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The health and wellness category is gaining traction. 
Products are in demand and employers appreciate 
the positive impact they can have on employee 
attitudes and productivity.

https://www.idealercentral.com/Home
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EDITORIAL

The year was 1949 and in Santa Cruz, California, Air Force Colonel 
Frank Trowbridge purchased a store to give his mother Fawn 
Trowbridge and her brother Roy Post something to do. “Dad found 
this little branch store in downtown Santa Cruz that was from a 
Monterey company called Palace Stationery,” said Roy Trowbridge, 
Frank’s son and current president of the dealership. 

It was a small store with no more than 1,100 square feet of selling 
space. “It carried office supplies, greeting cards and some gifts,” 
said Roy. “My uncle introduced a section of art supplies and added 
custom framing.” Fawn and her brother ran the business through the 
1950s, and in 1963 Frank retired from the Air Force and moved his 
family to Santa Cruz. 

The original downtown Santa Cruz retail store moved several 
times until landing at its current location in the Pacific Garden Mall 
downtown. “We are in a great location, in a very busy shopping area,” 

I have to say it makes a lovely change to be writing 
this editorial while sitting in an office overlooking a 
sun-drenched swimming pool in San Diego rather 
than my usual workplace. S.P. Richards’ ABC 
show is drawing to a close, but once again it has 
been an informative and enjoyable event.

The show’s “Together Stronger” theme was, 
of course, particular apt given the terrible fire 
that ravaged the wholesaler’s headquarters and 
distribution center in Atlanta in July. Much of the 
talk around the show floor and elsewhere centered 
around the efforts of SPR staff at all levels of the 
company to keep the industry’s supply lines open.

There’s a full report on the show on page 
12, but I’d like to focus here on another of the 
happenings in San Diego that has a more 
personal resonance for me.

The presentation of the North American Office 
Products Awards saw its highest individual honor 
go to my predecessor at this publication as Simon 
De Groot won the Industry Achievement Award 
for his decades of service to the IDC, first at NOPA 
and through to his days at INDPENDENT DEALER.

Now Simon has a few more months with us a 
consultant before he gets to enjoy his retirement 
fully, but I would just like to add my own words of 
gratitude for all he has done to help me settle in 
at the helm of the magazine that he created and 
that has taken up so much of his time for the last 
12 years. Everywhere I visit, everyone I speak to 
has nothing but kind words to say about Simon 
and they are all well deserved. It is a privilege 
to continue his work at INDEPENDENT DEALER 
and I only hope I can live up to the task as the bar 
has been set pretty high by “Scoop” De Groot. 
Thank you Simon and many congratulations on 
your award.

California’s Palace Business Solutions 
celebrates 70 years of success

WINNER’S
CIRCLE

»

https://www.youtube.com/watch?v=HxwdV4xRYvo
mailto:rowan%40idealercentral.com?subject=
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claimed Roy. A second store is located in Capitola. Both 
stores are of good size—one is 10,000 square feet and the 
other is 12,000.

“Years ago the stores were mainly office products stores 
but over the years they morphed,” said Roy. Today the office 
supply section is small and the emphasis is on art supplies, 
pre-made frames, greeting cards and gifts. 

By the late 1970s, all three of Frank’s sons—Roy, Frank 
and Gary—had joined the business and that’s when Palace 
opened its second retail store. Two stores for three brothers 
left one out, so Gary was given the challenge of creating a 
commercial sales division. 

Over the years, the retail-commercial balance has shifted 
just like it has at many other dealers, to the point that today, 
Roy reports, the commercial business represents 70 percent 
of total sales.

During the 1980s the dealership added furniture to the 
product mix. “We actually had a pretty large furniture section 
in one of our retail stores and it did quite a bit of business,” 
said Roy. A furniture division was started, a designer was 
hired, and that was the start of Palace getting more involved 
in furniture sales. 

Furniture is no longer part of the retail mix, but the 
commercial furniture division is larger than ever. There 

are now six people working that department. “One of our 
specialties today is school business—with school districts, 
government and some colleges and universities,” said Roy. 

Janitorial supplies have been added to the school offering, 
along with office products and furniture. The emphasis is on 
one-stop shopping and cost containment. “We have hired a 
couple of folks that have a background in JanSan, and have 
started to get more traction,” adds Roy.

“We are negotiating with a couple of school districts to 
get them to eliminate their warehouses,” Roy adds. He tells 
them that Palace is in the distribution business and can 
perform this function more efficiently than they can and 
save them money.

Palace remains an Essendant customer and is looking 
forward to continued interaction with the wholesaler. He 
says that Staples is developing specialty products in several 
categories that would not be branded. Packaging products is 
one category that could be expanded, Roy said. 

Between new opportunities and school sales, future growth 
for Palace seems assured. Roy has his sights on further 
expansion in the San Jose area, targeting school districts 
there. “We believe we’re going to add more schools, we just 
have to build out our capacity a little more for the last mile of 
delivery,” said Roy. »

http://gopd.com
mailto:sales%40gopd.com?subject=
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Summer activities are always popular. As part of its Joy in Work 
program 360 Office Solutions came up with Food Truck Friday, 
where every other Friday a different Food Truck parks at the 
dealership for employees and area business to partake. 

“One of six different food trucks sets up in our parking lot every 
other Friday,” says Kathy Pierce, marketing director. Posters 
are made up and taken around to inform local workers. “Area 
businesses told us they appreciated us taking the time to put this 
together,” she said. 

The food trucks started to come in early July and will continue 
through September. Trucks take in a variety of cuisines from BBQ to 
Thai, Mexican and more. “It is kind of fun and different versus driving 
somewhere and eating in your car,” said Kathy. “Cajun is coming up 
next and people are looking forward to that.” 

Montana dealer 360 Office Solutions 
celebrates summer with food trucks 

»

After Dr. David Godbold retired as CEO of the 
Wounded Warrior Project, he moved to South 
Carolina. His next professional role was as senior 
national director of government sales at GOS in 
Greer, South Carolina. In that role he sells office 
supplies for GOS to government customers and 
has promoted the Wounded Warrior Project at the 
same time. 

“When we walk into a customer, we let them 
know that GOS has implemented a Wounded 
Warrior Program,” said David. Every $35,000 
generated in profit helps pay a wounded 
warrior’s salary. So far, GOS has hired two 
wounded warriors. 

The latest effort involves the production of a 
record album to support the Wounded Warrior 
Project. “Popular country song writer Zack Turner 
wrote a song called Wounded Warrior which we 
recorded last week,” said David. Scott Hart, GOS 
vice president, wrote another song that will be on 
the album and played rhythm guitar at the recent 
recording session. 

“We are trying to have one song released by 
Labor Day weekend and the album released on 
Veterans Day,” said David. The album will be 
sold on 155 military bases across the country 
and at Ace Hardware stores. Albums can also 
be purchased at www.warriorsthealbum.com. 
Proceeds from album sales support the project. 

Village Office Supply, Somerset, New Jersey, recently re-emphasized 
its logo design service. The service has been offered for at least 25 
years as part of the dealer’s printing and promotion department, 
explained Cindy Entwhistle, printing and promo manager. 

“it just depends on what the customer needs,” said Cindy. “If 
someone wants to rebrand we are here for them, but if somebody 
already has their logo we are here for them as well.” Products range 
from stationery and letterhead to large format items such as banners, 
posters and acrylic signs. 

Village has two full-time graphic designers on staff who are 
experienced professionals offering fresh and innovative creative. “We 
have a six-step design process that is simple and easy to use,” she 
said. “We don’t stop designing until our clients love their logo.” 

Village Office Supply grows business 
with logo design service

GOS goes all out to support 
Wounded Warrior Project

http://www.warriorsthealbum.com
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There is nothing quite like being recognized 
by your customers. That was the attitude 
expressed by employees of Rogards, Inc 
in Champaign, Illinois, after being named 
a first-place winner in a recent People’s 
Choice awards program.

The awards were presented by Rogards’ 
local newspaper, The News-Gazette. “They 
set the categories and then people go in and 
nominate companies for each category,” 
explained Heather Culbertson, marketing 
coordinator. Rogards received a first-place 
nod in the shopping-office supply category. 

“Everyone was excited,” said Heather. “We especially like this award 
because it is voted for by our customers—people in the community 
who like us.” The award is on display in the Rogards showroom. 

Rogards wins People’s Choice Award

This past June, Tejas Office Products, 
Houston, participated in its fourth annual 
blood drive in conjunction with the Gulf 
Coast Regional Blood Center. “The staff at 
the blood center make it easy and painless,” 
said Alisa Fraga-Kautzmann, accounting and 
administrative manager, who was also a donor. 

Tejas got involved with the blood drive after 
its acquisition of another independent, Office 
Effects, four years ago. The blood drive was 
something that Office Effects always supported. 
“We wanted to continue to support our new 
customer—the blood center—who we acquired 
with the dealership,” said Alisa. “We also 
wanted to give back to the community.” 

The drive was held in the Tejas parking 
lot. People from the community donated 
blood along with Tejas employees. Although 
total donations were down from last year, 
the dealership plans to continue future 
participation. 

Houston dealer  
Tejas supports  
area blood drive

The city of Amarillo’s Mural Grant Program has enlivened the exterior 
walls of Officewise and helped to beautify the downtown area. “We 
have this blank wall you can see as you enter or leave downtown 
Amarillo, Texas,” said Ashley Miller, marketing executive at the 
dealership.

Officewise worked with the city of Amarillo and selected an artist—
Joey Martinez—to work on the presentation. The city’s mural program 
would pay for half of the mural up to $3,000. “Joey came up with a 
concept, we loved it and it got approved for the grant,” said Ashley.

The resulting mural paid tribute to the Amarillo Sod Poodles, the 
new minor league baseball team located there. The process took 
three days and was spectacular to watch, said Ashley. “We all left 
one evening and the next morning the whole outline was there. Then 
he came back with an artist friend and they knocked it out.”

The completed mural is 100 feet long and 12 feet high. The mural 
is easily viewed by anyone entering or exiting the downtown area 
off I-27.

Amarillo dealer Officewise brightens 
area with an outdoor mural
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During the business breakfast at the grand opening of its 
new showroom in Winchester, Virginia, earlier this year, 
Miller’s Supplies at Work demonstrated its One Screen 
whiteboard. The product was well received and led to Miller’s 
hosting a breakfast for the Winchester Technology Council.

“The Council is an offshoot of the local chamber and the 
members are all tech companies,” 
said Rick Lewis, director of sales. 
“We told them we would love to 
host their meeting and help the 
community.” 

Added Rick, “We let them have 
our showroom and conduct their 
meeting, and they let us do a 
15 minute presentation on the 
board,” he said. The meeting 
focused on how to keep the talent 
base of young tech employees in 
the area. 

With revenue growth of 40% from 2016 to 2018, 
Office360 is back on the Fast 25 list of the 
fastest-growing Indianapolis-based companies 
according to the Indianapolis Business Journal. “It is 
such an honor to be recognized by the IBJ,” said Steve 
Nahmias, Office360 principal (below right). 

Steve said Office360 returned to the list largely through 
organic growth. The dealership recently picked up 
what are now its largest and third-largest accounts, the 
hospitals and practices of Indiana University Health and 
Community Health. 

In 2018, Office360 bought Francis Office Supply in 
Piqua, Ohio, to be able to service western Ohio. Steve 
expects that purchase to pay dividends in 2019 and 
beyond. “Office360 also is looking at an acquisition this 
year in Kentucky,” he said. 

The dealership’s service capability is a growth driver 
and Steve points to the willingness of Indiana residents 
to buy local. “They appreciate good service and still 
appreciate relationships,” said Steve. “In some larger 
markets, relationships have gone out the window. 
Indiana still respects them.” 

Employees typically come together around food. With that in 
mind, Kershaw’s, Inc., Spokane, Washington, has produced 
a series of cooking contests. The most recent Kershaw’s 
Kooking Kontest took summer barbeques as inspiration and 
dishes could be anything as long as skewers were used. 
Entries were judged on taste, presentation and creativity. 

The contest resulted in a broad assortment of dishes that 
touched on almost every food group. Selections included 
fruit skewers with a cream cheese/marshmallow cream 
drizzle; homemade sausage with peppers, tomatoes and 
mushrooms; marinated beef skewers, and chicken, onion 
and peppers. 

“We have had four different contests so far and it is just 
a lot of fun,” said Carolyn Behrens, office manager. “We 
have lunch together and try out new things. It is great team 
building exercise.”

Indiana’s Office360 added to 
fastest growing list

Cooking contest celebrates summer 
at Washington dealership

Virginia dealer hosts 
technology council meeting
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SECRETS of success
Wilson Office Solutions  
Paducah, Kentucky
When Bryon Harlan took ownership 
of Wilson Office Supply in Paducah, 
Kentucky in 2015, one of his first efforts 
was to change the name to Wilson 
Office Solutions. He says the name had 
bothered him for some time because 
he felt it really set up a perception that 
was untrue. Wilson sells much more 
than office supplies so why limit the 
name, he reasoned.

Harlan had originally worked at 
the dealership in the 80s, before 
leaving to go work for a local office 
machine dealer. During his first spell 
with Wilson’s, he had helped set up 
a machine sales and service division 
but after he left, the machine business 
had no champion and it more or less 
faded away. 

When he returned to the dealership 
in the mid-90s, he brought with him  
a renewed emphasis on the 
machines side.

“I had primarily worked on machines 
while I was gone, so when I came 
back I naturally brought that back 
and started to sell machines right 
away,” he says. Today, the dealership 
successfully sells the full line of 
Konica Minolta machines along with 
Brother and HP. Office supplies and 
mid-market office furniture are also 
offered, along with machine service 
and repair. 

When Harlan took over the dealership 
his initial inclination was to keep the 
payroll down as much as possible. That 
thinking led to a team sales approach 
with just two outside salespeople—one 
for machines and one for furniture and 
supplies. “I could be in any of those 
roles as well as my machine or furniture 
salespeople,” he says. 

Competition has evolved. “You 
used to say it’s Office Depot online or 

Amazon, but now it is just the internet,” 
says Harlan. “Years ago, you sold 
pretty much what the catalog had and 
it kind of made sense. Now you overlap 
with pretty much everybody.”

Harlan has also noticed that 
customers are changing. He no longer 
gets as many calls asking for prices, but 
he gets asked for almost any product 
under the sun. “We try to say yes so they 
tend to call us for everything,” he says. 
Then he has to decide if Wilson’s has 
that capability or if he needs to refer it to 
another resource.

He believes that customers are 
getting smarter. “No matter what 
industry they are in they are fighting 
the same things I’m fighting such as 
someone selling something cheaper on 
the internet,” he reports. They no longer 
have to worry about where to make 
purchases; to simplify operations they 
just turn to Wilsons. “I’ve seen that over 
the past couple of years, which is good 
and builds stronger relationships for 
us,” he adds. 

Faced with the daily challenge 

Products carried: office products, 
office equipment, software 
solutions, office furniture
Year founded: original company 
1902, Harlan purchased it in 2015
No. of Employees: Nine
Key business partners: Konica 
Minolta, Essendant
% of sales generated online: 30%

of selling office solutions, Harlan 
says his biggest concern is industry 
transparency “It is all about getting the 
right information from the wholesalers 
and buying groups,” he says. He says 
that while some industry relationships 
are disposable others remain 
necessary. “I am not naïve enough to 
say I don’t need Essendant, because 
they are part of my business model and 
the model of other dealers,” he says. 
How those industry relationships will 
hold up as industry forces challenge 
them from every direction remains to 
be seen, he adds. 

Looking five years down the road, 
Harlan knows Wilson Office Solutions 
will still be in business but he isn’t sure 
what he will be selling. “Everything 
revolves around paper and so the less 
paper gets used the more we are going 
have to figure out what else to sell,” 
he says. “I think it is going to be more 
people products than office products.”  
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If you have news to share - email it to  
news@IDealerCentral.com

»

This year’s S.P. Richards Advantage 
Business Conference (ABC) took place 
on August 7-10, just under three weeks 
after a fire devastated the firm’s Atlanta 
distribution center and headquarters.

Understandably, the general session 
on the opening morning began by 
addressing the issue of that fateful 
night. Delegates were shown images 
of the terrible aftermath of the fire and 
responded with two standing ovations 
as first members of SPR’s Atlanta team 
took to the stage and filtered through 
the audience, and then the distribution 
center’s supervisors, who oversaw the 
evacuation of the site and ensured there 
was no loss of life, were introduced.

S.P. Richards’ president and 
CEO Rick Toppin praised the spirit 
and determination of the entire S.P. 
workforce in coming together to ensure 
that normal service was resumed as 
soon as possible after the blaze, and 
pointed out that such was the strength of 
response that the company’s two largest 
shipping days in July occurred post fire.

Toppin went on to pay tribute to others 
in the industry who have rallied around 
the wholesaler over the past few weeks, 
sharing messages of support the firm 
received from suppliers and customers 
alike. “We work in a very competitive 
business, but we also operate in an 
industry with tremendous compassion 
and humanity,” he said. “From all of us 
at SPR, we will never forget the support 
that you’ve shown us.”

Toppin also said that some of the 
team will begin moving into a new 
headquarters next week, which is 
located just a few miles from the original 
site and next door to the main offices of 
SPR’s parent, Genuine Parts Company.

The goal is to move all SPR associates 
there by November 1, 2019. Similarly, 
the Atlanta DC will be housed within a 
new 500,000 sq ft facility a few miles 
away from its current location and which 
will be ready later this year.

Touching on other aspects of the 
business, SPR’s growth strategy was 
outlined. The IDC can expect more 
investment in the core office channel; 
accelerated growth in the jan/san and 
safety channel; investment in new, 
customer-facing capabilities; additional 
pricing options and alternatives; and an 
increased focus on responsiveness in 
supporting resellers. 

The rest of the first day saw a 
comprehensive seminar program, 
perhaps the highlight of which was 
yet another standing-room-only 
presentation from NOPA president and 
CEO Mike Tucker detailing the current 
situation of one of the IDC’s biggest 
threats, Amazon.

Other seminars included offerings 
from regular INDEPENDENT DEALER 
contributors Krista Moore, Marisa Pensa 
and Jennifer Rae Schulman, as well as a 
host of other industry experts.

The general session on day two, was 
hosted by SPR’s senior vice president of 
merchandising Jack Reagan and saw 
an address by Genuine Parts Company 
president and CEO Paul Donahue, 
again praising the response of Rick 
Toppin and his team to the fire. That was 
followed by a call to action to encourage 
further support for City of Hope. 

The session rounded out with the 
presentation of the first three North 
American Office Products Awards 
(NAOPAs). Young Executive of the 
Year was awarded to Beth Freeman, 

executive vice president of FSI Office, 
while Professional of the Year went to 
Jon Rossman, owner and president at 
Chuckals Office Products. 

That left the Industry Achievement 
Award which went to the erstwhile and 
founding editor of this publication, Simon 
De Groot, who also received a standing 
ovation after a moving and heartfelt 
acceptance speech.

The last three NAOPAs were 
presented during the Prize Drawing 
Ceremony that came at the end of 
another well attended and industrious 
trade show. There ChargeTech 
garnered Business Product of the Year 
for its 8 Bay Pin Code Video Charging 
Locker, 3M’s Scotch Flex & Seal 
Shipping Role received Innovation of the 
Year, and Acco Brands’ GBC Foton 30 
Automated Pouch Free Laminator was 
crowned People’s Choice winner.

The closing party was yet to take 
place as we went to press. 

All in all, it was another successful 
S.P. Richards event. It was believed 
that this might be the last ABC, due to 
the proposed Industry Week event. 
However, the disappointing news that 
talks to make Industry Week a reality 
have stalled, means that there was 
speculation that the ABC might return in 
some shape or form in the future.

IDC “Stronger Together” at ABC Rick Toppin

mailto:news%40IDealerCentral.com?subject=
mailto:news%40IDealerCentral.com?subject=
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»

Hot on the heels of the recent dealer group merger, 
Independent Suppliers Group has opened registration 
for its annual convention, PREVAIL 2019, to members, 
authorized suppliers and industry partners. The event will 
be held in Indianapolis at the Westin and Marriott hotels 
and the Indiana Convention Center, November 4-6.

The agenda for 2019 has been updated and 
condensed into a two-day event that will include seminars, 
dealer discussion sessions, networking, membership 
meetings and tradeshow, with a new pattern each day. 

Independent Suppliers Group chairman Dave Guernsey 
commented: “Don’t miss the inaugural gathering of the 
largest business products dealer cooperative in the 
United States. History in the making as we bring together 
almost 900 independent dealers!”

For more information or to register, visit 
 http://www.cvent.com.

ISG opens registration 
for PREVAIL 2019

Vertical markets VP Haugh 
leaves Essendant
David Haugh, the vice president 
of Essendant’s Vertical Markets 
Group, has left the wholesaler 
after 15 years.

It is believed that Haugh is 
to move to industrial supplies 
reseller MSC to look after its 
business with government, 
following the recent 
announcement that it has been recently awarded a place on the 
new GSA MRO-jan/san strategic sourcing contract.

Haugh joined Essendant back in 2004, when it was still known 
as United Stationers, and led the ‘war on waste’ cost-reduction 
initiative before becoming part of the team that, in 2009, set up 
the wholesaler’s Public Sector Management Group which later 
became the Vertical Markets Group (VMG).

The VMG has enjoyed a high level of success for Essendant, 
achieving strong double-digit growth in recent years. It accounts 
for sales in excess of $250 million in what Essendant sees as a 
billion-dollar opportunity for the IDC.

It remains unclear as to who will succeed Haugh in the role. 

NEW Reliable Scott® 
Brand Dispensers
Learn more at www.KCProfessional.com/
ScottEssential 

®/™ Trademarks of Kimberly-Clark Worldwide, Inc. or its affiliates.  Marques de commerce de Kimberly-Clark Worldwide, 
Inc. ou de ses sociétés affiliées. © KCWW.  T8D1U0  12/18                        

http://www.cvent.com
mailto:jkilies%40classkit.com?subject=
http://www.kcprofessional.com/scottessential


AUGUST 2019 INDEPENDENT DEALER PAGE 14

Industry News CONTINUED FROM PAGE 13

The board of directors of national 
and regional accounts dealer 
network AOPD has approved 
membership for Reach 
Technologies.

Established in 1983, Reach 
Technologies is headquartered in 
Buford, Georgia, with an additional 
location in Jacksonville, Florida. It 
claims its vision is to be a partner 
that its customers can count on that 
provides the supplies and services 
they need to run their business as 
efficiently as possible. 

“AOPD is pleased to welcome 
Reach Technologies to the AOPD 
family of independent dealer 
companies, together servicing 
national and regional accounts, 
cooperatives, GPOs and the 
federal government,” said Mark 
Leazer, AOPD executive director. 
“Kevin Boeckmann and his team 
are in expansion mode and will 
provide AOPD with additional 
coverage in the key Atlanta 
market, as well as in Jacksonville. 
Reach is also a progressive, 
technology-focused company and 
can bring needed expertise to our 
dealers through their copier and 
managed print business. We are 
looking forward to getting started 
with the Reach team.”

Kevin Boeckman, owner of 
Reach Technologies said, “Reach 
Technologies is looking forward 
to our partnership with AOPD. We 
see the value of the relationships 
and programs AOPD offers as 
keys to earning regional and 
national accounts, working with 
like-minded independents and 
winning business from the big box 
competition.”

Reach 
Technologies 
joins AOPD 
dealers

Clover Imaging Group has created a product content platform within the 
Amazon marketplace to make it easier for its partners to sell Clover’s entire line of 
remanufactured printer cartridges.

Clover says that as more dealers have begun selling on the Amazon platform 
independently, there has been an increase in volume of images and content 
associated with Clover products, but not managed by Clover, that have failed to 
comply with the product listing and content requirements of Amazon and the OEMs. 

Clover has also seen an increase in the number of fraudulent “bait and switch” 
listings claiming to sell Clover remanufactured product but in fact selling new 
build compatibles.

 To combat this issue and help its reseller partners better leverage Amazon as 
a sales channel, Clover has created a platform within the Amazon marketplace 
where partners can access the most accurate and up-to-date information on Clover 
products, including images and comprehensive product overviews. This makes 
it easier for partners to sell within the Amazon marketplace while protecting the 
reseller and Clover from the type of online marketplace enforcement activity that has 
recently become popular among certain OEMs, Clover said. 

It also enables Clover to police against fraudulent listings that are detrimental to 
resellers and Clover alike.

 “Clover is not selling direct to end users on Amazon. Clover is adapting, as 
it must, to the reality that online marketplaces have erased the geographic and 
channel boundaries that have traditionally compartmentalized much of our customer 
base. As always, our steadfast commitment is to help our partners grow their 
business by leveraging the highest quality remanufactured products in the market 
place,” said Eric Martin, president of Clover Imaging Group. “To take advantage of 
Clover’s new platform, please contact your Clover account manager.”

Meanwhile, Clover’s marketing services division Amplify has developed websites 
for Edwards Business Systems and Virginia Business Systems. 

The brands, which previously shared a single website, have been split into two 
highly targeted websites to drive local lead generation, using Amplify’s digital 
development platform. The new websites have been designed to generate sales, 
bolster user engagement and create a more enriching user experience.

Clover Imaging makes it easy for 
partners to sell on Amazon, helps split 
Business Systems sites

https://www.edwardsbusiness.com
https://www.vabusinesssystems.com
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Annual education market event 
EDspaces has announced that Tony 
Wagner will be the keynote speaker on 
the opening day of this year’s meeting 
in Milwaukee, October 23-25.

During the presentation, entitled 
Creating Innovators for the Future 
of Learning, Wagner will share his 
belief that nurturing the capacity for 
innovation is critical to developing a 
successful future workforce and what 
successful schools and colleges are 
doing to instill this vital skill set.

“EDspaces is about creating 
the next generation of learning 

EDspaces 2019 
announces author 
Tony Wagner as 
keynote 

800.636.0778      phoenixsafeusa.com
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environments, but to what end?” said 
Jim McGarry, president & CEO of 
the Education Market Association. 
“We have asked Tony to challenge 
the industry, when designing or 
building new schools and colleges, to 
really think about the competencies 
necessary for success in the future 
economy and how these new 
environments will support that goal.” 

A well-known voice in education, 
Tony Wagner currently serves 
as a senior research fellow at the 
Learning Policy Institute. Prior to 
this appointment, he held a variety 
of positions at Harvard University 
over a period of more than 20 years, 
including four years as an expert in 
residence at the Harvard Innovation 
Lab. He is also the founder and 
co-director of the Change Leadership 
Group at the Harvard Graduate 
School of Education. 

His previous work experience 
includes 12 years as a high school 
teacher, K-8 principal, university 
professor in teacher education 
and founding executive director of 
Educators for Social Responsibility.

http://phoenixsafeusa.com
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Ohio-based manufacturer of visual communication products 
Ghent has expanded its Stroll mobile glassboard range.

It has paired a simplified new design with three additional 
sizes in multiple configurations allowing customers to find 
the right combination for their space. The three new sizes 
available are (height x width): 54” x 36”, 54” x 60” and 72” x 
60”, which join the standard 72” x 36” unit. 

The Stroll range was created to be multifunctional. It 
includes full-length glass, split glass/fabric panels or full, 
tackable fabric panels on each side. The mobile unit can 

Ghent expands mobile glassboard collection

Software solutions firm ECI has announced the 
availability of a new integration between its Acsellerate 
CRM, e-automate ERP and QuickDeal proposal 
generation applications.

The company claimed this integration would provide 
field service organizations with a single data source to 
effectively simplify and streamline business operations, 
freeing up sales team members to focus on closing 
more deals.

Prior to this integration, data between the platforms 
was siloed, requiring users to toggle between systems. 
ECI said additional key benefits of the new integration 
include the ability to:
• expedite proposal creation time, turning what was 

once an hours-long process into one that takes only a 
few minutes.

• synchronize proposals and quotes with a single click.
• automatically convert prospects into accounts, 

including transferring contact information and 
historical CRM data.

• deliver customized, branded and professional-looking 
reports and proposals.

ECI integrates applications, rebrands
• easily create quotes and total cost of ownership reports, 

which are then automatically populated into Acsellerate.
“Helping our customers simplify operations and grow 

their businesses is at the heart of every product decision 
we make,” said Laryssa Alexander, division president, 
field service. “With the combined data sources of these 
three platforms, sales representatives will be able to build 
quotes in minutes that will automatically be imported into 
Acsellerate CRM, giving them a holistic view into every 
single customer relationship.”

Meanwhile the firm has rebranded to be known simply as 
ECI, rather than ECi Software Solutions going forward.

be used not only as a glass dry erase surface, but also as 
acoustic buffering, a place to post bulletins or as a way to 
divide space. 

“There is something fun about dry erase surfaces,” stated 
Scott Bowers, Ghent director of product. “They are a safe way 
for people to put out their thoughts. They allow inclusivity of 
ideas while verbalizing and visualizing different viewpoints. 
You don’t have to have a finished idea to use a dry erase 
board. They are an integral part of communication and Stroll 
takes that collaboration ability on the go with its mobility.”
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NOPA News
Section 846: The future  
of federal e-commerce
By Mike Tucker

Early in July, the General Services Administration (GSA) 
issued a draft Request for Proposal (RFP) for its initial 
Proof of Concept (POC) to implement Section 846 of the 
Fiscal Year (FY) 2018 National Defense Authorization Act 
(NDAA). The draft solicitation was the result of several 
months of interviews and consultation with industry, 
including IOPFDA, NOPA’s parent organization, but it 
falls short of creating a marketplace with true opportunity 
for independent dealers in our industry.

Even if you are not currently a federal government 
reseller this marketplace represents a huge opportunity 
for independents with an anticipated spend of $5 
billion. There is no requirement to hold a GSA contract. 
All orders under $10K are NOT subject to standard 
federal procurement regulations. Requirements to sell 
AbilityOne products (the brand for products made by 
people with disabilities) and products compliant with the 
Trade Agreements Act (not made in China, Russia, and 
certain other countries) are waived.

IOPFDA believes much can and should be done 
to modernize current GSA procurement policies and 
implement commercial practices where they make 
sense in today’s procurement process. However, we 
have serious concerns about a POC pilot that opens a 
market place with minimal boundaries, a much higher 
micro purchase threshold and no consequences 
to companies that misuse or take advantage of the 
situation for short term gain. 

There is also concern around market disruption to 
existing suppliers who have supported GSA, mandatory 
source requirements (AbilityOne) and supply chain 
integrity (TAA) for many years. 

The draft RFP seeks to “pilot” only one of three 
e-commerce portal models identified by GSA, omitting 
the e-commerce and e-procurement models. IOPFDA 
has been advocating for inclusion of the EPIC Business 
Essentials platform, which is considered an e-commerce 
platform and would be excluded from testing under 
current pilot guidelines. This will result in deficient pilot 
results that amount to preselection of a tech solution, 
rather than a best value solution based on competition. 

We believe that all three e-commerce portal 
models should be included in the POC. The House of 
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Representatives included in its FY’20 National Defense 
Reauthorization bill language which calls on GSA to use 
all three models in the POC phase. NOPA and our lobbyist 
Paul Miller worked hard to get this language included in the 
bill and we are cautiously optimistic it will be included in the 
final bill that heads to the President for his signature. 

We’re also concerned GSA is contemplating a five-year 
POC and has identified the potential annual market at $6 
billion or $30 billion over five years. 

This figure does not give any consideration to the 
potential impact on existing programs such as GSA 
schedules, FedMall and NASA SEWP and the businesses 
that support these programs. 

A procurement of this size with the potential to change 
so many existing contracts and suppliers should not be 
implemented without a thorough impact study. 

Moreover, a five year “pilot” is not really a pilot, but rather a 
true contract award that gives the provider a real competitive 
advantage over those who want to bid on this contract once the 
POC is complete. We don’t believe GSA has truly considered 
the future marketplace and those long-time partners. 

In addition, the RFP does not restrict platform providers 
from being resellers on the platform they manage. This 
represents both a huge conflict of interest for the platform 
provider and a considerable risk for other resellers. The 
use by a platform provider/reseller of third party resellers’ 
data to compete against them is a serious problem and is 
currently under investigation in the European Union. 

Lastly, it is alarming that GSA has allowed such a limited 
opportunity for consideration of feedback on the draft RFP. 
The draft suggests that the final RFP is expected to be 
released within days of the receipt of comments, giving 
suppliers little hope that GSA will make any significant 
changes because of their comments. We hope this is not true.

IOPFDA will continue working with GSA, Congress and 
other like-minded industries to seek compromises and 
solutions that will benefit our members.

If you have questions or would like more information, please 
contact NOPA president Mike Tucker via e-mail at mike@
iopfda.org or phone at (410) 931-8100.

There’s still time to participate in the Sales Force Compensation Survey
Gain an unprecedented level of information on…
l  Sales Objectives and Challenges 
l  Hiring, Onboarding, and Training Practices 
l  Salesforce Compensation 
l  Overall Salesforce Performance 
l  and more! 

The National Office Products Alliance (NOPA) has retained an independent research firm, Industry Insights, 
to manage this study.  Your data will always remain secure and confidential. 

You will receive: 
l  a complimentary copy of the complete 2019 NOPA Salesforce Benchmarking Report, and 
l  a personalized Company Performance Report – based on the study’s findings and your  
    individual company’s responses

The survey can be submitted electronically through the secure survey website at   NOPA Salesforce Study

Thank you in advance for participating in this important study. Please let me know if you have any questions.

Mike Tucker 
President & CEO 
mike@iopfda.org

Dear NOPA Member:

mailto:mike%40iopfda.org?subject=
mailto:mike%40iopfda.org?subject=
mailto:mike@iopfda.org


By Michael Chazin

The health and wellness 
category is gaining traction. 
Products are in demand 
and employers appreciate 
the positive impact they can 
have on employee attitudes 
and productivity.



AUGUST 2019 INDEPENDENT DEALER PAGE 21

Cover Story CONTINUED FROM PAGE 20

»

What defines products in the health 
and wellness category isn’t as 
straightforward as it first appears. 
Sit-stand desks and their permutations 
are solidly established, as is ergonomic 
seating. Then what about monitor arms 
and day-light task lighting? Do you 
also include healthy snacks, first-aid 
supplies or the cabinets and shelf units 
that hold them?

The health and wellness category, if 
“category” is the right designation, has 
many different components. “There’s 
the break room aspect of it, there’s the 
ergonomic and furniture aspect of it 
and then there is the hygiene aspect,” 
says Margee Witt, chief executive 
officer at Blaisdell’s Business Products, 
Oakland, California. She adds that it 
all depends on what the customer is 
looking for and then pointing them in 
the right direction. 

Health and wellness products and 
services tend to provide solutions. A 
customer wants to create a healthier 
environment for employees and comes 
to your dealership for help. At this point 
you have a choice: start talking about 
products and features or continue 
asking questions. The first option puts 
you on a competitive track where 
you have to price your products as 
commodities. The second approach 
offers the opportunity to avoid a race to 
the bottom on pricing.

“Selling health and wellness isn’t a 
commodity, it’s a service,” says Bill 
Strait, sales manager at Wist Office 
Products, Phoenix. “We’re offering 
a solution to a problem.” Being able 
to offer health and safety solutions 
enhances Wist’s ability to respond 
to customer needs. Strait says when 
the dealership was out selling aspirin 
and bandages they were considered 
transactional purchases. One trip in 
the field with Acme United dispelled 
this idea. 

“You open a prospect’s cabinet and 
see they have 12 different bandages 
and 12 different types of aspirin and 
how it is unorganized and a mess,” says 

Strait. This knowledge only comes from 
spending time with experts but once 
it is gained it can be taken to the field 
repeatedly. “You can confidently have 
that conversation with the customer and 
they see it for themselves.”

Vendors regularly visit Wist, and it is 
an asset that Strait returns to over and 
over. “We learn by participating,” he 
says. “When they are in town we have 
them participate in field work with our 
representatives.” He suggests that 
dealers work with their wholesaler to 
set up vendor meetings and field work. 
“Open up the communications between 
those individuals and your team and 
stay the course.” 

“We lean heavily on manufacturers 
and their reps for support materials and 
sample products,” says Cody Durbin, 
sales and business development 
manager at GBP Direct in Kenner, 
Louisiana. “Manufacturers who visit 
the dealership will demonstrate their 
products so salespeople can see 
and feel how they work. Vendors 
also produce training videos which 
demonstrate how products work.”

Health and safety lends itself 
perfectly to consultative selling. Rather 
than meet with the office products 
buyer, typically salespeople from 
GBP Direct will speak with a corporate 

decision maker, facility manager 
or—in some larger plants—with an 
ergonomist. 

A different sales approach
“We work with someone on the 
corporate side to discuss adding health 
and wellness products,” says Durbin. 
The difference with office supplies is 
that there’s no emotional attachment to 
the purchase because those items are 
viewed more as consumables, he says. 
“Whereas when you talk to the person 
who wants to bring health and wellness 
products into their office, they’re more 
emotionally invested and work closely 
with their sales rep throughout the 
process to specify those items for their 
employees.”

Once you understand customers’ long 
range goals you have a different answer 
when they ask if you sell sit-stand desks. 
“It’s a mistake to say yes we do and go 
right into products and features,” says 
Dave Sauter, president, Workscape 
Inc., Pittsburgh. Instead ask why they 
are asking. Once you understand why 
they want what they want, this helps you 
position it and gets away from selling 
based solely on price.

“If all you do is spew features and 
benefits at a price, they can do that 
more efficiently online,” says Sauter. 
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“But if you can relate to them and say 
you understand their problem and 
speak their language, now you become 
a partner.”

Health and wellness first appeared 
as a category with the need to enhance 
acoustical privacy and improve the 
indoor workspace. “Twenty years ago 
everyone was moving to cubicles and 
everyone complained about the stress 
and the noise,” says Sauter. The choice 
was to become part of the problem or 
part of the solution. “So we became 
heavily involved in sound masking and 
speech privacy,” he says. “That issue 
has never gone away, but the real push 
for healthier spaces has been in place 
for the last five or six years.” 

At Arctic Office Products, Anchorage, 
Alaska, the push for health and 
wellness was actually generated by 
customer demands. “More people 
were having health issues that 
may have been related to the work 
environment,” says Mari Wood, senior 
vice president. The dealership initially 
offered ergonomic assessments 
using a prepared form generated by 

Fellowes. “We started with the usual 
wrist rests, ergonomic keyboards and 
glare screens. Then we branched out 
and picked up sit-stands, which were 
really important.” 

Based in Anchorage, resupply tends 
to take 30 days for the dealership, 
that’s why Arctic holds an extensive 
inventory. Customers were already 
aware of the Varidesk sit-stand desk, 
the only problem was shipping the 
desk to Alaska cost almost as much the 
desk. “We negotiated with Varidesk, 
and we now buy them by the trailer 
load, bring them up here and get a 
decent price for them,” says Wood. 

Anchorage sells a variety of sit-stand 
options and has received training from 
Ergotron and Humanscale. “We have 
featured a number of our sit-stand items 
on our Facebook page,” says Wood. 
Varidesk is probably the best known 
product, so Anchorage features it on its 
sales flyers to bring in buyers. “The new 
Levado sit-stand tables from Fellowes 
can be assembled in about 10 minutes 
and they are a piece of cake to ship to 
rural Alaska,” adds Wood. 

Ergonomics leads the way 
When Cody Ables first started to work 
in the industry at Ables-Land Inc. 
discussions were all about ergonomics 
for chairs and keyboards. “As a 
Herman Miller dealer we have always 
focused on ergonomics and trying 
to make the customer comfortable in 
their environment,” says Ables, vice 
president/furniture. 

Sit-stand has been a strong seller 
at Ables-Land for the past six or 
seven years, he reports. The market is 
inundated with units and he suggests 
buyers be careful when picking a unit—
the tradeoff, as always, comes down to 
a question of cost versus quality. 

Ables-Land recently completed an 
installation of traditional furniture that 
went into a surveying company. “They 
told us they needed big work surfaces 
to put plans on but they also needed 
a way for their workers to stand up,” 
he says. The client ended up adding 
sit-stand to almost every workstation. 

At Blaisdell’s, health and 
wellness-related activity was generated 
primarily by customer requests. 

»
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“We had a lot of initial requests and 
conversations with our customers about 
ergonomic products and ergonomic 
solutions,” says Witt. Based in California, 
where office ergonomics is paramount, 
requests for health and wellness 
products would come in along with 
requests for ergonomic evaluations. 

“If there’s a worker’s comp issue, 
we recommend that they contact an 
ergonomist,” says Witt. The ergonomist 
works with Blaisdell’s in terms of 
recommended products that are then 
procured for the customer. “Our sales 
team knows how to do basic ergonomic 
evaluations so we can make sure the 
customer has all they need for a good 
ergonomic workplace.”

Beyond ergonomics there are a 
variety of healthy approaches that 
interest customers. “Our salespeople 
inform new and existing customers 
about the variety of product that we 
can provide,” says Witt. Breakroom 
products are always included in any 
health discussion. “We provide a lot of 
healthy alternatives for the breakroom 
including fresh fruit, fresh vegetables 
and dairy,” she adds.

While much of the country 
experienced extremely hot 
temperatures recently, in Mesa, 
temperatures regularly go over 100 
this time of year. Employers need to 

have water stations and Wist offers 
solutions. “We installed 40 point-of-use 
cold-water coolers for a large 
electronics company,” says Strait. The 
coolers were a new product for the 
dealership but one that is certain to find 
more customers. 

Sit-stand takes off 
The health and wellness category is 
pretty much anchored by the whole 
sit-stand offering of workstations which 
includes everything from desktop 
attachments to fully automated 
worksurfaces that go up and down. The 
latest entries have a look reminiscent of 
more traditional casegoods. 

“In the last four or five years sit-stand 
desks have gone off the charts,” 
says Sauter. The products show up 
in virtually every office and result in 
happier employees and a workspace 
that shows much better. “When a 
millennial walks into an older, poorly 
designed space, they can’t see 
themselves working there,” he says. 
Add sit-stand workstations to the setting 
and the vision problem goes away. 
“Millennials can envision themselves 
working in that space.”

It used to be that workstations were 
fairly straightforward, then sit-stand 
came along and stood that on its head. 
“Today, something like 70 percent of all 

workstations that we sell have a sit-stand 
capability,” Sauter says. Workscape 
regularly specs sit-stand tables from 
Right Angle that it purchases through its 
membership in the IS Contract program 
Connexions. “With the Connexions 
group of manufacturers we can offer a 
wide range of options for our customers 
without breaking the bank,” says Sauter.

“Sometimes upper management 
doesn’t understand that you can 
impact productivity by making sure 
that employees are comfortable and 
feel that management cares about 
their well-being,” says Wood. In those 
situations there’s usually someone in 
management who wants to know what 
the ROI will be from an investment 
in health and wellness. These 
managers usually come around, she 
says, especially when they see that 
productivity has increased.

Increases in employee wellness with 
concomitant increases in production are 
fairly common after the implementation 
of health and wellness products and 
services. Employers spend 92 percent 
of their operating expenses on their 
people. “If you can say, I can make 
your people better, I can help lower 
your healthcare costs, I can help you 
attract or retain, you get their attention,” 
says Sauter. There’s a real fight for 
recruitment right now and businesses 
want to know how to improve their ability 
to attract and retain employees. “CEOs 
love this because they see where the 
money is spent,” he says.

Helping to establish and support 
the best approaches to Health 
and Wellness, the WELL Building 
Standard has been established by the 
International WELL Building Institute, 
New York City. “The standard is starting 
to become more accepted and a lot 
of architects have started to talk about 
wellness and well building programs,” 
says Sauter. The standard sets 
directions and talks about how work 
places can be developed to support a 
high performing workforce. 

Even without a building standard, 
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new offices have started to adopt a 
variety of new approaches. Panels are 
lower, workspaces are smaller and in 
many cases the office orientation has 
changed. In the past, private offices 
were arranged on the outside of the 
space by the windows and cubicles 
were in the center. Now cubicles are 
being positioned along the windows 
and private offices and conference 
rooms have moved to the center of the 
space with glass fronts, says Sauter. 

Cubicles might have shrunk but 
businesses are not taking less space. 
“Those square feet they saved in the 
cubicle, they’re putting into cafés, 
coffee shops, breakout areas and 
huddle rooms,” says Sauter. Even 
outdoor spaces have taken off. 
“Employees want to work outside, or 
at least eat outside if it’s a nice day,” 
he says. “Employers are spending 
less money on cubicles but spending 
dollars in other areas of the space.”

Wellness improves 
performance
“With more people glued to a computer 
screen, you want to promote health 
and wellness items so that people have 
more mental clarity,” says Durbin. He 
adds that given the opportunity office 

workers are moving away from their 
desks and working in other areas. 
“Some companies we work with are 
now specifically designing areas where 
employees can take their laptops and 
go work in several locations throughout 
the office,” he adds.

For many corporations, the 
commercial environment is starting 
to take on more elements found in or 
associated with residential spaces. 
Work sofas are just one example. 
Anchorage Office Products started to 
sell massage chairs at the beginning 
of last year and they’ve been well 
received, says Wood. 

Massage chairs are offered in 
good, better and best versions from 
three different vendors – Panasonic, 
Brio Furniture and Inada Dream 
Wave. “We’re getting them placed in 
employee lunchrooms or breakrooms, 
especially for the North Slope oil field 
workers,” says Wood. She adds that 
the showroom is busy during lunch 
hours as Arctic employees try out the 
massage chairs located there. 

More offices today are being 
established with relaxation areas or 
alternative work areas. Everyone takes 
work home at some point and you might 
have a home office to work in. “You also 

might bring your laptop to the family 
room or the kitchen table,” says Sauter. 
“You work where it is convenient and 
you can relax and be comfortable.” He 
says Workscape has produced a good 
number of these relaxation spaces. 

In Arizona, Strait says that the 
customer for health and wellness 
tends to be a medium to larger-sized 
company. Often those companies are 
looking to improve employee retention. 
“People are more sensitive to safety 
and health that I can ever remember,” 
he says. Typically the buyer will 
be from human resources or the 
facilities department. “You may have 
a conversation with both of them, but 
it is generally not the office manager,” 
he adds. 

These employers care about their 
employees and are ready to listen to 
dealer suggestions for what could 
prove useful. “They are kind of aware 
of the offerings but are not completely 
familiar will all the options,” says 
Strait. What’s more they are not aware 
of one company that could meet all 
these needs.

A different sales approach 
It is a perfect opening for consultative 
selling, he continues. “We talk to them 
about what other people are doing and 
the kind of products they are buying,” 
says Strait. Then discussion turns 
to the client so the salesperson fully 
understands needs and can suggest 
ways to improve the workspace and 
increase productivity. 

Strait admits the technique might 
differ from traditional sales approaches. 
“But if you keep after it and use 
the expertise of your partners, you 
eventually find your stride,” says Strait. 
That’s when the realization strikes 
that the health and wellness market is 
wide open for independents. “The big 
boxes don’t do consultative selling any 
more; they literally don’t have anyone 
on the streets,” he adds. He suggests 
that the category will become as big 
as breakroom if not bigger. It already »
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accounts for a significant part of overall 
sales at Wist. 

Human resources is the right place 
to land most health and wellness 
proposals, Sauter agrees. “If you can 
talk to HR personnel, you’re speaking 
their language, because promoting 
health and wellbeing lowers health care 
costs,” he says. “If you can help him 
reduce turnover and improve his attract 
and retain, you’re living in his world.”

Any dealer thinking of becoming 
more active in the health and wellness 
space needs to start by learning the 
lingo and becoming familiar with 
available products. “You will have a 
much easier time talking about these 
products if you have worked with them,” 
says Durbin. He suggests that dealers 
put these products in their own offices 
and work with them daily to learn some 
of the struggles and concerns office 
workers face every day. 

GBP Direct completed its new 
working showroom in December 
of 2017. It includes many of these 
products being used by GBP 
employees. “Customers come in and 
want to see the potential these products 
have for their own offices,” adds 
Durbin. “So we try to have a lot of the 
products we sell in our own office so we 
can show them off and talk about them 
from our point of view.” 

Blaisdell’s recently redid its 
furniture showroom, which continues 
to emphasize ergonomics and all 
its different approaches. “We also 
have a working showroom. Everyone 
here has some type of sit-stand or 
height-adjustable unit,” says Witt. When 
customers come in and walk through 
the space, invariably conversations take 
place about how the products are used 
and what employees like about them. 

The working showroom is a great 
way to showcase and demonstrate 
health and wellness products, but the 
working showroom at Blaisdell’s serves 
an even greater purpose. Witt says 
having a comfortable work environment 
has been a focus of hers for a long 

time. “It’s important to make sure the 
working environment here is pleasant, 
that people want to come to work and 
are happy once they’re here,” she says. 
“Health and wellness pertain at our 
office too.” 

Change the conversation 
When it comes to health and wellness, 
proposals can take on a totally different 
approach. “We talk very little about 
furniture,” says Sauter. “Instead 
Workscape salespeople talk about 
how to reduce turnover or how to best 
attract and retain employees. Once you 
change the discussion to how you can 
help support them, you’ve effectively 
separated yourself from all the other 
guys out there saying ‘Buy me; I’m 
cheaper,’” he says. 

Any dealer seriously thinking about 
starting to sell health and wellness 
products needs to have a program for 
customer education. “It is not a product 
that every single customer sees a 
need for, or that every single customer 
especially wants to pay for,” says Ables. 
Health and wellness isn’t different from 
any other product sold by Ables-Land. 

The goal is always to satisfy customer 
needs. “We want the customer to know 
when they see something on TV or in 
someone else’s office that Ables-Land 
has that,” he adds. 

It comes down to talking these 
products up with customers. “Anyone 
who goes online or watches television 
is going to see Varidesk and other 
height-adjustable workstations,” says 
Ables. With that as the backdrop if you 
are not talking to your customers about 
these products you are already losing. 

He suggests taking a height- 
adjustable workstation out to a big 
customer and let them work with it. 
“Explain to them how to work it and let 
them pass it around for a month,” says 
Ables. This is almost guaranteed to 
generate sales, he contends. “All you 
have to do is drop it off, explain to a few 
people how it works and then let them 
sell it to the rest of the office.”

Michael Chazin is a freelance writer 
specializing in business topics, who has 
written about the office supply business 
for more than 15 years. He can be 
reached at mchazin503@comcast.net. »

mailto:mchazin503@comcast.net
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The key to having a successful 
online presence is making sure your 
website is visible to people who are 
searching for products or services 
you are offering. Through the process 
of search engine optimization (SEO), 
you can optimize your content to 
improve your website’s rank, which 
increases the chances of it being seen 
online. Implementing natural, organic 
adjustments to your content will 
make it much easier for you to attract 
relevant customers to your business.

Let us discuss some of the 
adjustments you can make to improve 
the visibility of your website.

Use relevant, targeted 
keywords
Keywords are the backbone of 
search engine optimization. When 
people search online, they frequently 
type in very specific words and 
phrases to find exactly what they 
need. By incorporating popular and 
relevant keywords into your content, 
you can attract people who might 
want to take advantage of your 
products and services.

Make a list of everything you offer 
at your organization and research 
popular keywords and phrases that 

are associated with them online. From 
there, review the content you have 
already written and see where you can 
naturally implement these keywords. 

Be sure to incorporate keywords 
into your title tags as well, since 
this will extend a page’s reach 
substantially. You can incorporate 
them into your meta descriptions 
too, but the focus there should be 
more on creating snappy, attractive 
descriptions of your pages.

While keywords can help you 
improve visibility, it is not wise to stuff 
your content with them. Using too 
many specific keywords can make 
your content come off as robotic to the 
average reader.

Optimize for mobile
More people are browsing the 
internet on phones and tablets, so 
the importance of mobile SEO is only 
increasing. Search algorithms are 
giving more attention to mobile-based 
websites, so designing your website 
for both desktop and mobile is 
essential if you want your site to be 
seen by more people. Not all websites 
will run as smoothly on phones as 
they do on computers, so adjustments 
should be made to accommodate.

The best course of action is to design 
your website for the use of a single 
finger. Make sure buttons are easy 
to find and click and simplify your 
website’s navigation to accommodate 
the smaller screen.

Responsive design is commonly 
used for mobile SEO, since it allows a 
website to automatically reconfigure 
its display settings to suit a device’s 
screen size. You should also decrease 
the size of certain images, since larger 
images create longer load times that 
often deter mobile users. 

Image SEO
Strong visuals are important for any 
website, which is why you should be 
optimizing your images for search 
engine visibility. When selecting an 
image for a website, make sure you 
choose a file type that loads quickly 
and displays the image in good quality. 
JPEGs are usually the best files to use 
for this. In addition, you should also 
give your images filenames that relate 
to the image being displayed; avoid 
generic titles like “IMG_06021.”

To further optimize your images, you 
must attribute alternative text to each 
image that you upload. This text offers 
a description of what is being shown in 

by Kevin Rehberger

SEO 101: 
FIVE TIPS TO 
INCREASE YOUR 
VISIBILITY ON 
SEARCH ENGINES
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the image you want to present. Search 
engines cannot directly read images, 
so this text is necessary to show users 
what images are being displayed.

Add in keywords associated with a 
given page to give the alt text a strong 
SEO boost.

Reach out to create 
backlinks
One of the best ways to improve 
your search engine rank is to create 
backlinks, or links to your website that 
are listed on other websites. Search 
engine algorithms highlight websites 
with informative and helpful content 
and backlinks show the algorithms 
that your content is resonating with a 
lot of people. This can improve your 
website’s search rank substantially.

Writing strong, informative content 
can entice partners to link out to your 
website naturally, so always give it 
your all when you write blog posts 

and other content for your website. 
You can also reach out to popular 
influencers who discuss content 
relevant to your business. Talk with 
them and see if any of them are 
interested in sharing your website.

Be careful with whom you partner 
though; too many backlinks can 
actually harm your rank, since the 
algorithms may identify it as spam.

Link to social media 
platforms and stay active
The uses of SEO are not limited to 
your website; SEO can also help you 
extend the reach of your social media 
channels. If you have not done so 
already, make sure all of your social 
media pages are verified. Verification 
helps to weed out any impersonators, 
while giving your pages the credibility 
that algorithms are looking for. Make 
sure each of these pages is linked 
to your website so your website can 

benefit from the improved visibility.
To keep a high search engine rank 

for your social media pages, you need 
to stay active. Maintain a clear and 
consistent upload schedule so the 
algorithm knows your page is alive and 
well. Try to determine when most users 
view your content, since this will make 
it easier to figure out when you should 
upload posts. When users interact with 
your posts, respond to them to assure 
them that you are listening to feedback.

Many of these optimizations are 
simple, but they can dramatically 
improve your visibility online. Attracting 
people with interests relevant to your 
business is the key to succeeding in the 
increasingly competitive online space.

Kevin Rehberger is a content 
strategist for Fortune Web Marketing. 
To learn more, visit https://www.
fortunewebmarketing.com.

https://www.fortunewebmarketing.com
https://www.fortunewebmarketing.com
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In business, we spend our time 
establishing plans, creating strategies, 
setting goals and managing budgets. 
Ultimately, however, it takes great sales 
leadership to effectively execute and 
successfully implement those plans 
and strategies. 

Whether you are a business owner 
wearing the sales manager hat or 
have a dedicated sales leader in 
your company, this is a crucial role 
for your future success. Effective 
sales leadership has always been 
the key differentiator between those 
companies that are slow to grow and 
those that are hitting the ball out of 
the park.  

Now more than ever, there is an 
urgent need for companies to uplevel 
their sales leadership in order to 
innovate, create loyalty, strategically 
compete and win new business against 
disruptive competitors. 

In my book Race to Amazing: Your 
Fast Track to Sales Leadership, I share 
relatable stories, creative tools and 
practical applications to quickly get 
you on the fast track to sales success. 

Here are a few simple suggestions 
from the book that can have a positive 
impact on your strategy, execution and 
sales leadership effectiveness. 

1. Be approachable and 
accessible 
Walk around the office and engage 
with your employees. Have direct eye 
contact, open body language and a 
pleasant demeanor. Make this a daily 
habit.

2. Be mentally present: 
practice being an “active 
listener” 
Give your employees the time and 
attention they deserve. When they 
come into your office, ask them to have 
a seat, turn away from your computer, 
ignore your phone and LISTEN. 

3. Share the credit and 
shoulder the blame 
Many so-called leaders are distrusted 
today because they are seen as 
self-serving, primarily interested in their 
own benefits. Leadership should be for 

the benefit of the people. The biggest 
mistake you could make is to focus on 
yourself rather than your customers 
and the company.

4. Thank people for their 
contributions 
Everyone needs to know that they are 
appreciated. A heartfelt thank you 
from the leader can go a long way! Be 
sincere and recognize individual and 
team accomplishments both publically 
and privately.

5. Show you care 
You can do this by being humble, kind 
and respectful. Begin involving others 
in the planning stages, rather than just 
telling them what to do. Employees 
want to work for leaders who are 
empathetic and genuinely concerned 
about their views and challenges.

6. Honor your commitments 
Trust is imperative for leaders in 
any relationship. Do what you say 
you’re going to do. Be consistent and 
predictable in your behavior. Return 
phone calls and emails in a timely 
fashion. Avoid canceling meetings or 
being late to arrive.

7. Have a sense of humor 
Don’t take yourself or others too 
seriously. Stay positive, smile, laugh 
and have fun! 

These are simple rules that can 
certainly go a long way. It is the leader 
that will take the company vision and 
strategy and make it a reality. Having 
a company culture with amazing sales 
leadership will get you winning that 
much faster. 

Top Sales World Magazine nominated 
Race to Amazing a Top Sales Book 
Finalist in 2018. Hubspot listed 
it among the Top 17 Best Sales 
Management Books that every sales 
manager should read. To learn more, 
visit https://racetoamazing.com.

RACE TO AMAZING 
SALES LEADERSHIP
By Krista Moore

https://racetoamazing.com


Get Ready to Start Your Race.....

Krista S. Moore
Author, Talk Show Host, 
Speaker, Retreat Facilitator,
CEO, K.Coaching, Inc. 
https://racetoamazing.com

   Race to Amazing™ contains relatable stories, shared experiences, and        
  practical applications to:

• Gain clarity on your vision, your talents, and your why

• Create and lead a winning sales strategy

• Build an effective sales management system

• Create a motivating and inspiring leadership style

• Learn a “Coach Approach” to sales leadership

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

Join our conversation on Facebook and LinkedIn for more information.

VISIT US AT opwil.com

SAVE 
THE 
DATE
all female  
industry leaders  
welcome 
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