid-twenties 
from all over the world coming to our dealership with new ideas,” 
she says. “Interns have the option to stay with us for an additional 
year for what is called optional practical training.”

Gorilla uses a number of different methods to find and recruit pro-
spective employees. Online sources that syndicate help-wanted 
ads to a number of job boards are utilized the most. Sites such 
as Indeed.com and Zip Recruiter will post an ad on Monster, but 
will also post it on as many as 30 other job boards and message 
centers. “We find that we get the most bang for the buck with 
that,” she adds. “It also gives us the most exposure because it 
hits all the relevant areas where people look.” 

cool rules
Selling to millennials presents its own set of challenges and op-
portunities. Talking to millennials about office supplies requires a 
different perspective, says Michelle Ives, vice president/sales at 
Office City Express, Delaware, Ohio. “They’re not looking for a 
purely functional $1.59 stapler; they want something cool. They 
want something ergonomic and something fresher looking than 
an old, traditional office supply item.”

With her current pool of customers there’s only a small number 
of millennial contacts, but with new companies they pursue for 
business there is a much higher number. “With the new com-
panies the people we are set up to talk to are millennials who 
are generally new hires,” she says. In many cases they are the 
offspring of the current owners.

“My millennial customers are really energized by the features and 
benefits of products,” says Ives. “The older crowd tends to strict-
ly buy on price; they don’t care what it looks like. ‘You have six 
different brands of manila folders, which is the cheapest.’” One 
current hot product is manila folders with preprinted designs on 
the side that can be colored in. These fit right into the latest adult 
coloring trend, she adds. 

Ives is big on sampling and aggressively pursues sampling op-
portunities with many of her office supply vendors. She generally 
gets what she asks for as she typically reciprocates by featuring 
those products on her website. For example: she recently sent out 
samples of a new plastic pouch that holds 8-1/2 x 11 documents 
and features a colorful zipper top. “The manufacturer sent me two 
cases and I put the pouch up on our landing page,” says Ives. She 
used the pouches as a giveaway and filled them with company 
literature and samples such as the aforementioned file folder.  
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Michelle and Andrew Ives

Millennials don’t stop with the staff at Herald Office Solutions. 
The office supply buyer that Herald salespeople typically face 
these days is a millennial female. “Like all millennials, she wants 
to make an impression on her boss,” says Jordan. “Maybe she 
does this by saving money so she shops on Amazon; with one 
click the order is done and she moves on to something else. Our 
next-generation sales team understands this, and we’re finding 
that they’re successful in closing these accounts.” 

Jordan attempts to match his millennial salespeople with millenni-
al buyers and emphasizes the importance of their online presence 
because a majority of their transactional business is done on the 
web. 

know your customer
The older customer wants to establish a relationship but younger 
buyers, explains Jordan, aren’t into relationships as much. They 
use mobile apps, order online and expect delivery the next day. 
“Don’t get me wrong, we are still trying to form relationships with 
these millennials, but the relationship and selling process is much 
different,” he explains. “It’s not the milk run that we’re used to.”

“We have to continue to make sales calls,” says Jordan. “Wheth-
er it be a visit with a product demo, a quick phone call, an email 
or social media post—you have to be in front of them at all times! 
If you’re not in front of them, the next guy who is will score the 
business.” 

Activities have changed so much in the office products space 
and the Internet has become such a huge sales driver, that indus-
try catalogs often are no longer required, says Czopek. “When I 

started 16 years ago, everything was in the catalog; now people 
tell me they will go online and find what they need.” They do that 
even when they plan to phone in their order. “The web is as much 
a content vehicle as it is an ordering experience,” she says. 

At AAA, the focus is on making it easy to order and having cate-
gories and products that appeal to millennial buyers. Breakroom 
products are a natural door opener. “For us it is about offer-
ing products that are healthy and not so commonplace,” says 
Jernigan. “Our new business reps have a lot of success starting 
up relationships talking about food. When you can have that con-
versation, it puts prospects a little more at ease.”

Recently AAA started up a relationship with Philz Coffee, a popu-
lar San Francisco-based coffeehouse chain that offers 30 unique 
coffee blends and claims to give coffee a personal feel. “It is a 
great door opener,” says Jernigan. The sales message empha-
sizes to customers that if they love Philz Coffee at home or in a 
coffeehouse, now they can have it in their office. “It is a great 
brand and one of those products that people love,” Jernigan 
says. “We use that and leverage it and try to have those conver-
sations.”

Reaching millennials with the right message is a priority at AAA. 
To help in that regard the dealership updated its website to make 
it cleaner, brighter and easier for buyers to interact. An effort is 
also underway to load the web site with useful information. 

“We do a lot of blogging, where we offer solutions and talk about 
topics that we think people in offices might struggle with,” says 
Jernigan. Recent topics included “10 Ways to Green Your Office 
Space” and “3 Earth Friendly Styrofoam Alternatives.” 

“There is no shortage of interesting content that you can write 
about,” he adds.

To make it even easier for millennial shoppers to place online or-
ders AAA introduced a mobile app earlier this year and Jernigan 
and his team are hard at work to get the message out to the 
marketplace that this option is live and working. 

“We know that mobile is incredibly popular with the young gen-
eration so we are pushing to make people aware that our mobile 
app is something they can use,” he explains.

who needs customer 
service?
Garrigan opines that millennial customers typically go online and 
find what they want on big box sites. If the order isn’t right they 
ship it back and buy something else. She contends that many 
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millennials don’t fully understand customer service. “Many of our 
younger buyers possess an ‘I don’t need help, I know what I 
want and I’m faster than you’ attitude. They simply don’t under-
stand that working with a local vendor can make their life easier 
and possibly make them appear more proficient in their superi-
or’s eyes.”

She relates an eye-opening experience with a current custom-
er who had purchased furnishings and then had gone online to 
make a complimentary purchase of some letter trays. He placed 
several orders, each followed by a product return, before getting 
the exact items he desired. Garrigan ran into him at a networking 
event, where he lamented how ridiculous it was that he had to go 
through so many iterations before getting his order right.

Garrigan asked who he had talked to about the returns, and he 
replied that he didn’t talk to anyone; he had made the purchases 
online. She told him that he could have had a live chat with cus-
tomer service, and he said he was bringing his complaint to her 
now. “I suggested he wouldn’t need to complain if he had used 
customer service,” said Garrigan. “He said he thought customer 
service was the complaint department. He had made purchases 
online his entire life and never dealt with anyone to help guide a 
purchase.

“You have to get across to them that you’re not going to try and 
sell them something they don’t need,” she adds, “and you are 
truly going to guide them to their best decision. If you can get to 
that point, it is a godsend, no matter how old the customer is.” 

For all the differences that millennials might exhibit from other 
generations, when all situations and discussions are taken into 
account they are really more alike than industry managers might 
initially believe. They generally have the same hopes and dreams, 
the same needs and the same desires. 

“People from older generations look at us sometimes as being 
lazy or indecisive, not necessarily knowing what we want to do 
or that we don’t want to put it a hard day’s worth of work,” says 
Jernigan. “Don’t necessarily put us in a box; give us a chance. 
Challenge us and listen to what we have to say.”

Michael Chazin is a freelance writer specializing in business topics based in 
Glenview, Illinois. He has been writing about the office products industry for more 
than 15 years. He can be reached at mchazin503@comcast.net. 
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The issue of trust—or more accurately, 
the lack of trust—pervades our society. 

In the corporate world, trust between mil-
lennials and their superiors has been an 
ongoing issue while many baby boomers 
have grown to doubt what their bosses 
tell them and fear they may well be facing 
replacement by someone those bosses 
can pay less.

Can you be trusted? Studies, surveys and 
polls show the overwhelming answer is 
“no.” That’s the bad news. But I contend 
that in the workplace, dealer CEOs and 
their management can make that answer 
“yes” by openly and honestly addressing 
the issue of trust.

What is trust?
Trust in you is based on your integrity, 
honesty and character. It’s about you tell-
ing the truth and your staff knowing that 
you act with everyone’s best interest at 
heart. Trust is also based on your behav-
ior; it’s your openness, what you say and 
what you do. It’s how you act in words, 
tone, eye contact, facial expression and 
body language at every moment of inter-
action.

Building trust
There are dozens of ways to build trust, 
but I’d like to emphasize six that I believe 
are extremely important. Most of these 
may sound very obvious but they prove 
difficult for most managers to consistently 
and convincingly put into practice.

1.  Be forthright and honest with your 
staff. Tell the truth, not lies or even 
half-truths. You must establish and 
maintain integrity with your people. It 
might mean in a few circumstances 
that someone you are trying to replace 
leaves sooner than you would wish; 
on the other hand, your openness may 
allow you and that employee to set a 
mutual timetable. 

2.  Treat people as you would want to 
be treated. Care about them; I’m sure 
you want them to care about you. Be 
sincere and genuine. Treat them with 
the same respect you would want 
them to show you. They don’t have to 
like you but they do have to trust you.

3.  Listen and build rapport. Listening 
is often a difficult task for a leader. 
Listen more and talk less. It’s not show 
and tell. It’s dialog, learning about and 
exploring your employees’ beliefs and 
aspirations. Find things you may have 
in common. Treat them as equals in 
terms of human relationships.

4.  Share your goals and aspirations. 
Transparency is critical in building 
trust. As you hear their beliefs and 
aspirations by listening, share your 
own aspirations and values with them. 
Build a mutual feeling of partnership 
with one another.

5.  Admit your mistakes. No one is 
perfect. You’ll slip up; that’s human. 
But when you do, acknowledge that 

mistake, not by promising it will never 
happen again (you can’t guarantee 
that), but by pledging to do your best 
to correct your mistakes—hopefully 
with their help and input. That can go 
a long way towards building mutual 
trust.

6.  Finally, don’t underestimate your 
staff’s powers of observation. Build-
ing trust includes being honest even in 
your body language. Your staff is not 
at the level in the organization that you 
are, but that doesn’t mean their level 
of observation is below yours.

Trust in your organization is an import-
ant part of what defines your corporate 
culture. But it’s fragile, easily broken and 
hard to regain. But when trust within an 
organization is high, when it flows natu-
rally and is not laborious, the payback—
including company performance and the 
overall bottom line—can be spectacular.

Next month we will discuss further ways 
of building trust, cultivating relationships 
and creating a highly interactive working 
environment.

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.

What’s the Level of Trust in Your Organization?

Part One: Building Trust
By Bill Kuhn
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Ever since Amazon announced its entry 
into the office products world, pundits 
have been quick to predict the imminent 
demise of independent distribution, just 
like their predecessors did when the big 
boxes first came on the scene.

Amazon is certainly a challenging com-
petitor, but even so, there are limits to their 
current ascendancy, especially if sales 
professionals hit them where it hurts.

For example, as I write this column, I am 
browsing on the Amazon website for some 
typical office items. At 6:20 pm Eastern 
time on August 22, I found the following:

•  One ream of Office Depot copy 
paper at $27.99 per ream (No, I am 
not kidding! It is the first listing and 
delivery will be in 3-5 days. There are 
only 11 reams left so buy now!!)

•  Three reams of Georgia Pacific 
Spectrum Paper at $15.99 per case 
(Prime 4-5 Day delivery)

•  Six reams (400 sheets per ream) 
of Hewlett Packard 20lb paper for 
$30.76 per case (Prime 4-5 Day 
delivery)

Ok, so they aren’t very good at copy pa-
per. Let’s pick something else. How about 
toilet paper? 

•  24 Rolls of Quilted Northern (90 
Sheets per roll) $23.79 or $24.79 for 
Prime 4-5 Day delivery

•  48 Rolls of Angel Soft Bathroom 
Tissue $21.49 (Their best deal 

at 46 cents per roll but with no 
commitment on a delivery date on 
the Amazon site)

•  12 Rolls of Cottonelle Big Roll Toilet 
Paper at 79 cents per roll or $9.49 
with Prime 4-5 Day delivery

These prices are much more competi-
tive, but let’s keep a couple of things in 
mind. First, if your company decides to 
feature one or possibly two toilet paper 
lines, better costing is probably available. 
Also, some of these items either aren’t 
on “Prime”—which means a higher mini-
mum order and separate deliveries or “4-5 
days”. Next-day delivery, even for a few 
bucks more, begins to look pretty good 
when your office is running out of toilet 
paper!

How about binder clips and paper clips? 
At 7:10 pm Eastern on August 22 I opened 
up the “office products” portion of paper-
clips/binder clips on the Amazon site. 
Here is what I found: 

Standard boxes of items like Acco Binder 
Clips or Paper Clips are not easy to or-
der. The buyer must first search through 
various mixed offerings, but with enough 
effort they can be ordered. For example:

•  1bx Large Binder Clips 72100 are 
$3.48 per dozen.

•  6bx Medium Binder Clips 72050 are 
$11.02. There was no option to buy 
just 1 dozen, at least not without 
significant searching and a very high 
price.

•  10bx of Small Non-Skid Paperclips 
are $4.04 per pack. (I know, no one 
actually wants non-skid paperclips 
but they came up closest to the top 
in search.)

These were notable examples on the 
first page, but there are 84 more pages 
of such items if you want to search more 
thoroughly. And yes, even staples like 
SWI35108’s average about $2.50 per box. 
Can you compete? I think so!

Oh, and one other thing: There is a con-
fusing little phrase on the bottom of each 
small product listing: “FREE shipping on 
eligible orders.” Huh? I wonder what that 
means? Could it be that there are mini-
mums to receive free shipping? 

It turns out both Amazon and Amazon 
Business have a minimum order number 
on some items—but seemingly not on 
others— $25-$49 to receive Prime ship-
ping. It’s all a bit confusing, as are a num-
ber of other things about their site. 

None of this means I am attempting to 
underestimate Amazon. They are a very 
large and powerful competitor. Even so, 
with the right strategy, I am certain you 
can still regain much of the business you 
have lost to them. We will talk about those 
strategies next month.

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

Drones Can’t Deliver Copy Paper
By Tom Buxton
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1.
Define your sales process  
for getting Fred. 
 Here’s where it gets tricky. Can you create a process to gener-
ate inbound Fred leads at the same time that you implement an 

outbound process? Are there any specific steps that you need 
to insert in order to get a Fred’s attention? 

 One company with whom I’m familiar created a Fred-only 
inbound sales process. They created a webinar that was strictly 
targeted to their Fred, so much so that it would be of little inter-
est to others but of high interest to Fred. 

 Then they built an ad campaign around driving their Freds to 

Chasing Your Fred
By Troy Harrison
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Last month, we discussed how to find “Fred,” your ideal customer. If you haven’t read it yet, you might want to read it now and per-
haps visit my blog post following up on some of the questions I received. This week, as promised, we’re going to talk about how to 
implement a sales strategy to win your Fred.

I will point out again, although I made it clear in the first article, that it’s still OK to accept non-Fred business if it’s profitable to do so. 

Fred selling is all about the pursuit and where you put your energies. To review a bit, the three characteristics that determine your Fred 
are: Demographics, Specific Contact Title or Role and Attitude. Now that we’ve got that straight, I’m going to assume that you’ve 
identified your Fred. Now let’s put him or her in the crosshairs.

http://www.accesscore.com/flipbooks/id16/id_aug16/id_aug16.html#46
http://www.troyharrison.com/the-navigator-news-blog/fiq-fred-inspired-questions/


Chasing your Fred... continued from page 45

the webinar, with the payoff of a consul-
tation call with their Fred that resulted 
in Fred joining their sales process. Yep, 
it worked—but it took a lot of commit-
ment on the part of their entire staff, 
marketing and sales.

2.
 Decide how much of 
your sales force’s time 
is going to be spent 
going after Fred. 
 I am a fan of balanced sales—sales-
people need regularity in results to stay 
on an even emotional keel—so the first 
thing you should do is figure out how 
you’re going to dedicate your resources 
to chasing Fred. 

 Unless you’re really, really lucky, it won’t 
work out for your salespeople to be 
spending all of their time selling to Fred, 
so what is the appropriate mix? 

 Over the years (unless there are very, 
very few Freds), I’ve found that a 50/50 
mix works nicely. That means that you 
can simply take your existing sales ac-
tivity metrics (you do have those, right?) 
and split them in half. For example, if 
your salespeople need to perform eight 
appointments per week, four should be 
with Freds, etc.

3.
Create Rules of 
Engagement. 
 You need to define how to sell to Fred. 
What level of effort are you going to 
make to get Fred? What are the ac-

ceptable parameters (price/profitability/
terms) you are going to assign to Fred 
business? 

 This should be self-defining, since Freds 
are your most profitable customers but 
you still need to guide the process. This 
is also a good time to put some rules 
and parameters around non-Fred busi-
ness, so your sales force has a level of 
discipline about what they pursue and 
what they accept.

4.
 Train, train and train 
some more.
 Your Freds deserve the best—and that 
means the best selling effort you can 
give. Think of your face time with Fred 
as your “Lightning Round,” the time 
that’s the highest potential reward. 

 How skilled are your salespeople? Do 
they have the ability to correctly discov-
er, define needs, success and results 
with Fred? Can they give a world class 
presentation that will show Fred why 
you are the only potential source? In 
short, are your salespeople equipped 
for the job? Training isn’t a one-time 
thing, it’s an ongoing investment. Make 
that investment!

5. 
Put your BEST people 
on Fred.
 One mistake that I see—particularly on 
the relationship building and servicing 
side—is that too many companies allow 
their weaker players to be in charge of 
their Fred relationships. Don’t do that! 

 If Freds are your key contributors, then 
your key people need to be in charge of 
every step in dealing with them. Think 
of airline first class service here. Do you 
think that airlines put their newest, least 
experienced and trained flight atten-
dants in first class? Not hardly. They put 
their very best people up there because 
they know that first class passengers 
are spending the most, the most often. 
Take your cue from them.

6.
Get everyone on the 
same page. 
 Everyone in your company needs to 
know what a Fred is, how you’re going 
to go after Fred and how you plan to 
retain and build relationships with Fred. 

 Marketing and Sales need to be aligned 
and on the same page. And Customer 
Service, Delivery and your other support 
departments need to be tuned to the 
idea that you go the extra mile for a 
Fred and that if Sales says, “This is a 
Fred,” no other conversation needs to 
happen.

Like I said last month, this is a lot of 
work. That’s life. Excellence isn’t easy 
but it is profitable and this is how world 
class sales forces generate world class 
performance. If you want to get past 
mediocrity or ‘acceptable’ results, Fred 
is Job One.

Troy Harrison is the author of “Sell Like You Mean 
It!”, “The Pocket Sales Manager”, and a speaker, 
consultant, and sales navigator who 
helps companies build more profitable and 
productive sales forcesFor 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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I read with great interest the cover story in 
the July issue of INDEPENDENT DEALER 
on ad specialties and the opportunities 
they offer dealers.

I found it to showcase a terrific collec-
tion of independents who have taken the 
plunge into the ad specialties/promo-
tional products market and I appreciate 
them sharing their experiences and in-
sights. The topic sparked curiosity and 
even more questions from many of our 
IDGrowth members and coaching clients. 

It was particularly interesting to note that 
this ad specialties cover story focused 
on a commodity that the traditional office 
products wholesalers and buying groups 
don’t naturally support. Last year alone, 
businesses spent over $20 billion on pro-
motional products and it’s not surprising 
that many OP independents today are 
asking, “Are promotional products for 
me?”

I don’t have the answer to that question. 
Every dealer’s circumstances and market 
are different and there is a lot to learn be-
fore making such a big decision. 

After learning more myself, I can honestly 
say it is way more complicated than you 
might think. However, if done right it can 
provide a lucrative strategic growth po-
sition for any traditional office products 
dealer. That is why promotional products 
was the topic for the inaugural broadcast 
last month of the Krista Moore Talk Show.

Yes, I have my own show. It is something 
that I’ve always wanted and I’m finally do-
ing it! I’m committing the third Wednesday 
of every month at 2:00 PM ET, to host “the 
Krista Moore Talk Show”. 

This live, talk-show format is a way to 
learn from industry experts or thought 
leaders as they share their growth ideas 
and success stories. It is not a Power-
Point presentation or training event, but 
rather a fresh new learning method, as 
you hear challenges, real-life stories and 
successes.

My guest last month was Pete Redondo, 
VP of sales for Regency Office Solutions. 
Pete has been instrumental in the growth 
of promotional products within Regen-
cy (a $60 million dealership), as he led a 
grassroots effort that took the category at 
the dealership to a $15 million business.

Pete is well respected as a board member 
of the Print Services and Distribution As-
sociation (PDSA). He has the battle scars 
and the lessons learned and he was the 
perfect first guest to share his insights for 
our registered audience of 178 compa-
nies. 

Here are a few highlights: (You can access 
the full show on-demand by clicking here.)

•  Independent OP dealers have 
decreased in the past 15 years from 
15,000 to an estimated 2,400, while 
today, there are roughly 23,000 

promotional products distributors 
nationally.

•  22,000 or 96% of them do less than 
$2.5 million in sales, with gross 
profit averaging in the mid-30s. 
The majority of those companies 
are small, local providers. As a 
result, many large customers 
who consistently buy promotional 
products are comfortable buying 
from small local distributors. 

•  Staples is the largest promo 
distributor in the world, with a 2% 
market share and it is virtually 
invisible below the Fortune 500 
market. This may represent an 
opportunity for OP independents 
to acquire, merge or choose a local 
strategic promo partner to get into 
this space.

•  It is a completely different business 
model that is consultative, known 
for manual processes, rush orders, 
millions of SKUs, complicated 
pricing, custom everything and 
thousands of vendors. 

•  Many OP independents enter the 
market by joining the Advertising 
Specialty Institute (ASI), acquiring 
an ASI number and putting up a 
website, yet they lack training, 
expertise or strategy to truly be all in.

The Promotional Products 
Market…Is It for You?
By Krista Moore 
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Promotional Products... continued from page 47

When I asked Pete to tell us the top three 
must-haves to be all in and successful in 
the promotional products industry, he was 
quick to offer the following:

1.  Need to invest. Invest in time, 
technology, education, systems 
and people. And he told us if he 
were to do it over again, he would 
have invested early on in hiring 
promotional product specialists and 
experienced designers.

2.  Mindset, strategy, leadership. 
Owners need to have the right 
mindset and a solid strategy for 
growing this area of the business. 
We talked about the importance of 
having leadership that is focused 
and someone who is living, loving 
and leading this on a daily basis. 

3.  Program clients. Rather than just 
selling to any customer whatever 
they might need, it is important 

to capture program clients. These 
customers want custom web stores 
with functionality for multiple users 
and locations, inventory visibility 
and budget management. Typical 
vertical markets might be financial 
institutions, hospitals, retail and car 
dealerships. When you sell them a 
full program, you become the single 
source and the account can become 
highly lucrative.

There is no doubt that a successful pro-
motional products offering can positively 
impact the traditional OP dealer. It can 
help you become more valuable to your 
customers and help them become more 
valuable to you. Retention rates increase 
as you protect current customer relation-
ships and new business grows, as you 
open doors to new business that were 
previously closed.

The question is: Are promotional products 
for you? 

At IDGrowth, we care about you and your 
success. Our members appreciate the 
knowledge sharing, especially on ideas 
and concepts that will help them continue 
to grow. Is there a subject you would like 
to learn more about? Are you interested 
in being a guest on the Krista Moore Talk 
Show? Send me an email krista@kcoach-
ing.com, or better yet, pick up the phone 
and give me a call at 919-554-4505. We 
are here to serve you, the independent 
dealer!

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

Learn from experts 
and thought leaders as 

they share business 
growth ideas.

The Krista Moore 
Talk Show

This Month’s Topic

LinkedIn - How to Use it to Grow Your Business

When: Wednesday, September 21st
Time: 2:00 PM ET

Register now!

Special Guest

Paul McManus
Co-founder

More Clients, More Fun
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Being an entrepreneur has taught me a lot about not giving up. 
About pushing through the hard times. Learning that things will 
never go as planned. So what happens when you get to the point 
that simply “figuring it out” isn’t working as well as it did when 
you were smaller? You’re now in unchartered waters, business 
complexities are different than ever before. What gives?

It was the spring of 2015 and we were at that point most entre-
preneurs find themselves at least once: nothing could go right. 
That voice in your head telling you to “give up”, “you’ll never 
make this work”, were becoming consistent. 

Over the years I was fortunate to build relationships with five key 
mentors, all of whom play a different role in my professional de-
velopment and shed a unique perspective on situations. Every-
thing is perspective, right?

One of my mentors and I were out to dinner, discussing my chal-
lenges and frustrations. He continued to suggest a business 
coach as he had for several months prior. At that point, I had 
never considered a business coach. Was this one of the Bob’s 

from Office Space? What exactly was a coach? I don’t need that, 
I thought. Man, was I shortsighted! 

I took my mentor’s advice, engaged his recommendation and 
fortunately he was willing to work with IQ Total Source. After 15 
months of working with our coach, I can candidly say it has been 
the single best decision we’ve made as a business. The struc-
ture, the culture and some of the difficult decisions have funda-
mentally changed our business and put us in a position to scale. 
We’re very excited for the balance of 2016 and beyond as the 
vision is now clear. 

Are there areas in your business that you continue to work at but 
are just “figuring it out” bit by bit? Consider seeking out mentors 
and even a coach. I’m not sure where I’d be both personally and 
professionally without them. 

Ryan Puccinelli is COO and founder of IQ Total Source in Phoenix and Houston. This 

article originally appeared on LinkedIn.

Stuck in the Weeds? Consider a Coach
By Ryan Puccinelli
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