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There is no 
set supplier 

of breakroom 
products in most 

markets. If they act 
fast, dealers can 

set themselves 
up as the number 

one source for 
breakroom snacks, 

beverages and 
accoutrements.

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

After 70 years serving the Southern California market, Economy 
Office Supply continues in its commitment to its core values: 
employees, customers, community and suppliers. “To insure another 
70 years in business, we are celebrating by investing progressively 
in employees, new equipment and technology upgrades,” said Debi 
King, president of the Glendale, California dealership. 

Economy started life as Economy Stationers & Printers in 1949. 
Its original home was a retail store in the Miracle Mile district of Los 
Angeles. In 1974 the name was changed to Economy Office Supply 
Company. John King, an employee, and his wife Debi, purchased the 
company in 1978 and ten years later Economy grew out of the space 
in Los Angeles and moved to Glendale

Since assuming the reins of the dealership, Debi has overseen its 
growth and expansion. Today, in addition to an extensive offering 

Regular readers of this column will know that 
I was disappointed by the recent collapse of 
BSA’s plans to host a united Industry Week in 
2020. It heartens me, therefore, to be able to 
report that another, similar event has now been 
proposed by the leadership of ISG.

The announcement of the new event at the 
Prevail 2019 meeting in Indianapolis (see page 
14 for details) seems to resurrect a concept that 
I believe is fundamental to the future success of 
the IDC. As we enter more and more challenging 
times, it is becoming increasingly apparent that 
dealers cannot spend multiple weeks away from 
their dealerships and vendors cannot continue 
to support multiple events financially—yet there 
is still a need for the channel to get together 
to share best practices and ideas on how to 
continue to fight the big boxes and Amazons of 
this world. Something had to give and this is, to 
my mind, is the most sensible way forward.

There are a couple of other things I’d like 
to highlight in this issue. One is the interview 
with Essendant president Harry Dochelli on 
page 24. We’ve been keen to speak to Harry 
since the Sycamore deal went through, but 
understandably he has been a little busy! We 
are grateful that he has now been able talk to 
us—hopefully we have been able to get him to 
address some of your questions and concerns.

Finally, I’d like to point you towards a new 
regular feature, Supply Side, written by new 
contributor Lisa Veeck. Each month Lisa will 
be speaking to a representative from a vendor, 
wholesaler or buying group to find out what they 
are doing to help the IDC thrive, we hope you 
find this useful and if you have any suggestions 
for people you would like us to target, please let 
me know.

It’s 70 years and counting for 
Economy Office Supply of 
Glendale, California

WINNER’S
CIRCLE

»

https://www.youtube.com/watch?v=HxwdV4xRYvo
mailto:rowan%40idealercentral.com?subject=
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Create holiday mailings that stand out using a variety of shapes,
sizes, and label materials.  Avery also offers free holiday templates
and design tools to help you make your mailings merry.
See ideas and more at Avery.com/holiday.
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of office supplies, Economy also provides computer 
supplies and accessories, breakroom and janitorial 
supplies, printing services, promotional products and an 
extensive line of office furniture.

The dealership has a well-developed Buy Local 
message which is accepted by customers who like 
the idea of keeping more money circulating in the local 
community. “Out of every $100 spent with us we return 
$25 more to the local community than a national chain 
through taxes, payroll and other expenditures,” said Debi.

She attributes the success Economy Office Supply 
has achieved over the past 70 years to its ability to build 
lifelong relationships with its customer base. “Along with 
our company investments, we continue to contribute time 
and resources to many of our non-profit customers and 
other charitable organizations,” said Debi. 

“We are fortunate to have several business partners 
who are part of our Economy Office Supply Co. family,” 
said Debi. She refers to memberships in ISG and AOPD, 
as well as a long association with S.P. Richards, as being 
instrumental to the success the dealership enjoys today. 
“For us, 70 years means we are doing something right 
and we will continue to drive towards what’s next for our 
customers and employees,” Debi said. »

When the General Services 
Administration announced the 
award of its Second Generation 
Information Technology (2GIT) 
Blanket Purchase Agreements (BPAs) at the beginning of 
November, New York dealership and ISG member Supply 
Chimp was one of the 79 successful businesses.

It is believed that the combined awards will have a value 
of around $5.5 billion over the next five years and they will 
be available for use by all agencies across the federal 
government as well as by state, local and tribal entities.

Supply Chimp is currently working with ISG’s national 
accounts program, Epic Business Essentials (EBE), to 
allow other members of the dealer group to participate in 
the new contract.

“Supply Chimp is extremely excited to partner with GSA 
on the new 2GIT contract solution,” said company president 
Kris Colt. “The 2GIT contract is an outstanding addition to 
our current GSA strategic sourcing contract portfolio, which 
includes the OS4 FSSI Office Supplies contract and the 
MRFS JanSan/MRO BPA contracts. Supply Chimp is thankful 
for another win and is thrilled we can offer best-in-class 
support on another large GSA initiative.”

Office Products Inc., Great Bend, Kansas, opened an 
additional Kansas location at the beginning of this month. 
OPI has been in business for six decades in Great Bend and 
also has stores in Larned and Russell, Kansas. 

The new store, in Hays, about 25 miles from OPI’s 
headquarters, offers many of the same products and 
services as the other OPI locations. These include: sales 
and service for Canon, HP and Brother copiers and printers; 
office furniture; custom office design, and a wide variety of 
office supplies.

“Customers in the Hays area will also have easy access 
to the specialty services we offer in Great Bend,” said 
Kenny Vink, co-owner of the family-owned dealership. “For 
example, our copy center, printing service, computer sales 
and service, and a range of promotional products will be at 
customers’ fingertips.

“In today’s market, we knew we needed growth,” Vink said. 
“And we will help neighboring northwest Kansas businesses 
prosper too, because we buy locally. We know how important 
this is to the economic health of any community.”

In Kansas, Office Products 
Inc. opens its fourth location

c-line.com • (800) 323-6084

Colorize Your Projects
Multi-Pocket Dividers with Write-On Tabs

Inspiring Organization
Since 1949

New York dealer Supply 
Chimp lands GSA award

http://www.c-lineproducts.net/qz6820-5-tab-index-dividers-with-multi-pockets-bright-color-assortment-07650-cli07650-cli-07650.html
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  LOOK BRILLIANT

BoisePaper.com
Boise Paper, Boise POLARIS and Quality You Can Trust are trademarks  

of Boise White Paper, L.L.C. or its affiliates. For more information  
on Boise Paper’s trademark use, go to: 

http://www.BoisePaper.com/TermsofUse/#Trademarks.

Boise POLARIS® Premium Papers are exceptionally bright and highly versatile. 
They’ll deliver impressive print and excellent imaging when it matters most to your customers. 
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Knoxville names A-Z Office Resources ‘Woman-Owned Business of the Year’

»

HSC Office Products 
in Hawaii scores big 
with TV commercials This year’s InSports Foundation golf tournament at Wilds Golf Course 

in Prior Lake, Minnesota, was a huge success and raised more than 
$80,000. The foundation was created by Innovative Office Solutions and 
got its start at the dealership through the efforts of Max Smith, an account 
executive there. 

InSports provides financial assistance and sporting opportunities for 
children to participate and become active, confident and successful 
team leaders.

Most of the participants in the golf tournament were sponsors. “A lot are 
our vendors such as Kimberly Clark, 3M and Newell Brands,” said Max. 
Board members from the foundation also participated. 

The funds all go to support the InSports Foundation which offers 
several free programs. “We partner with different school districts and 
professional sports teams here in Minnesota and run free sports camps 
for children,” said Max. 

At the programs children are introduced to goal setting and healthy 
eating, and they are also given information about sport scholarships. The 
foundation also sponsors teams and supports other organizations such as 
the YMCA or Salvation Army with their sports programming. 

“We want to remove barriers and allow more children to be able to play 
and to help relieve financial barriers that a lot of families have,” Max added. 

In Minnesota, Innovative Office Solutions’ 
foundation supports sports for children 

When Hawaii News Now, the state’s 
dominant multimedia news organization 
with a large digital news footprint, reached 
out to local business about producing a 
marketing campaign. HSC Office Products, 
Alea, Hawaii, accepted the offer. 

“We jumped on board a year ago and 
have run all these different campaigns 
through social media,” said Zach Mazano, 
marketing coordinator. The package also 
included three TV commercials: two have 
been produced and the third should be 
ready by the end of the year. 

The second TV commercial went live in 
October and featured a testimonial from 
a local bank executive who is an HSC 
customer. “The commercial dives deeper 
into us being a local business working with 
other local companies,” said Zach. 

The campaign has proven successful 
and brought positive attention to the 
dealership. “Ever since our first commercial 
premiered we have been getting a lot of 
inquiries through phone calls and social 
media,” said Zach. 

A-Z Office Resources Inc. was honored recently by the city 
of Knoxville, Tennessee, with its award for Woman-Owned 
Business of the Year. The award was presented at the 2019 
Diversity Business Enterprise (DBE) Awards Ceremony. The 
breakfast ceremony recognized woman-owned and minority 
owned business for outstanding performance that advanced 
the city’s goals. 

Julia West, CEO, and Anna Flanigan, who manages the 
Knoxville account for A-Z, accepted the award. “We were 

honored to receive the award and it speaks volume about 
the team we have in Knoxville,” said Jeff Byrd, A-Z sales 
manager for the Knoxville location. “But really, it is all about 
Julia’s leadership.”

The DBE program was developed under the leadership 
of Madeline Rogero, the current mayor, to encourage 
city departments to utilize woman and minority owned 
businesses for city purchases. “There’s no question that 
small businesses help drive our local economy,” she said.
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A full schedule of activities is 
planned for the 125th anniversary 
of Herald Office Solutions, Dillon, 
South Carolina. Activities started 
last month in anticipation of 
customer appreciation celebrations 
being held this month. The 
dealership has 11 locations across 
the region but most of the activities 
will take place in Dillon where 
Herald began.

“The machine division put 
together a special promo for 
customers and reps,” said 
Stephanie Yarborough, director 
of eCommerce, while the supply 
division offered special promotions 
and giveaways for orders that 
reached the $125 threshold.

“We focused on social media 
to get our team involved,” said 
Stephanie. One activity asked 
customers to snap a selfie with 
their driver and then post it with  
a description of why he is so great. 
A drawing was held and gift card 
was given to the customer and  
the driver. 

Another social media promo 
asked customers to name their 
favorite office products and gift 
baskets were given away. The week 
that all the promos were running 
there was an offering of coffee, 
donuts and muffins at the Dillon 
location, where everything started. 

“Later this month three of our 
locations will hold a business 
after-hours customer appreciation 
celebration,” said Stephanie. Those 
will be held on November 19, 20 
and 21 in Charleston, Columbia 
and Greenville. Also on the agenda: 
a luncheon barbeque for all 
employees at the Dillon location.

Herald Office 
Solution celebrates 
its 125th anniversary 
in South Carolina

When a dealership reaches the 
100-year milestone what is the 
best way to get the word out? 
At Perry Office Plus, Temple, 
Texas, the 100th anniversary 
will happen this coming 
January, but the celebration 
has already started out low-key 
100 days ahead of that date. 

A video featuring owners 
Harry and Debbie Macey went 
up on the website at the end of 
October. The video was a short 
message from the owners that a celebration would be coming and to watch 
social media for more details. 

There were a couple of giveaways on Facebook and the countdown continues 
online to Jan. 10, 2020. “On that day we are planning a founder’s day event,” 
said Bonnie Johnson, marketing manager. Details are still being finalized, but a 
video covering historical perspectives will be produced for that event. “It is going 
to be a fun time,” she added, teasing what is to come. 

Texas dealer Perry Office Plus 
plans a 100-year celebration

Cincinnati furniture dealer LOTH Inc. has 
fun setting United Way record
With a long-standing tradition of support for the United Way, it was no surprise 
that LOTH Inc, Cincinnati, set a fundraising record for its efforts this year. 

“Last year we more than doubled our previous year’s employee 
contributions so this year we increased our goal a bit,” said Kelly Schoembs, 
human resources director. This year’s effort surpassed the fundraising goal by 
seven percent.

If the idea of helping the needy in the Cincinnati area was not enough 
motivation, employees got to vote on which executive would get a pie in the 
face. “We started this last year 
and it ended up being fun,” 
said Kelly. Boxes were placed 
outside the office of four 
executives; the one that got 
the most votes was selected.

Votes were determined 
by donations; employees 
threw money in the boxes for 
the length of the campaign. 
Hoon Nam, vice president/
finance, collected the most 
money—$107—and got the 
pie in his face. »
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Office Essentials, 
St. Louis, has 
launched a sports 
podcast in its local 
market. “Four guys 
from the company 
got together to 
do a podcast on 
their lunch break 
about St. Louis 
sports,” said 
Greg Bussman, 
marketing specialist. 

Broadcasts are produced every other week and run 
from 20 minutes to about 45 minutes. “So far baseball and 
hockey have been the two big topics,” said Greg. 

The podcasts grew out of a content team started by the 
marketing department. “Some big hockey fans were on 
the team and they thought it would be fun to explore the 
podcast format,” Greg added. Podcasts can be heard on 
YouTube, iTunes or the Google Store.

Office Essentials, St. Louis, 
launches sports podcasts

»

Gorilla Stationers has moved to a 
new location in Irvine, California. The 
dealership is now located in a high-rise 
building close to the airport. “You can 
actually walk to the airport from our 
office,” said Rosemary Czopek, owner. 

The new location includes a gym with 
showers that employees absolutely 

love, said Rosemary. “They offer 
interactive video classes like spin and 
pilates.” The building also has a café, 
food trucks come by weekly and a 
shopping center with a food court is 
close by.

Irvine is a major metro area with an 
abundance of tech businesses. “The 

vibe here is so cool,” added Rosemary. 
“We moved in part so we could attract a 
younger staff.” 

Gorilla Stationers relocates to Irvine, California 

Office Products Alliance, Kansas City, Missouri, has 
rebranded its customer facing website, which was 
launched in late September. The revised messaging 
emphasizes how the dealership endeavors to be actively 
involved in the community, promotes a strong buy-local 
message and highlights philanthropic endeavors. 

“We also attempted to make our employees, our 
customer service team, sales team and drivers, all real 
people through a ‘Meet the Team’ page,” said Amy Stinson, 
marketing manager. “This way the people they talk to daily 
get to know them a little better.” 

The opening web page features the dealership’s blue 
and green colors and boasts a video introducing the 
company’s drivers. Below the video the messaging is 
straightforward. “OPA is Kansas City proud. By supporting 
Kansas City companies and local charities and causes we 
make Kansas City richer. We keep Kansas City unique. We 
make a difference.”

In Kansas City, Office Products 
Alliance launches a new website

https://www.youtube.com/channel/UCq2udAuWKb0aSNZi4lFMWTg


NOVEMBER 2019 INDEPENDENT DEALER PAGE 9

Winner’s Circle CONTINUED FROM PAGE 8

The First Friday 
Coffee networking 
events put on by 
the local chamber 
of commerce in 
Champaign, Illinois 
are extremely popular. 
“There is actually a 
waiting list to host one,” 
said Tonya Horn, owner of Rogards. 

The dealership hosted the event on the first Friday in 
October and attracted more than 70 businesses to see its 
new location. Attendees enjoyed coffee and donuts from a 
local coffee house.

Rogards moved into its new site a year ago but there 
were still a number of customers who had yet to visit. “For 
a lot of people it was their first time out to our new furniture 
showroom,” said Tonya. 

“We have hosted every other year for the past eight years,” 
said Tonya. “We always get great turnout and it always 
energizes us a little bit to be reminded how many friends we 
have out there.”

In Illinois, Rogards 
draws a 
crowd with 
coffee and 
donuts 

Tallgrass Business Resources, an office furniture 
and supplies company based in Coralville, Iowa, has 
merged with Best Office Supplies & Systems (BOSS) in 
Clinton, Iowa. The combined entity will operate under the 
Tallgrass Business Resources trade name and work out 
of six locations in Eastern Iowa: Cedar Rapids, Coralville, 
Davenport, Eldridge, Monticello and Clinton. 

The combined entity will have 48 employees and 
deliver daily to 16 counties in eastern Iowa and western 
Illinois. “It’s great to be able to partner with another 
well-respected independent dealer, especially one in 
a contiguous geographic area,” said Doug Parsons, 
president and CEO of Tallgrass,

In addition to traditional office furniture and supplies, 
Tallgrass offers janitorial supplies, promotional products 
and breakroom supplies and Steelcase furniture. 
Tallgrass also provides interior design services and 
installation/reconfiguration services.

Brad Seibel, former BOSS owner, will continue to 
manage the Clinton and Monticello locations and 
is looking forward to continuing to serve his loyal 
customers. “It’s important to me that my business, my 
customers and my employees have a secure and solid 
partner for the future,” Brad said. “Our affiliation with 
Tallgrass will give us more purchasing power, allow us to 
offer additional product lines and provide our employees 
with greater benefits.”

Iowa dealers Tallgrass and  
Best Office Supplies merge

David Ray Shaw, of Lumberton, North Carolina, passed away with family by his side at UNC Hospital in Chapel Hill, NC 
on Wednesday, October 23, 2019 at the age of 80.

Ray was the owner-operator of Shaw Office Supplies for 32 years. Ray was also passionate about serving his 
community through rescue and was a 30-year retiree of EMT and an honorary member of Lumberton Rescue Squad. Ray 
was also the longest consecutive sponsor of Relay for Life in Robeson County.

Ray is survived by his wife Susan Leggett Shaw; his children: Brenda Shaw McLean 
(Scott), Andrea Shaw Pait (Mike), and Garret Walters (Mandy); his grandchildren: 
Shannon McLean, Randal McLean, Candace Morales (Lorenzo), Michael Pait, Paisley 
Walters, Lillian Roquet, and Jacob Roquet; his great-grandchildren: Bailee Luper, Scottie 
Luper, and Joseph Morales; and his siblings: Peggy Smith (Frankie), Ann Warrington, and 
Craig Shaw (Jean). He is also survived by a host of nieces and nephews.

A funeral service was held on Sunday, October 27. Monetary contributions can be 
made in Ray’s honor to Lumberton Rescue & EMS, PO Box 166, Lumberton, NC 28359; 
Medical and Health Sciences Foundation, Forbes Tower, Suite 8084, 3600 Forbes 
Ave. at Meyran Ave., Pittsburgh, PA 15213, Attn: UPMC Lung Transplant Department; 
or to the UNC Chapel Hill Lung Transplant Department by clicking here or by calling 
919-537-3818.

In memoriam: Ray Shaw, Shaw Office Supplies, North Carolina

https://give.unc.edu
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Happy Halloween
The IDC put on a great show for Halloween 
this year. Here are some of the spookiest 
OP suppliers in the business...

Garvey’s Office Products

Guernsey, Inc.

LOTH, Inc.

Lykki Office Supplies

Pivot Interiors

Gateway Printing & Office Supply

Corporate Interior Systems

Eakes Office Solutions

CORE Office Interiors
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EON Office

Printek 
Supplies

OPACS

FSIoffice

King Business Interiors

FM Office Express

Innovative Office Solutions

Southwest School & Office Supply

Keeney’s Office Supply 
& Office Interiors

Ball Office Products

Stinson’s

Hummel’s Office Plus

A-Z Office 
Resource

Midwest Single Source

Tejas Office Products
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SECRETS of success
RJE Business Interiors, Indianapolis 
RJE Business Interiors is based in 
Indianapolis but its influence is felt 
throughout the region, with branches 
in Fort Wayne, Indiana; Louisville and 
Lexington, Kentucky; Columbus, Ohio; 
and Cincinnati. As workspaces have 
evolved, RJE has evolved along with 
them and today offers a more holistic 
approach to workspace environment 
solutions. 

Achieving that end requires a 
focused approach, which demands 
client research and preparation in 
anticipation of workplace needs. 
“We focus on the requirements 
of organizations versus a 
one-solution-fits-all approach,” says 
Denny Sponsel, CEO and owner. 

Customers want more than product 
solutions, Sponsel suggests. “Clients 
expect us to bring them design 
thinking and research to help them 
understand their organization inside 
out and provide the best solution 
for their culture,” he adds. Furniture 
supports the goals and aspirations of 
the organization but the real winner 
is the improved connection between 
workers and management that a new 
environment makes possible. 

One factor having an indirect 
impact on all this is what is commonly 
referred to as the Amazon Effect. As 
Amazon is not in the contract furniture 
business—at least not yet—Sponsel 
refers to this as the “Experience Effect.” 
It’s the purchasing mantra that Amazon 
has imposed on consumers, he says. 
“Give it to me at a fair price and get it to 
me tomorrow.”

He suggests that while the majority of 
buyers don’t always choose the least 
expensive option, they do like to buy 
from an organization that handles any 
project with alacrity and makes them 
feel good about their purchase. “If 
you’re working on a significant project, 
it is never going to happen overnight, 

but we can drive a better experience,” 
says Sponsel. “And I do believe that 
will be a differentiator going forward.” 

Although a wide variety of furniture 
options, including office layouts and 
more, can be purchased today online 
from name-brand manufacturers, 
Sponsel is not threatened by this 
competition. Whatever furniture gets 
ordered still has to get installed in the 
space and if it doesn’t fit the recourse 
gets complicated. “Most people don’t 
have the time to figure out all the details 
themselves, they want someone to do 
that for them,” adds Sponsel. 

Following strong sales last year, 
2019 is looking to be the best year 
ever for RJE, Sponsel reports. “It’s 
actually a record year in all of our 
markets except one,” he says. Key 
vertical markets include corporate, 
higher education, hospitality, health 
care and government.

“It’s not just large projects,” says 
Sponsel. RJE has booked significant 
activity in renovations, upgrades and 
even clients redoing single offices. 
“That’s really the true 
measure of health, 
when you’re feeling 
it on all levels in all 
markets,” he says. 

Currently, 2020 looks 
to be as promising. 
More than one major 
project is already 
booked for next year 
and barring any 
outside economic 
influences, the year 
should continue 
strong, though it won’t 
be easy.

“It takes more 
people and talent 
to produce what 
customers want 
today,” says 

Key management team 
members: Denny Sponsel, 
CEO & owner; Shelly Langona, 
president of Indiana market; 
Kevin McKiernan, president of 
Cincinnati market; John Duffy, 
president of Kentucky market; 
Tarra Aufderheide, president of 
Columbus (OH) market
Products carried: furniture, 
acoustical solutions, meeting room 
technologies, interior construction
Year founded: 1991
Sales volume: $70M for the 
RJE enterprise (Indiana, Ohio & 
Kentucky)
Number of employees: 110
Key business partners:  
Knoll, Falkbuilt
url: 
www.RJEbusinessinteriors.com

Sponsel. With near full employment, 
finding the best people, while never 
easy, is a particularly thorny challenge 
in today’s world. 

“If we can continue to innovate our 
offerings and deliver a leading-edge 
experience, that will take us to the next 
level and bring a different experience 
to market, says Sponsel.” 

http://www.RJEbusinessinteriors.com
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Paper Connects

In the everyday moments that bring people together, our paper is there. 
From bolstering communities to creating inspirational moments to 

igniting business, paper connects us. We’re Domtar Paper.  
We’re dedicated to discovering, collaborating and celebrating all the 

ways paper creates connections. 

PAPER.DOMTAR.COM

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

»

Prevail 2019, the inaugural meeting of newly combined 
Independent Suppliers Group (ISG) took place earlier this 
month, as over 900 dealers, vendors, wholesalers and 3PVs 
gathered in Indianapolis, to discuss the current and future state 
of the IDC.

The standout announcement of the show came during the 
General Session, as the new group’s CEO Mike Maggio and 
president Mike Gentile announced that next year’s show 
will include the participation of all other key players in the 
independent dealer channel. 

Billed as ‘Industry Week ‘20 Powered by ISG’ and situated 
near the group’s headquarters in Rosemont, near Chicago, 
the event is slated to take place during the week of October 5 
2020. It will see ISG take a progressive lead, hosting what will 
likely be the most significant date on the US industry calendar 
and incorporating the annual Business Solutions Association 
(BSA) event.

When questioned by INDEPENDENT DEALER neither 
Essendant president Harry Dochelli nor S.P. Richards CEO Rick 
Toppin would commit on the extent to which their organizations 
would be involved, although both offered their general support 
for the plan.

Likewise, it is still unclear as to the participation level of 
organizations such as AOPD and fellow dealer groups DPCG 
and Office Partners. However, ISG confirmed that it had invited 
all organizations within the independent dealer channel to 
join it and co-locate events of their own. Encouragingly, ISG 
added that all these stakeholders had “tentatively indicated a 
willingness” to do so.

Prior to the announcement, the General Session opened after 
a brief introduction, with an address from ISG chairman David 
Guernsey outlining how the IDC has faced and overcome many 
challenges over the years and how the combined groups will be 

ISG to breathe new life into 
Industry Week concept

better able to continue helping independent dealers succeed.
After the announcement of the new Industry Week, non-ISG 

members were asked to leave the room as a series of 
presentations directed at members of the new group followed.

Maggio and Gentile started with a run through on how ISG is 
structured, explaining that not only is it the largest co-operative 
in the business supplies industry, globally, but it is also the tenth 
largest co-operative in the United States. They issued members 
with a call to arms.

”What can you do as member of ISG?” asked Mike Gentile 
“You can make a difference. With your participation, you can 
make a difference for your business, your employees and for 
your community. And you can make a difference for the IDC as 
a whole. ISG is your co-op, we will only succeed if we solidify 
our talents and seriously support our direct buy suppliers and 
communicate openly and constructively with one and other.”

Members were also given an update on vendor program 
negotiations and strategic planning meetings, before being 
introduced to the new board of directors and members of the 
purchasing committee. To round off the session, Tom Ashburn, 
Myers Jordan and Scott Zintz took to the stage to speak about 
the RDC program, NEXT Young Executives Committee and the 
EPIC Business Essentials program respectively.

The member-only meeting was following by a seminar 
program featuring a range of hot industry topics, including 
offerings from INDEPENDENT DEALER regular contributors 
Mike Tucker, Marisa Pensa and Krista Moore.

The afternoon saw a slightly pared-down tradeshow, that 
despite occupying slightly less real estate (and space on the 
event timetable) than tradeshows at previous EPIC shows, was 
according to a number of exhibitors nonetheless replete with 
high-quality customers, with many claiming to have still been 
writing business long after the show ended.

The day’s proceedings were bookended by two parties. The 
Welcome Reception the previous night was held in the Grand 
Ballroom of the Westin Indianapolis, one of the two show hotels. 
One of the highlights of the evening was the charity Dunk Tank 
Fundraiser that saw such luminaries as SPR’s Jack Reagan, 
Essendant’s Joe Templet and ISG’s Mike Gentile in the hot seat 
as people lined up for the opportunity to send them plunging into 
a tank full of cushions (health and safety concerns being what 
they are.)

The closing party took place at the Indiana State Museum, an 
excellent venue offering attendees the chance to browse the 
exhibits in a relaxed manner while enjoying a fine range of local 
food and drink.

mailto:news%40IDealerCentral.com?subject=
mailto:news%40IDealerCentral.com?subject=
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Wholesaler Essendant has confirmed two new e-commerce marketing 
products for its reseller customers.

The company has announced Email Sales Pro and Personalized Marketing 
Zones, the first offerings in Essendant’s new suite of e-commerce tools that 
are set to roll out in the coming months.

Email Sales Pro – which has been developed in partnership with sales-i – 
relies on a reseller’s point-of-sale data to automatically deliver personalized 
email communications 
that are matched with a 
user’s specific purchasing 
behavior.

Personalized Marketing Zones uses an online recommendation engine 
that helps a reseller’s website display targeted content and recommended 
products for each customer.

For more on Essendant’s plans to help independent dealers, see 
INDEPENDENT DEALER’s exclusive interview with Essendant President Harry 
Dochelli on page 24.

Essendant offers personalized 
e-marketing solutions

The Managed Print Services 
Association (MPSA) has released the 
details of its newly elected executive 
committee and board of directors.

The members of the executive 
committee are:
• President: West McDonald, 

Tigerpaw Software
• Vice President: Gregory Brisco, 

Genesis Technologies
• Treasurer: Mark Hart, ACDI
• Secretary: Tawnya Stone, 

GreatAmerica Financial Services
“I am excited to continue the 

incredible work of such a talented 
executive committee and our 
incumbent president, Tawnya Stone, 
while driving new initiatives to help 
dealers navigate and thrive in a 
dramatically evolving channel,” said 
incoming President West McDonald.

The board of directors consists of 
12 members, with a mix of legacy 
and new leadership to the MPSA.

The board members are:
• Ron Alphin – ABM Federal
• Eric Crump – Ringdale
• Mitchell Filby – First Rock 

Consulting
• Paul Giorgi – ECI
• Jon Greene – CEO Juice
• Sarah Henderson – Clover Imaging 

Group
• John Hewitt – Upland Software
• Charles Lamb – FunnelMaker/

MPSandit
• Stephen McKim – RJ Young
• Paul Pedersen – Guy Brown
• Tanya Ross – Independent 

Suppliers Group
• Brian Stevenson – footPRINT 

Managed Services

New 
leadership 
elected at 
MPSA 

SYNNEX expands Canon product offering 
Technology distributor SYNNEX 
Corporation has announced 
an expanded relationship with 
Canon U.S.A., Inc., as one of the 
first authorized distributors of the 
company’s WG7200 series, a line 
of multifunction inkjet printers that 
enable partners to expand their 
portfolio in the A3 printing market.

 “We are pleased to be at the 
forefront of offering Canon’s 
innovative WG series of products to 
the channel,” said Gary Palenbaum, 
executive vice president, product 
management, at SYNNEX. “The 
agreement enables resellers and 
dealers to deliver leading solutions 
designed to streamline workflow 
for business professionals with 
the expertise and support of our 
dedicated team for onboarding and 
enablement.”

 “As a company committed to 
innovation and developing solutions 
designed to meet and exceed 
customer needs through offerings 
like the WG series, we look forward 
to working together with SYNNEX to 

deliver our high-quality solutions,” 
said Christopher M. Antoci, director 
of sales, Canon U.S.A., Inc. “We 
are pleased to supply authorized 
distributors like SYNNEX with 
technology built to expand their 
product portfolio and drive more 
business and profitability, while also 
offering their customers exceptional 
solutions.”

 For more information on the 
Canon WG7200 series, please click 
here. To learn more about Canon 
through SYNNEX Corporation, email 
stephenw@synnex.com.

»

https://www.usa.canon.com/internet/portal/us/home/explore/product-showcases/printer-technology/wg7200-series/
https://www.usa.canon.com/internet/portal/us/home/explore/product-showcases/printer-technology/wg7200-series/
mailto:stephenw%40synnex.com?subject=
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New sales leader for SPR’s 
The Safety Zone

The Safety Zone, the S.P. Richards-owned manufacturer 
and supplier of janitorial, personal protection and 
foodservice products, has appointed Duane Carey vice 
president of sales and strategic markets.

Carey will oversee all the company’s North American 
distributor sales through The Safety Zone’s sales managers 
and manufacturer representative organizations. 

Carey brings more than 30 years of experience in sales 
and business development in the janitorial, safety and 
foodservice industries. He has served in leadership roles at 
manufacturing and distribution companies such as GOJO, 
Impact Products (now also owned by SPR) and Greto.

“Duane has been a stand-out industry leader for many 
years with a track record of success rooted in vision, 
leadership and energy,” said SPR EVP Steve Schultz. “We 
are extremely excited and fortunate to have Duane’s deep 
knowledge of our markets, products, customer and channel 
partners, and the ability to transform that knowledge into 
actionable results.”

Wholesale office furniture distributor COE Distributing 
has opened its third distribution center. The new facility is 
in Houston, Texas.

The 251,754 square foot facility is located in the heart 
of Northwest Houston, making it an ideal location from 
which to better serve COE’s clients in the region. 

Along with the warehouse, the new location will also 
include a showroom and office space, with construction 
due to finish this month. When fully operational, it is 
thought that there will be 15 full-time staff on site. The 
facility manager, Ronishia Lynch, was hired in August 
and has been with the distribution center for most of the 
construction, racking installation and product arrival.

 “The opening of the Houston facility has been much 
anticipated by all COE team members,” said J D Ewing, 
president and CEO of COE Distributing. “The Houston 
facility positions us for continued growth, in both sales 
and team members, and most importantly, the service 
level improvement our clients will experience.”

COE Distributing opens 
third distribution center  
in Houston

Avery wins counterfeit case
Avery has announced a favorable 
judgement from the Ohio State Court 
after an almost two-year legal battle 
against sellers of counterfeit labels.

The manufacturer took swift legal 
action after discovering counterfeit 
goods being sold on Amazon in 2017. 
At the end of August 2019, the court 
ruled that the defendants had sold 
counterfeit products as third-party 

sellers on Amazon and were “wilfully 
infringing on the Avery trademark 
and engaging in deceptive trade 
practices”.

The court entered a monetary 
judgement against both defendants 
and issued an injunction that bars the 
counterfeiters and anyone working with 
them from selling counterfeits.

“Our customer care team noticed a 

sudden and unusual spike in returns 
on products that normally receive high 
ratings from consumers,” said Avery 
President Mark Cooper. “We devote 
considerable energy to rigorous 
research, development and testing to 
ensure consumers receive the highest 
quality products possible, and the 
returns were inconsistent with our 
long-standing reputation.”
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ARE YOU THE  
INDEPENDENT TYPE?

WE ARE TOO.

When you’re in business for 170 years, you see a lot of change. We’ve seen trends come and go. 
We’ve watched giant corporations rise and fall. Yet through it all, the independent continues to thrive.  

That’s where we come in. We offer a complete line of business products, facility supplies and exceptional services 
tailored to your marketplace. We’re here for the independent minded reseller looking for a partner they can trust.

WE’RE HERE FOR YOU!

FOR MORE INFO CONTACT YOUR LOCAL 
S.P. RICHARDS REPRESENTATIVE 
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Table designer, manufacturer and distributor Special-T 
has developed a new, CEU-certified training program 
for dealer personnel, designers and architects entitled 
“Finding Your Why”.

The one-hour course explores the fundamental role 
that office furniture companies play in the business world 
and explains how embracing a corporate mission that 
goes beyond merely buying or selling can enable them to 
not only generate superior performance overall but also 
increase employee retention, satisfaction and productivity.

“In today’s economy, successful companies are built 
not from the ground up, but from the purpose up,” says 
Special-T CEO Steve Rozeboom. “As a company, we’re 
proud of our tradition of excellence in table design and 

Special-T develops new CEU program, ‘Finding Your Why’
manufacturing, but we’re even prouder of the difference we 
have made in the lives of so many of our employees.”

“Since our founding, we have provided ongoing 
employment opportunities to people in recovery from drug 
and/or alcohol abuse,” explains Rozeboom. “Helping our team 
members re-build their lives and giving them a way to regain 
a sense of confidence and self-esteem is what our ‘Why’ is 
all about at Special-T. Our new CEU program is designed to 
show our business partners how they can find their own ‘Why” 
and use it to bring new value and meaning to their companies 
and their own personal lives.”

To learn more about “Finding Your Why” or to schedule a 
presentation, contact Ian Hicks, VP of sales (ihicks@specialt.
net) or Jack Salter, regional sales manager (jack@specialt.net). 

Cummins named 
president at Brother
Long-term staffer Don 
Cummins has been 
named president at 
Brother International 
Corporation (BIC).

Cummins joined 
Brother USA in 1985 and 
held various product 
management roles before 
progressing into the 
leadership team. He variously occupied the roles 
of director of marketing (1992) and VP of marketing 
(1997) before becoming senior vice president in 
2004, leading all of Brother’s Business Machine 
Group products. Earlier this year he was named 
executive vice president, in charge of all company 
sales and marketing.

Cummins takes over from Kazufumi (‘Kaz’) 
Ikeda, who has become chairman of BIC-USA’s 
board of directors. 

Brother Industries President Ichiro Sasaki 
commented: “Don’s longstanding history with the 
company and vast product marketing experience 
will be an asset to Brother Americas in furthering 
our vision and goals. He has been engaged in the 
printing business for many years and has made a 
significant contribution to the growth of the business. 
I am excited for both Kaz and Don and their 
continuing work with the current management team 
in achieving the next phase of our goals at Brother.”

Purell brand owner GOJO has appointed Carey Jaros CEO, effective 
January 1, 2020.

Jaros joined GOJO in 2016 as chief strategy officer and transitioned 
to COO in July 2018. Before joining GOJO, she was president of 
Walnut Ridge Strategic Management, VP at tyre distributor Dealer Tire 
and spent more than a decade as a management consultant at Bain.

As CEO, she will work alongside executive chair Marcella Kanfer 
Rolnick, daughter of former CEO Joe Kanfer, and Mark Lerner, a 
GOJO company veteran who will take on the role of senior advisor and 
president emeritus. Kanfer will remain on the board and continue to act 
as an advisor and coach.

“The two together make a formidable team,” said Kanfer, in 
reference to Jaros and his daughter. “Marcella and Carey share my 
passion for innovation and pushing boundaries, and I look forward 
to continuing to work with both of them and their teams to lead the 
business successfully into an exciting and ambitious future.”

“GOJO has a history of team-based leadership, with each leader 
bringing complementary strengths that create a whole that is greater 
than the sum of its parts,” added Lerner.

GOJO names new CEO

 L to R: Mark Lerner, Marcella Kanfer Rolnick, Joe Kanfer, Carey Jaros »

mailto:ihicks%40specialt.net?subject=
mailto:ihicks%40specialt.net?subject=
mailto:jack%40specialt.net?subject=
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Global Furniture Group USA recently took part in a walk to 
raise funds for cancer research, to honor the memory of Jon 
Abraham., a member of the Global family for more than 19 
years. Abraham, who served as executive vice president, 
and then as president of Global USA, died September 24 
at just 64, after a courageous, 14-month long battle against 
pancreatic cancer.

 The fundraiser, PurpleStride, is a nationwide event and 

Global USA takes strides  
against cancer in memory  
of its late president

Clover Imaging Group has announced 
that Mimi Evenson has joined the 
sales management team as senior 
vice president of revenue. Evenson 
will report to Jim Ross, executive vice 
president of sales.

Evenson comes to Clover with a 
good deal of channel, distribution and 
manufacturer experience, with over 
17 years in HP’s Imaging and Printing 
Group. As senior vice president of 
revenue, Evenson will be responsible for 
developing deeper partner relationships 
while accelerating incremental growth 
and new revenue streams.

“I am thrilled to be joining such a 
talented and visionary team. I am truly 
amazed at the scope and scale of 
Clover’s technology and manufacturing 

Meanwhile, the firm has also 
launched a complete redesign of its 
website. The new site, which includes a 
feature-rich design, is intended to focus 
on helping reseller partners generate 
leads, boost revenue, and meet and 
exceed their business goals.

infrastructure and the outstanding 
quality of Clover’s products,” said 
Evenson. “With the environmental 
sustainability movement gaining 
rapid momentum and the global shift 
away from single-use plastics, Clover 
is well-positioned as the lower cost, 
environmentally-conscious alternative 
to OEM and compatible cartridges. We 
are in a unique position to rewrite the 
future of imaging.”

 “We are excited to welcome Mimi 
to the team,” said Ross. “Mimi brings 
extensive knowledge of the dealer 
channel and we look forward to 
leveraging her OEM experience and 
strong partner connections to drive 
both account penetration and new 
opportunities.” 

Mimi Evenson joins Clover Imaging Group

one of the largest sources of funding for the Pancreatic 
Cancer Action Network (PanCAN). PanCAN’s efforts help 
fund research, clinical initiatives, patient services and 
advocacy. PanCAN has raised more than $116 million and 
through their efforts and funding the five-year survival rate 
increased from 6% in 2014 to 9% today.

 In honor of Jon, members of Global USA’s Marlton, New 
Jersey headquarters formed NEVR-QIT, a 20-member strong 
team comprised of Global employees and their families. 
NEVR-QIT set an ambitious goal of $3,500 and exceeded 
it by raising $4,850. Those who were not able to walk 
participated by supporting NEVR-QIT’s fundraising efforts.

 Donations can still be made to NEVR-QIT’s team here.

»

http://support.pancan.org/site/TR/PurpleStride/PurpleStride?team_id=23765&pg=team&fr_id=1821
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New England-based commercial office furniture specialist 
AIS celebrated October as Manufacturing Month with a 
number of events and educational sessions.

Events included visits by Massachusetts Governor 
Charlie Baker and Lieutenant Governor Karyn Polito, 
tours and discussions for local students and an employee 
appreciation day. 

The events also helped AIS to mark its 30th anniversary. 
The company was founded in October 1989 by Bruce 
Platzman and Arthur Maxwell.

“When a local economy rests on a solid manufacturing 
foundation, local businesses of all sizes and industries 
benefit. We’re proud to be the largest employer and 

manufacturer in Leominster and proud to be celebrating 
30 years,” AIS President and CEO Bruce Platzman said. 

With over 600 employees who work in manufacturing 
jobs at its headquarters location, AIS is one of the largest 
employers in traditional manufacturing in Massachusetts. 
More than 250 women work at AIS’s Leominster location, 
and more than 30 countries are represented in the 
employee population. With 800 employees nationwide 
and annual sales of more than $220 million, AIS’s 
dealer-centric focus and network extends across North 
America. AIS has been awarded “Manufacturer of the 
Year” by the Office Furniture Dealers Alliance eight times 
since 2008.

Two long-serving senior executives have left shredder 
manufacturer HSM of America.

The president of HSM’s U.S. subsidiary Bob Ouellette 
and SVP of Sales and Marketing Todd Lipson both 
departed in October. Ouellette had been with HSM since 
2006 and Lipson since 2007.

In a letter to customers, HSM said that Ouellette’s 
departure was the result of an “organizational 
restructuring” of its subsidiaries. The company’s main 
shareholder, Herman Schwelling, and director Bruno 

Stegmaier recognized Ouellette’s contribution in 
developing HSM’s Office and Environmental Technology 
units in the U.S. and thanked him for his many years of 
effort and commitment.

All the operational responsibilities of HSM of America have 
been entrusted to the current VP of Operations, Rebecca 
Meick, while head of sales office technology for the U.K. and 
Ireland Mark Harper will be handling sales in the U.S. on an 
interim basis until the end of the year. Overall responsibility 
for the subsidiary is now with Stegmaier.

Senior management departures at HSM of America

AIS celebrates anniversary and Manufacturing Month 
with events, educational sessions

Industry News CONTINUED FROM PAGE 22
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NOPA News
Busy Times at NOPA
By: Mike Tucker, president and CEO of NOPA

Mid-October through the first week of November has been quite busy here at 
NOPA. October 22-23, I attended an industry event hosted by GSA Region 2, 
which manages federal supply contracts for office products. The event was 
attended by 170 industry dealers, wholesalers and manufacturers.  

The purpose of the event was to update existing and potential contract 
holders on the Multiple Award Schedule Consolidation project. There were also 
presentations by large agency customers (i.e. Veterans Administration and 
AbilityOne) as well as discussions of GSA pricing analysis and tips for submitting 
successful contract modifications. A copy of the agenda and copies of the actual 
presentations are posted on the NOPA/OFDA website under Member Resources.

Should you have specific questions on any of these topics please don’t 
hesitate to contact me.  As a former dealer and GSA contract holder for 
supplies and furniture, I’m very familiar with the subject.  Send any questions to 
mike@iopfda.org.

The week of November 4 saw NOPA attending the ISG Prevail event in 
Indianapolis. Over 900 dealers, vendors, wholesalers and other service 
providers were in attendance. Tuesday November 5 was an action-packed 
day featuring a Member-Supplier General Session, as well as educational 
seminars and a trade show. NOPA hosted an afternoon session, “Amazon 
II, The Emperor Has No Clothes”. The session provided attendees with 
useful information surrounding Amazon’s new headquarters, legal problems, 
counterfeit and grey market issues, new anti-monopoly regulatory initiatives 
and strategies dealers can use to challenge Amazon’s propaganda. A copy of 
the presentation is available for members to view on the NOPA website at  
www.nopanet.org. 

Lastly, during the first week of December, NOPA will be hosting a strategic 
planning session for 2020. In addition to our 11 board members the session will 
be attended by representatives from ISG, Office Partners, DPCG and AOPD. 
Essendant, SP Richards, technology experts from GOPD and Clover as well as 
Paul Miller, our lobbyist, will also be in attendance. If you haven’t already done 
so, please complete the dealer survey advertized belown and let NOPA know 
how we can better serve you. Best Wishes for a wonderful Thanksgiving and 
THANK YOU for your support of NOPA.

  If you haven’t already, please complete the IOPFDA (NOPA & OFDA) survey.  It’s just 10 quick 
questions.  Your feedback will help NOPA and OFDA plan for the next few years.  Your industry 
association is working hard for you.  Survey will close on November 20th at noon.  Thank you.

https://www.surveymonkey.com/r/FCLTSC2

Calling all Independent Dealers…
We need to hear from you! 

http://www.nopanet.org
mailto:mike%40iopfda.org?subject=
http://www.nopanet.org
https://www.surveymonkey.com/r/FCLTSC2


NOPA News CONTINUED FROM PAGE 22

1.800.762.0415 | psfurniture.com

*

Giancarlo Piretti’s family of NIMA™ chairs achieves an exquisite blend of engineering and elegance. 
His patented articulating back mechanism assures just the right amount of flex. His commitment to 
creative minimalism has resulted in a line of chairs that are as arresting to look at as they are 
comfortable to sit in. Available now from PS Furniture – call today!

TM

Now available from PS Furniture

GIANCARLO 
PIRETTI
The man 
behind the flex.

http://www.psfurniture.com


NOVEMBER 2019 INDEPENDENT DEALER PAGE 26

It’s been just over nine months since the Federal Trade 
Commission gave its blessing to Sycamore Partners’ 
acquisition of Essendant and Staples CEO Sandy Douglas 
and Essendant president Harry Dochelli stood before a 
roomful of dealers at the wholesaler’s 2019 CORE Live event 
in Denver and promised not only a good future together but 
also the opportunity, in his words, “to make history”.

We recently caught up with Dochelli to get an update 
on the acquisition and his assessment of how things are 
progressing. Here’s what he had to say.

ID: We spoke in Denver when things were really new 
with the acquisition. The dust has started to settle now. 
How are things going? 
HD: I’ve got to admit it’s going pretty well. With any 
integration there are ups and downs to begin with. But I 
think what I see and feel overall—and I think my teams 
would reiterate this – is that the commonality between the 
two organizations [Essendant and Staples] is all in shared 
services. That’s the group that’s working on a lot of the 
integration projects and commercial activities that we want 
to bring to the market. 

I would say Sandy Douglas has really changed the 
culture at Staples and it fits our culture, which is very 

customer-centric, customer-focused and driven to results. 
There’s a good working relationship between the two groups 
and communication’s good and everybody’s staying on 
task—reinforcing the overall strategy. That strategy is to 
take the capabilities of a large corporation and bring them to 
the independent resellers, to strengthen their position in the 
marketplace today. That’s what we’re focused on every day. 

ID: I know it’s still early days, so what would you say 
the biggest impact on the independent dealer who’s an 
Essendant customer has been so far? 
HD: I put things in three buckets, which also correspond 
to the three major challenges for the OP channel. One is 
technology, two is supply chain and three is all around 
keeping cost-competitive in the marketplace. 

So  let’s start with the last one, cost competitiveness. 
Ahead of actually getting a COGs savings from vendors, 
we did put savings into the market for a variety of our 
customers and we did that right through the year. No doubt 
our customers would say they want more but that’s going 
to take some time. I always reiterate this, because people 
want to know what takes so long, but for us, day one of the 
acquisition really was day one. We were meeting these 
people for the first time and then we took the next 60 days or 

ESSENDANT PRESIDENT
Newsmaker Interview:

HARRY 
DOCHELLI

»
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so to try and figure out what the organization was going to 
look like and then executed on that.

Then at that point we started—we’re already at April 
at this point, and we’re starting to build our plans and 
really understand what this could all mean and from a 
COG standpoint while we collected data. What are your 
programs? What are our programs? How do they look? And 
so that took another 60 days or so. So, we really didn’t start 
in earnest on negotiations until about July. 

So we were working our way through that, but we decided 
proactively that that was the message that we gave to 
our customers and that we would go to market with some 
savings ahead of us getting the actual savings from the 
suppliers, just to reinforce our message. 

ID: So the conversations with the vendors are ongoing. 
I understand that there’s not an overnight solution and 
nobody wants to give money away, particularly the way 
the market is at the moment, but have you signed deals 
with any suppliers already regarding new pricing levels?
HD: Yes, we do have a few signed and we’re starting to 
engage in conversations with some of the key suppliers 
on how the overall supply chain can be more efficient 
for them. How they might look at us like one customer? 
What makes sense from a supply chain standpoint that 
also translates to savings for the suppliers? So, we’re just 
starting some of those conversations as we start to look at 
the physical footprint of our network and what we can do. 
It’s a big project.

ID: So cost of goods is one area that some dealers have 
seen an impact, you mentioned there were two others…  
HD: Yes, one of the others is technology. We have to keep 
investing in the e-commerce side to keep our dealers 
relevant in the market. Right now, we are looking into 
how we automate e-commerce. How do we personalize 
it? To meet this need, Essendant has come up with two 
new personalized e-commerce tools: Email Sales Pro, 
which uses an end consumer’s purchasing behavior 
to automatically deliver personalized, marketing email 
communications, along with Personalized Marketing Zones, 
a behavior-based tool that displays highly targeted content 
and recommended products while a customer shops online. 
Both products launched in October and we plan to integrate 
both with all the key players.

We also have just started to share content between the 
two groups and another surprise is that Staples has more 
enhanced content than we do, including A+ content. We’re 
currently looking at how we leverage this additional enhanced 
content on about 1,200 items and we’re working with the 
third-party vendors now to figure out what changes we have 
to make to get that syndicated to the dealers themselves. 

ID:  Moving onto supply chain now, you’ve mentioned 
previously that you’re aligning your distribution centers 
with Staples’ to try to get quicker delivery, how is that 
going to be working?
HD: It’s something that will bring multiple benefits. We call it 
Market ADOT.

Essendant currently has a process called ADOT, in 
which a dealer has a primary distribution center that they’re 
assigned to. If that distribution center is out of stock, our 
system automatically searches for a secondary distribution 
center. We marry the product up, and in most cases, we get 
it there the next day, but in some cases we don’t. What we 
wanted to do is to optimize this footprint because Staples 
has dozens of distributions centers and it’s no surprise that 
they’re near ours. We’ve got more distribution centers than 
they do and  some are within a mile’s drive of each other.

So, we wanted to accomplish multiple things with this. If we 
can get these networks talking to each other, and obviously 
because Staples has been a long-time customer of ours, they 
talk to us, right, so they send us their orders, we fulfil them and 
they make a delivery to their end users. What we want to do is 
a reverse method of this process where we talk to them. Our 
customers can see their inventory. They pick and pack and 
wrap and label just like we do and we get it to our customers.

Secondly—and we shared this with our Dealer Advisory 
Council recently and I think they were very excited about 
it—our customers now get access to SKUs that we don’t 
have but that Staples does. This is kind of unbelievable. 
They have thousands of SKUs that we don’t have. Now, 
some of that’s private label obviously, but we’re going to 
launch in the first phase a group of SKUs that we think will 
be very attractive and we tested this with our customers 
already. They are in categories such as pack and ship, 
food and beverage, medical supplies, PCs and tech 
accessories—things that we just don’t have yet. And there 
are many SKUs in phase one that would be incremental 
to our current offering that, once we get the warehouses 
talking to each other, we’ll be able to pull those and get it 
delivered next day to our customers.

We are going to set up this service as an option to our 
customers. If a customer is  only interested in sourcing 
products from Essendant, they can do that, in which case 
none of the products they ordered will be sourced from 
Staples’ distribution centers.  If a customer wants the 
benefits of improved fill rates and expanded assortment, 
they can choose to have their product sourced from both 
Essendant and Staples distribution centers.

ID: Presumably you’re still going to be supporting your 
own private label brands that Essendant has built up 
over the years and independent dealers have worked 
hard to gain a market base for? »
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HD: Yes, we just did a brand study because our customers 
have been asking about the new brands that Staples 
launched here 120 days ago or so—like Coastwide and 
others. And so our customers do want access to them. 

If you think about a brand map—good, better, best—Staples 
has tried to position their new private labels in the best 
category. They have innovation in their product line that makes 
it slightly different than a similar product in that category. 
Staples also has a line called Baseline which you can think 
about as a white box that would function as the “good” level. 
Then our private labels will sit in the middle, as a “better” line. 
That’s what the study showed us—our Universal brand has a 
lot of brand equity. So our customers, our dealers, will have 
access to a private label selection that will be a good, better, 
best approach.

ID: In Denver you mentioned that you’d had 
conversations with independent dealers who were 
interested in selling Staples private label. You’re saying 
that interest has continued?
HD: Yes, absolutely, yes. So one of our dealers told me they 
just bid on an end user account and on the list of items was the 
new Staples private label. The customer said, “We don’t want 
any substitutions, you have to bid on these products.” For the 
dealer, they need access to Staples private label, otherwise 
they can’t bid, which turns into a lost opportunity for their 

business. So the interest is there. This is an opportunity for 
Essendant to provide even more value to our customers.

ID: The other thing that you said in your speech in 
Denver which certainly raised a few eyebrows, was about 
independent dealers making last mile deliveries for 
Staples. Is that still something that’s being talked about 
and, more generally, how has the acquisition  affected 
your last mile delivery strategy?
HD: Well, we have a last mile delivery project right now on the 
table. Phase one is to set up an automated process for dealers 
to be able to deliver for other dealers. So, if I’m in Chicago and 
my customer has a delivery in Minneapolis, we’re setting up 
an automated process so that the dealer in Minneapolis can 
make that delivery on behalf of the dealer here. That’s phase 
one for us and we’ve got a bunch of IT work to do which is 
following in line with the other integration work we have to do.

Phase two would be to have Staples’ contract carriers, 
which are white box trucks, make deliveries for dealers, 
to augment our dropship program, which is kind of spotty 
because that’s not what we do every day. Dealers usually 
make the deliveries. 

Phase three, if appropriate, and that’s a big if… We haven’t 
talked a lot about Staples product being delivered by our 
dealers, but that would be at phase three. We’ll see how the 
first two phases go before we dive into that one. »
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ID: You’ve also spoken recently about the fact that 
Staples’ promotional products business could be opened 
up to independents, how is that going to work?
HD: Well, Staples is the number two player in the U.S. in 
promotional products. It’s about a $24bn marketplace and 
they’re number two. And so Essendant is going to leverage that. 

We’re going to bring to market a simplified approach for 
our dealers, so they’ll be able to place orders with us, we’ll 
transmit that to the Staples Promotional Products division. 
They’ve already got all the processes set up because they’re 
big and they’ve got the suppliers, they’ve negotiated the 
discounts, they have leverage against the suppliers to get 
turnaround and if any issues come up, they have leverage 
to get them fixed quickly. So we’re really trying to take all 
the hassles out of the dealers’ hands and create a really 
systemized, streamlined process for them. 

To start, we’re going to run a pilot in the fourth quarter. We 
already have a set of pilot customers and we’ll see what we 
learn from the pilot, make adjustments and then go full bore 
in 2020.

ID: So you’re basically facilitating the dealers being able 
to offer this from their dealerships. There’s a parallel 
there with a managed print services offering. How is the 
Dex acquisition going to help independents?
HD: Dex is a little different. Our dealers will do the prospecting, 
they’ll uncover the opportunities. What Dex will provide is the 
software, the technical expertise, the technicians, the evaluation 
of the installed printer suite and they’ll place the printers at the 
location. So they’ll carry the capital on the leased printers. Then 
the way it will work is they’ll give us a quote on a click charge 
because that’s how that works, everybody pays a click charge. 
We’ll give that click charge to our resellers to determine the 
markup on it. They’ll give it to their customers and the installers 
and technicians will all come in and get everything sorted out. 
The software will be attached that will trigger fulfilment on the 
toner. That will come to us. We’ll pick and pack it and give it to 
our dealers for last mile delivery. Then Dex will handle all the 
technical aspects and service aspects.

ID: So the toner sales still go to the dealer?
HD: The toner sales go to the dealer through the click 
charge. They’re bundled in the click charge. It’s a bundled 
offering. So the click charge is your printer cost, your service 
cost, your toner cost, all in that click charge. In the Dex world, 
that’s how it works.

ID: Presumably, as Dex and the promotional products 
division are both part of Staples, the firewall is really 
going to come into play here?
HD: Yes, absolutely. We’ve already been working with 
the FTC firewall monitor on what we want to do on the 

promotional products and the managed print services with 
Dex. The way it works is that we present the process and 
how it’s going to work to the FTC monitor. He weighs in on 
that process and he’ll give us feedback and say everything’s 
good except this or that, and then we may have to do some 
extra IT work or there’s usually some kind of task that we 
have to work through. But we always go through the monitor 
and he gives us the guidance about what we have to do. It 
may slow us down a little bit, if we have to do some extra IT 
work or something, but this process ensures our customer’s 
data is protected, which is of the utmost important to us. 

ID: We’ve talked about what the Sycamore acquisition 
has already done for dealers. What’s the future going to 
look like? You’ve said we can expect more improvements 
in terms of cost of goods savings as negotiations with 
the vendors continue and more product choice. Is there 
anything else?
HD: Yes, Essendant is  going to have more SKUs. 
Technology is another place that we’re doing a deep dive in 
to see what comes up. Obviously, I don’t know exactly what 
Staples’ web storefront budget is, but I’m very confident that 
it’s way more than mine. So we are looking at what are they 
going to be doing on their webstore that we can learn from, 
utilize and deploy—though obviously we have to deploy 
through the 3PVs, but we then deploy that to our customers.

There’ll be content enhancements, as well. We’re going to 
move to one product information management (PIM) system 
so all the enhanced content that Staples has our dealers will 
also be able to see. 

We are also continuously looking at new adjacent 
categories that we think our resellers can sell and it’s the 
same on the Staples side. They are constantly thinking about 
what they should get into that’s going to be of benefit to their 
portfolio and all that gets shared across this big platform on 
both the Staples and Essendant sides. I’m confident you’re 
going to start seeing some new categories and potential 
services as well being introduced as we go forward.
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uni-ball: 
A new DAWN
There is a new day dawning in the life of uni-ball in 

North America. With Mitsubishi Pencil Company – the 

Japan-based parent company behind the uni-ball 

brand – having ended its long-standing distribution 

agreement with Newell Brands’ subsidiary Sanford, the 

now standalone uni-ball is ready for business. 

And there’s plenty to look forward to, says uni-ball 

Corporation President Mike Parker: “We are fortunate 

in that we can draw on the richness of 132 years of 

excellence in the design, development and delivery of 

exquisite writing and art solutions. Despite pervasive 

changes in consumer preferences and consumption 

patterns in recent years, one thing has remained 

constant – the desire in all of us to create and connect. 

Accordingly, this is where we draw inspiration for our 

vision – to deliver unique solutions that enrich the lives 

of our customers by inspiring creativity and connection.” 

He adds: “2020 is just the beginning of the 

reinvigoration of the uni-ball brand. With a renewed 

focus on product development, innovative marketing, 

advertising support and new logistics technology, we 

are ready and equipped to 

provide a seamless 

transition for all 

of our channel 

partners.”

As uni-ball Corporation begins a brand new chapter in its history, 
the scene is set for innovation, creativity and connection

SEAMLESS TRANSITION
Headquartered in Wheaton, Illinois – just west of 

Chicago – Parker oversees a seasoned executive 

team that includes sales, marketing and operations 

professionals. They are dedicated to ensuring a 

seamless transition and finding creative new paths 

to growth.  

All operational infrastructure elements such as 

order processing, fulfilment, technology and full 

supply chain logistics are in place, and the new 

company is ready for business in the U.S., Canada 

and Mexico.

In line with its vision of creativity and connection, 

uni-ball is excited to be supporting retail partners 

with brand new marketing and merchandising. 

Parker adds: “We have made significant 

investments in the development of refreshed 

creative assets for the advertising and marketing 

of uni-ball products, comprising product 

photography and video, catalogue design, print 

media and advertisements. These assets will 

empower our customers as we look towards 

our future and work to deliver creative 

solutions and sustained growth across a wide 

array of digital, print and store merchandising 

platforms.”

To further promote its updated brand 

direction, uni-ball has also developed 

new packaging that focuses on clearly 

communicating each product’s unique feature set. 

A reinvigorated rich red merchandising 

template ensures that each uni-ball product 

stands out on the shelf.

2020 is just the beginning of the 
reinvigoration of the uni-ball brand. [...] 
We are ready and equipped to provide 

a seamless transition for all of our 
channel partners



PRODUCT 
INNOVATION
Extending 

uni-ball’s 

long-standing 

reputation for product 

innovation and engineering 

will be the bedrock of the new company.

Customers are already familiar with the company’s expansive 

portfolio of products which includes Vision Elite rollerballs, 207 gel 

pens and the super-smooth Jetstream ballpoint pen range. Heading 

into 2020, these popular product lines will be further expanded 

with additions such as the 207 Plus+, 207 Mechanical Pencil and the 

Jetstream Elements ballpoint pens.

There’s plenty more innovation in the pipeline. The company 

will be expanding its target audience with the addition of the 

brightly colored Chroma Mechanical Pencil and the new wrapped 

207 Fashion designs which include Artistic Abstract and Stepped 

Ombre, all perfect for the back-to-school selling season.

Parker concludes: “As we look ahead to our future, we hold 

fast to our timeless belief that ‘the finest quality is the best 

service’. It is this ideal that has served as the guiding principle 

for the Mitsubishi Pencil Company for over a century and will 

perpetuate our position as a global leader in the products 

that we provide. We celebrate this rich legacy, and we are 

invigorated by our path forward.

“We are excited, equipped and ready for business in 2020. 

Uni-ball Corporation looks forward to strengthened channel 

partnerships, new innovative writing solutions, and deepened 

consumer engagement that enriches lives by inspiring 

creativity and connection.”
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Our vision [is] to deliver unique solutions  
that enrich the lives of our customers by inspiring 

creativity and connection

OMNICHANNEL OPPORTUNITIES
“Today’s omnichannel world provides 

endless opportunities. To strengthen our 

brand identity, we’re taking progressive 

steps in developing a reinvigorated and 

cohesive communication strategy across 

all active channels,” Parker points out.

“By maintaining a consistent brand 

presence and by curating online content 

and conversations, the company seeks 

to stimulate both e-commerce and retail 

growth. Through digital content creation 

and social media engagement, we look to 

strengthen our long-lasting relationships 

with consumers and build new ones. We’re 

excited about enriching lives by inspiring 

creativity and connection – and this is just 

one of the many new ways to seeing that 

vision become reality.”

Investments in this new vision are 

already in place. The company has 

introduced advanced digital marketing 

strategies, launched a refreshed 

website – uniballco.com – and established 

omnichannel advertising tactics to build 

consumer brand awareness for the ‘new’ 

uni-ball in 2020. 

Ahead of the transition, the team has 

been engaging with artists, writers and 

pen enthusiasts on social media. This 

growing community is already becoming a 

forum to share artwork, ideas and creative 

inspiration.



By Michael Chazin

There is no set supplier of breakroom 
products in most markets. If they act fast, 
dealers can set themselves up as the number 
one source for breakroom snacks, beverages 
and accoutrements.
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Breakroom products present 
an opportunity for virtually every 
independent dealer. Office snacks 
and beverages have been provided 
for employees, in varying degrees, for 
a relatively long time. More recently 
industry wholesalers have increased 
their support of the category by adding 
more products to their offerings. 
“They’re making it clear that from their 
standpoint it’s an important thing to 
do if you want to survive,” says Steven 
Sterne, general manager at Keeney’s 
Office Supply, Redmond, Washington. 

It’s not just the wholesalers who are 
driving breakroom, customers are also 
stepping up and asking to be served. 
“As we look at the category, it’s just that 
there are not a lot of good providers of 
these types of products,” says Justin 
Miller, co-owner, Highbar Trading, 
Memphis, Tennessee. When he is out 
doing inventory for clients they might 
ask if Highbar can provide coffee or »

water. “We probably get more requests 
for breakroom supplies than almost 
anything,” he adds.

Almost three years ago Dan Schmidt 
went to S.P. Richards to see if he 
could get them to carry soda pop. 
Schmidt, vice president at Great River 
Office Products, St. Paul, Minnesota, 
describes some of the challenges 
businesses face when they move to 
acquire breakroom items. A wholesale 
grocer in his market stopped making 
deliveries and another had a poor 
service record when it came to 
commercial accounts. “My customers 
love the fact they can order beverages 
online and have them delivered with 
their office supplies,” says Schmidt. 
Using its own drivers, Great River 
delivers beverages up to the office 
instead of leaving them on the dock. 
“Dealers lose this advantage when 
they rely on their wholesaler to make 
deliveries,” he adds. 

 

Customers demand 
breakroom products
The current market for breakroom 
at Great River also largely gained 
momentum through requests from 
customers. Following numerous 
requests, the wholesaler has started to 
carry Coke and Pepsi products. More 
recently Great River added La Croix 
waters and plans to bring Bubbly on 
board soon.  

One challenge can be getting 
customers to understand that breakroom 
is included under the heading of “office 
supplies”. When customers tell Schmidt 
they didn’t know he sold water and soda 
he points out that those products appear 
on the dealership’s website. “I take out 
the S. P. Richards breakroom catalog 
and show them all the flavors of soda 
pop and water,” says Schmidt. “Then 
they seem to get it.” The dealership ran 
through all its breakroom catalogs this 
year and doubled its order for 2020.



NOVEMBER 2019 INDEPENDENT DEALER PAGE 34

Cover Story CONTINUED FROM PAGE 33

Keeney’s has always sold a number 
of items that are now included in the 
breakroom category. “I guess our 
growth in the category has been 
easier because the wholesaler made 
it possible,” says Sterne. He contends 
that setting up breakroom—and to 
an extent janitorial too—as separate 
categories just confuses customers 
and encourages them to buy from 
somebody else.

“We’re trying to expand the definition 
of office supplies so it includes 
breakroom,” Sterne adds. He believes 
that telling customers that Keeney’s 
is also a breakroom dealer or a Jan/
San dealer can confuse them. “Office 
supplies is a larger umbrella that 
incorporates these other categories,” 
he says. “So the sales strategy is to 
expand the conversation to include 
breakroom.”

Miller’s Supplies at Work has actively 
sold breakroom products for close to 
25 years. “It’s a significant part of our 
business,” says Wayne Stillwagon, 

executive vice president for the Lorton, 
Virginia-based dealership. “We actually 
stock more breakroom items than we 
do office products.” Stillwagon agrees 
that it’s tough in almost any market to 
find quality breakroom service.

The dealership offers coffee, juices 
and soda pop. Coke and Pepsi 
deliver tractor-trailers every week. 
The dealership also stocks roughly a 
hundred Keurig K-cup flavors, a whole 
range of disposable dinnerware as well 
as more than a dozen varieties of water. 
“If you walk into our warehouse, it looks 
more like a breakroom warehouse,” 
says Stillwagon. “Because it is 25% of 
our business, depending on the client 
or prospect, we most likely lead with 
breakroom more often than we do with 
office products.” 

Going to the next level
Breakroom has been a focus at 
Workspace Central, Newtown, 
Pennsylvania, for somewhere close to 
the last decade. For the past several 

years the dealership has attempted to 
reach the next level when it comes to 
breakroom sales. “We’ve been trying 
to become the category sole supplier,” 
says Mike Fitzgerald, vice president. 

The sales approach tends to be a 
cross-sell opportunity with customers. 
“When there is an opportunity, we 
try to lead with a local roaster and 
work with our manufacturers like 
Bunn,” says Fitzgerald. Salespeople 
find customer pain points and then 
provide the solution that makes the 
most sense.

According to Fitzgerald, coffee 
buyers typically fall into one of 
several groups. At one end, there 
are companies that just brew a pot 
of coffee for employees and leave it 
at that. “Then there are companies 
who see it as a strategic amenity they 
provide for their employees,” says 
Fitzgerald. “They’re willing to put in 
more resources and invest in employee 
health and wellbeing.” A third group 
of buyers goes for a single-serve »
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approach, which provides a quick and 
easy solution. 

Of the dealers contacted for this 
article, only Workplace Central 
employs a specialist and his expertise 
is split between janitorial and 
breakroom. The sales force is trained 
to always ask the breakroom question 
and when a sizeable opportunity 
presents itself the specialist might be 
called on. “When we are proposing 
a change or recommendation we will 
bring in the specialist,” Fitzgerald 
adds.

Great River has also partnered with 
a local roaster, a woman-owned coffee 
house in Duluth, Minnesota. The coffee 
is both fresh and locally roasted and 
appeals to those Schmidt refers to as 
coffee snobs. “There are a few of them 
out there who want the best coffee and 
locally roasted coffee sets us apart 
from the competition,” he adds. 

Schmidt recommends staying close 
to trends when it comes to beverages 
as you might find hidden breakroom 
opportunities. He points to iced coffee 
as a summer beverage with potential. 
“We have soda pop, water, coffee; 
well what about iced coffee?” he asks. 
He’s talking to a local iced coffee 
manufacturer and expects to offer this 
beverage in the summer of 2020.

Coffee sales heat up
The introduction of single-serve 
options close to 15 years ago had 
a tremendous impact on the coffee 
market. It came about at roughly the 
same time that millennials came into 
the workforce. “Customers began to 
look for a higher quality of coffee, rather 
than the burnt coffee in the bottom of 
the bowl,” says Stillwagon. 

Generally speaking demonstrations 
are not needed for coffee brewers 
as most people are familiar with the 
systems, either from experience at 
home, in hotel rooms or other offices. 
The bean-to-cup coffee brewers, such 
as those offered by de Jong DUKE, 
typically require a full frontal approach. 

“Typically it takes two technicians 
to deliver and set up the equipment, 
then a sales rep conducts a taste 
testing,” says Stillwagon. They bring in 
pastries and hold a session for a select 
group. “They leave the machine there 
for about three days before they go 
back and pick it up.” At that point the 
customer is usually sold. 

Water is just as popular a beverage 
choice as coffee and many dealers 
have found that it offers yet another 
way to get into breakroom sales. At 
Workplace Central five-gallon bottles 
of water have turned into a growing 

business. “We’ve done a good job 
of removing the traditional water 
companies, who have had service gaps 
over the last couple of years,” says 
Fitzgerald.

Highbar Trading echoes the 
importance of water sales; it is one of 
several products that tends to open 
doors. “We sell a tremendous amount 
of bottled water,” says Miller. “It’s 
not unusual for us to sell a pallet to a 
pallet-and-a-half of water a day.” The 
downside, he says, is the space that it 
takes to inventory beverages and the 
room they take up on delivery vehicles. 

Breakroom 2.0
At Miller’s Supplies at Work the typical 
breakroom customer is a white-collar 
organization with a minimum of 50 
to 75 employees or larger. “We are 
targeting larger white-collar offices 
because for them, the breakroom is 
not just a breakroom, it’s part of their 
hiring opportunity,” says Stillwagon. 
The new take on breakroom offers a 
casual environment where employees 
can grab coffee and go or find a 
seat and work on a laptop. “So it’s a 
collaborative space,” he says. “It’s a 
selling space for new employees as 
well as the breakroom.”

One of the biggest changes in recent 
years has been the effort by businesses 
to take their breakroom up a level. “There 
is a push to make the breakroom more 
than a room with a coffee machine and a 
microwave,” says Fitzgerald. The latest 
approach portrays the breakroom as 
an experience for employees with a full 
range of products, including coffee, other 
beverages and snacks. “Businesses 
need more to hold employees and keep 
them happy,” he adds.

Another consideration is the 
relationship people have with 
breakroom products. “Personal 
preference is more pronounced,” says 
Fitzgerald. When it comes to office 
products people will readily accept a 
generic substitution; but not so in the 
breakroom. “Employees are a lot more »
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particular with changes in product 
selection,” he says. The challenge has 
been to try and get the exact snacks 
customers want. “Once they source 
something, it’s hard to find a suitable 
substitution.” 

Beverage and snacks supplied by 
industry wholesalers don’t always leave 
enough margin for dealers to remain 
competitive, according to several of the 
dealers we talked with. 

In Minnesota, Great River regularly 
uses a regional wholesale grocer to 
supply beverages and consumable 
breakroom items. The wholesale grocer 
offers delivery services and sometimes 
delivers to Great River customers. But 
those customers still want the invoice to 
come from Great River.

The bane of wholesale clubs
For many dealers, Sam’s Club and 
Costco remain primary competitors 
for breakroom business. The need for 
customers to place $250 orders with 
the warehouse clubs to qualify for free 
delivery eats into office products sales 
as customers pad their breakroom 
orders to reach minimum order 
requirements. 

When an employee has to pick up 
product, Miller is quick to point out 

potential liabilities: whose car is used, 
what insurance is involved, who pays 
for gas; the list goes on and on. A lot 
could go wrong, he says.

To meet customer requests, Highbar 
Trading has set up purchasing 
agreements with local suppliers. “We 
actually have a wholesale agreement 
with the local buying club stores,” 
explains Miller. The program with the 
buying club flies in the face of the local 
competition these stores represent. 
Still, according to Miller, at the end of 
the day they can add far more to the 
bottom line than you might expect.

“We’re not afraid to work with 
wholesalers and distributors, even 
competitors sometimes, to put together 
a full program,” says Miller. “You 
have to as the industry becomes 
increasingly incestuous.”

Just four or five years ago, customers 
were reluctant to cede the buying club 
business to dealers. Now they ask 
Highbar to take over their wholesale 
club habit. “They’re fine with us taking 
that over and putting margin on top 
of it,” says Miller. They appreciate the 
additional service and they’re more 
than willing to pay for it. 

Keeney’s has experienced similar 
reactions from buying club customers. 

Sterne says it is not uncommon for 
customers to want to unload the 
hassles involved with trips to Costco. 
“They pay us a premium on top of the 
Costco prices to take it on,” he says. 
He says the wholesale club also has 
enabled him to offer an expanded 
selection of soda pop. “We don’t buy 
a lot from them but if someone wants 
Diet Dr. Pepper, the wholesaler doesn’t 
have that,” he adds. 

Staying competitive with breakroom 
requires tapping a variety of product 
sources. “The tricky part is, bigger 
competitors understand the potential 
in this market,” says Fitzgerald. “So we 
need to be aggressive.” At the same 
time, he recognizes the threat of the 
wholesale clubs and their appeal for 
those customers who continue to run 
out there to pick up whatever they need. 
With price sensitivity on the one hand 
and a different service proposition 
on the other, for a dealer to win the 
business it has to be carefully managed. 

Toughened competition
Competition has definitely evolved. 
“With the rise in eCommerce everyone 
can see pricing,” says Fitzgerald. “We 
really have to be creative in how we 
source and how we price to maintain »
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our current business and get new 
business.” 

Price is always important but add 
in convenience and reliability and a 
dealer’s competitive position becomes 
even stronger. Customers don’t have 
to wait for a scheduled delivery but can 
have it next day. “It’s convenience on 
one truck; it’s with your office supplies,” 
says Fitzgerald. He points out that 
frequently the same person is ordering 
breakroom supplies as office supplies, 
which can make it an easier sell. 

One of the biggest obstacles to 
growth with breakroom sales is the 
logistics involved with beverages. 
“Delivering paper plates and cups; 
that’s stuff is simple,” says Miller. “It all 
comes overnight from the wholesaler.” 
The challenge, he says, is how deep 
a dealer wants to get into breakroom 
and whether they will start selling 
coffee, water and beverages. 

Beverages take up a lot of room 
in the warehouse and on delivery 
trucks and can be a service intensive 
business. “Clients want those drinks 
put in specific areas and water and 
beverages can be damaged as well.”

Damage gets into the area of 
perishables, and beverages and 
snacks often come with “sell-by” 
dates. Schmidt relates how one 
customer started to buy from Great 
River because its previous supplier 
always delivered soda pop that was 
expired. “So you’re constantly having 
to turn inventory and make sure you 
keep fresh, updated goods,” he adds. 
The warehouse manager has started 
to mark breakroom inventory with 
an “X” so drivers know to take those 
boxes first when filling orders. 

“The biggest obstacle to growth 
is the service proposition that the 
customer looks for; in addition to 
selling machines you have to service 
them,” says Fitzgerald. If the coffee 
brewer breaks, who will fix it? That 
service is a crucial component. “If we 
don’t have a reliable way to service 
that on-demand then that becomes a 

challenge to try to convert someone,” 
he adds. For now Workplace Central 
does some service itself and works 
with an outside repair service on 
other units.

How to grow breakroom 
sales
For dealers looking to get started with 
breakroom sales, Fitzgerald suggests 
that they start small with a targeted 
approach. “Customers that you have 
done a good job with, that trust you, 
are where to start,” he says. If you plan 
to sell coffee, you need to determine 
what system you will lead with. “You 
need to find a strategic partner, either 
from a machine standpoint or a general 
breakroom supplier and focus on a 
subset of items you know you can sell.”

Remember that breakroom items 
are office supplies. “Don’t make it 
special; don’t make it frightening,” says 
Sterne. Breakroom doesn’t require 
more product knowledge than the 
average individual already has. “Sell 
this category with the same confidence 
and in the same breath as any other 
consumable office supply category.”

Highbar’s Miller suggests that 
dealers lean on their wholesaler for 
coffee service. Generally speaking 
there is a breakroom specialist or 
coffee specialist at the wholesaler 
that can work with a dealer to help 

get them started. “You have to lean 
on people to get a knowledge base 
to sell the product and bundle it into 
the rest of your program,” says Miller. 
Align with a product that the wholesaler 
stocks in quantity and is available from 
back-up facilities as well. “We’ve sold 
coffee before where the wholesaler ran 
out and we had to go with a different 
manufacturer,” he adds. “People don’t 
like to change brands.”

An additional breakroom opportunity 
can arise when there’s a recognized 
need to add or change furniture to fully 
capitalize on the revitalized experience 
that the customer hopes to achieve. 
The sales team at Miller’s Supplies at 
Work is reminded to talk about furniture 
options that work well in a breakroom 
setting, says Stillwagon. 

Furniture and aesthetics was 
included in a breakroom marketing 
campaign that went out to Miller’s 
customers in September and October. 
The message was essentially that 
businesses should focus on breakroom 
design because nothing defines 
a culture better than a company’s 
breakroom. 

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%40comcast.net?subject=
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When you talk about the future of the independent dealer 
channel with Mike Smith, his enthusiasm is infectious. In a 
matter of seconds, the national sales manager for Fellowes 
Brands office supply, convinces you that not only is the 
IDC not going away any time soon, but it is actually going 
to thrive—despite the Amazons, Office Depots and Staples 
of the world. But his prophecy carries one stipulation: The 
IDC must avoid complacency. It is advice Smith has helped 
assure Fellowes Brands also follows.

A century of dedication
Founded in 1917 as a bankers box storage business, 
Fellowes Brands is a fourth-generation, privately held 
company. Over the past century, Fellowes has expanded 
into everything from paper shredders and laminating 
machines to air purifiers and mobile accessories to, most 
recently, ergonomic office work stations and 
furniture. (Fellowes recently bought ESI and 
Trendway, two leaders in the office furniture 
field, to cement its commitment.) 

To Smith, who has been with Fellowes in 
numerous capacities for the last 19 years, 
the company’s most recent move is a good 
example of the mentality that has kept 
Fellowes successful.

“Fellowes continues to evolve and 
innovate,” Smith says. “Our expansion into 
furniture started about two years ago with 
sit-stand converters and height-adjustable 
desks. We call it workspace wellness, based 

on the philosophy of ‘work better, feel better’. It’s simple, 
but powerful. We are offering groundbreaking, ergonomic, 
healthy options that improve workers’ health and, therefore, 
improve performance and productivity. It’s all about 
innovation, about evolving.” 

This is exactly the philosophy Smith believes the IDC must 
adopt to stay alive and competitive. “Independent dealers 
can’t keep doing the same thing they have been doing for 
years,” he says. “ They need to try new things. If it works, 
great; if it doesn’t, stop and try something else, but they just 
can’t be complacent.”

Challenging times
While Smith is steadfast in his belief that the IDC will remain 
relevant and even flourish, he is enough of a realist to know 
the channel faces very real challenges and not all the 

independent dealers will survive.
“Dealers being acquired by the likes 

of Staples and Office Depot is a definite 
threat,” he says. “Another challenge for 
many independent dealers is succession 
planning; a lot of the next generation may 
not want to go into the business. And, of 
course, there is Amazon.” 

Lending a helping hand
So what is Fellowes doing to help its 
core customers? According to Smith, the 
company has implemented numerous 
strategies designed to help protect and 

GOOD FELLOWES FOR THE IDC
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support the IDC. “One program we have is Platinum 
Rewards,” he explains. “It’s a SPIFF incentive program that 
allows them to get a SPIFF payment for each piece they 
sell. Then there is our Flex program, which provides flexible 
options, such as stocking or not stocking, for example. The 
Flex program allows our independent dealers to order how 
they prefer to, so they can run their businesses the way they 
want. We also offer container and pallet programs that let 
independent dealers order by the container or the whole 
pallet for potential savings.”

It is obvious, however, which Fellowes IDC-focused 
program Smith is most proud of—and why. “We have a 
new program, which is part of the Fellowes differentiation 
strategy, called the 1 P Free program,” he says. “It is 
designed to address one of the IDC’s biggest challenges—
Amazon. 1 P Free offers more than 50 items that we will 
sell to the IDC—but not to Amazon— to help independent 
dealers differentiate themselves. This means customers 
who want these items must buy them from an independent 
dealer and the dealers don’t have to worry about their 
pricing being undercut by the online giant.” Similarly, 
Fellowes offers a whole line of paper shredders available 
only through the IDC.

In addition to these programs, Smith believes Fellowes 
offers a huge benefit to the IDC in the level of support it 
provides. “We have both national and regional territory 
managers positioned throughout the country to provide the 
IDC with sales, marketing and other support,” he says. “If they 
have a problem or need help, someone is there for them.”

One Is better than three
Smith believes the recent merger of Pinnacle, TriMega and 
ISG could also help the IDC. “I was glad to see it happen 
as it allows the group to be stronger and allows the IDC to 
have a larger spend and greater buying power,” Smith says. 
“Having one, stronger group can open up opportunities 
for national business for independent dealers that they 
maybe couldn’t get before. It could also help them expand 
their offerings, learn best practices and maybe cut some 
costs. One program, one direction—there can be complete 
alignment.”

Smart independent investing
While Fellowes is there to assist any independent dealer in 
need, Smith also believes the rewards will come to those 
who work to stay competitive. “If the IDC doesn’t invest 
and evolve, my concern is it will shrink to the point that 
there would be few dealers left and it would be difficult for 
those remaining to compete,” he says. “However, If the IDC 
continues to invest in itself, it will remain strong.” 

What form should this investment take? “Technology is a 
key investment,” Smith says. “Independent dealers need 
to look at what is out there and adapt. A good website 
is key, one with good functionality and quality customer 
service. Data analytics is also vital, looking at market 
share, reviewing sales to determine where you may be 
over or under investing. Independent dealers need to work 
smarter—to use data to tell them things like who hasn’t 
bought in a while, so they know who needs to be visited. 
Good CRM tools are also important. I also think LinkedIn 
offers a huge opportunity to help you find the right person to 
call on and look up some key talking points.”

Ultimately, Smith believes the IDC remains not just viable, 
but in some ways may even have the upper hand over its 
larger competitors. “I strongly believe there will always be 
an IDC,” he says. “There won’t be as many, but the fewer will 
be stronger. Ultimately, people still buy from people they like 
and trust—people they can build relationships with—and 
this is where the IDC thrives and will continue to do so.”

Lisa Veeck is owner of Clean Communications, a full-service 
content, social media and website auditing provider.  
She can be reached at Lisa@cleancommunications.biz;  
phone: 773-484-7412.

mailto:Lisa%40cleancommunications.biz?subject=
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As 2019 nears its conclusion, now is a 
good time to think about the design of 
your e-commerce website. To keep up 
with the competition as an online seller, 
you need to stay on top of the latest 
trends. 

If you don’t update your website often 
you run the risk of losing traffic. Stay up 
to date and check out some of the big 
web design trends for 2020, and how 
they relate to e-commerce.

Responsive and adaptive 
web design
As more people shop on mobile 
devices, the importance of 
mobile-friendly design will continue 
to grow. If your web store is hard to 
navigate on phones and tablets, you 
risk losing thousands of potential 
customers. This is why there will be 
a big push towards responsive and 
adaptive web design next year.

With responsive web design, your 
website’s layout will change based on 
a device’s resolution. Adaptive web 
design is different, as you are able 
to create a unique layout for each 
resolution. While this does require more 
work, it gives you more control over 
how your website is being displayed.

The desire for mobile-friendly 
websites is stronger than ever, so 
expect more e-commerce sites to use 
both of these designs.

Minimalist design
Online shoppers do not have a lot of 
patience and they want to find what 
they need in a short amount of time. 
As a result, there will be a strong push 
for minimalistic web design next year. 
Minimalist design is often associated 
with white space, but there is more to it 
than that, especially for e-commerce.

Minimalist designers often use 
hidden navigation bars when designing 

websites. This allows them to display 
more information on a page at a given 
moment. Other designers reduce the 
number of buttons on websites to make 
navigation easier. There has also been 
a push for colorful minimalism, which 
involves using different hues to create 
eye-catching designs.

Minimalist design can give an online 
store a unique visual feel, while making 
it easier for users to find what they 
need. Expect more sellers to use it in 
the future.

Micro animations
Micro animations are becoming vital 
tools for online sellers. These short 
animations can guide users through 
specific tasks, while adding some flair 
to a website. In e-commerce, micro 
animations can be used to enhance the 
shopper experience. This can lead to a 
strong increase in conversions.

Animations are eye-catching and 
can draw users to a particular part of 
your website. They can also explain 
how particular products work and 
showcase color variations. This is 
crucial, since shoppers can’t hold the 
products in their hands.

Animations add a sense of fun to 
websites and make the shopping 
experience more memorable. 
Shoppers are more likely to remember 
websites that use them.

Thumb-friendly navigation
Continuing with mobile-friendly 
design, there will be a big push for 
thumb-friendly navigation. Most people 
use smartphones by holding them in 

one hand, and using the thumb to press 
on the screen. Web designers need to 
create websites around these movements 
to make mobile navigation easier.

Users should be able to click links and 
buttons without having to stretch their 
thumbs out too far. The most important 
items should be placed on the lower part 
of the screen, since this is the easiest area 
to reach. Dropdown menus and hidden 
navigation menus can also be used to 
make the screen more visible on mobile.

With more people shopping through 
mobile, this kind of navigation is 
becoming vital.

Chatbots
Chatbots have been popular for the past 
few years now, and they will continue to 
be prevalent in 2020. In fact, it has been 
reported that 80% of online businesses 
currently use chatbots or plan to use 
them by the end of next year. 

They give shoppers a way to get 
help without having to reach out to you. 
Chatbots also make it easier for shoppers 
to find the products they want to buy. This 
gives customer service representatives 
more time to handle more pressing issues.

Chatbots offer fast service to shoppers 
and will continue to be reliable tools 
for e-commerce websites. As artificial 
intelligence improves, chatbots will be able 
to assist shoppers in other ways as well.

New innovations in web design are 
always coming, so keep these trends in 
mind if you want to keep up.

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

By Kevin Rehberger
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Thank You
NATIONAL BUSINESS PRODUCTS INDUSTRY

UPCOMING EVENT DETAILS COMING SOON! 

For more information on City of Hope’s National Business Products Industry,
visit CityofHope.org/nbpi or contact Matt Dodd at mdodd@coh.org.

CONGRATULATIONS to 2019 Spirit of Life® honoree Brad Graves, his 3M team and to all in the 
National Business Products Industry for setting yet another ALL TIME fundraising record of 

$15.5 million through the “Science Creating Hope” campaign supporting lifesaving cancer and diabetes 
research and treatment at City of Hope.

In the 38 years the National Business Products Industry has supported City of Hope, it has now raised 
more than $200 million helping drive leading-edge cancer and diabetes research.  

Congratulations to Brad and his 3M team and thank you to all in the industry for your continued support 
of City of Hope and its lifesaving mission!  

CityofHope.org

2020 REINVENT HOPE campaign

honoring Stephanie Dismore of

http://www.cityofhope.org
http://www.cityofhope.org/nbpi
mailto:mdodd%40coh.org?subject=
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Think of the fastest “no” responses that 
come out of your mouth without even 
thinking about it. 

Is it when your young child begs for 
every sweet or processed snack at the 
grocery store? Or when you answer 
the phone and a stranger tells you 
that you have just won a contest you 
never entered? Or when you receive a 
political campaign call? 

We all have a knee-jerk response in 
these situations. We shut down. We 
automatically say “no”.

Often in sales we face a fast, knee-jerk 
“no” when prospecting for new or 
expanded business. If we don’t reach a 
prospect live, the “no” can be in the form 
of unreturned calls and/or emails. How 
do we get beyond this initial reaction or 
lack of reaction? 

Consider these statistics: In 2007, 
it took an average of 3.68 cold call 
attempts to reach a prospect. Today 
it takes an average of 8 attempts or 
more! In working with the sales teams 
of independent dealers across the 
country, as well as clients in other 
industries, I’m seeing a real lack of 
creativity in these attempts. 

Sales is still about old-school 
relationships with new-school 
technologies to make it easier. The 
secret to sales success is not giving up 
too soon and getting creative instead! 
Here are some ideas for thinking 
outside the box:

1. Leave voicemail 
messages with a purpose. 
Calling someone on the phone is 
still one of the best ways to connect. 
Because everyone is looking for 
the magic to gain appointments 
without using the phone, you might 
be surprised at how many decision 
makers are answering the phone 
because they are not getting the 
volume they used to. If they don’t pick 
up, don’t hesitate to leave a short and 
direct voicemail. When it comes to 
current customers, whatever you do, 
avoid saying you are  “Just checking 
in” or “Just following up.” This is sales 
suicide.  Instead try, “I was thinking 
about our last meeting and had an idea 
I wanted to bounce off you…” 

2. Congratulate or 
compliment a connection 
on LinkedIn.
With so much negativity in the world, 
a positive comment has more weight 
than ever. Once you are connected, a 
great way to utilize LinkedIn is giving 
someone kudos on something they 
recently accomplished. In addition to 
commenting on their post, send an 
InMail to reinforce the congratulations. 
However, whether it is through InMail 
or a comment, make it meaningful. 
Don’t just say, “Nice job!” Put some 
thought into it. You could also 
acknowledge a newsworthy event 

at their company. Either one could 
open the door to a better business 
relationship down the road. 

On the subject of LinkedIn, make sure 
you do not connect and then forget! 
We will connect with someone and 
then it goes into the black hole never 
to be heard from again. Instead, start a 
conversation. Find out how they found 
you and give them some information 
that could be helpful to them (an article 
you find interesting, a link that is helpful, 
etc.) but nothing salesy! 

3. Take advantage of good 
old-fashioned snail mail.  
Crafting an effective handwritten note is 
a lost art! Whether your sales process 
is by phone, in person, or via email, 
sending a handwritten note gives you a 
competitive advantage. Remember the 
statistics…today it is taking more touch 
points to gain success. Your snail mail 
delivery counts as a touch point. Every 
little bit helps. Think about it, when was 
the last time you got a handwritten note? 

One additional tip on snail mail: 
For prospects who fall into the black 
hole and are not calling you back, try 
sending something totally unexpected 
to them. I have a friend in Maryland 
who sends Old Bay Seasoning, peach 
preserves and comments about 
spicing things up. Find something 
unique to your local town and get 
creative! 

The question to ask yourself: “Is there 
anything I could send with a catchy 
phrase that would grab their attention?” 
I truly believe that sometimes it’s a case 
of the wackier the better! 

4. Get the cameras rolling 
for a truly unique touch 
point. 
Video can be your friend! It’s an 
underutilized technology. Remember… 
old-school relationships, new-school 
technologies. There are lots of free 
resources available for creating and 
sending video messages. Think about 
how personalized your sales message 

By Marisa Pensa

BRINGING 
CREATIVITY 
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can be—your voice, your smile, your 
enthusiasm for what you are selling will 
come through and possibly make all 
the difference. Grab their attention and 
shut down that knee-jerk “no!”

5. Send very short, 
well-timed professional 
emails. 
Emails can be effective touch points, 
but only if they are concise and 
purpose driven. Peoples’ inboxes are 
extremely cluttered. If the purpose of 
your email is to ask for an appointment, 
limit your email to two or three 
paragraphs, be direct and give two 
time options with a clear purpose for 
the meeting. Also, once you secure 
a meeting, include agenda items for 
discussion in your calendar invite. 
When the purpose is clearly spelled 
out, it reduces the number of canceled 
and rescheduled meetings.

There it is. Can you add some good 
ideas to this list? Remember, don’t give 

up too quickly. Back to the grocery 
store example—kids are amazing at 
being passionately persistent and at 
times they can be very successful. 
(Darn those candy bars at checkout.) 
Step out of your comfort zone…get 
more creative and persistent...and 
enjoy increased success. Good selling 
out there!

Marisa Pensa is founder of Methods in 
Motion, a sales training company that 
helps dealers execute training concepts 
and create accountability to see both 
inside and outside sales initiatives 
through to success. For more information, 
visit www.methodsnmotion.com.

http://www.methodsnmotion.com
https://www.amazon.com/Competitive-Selling-Guidebook-Proactive-Reactive/dp/1733853103
https://www.barnesandnoble.com/w/competitive-selling-stacia-skinner/1131374683
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I had an interesting conversation last 
week.  I was talking to a prospective 
client and, toward the end of the 
conversation, he said, “You should 
know that I’m talking to one of your 
competitors, too.  Would you like to 
know who it is?”  I think my response 
surprised him.

I said, “You’re welcome to tell me 
if you like, but it won’t change my 
behavior.  My offerings are dependent 
on my clients, not my competitors.”  He 
was surprised by this, and I understand 
why.  In sales, we are constantly having 
our competitors being used as leverage 
against us by customers who want to 
gain better pricing, terms, etc., and a 
potential service provider that won’t play 
that game is anathema to many people.  
But, why did I say that?  Therein lies a 
window into my philosophy, as well as 
some hard questions you might want to 
ask yourself.

I find that too many companies focus 
inordinately on their competition, rather 
than their customers.  That manifests 
itself in any number of ways; here are 
some of the most common:

PRICING: When a sales manager 
demands to know “who we’re up 
against” before issuing pricing, you 
have a problem.  I’ve seen that in a 
number of my clients and I always 
ask the same question: “Why?” 
Dithering over pricing based on your 
competition is one of the dumbest and 
least customer-friendly things you can 
do.  You know what your costs are.  
You also know what your acceptable 
profit margin is.  You also know, 
or should know, what the common 
market pricing for your services 
is.  So, why not offer a deal you are 
comfortable with?  If your pricing 
is dependent upon having fewer 

competitors for the business, aren’t 
you incenting your customers to bring 
in multiple vendors?  

HIRING:  There are certain industries 
where the “competitor hire” is way 
too common.  Company managers, 
instead of having the courage to hire 
people from outside their industry and 
grow their own talent, decide that they 
should hire salespeople from their 
competitors.  The problem with this 
approach is obvious; you seldom if 
ever get your competitors’ top people. 
Usually, you get the people they are 
glad to get rid of, which makes them 
stronger and you weaker in one hire.  
Competitor hires, in my experience, 
have about a 90% fail rate.

MARKETING:  One aspect of social 
media marketing that has become 
prevalent is what I call “reactive 

By Troy Harrison
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marketing.”  This happens when a 
sales manager, marketing director or 
even a company president spends 
significant time monitoring social 
media postings of direct competitors.  
On the face of it, that’s not a bad thing; 
the problem comes when the person 
makes the bulk of THEIR postings 
reactive, rather than proactive.  For 
instance, company X posts that 
they have some sort of a special on 
machine Y.  Competitor Z then posts 
a different special on machine A to 
try to “combat” their marketing.  The 
problem with this is that competitor Z 
is letting company X set their agenda 
for them.  This can also happen 
during a sales call, when all of the 
salesperson’s positioning is designed 
to go up against a competitor’s 
features, benefits, specs, etc.

PROPOSAL PRESENTATION 
STRATEGY: Recently, I was 
presenting a training program when a 
salesperson said, “I always like to be 
the last person to present my proposal; 
that way they have everyone else’s 
numbers when I go in.”  Seriously, what 
difference does that make?  From a 
strategic perspective, I actually prefer 
to be FIRST, for a couple of reasons.  
First, the first person to propose is 
the first person to have the chance 
to close – and I’ve seen, and sold, 
many deals where the second person 
in never had a shot because the first 
person got the business.  And second, 
if you’re trying to communicate to your 
customer that you will have a sense of 
urgency in servicing the business, why 
not demonstrate that by exhibiting that 
same sense of urgency in proposing 
the business?

YOUR OFFERING: I see many 
companies and sales teams that want 
to alter key pieces of the offering, such 
as product specs, service frequencies, 
contract terms and more, based on 
who their competitors for a given deal 
are.  This makes no sense – value 

and solutions are driven not by your 
competitor, but by your customer’s 
needs.  Focus your offering on solving 
your customers’ needs, and your 
competitors become irrelevant.

The problem with all of 
these approaches, and other 
competition-dependent sales 
tactics, is that you are allowing your 
competitors to set the arena and 
the rules of the game.  One of my 
favorite sayings is, “You can’t BEAT 
your competitors if you’re trying to 
BE your competitors.”  When you are 
as reactive to your competitors as in 
the examples above, you’re simply 
trying to be a less effective version of 
your competition.  And worse – your 
customers will sense it.

Now, are there times when 
competitive selling is important?  Sure.  
For instance, if the customers of one 
of your competitors suddenly start 
informing you of service problems that 
the competitor is having, with resultant 
dissatisfaction, you might want to put 

together an attack on that competitor 
– AS LONG AS it doesn’t distract your 
salespeople from building productive 
funnels.  Sales blitzes can be great 
short-term tactics.

The key is to not let your competitors 
– even your toughest competitors – set 
your agenda for you; if you do, you’re in 
trouble and your customers will know it.

Here’s the best strategy for dealing 
with your competition:  Act as the 
best possible version of YOU.  Focus 
on your customers and their needs.  
And act as if your competitors don’t 
exist – you’ll be surprised how often this 
becomes a self-fulfilling prophecy.

Troy Harrison is the author of “Sell 
Like You Mean It!”, “The Pocket Sales 
Manager,” and a Speaker, Consultant, 
and Sales Navigator. He helps 
companies navigate the Elements 
of Sales to reach sales success.  To 
schedule a free 45-minute Sales 
Strategy Review, call 913-645-3603 or 
e-mail Troy@TroyHarrison.com.

mailto:Troy%40TroyHarrison.com?subject=
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