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EDITORIAL
After mentioning last issue that there is never a dull 
moment in this industry, it’s actually been quite 
a quiet month, relatively speaking. Sure, Sandy 
Douglas leaving Staples was a bit of a surprise and 
there are more twists and turns to come along the 
way I’m sure, but things seem to have settled down 
a little. 

That’s probably just as well, as we hopefully 
prepare for a return to schools and offices in the 
coming months. Not only that, but we have the return 
of large live industry events to look forward to. 

As you will see in our news pages, registrations are 
now open for ISG’s Industry Week in November. The 
IDC thrives on shared knowledge and experience—
and while online events and video conferencing 
have filled the gap surprising well at times, there is 
really no replacement for face-to-face encounters.

With a close connection to Industry Week, 
another of our news stories this month highlights 
the fact the entries for the North American Office 
Products Awards are closing on July 25, so if 
there is anyone within your organization you feel 
deserves recognition, now is the time to say so! I 
am honored to have been asked to be a member 
of the judging panel and am looking forward to 
reading through all the entries, I’m sure deciding 
on the winners will be a tough task, given the array 
of superb professionals working in the IDC.

I am also very much looking forward to attending 
Industry Week and the slightly earlier Office 
Partners gathering in Tampa in October. If you are 
planning on going to either of these events, please 
do come and say hello and give me your thoughts 
on the magazine and how it could be improved. If 
you can’t make it to Florida for either event, please 
do get in touch anyway if you have any feedback— 
just email: rowan@idealercentral.com. »

In 1871, Ulysses S. Grant was in the White House; Giuseppe Verdi’s 
classic opera Aida was first performed in Cairo, Egypt; and James 
McNeill Whistler famously set about painting his mother. Meanwhile, 
in Mansfield, Ohio, what would later become The Charles Ritter 
Company began when Charles Ritter joined the S.E. Bird Bookstore 
at the ripe old age of 14.

When Bird later decided to sell, Charles stepped in and bought the 
remaining shares of S. E. Bird Bookstore and changed the name to 
The Charles Ritter Company. Wallpaper, blinds, typewriter supplies 
and picture frames were soon added to the inventory.

When Charles passed away in 1933, his controlling interests in 
the company were sold to long-time employee Harmon Kochheiser. 
In 1959, Harmon’s 70-plus-year involvement with the firm ended 
when he too passed; at which point the dealership was sold to J.O. 
Enyeart, who in turn passed his shares to his daughter Barbara, 

Ohio dealer celebrates 
landmark 150 years

WINNER’S
CIRCLE

From left to right: Gar Marchant, vice president IT and logistics; Nick Childs, 
vice president furniture; Gordie Pepper, president; and Pam Brooks, vice 
president of business development
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Ritter’s current board chairman. 
Gordie Pepper, Ritter’s current 
president, joined in 1986 and has 
been running the company for nearly 
20 years since he took over from his 
father, Ken Pepper.

Ritter’s resilience over the years can 
only be admired: it has survived two 
World Wars, the Great Depression and 
more recent developments such as the 
birth of the Big Box sellers and national 
contract stationers, wholesaler and 
manufacturer consolidations, the dawn of 
internet age and the advent of Amazon.

“We are fortunate to be in a city that 
has a very stable economy and we 
have been able to retain some solid 
long-term customers,” acknowledges 
Pam Brooks, vice president of business 
development. “We have remained 
small enough that we continue to be 
very nimble and able to respond to 
customer demands very quickly.”

Pam also highlights the culture of 
staff inclusion at the dealership and 
believes this is another key reason for 
its ongoing success.

“Throughout our history, we have 
maintained some very long-term 
employees,” she says. “Our 
longest-serving employee, Charlene 
Lee, just retired last year after 54 years. 
Currently, over half of our employees 
have more than 20 years of service.”

Winner’s Circle CONTINUED FROM PAGE 2

Pam believes the fact that Ritter’s 
is an employee stock ownership 
company—having moved from being a 
C corp to an S corp back in 1973—has 
definitely helped them earn that 
“buy-in” with employees. “Taking care 
of employees so they help take care 
of you and your customers is a valid 
philosophy in today’s environment,” 
she suggests.

The company looks very different 
today, of course. The two staff working 
the shop floor selling a dozen or 
so different products in 1871 have 
been replaced by a current tally of 
25 employees with an offer of more 
than 100,000 different products and 
categories.

In 1969, the company moved its 
commercial business from its original 
North Main Street location in Mansfield to 
a new site at 35 West Sixth Street, which 
houses a 30,000 square foot facility, 
with two floors of furniture showroom, 
alongside a secondary location for 
storing furniture and copy paper.

Indeed, office furniture now makes 
up 25 percent of Ritter’s business, 
with jan/san and safety accounting for 
another 10 percent. The firm has also 
expanded its promotional products 
offering in recent times.

“If living through the era of COVID-19 
has taught us anything, it is that you 
need to be able to sell a wide variety 
of products to really succeed and 
grow in this industry,” explains Pam. 
“Fortunately, we were able to switch 
gears from furniture and supplies to 
janitorial and PPE quickly enough to 
keep things running.”

Ritter’s has also invested in 
technology and continues to look 
for ways to maintain efficiencies. 
Hard-copy catalogs and flyers 
have been replaced by digital and 
web-based collateral, while a large 
proportion of sales are driven by its 
growing inside sales team. “We still 
make face-to face customer calls, 
but so much more is done via phone 
and email, which has really helped 
us modify our approach to changing 
times,” Pam concludes.
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Turning Local 
Independents 
into National 
Superheroes

“We joined AOPD in 
2002 in order to secure 
Regional and National 
accounts. Since then, 
everything has  
changed for us.” 

Andrew Atkinson
Preferred Business 
Solutions
Dallas, TX

Join AOPD’s network of independent dealers 
where small businesses are superheroes.

Visit aopd.com/andrew to continue 
reading why he chose to join AOPD

®
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IQ Total Source, whose first office opened in Tempe, Arizona 
in 2007, has just made its first acquisition following the 
purchase of San Diego, California-based Office Advantage.

While this is the dealership’s first true acquisition, IQ Total 
Source opened a second corporate office in Houston, Texas, 
back in 2010. It also has four franchises spread across the 
U.S., in Columbus, Ohio; Orange County, California; Kansas 
City, Kansas; and Tampa, Florida. (For more information, see 
Secrets of Success on page 12.)

According to IQ’s chief culture officer, Ryan Puccinelli, 
the deal with Office Advantage came about after a long 
relationship with the San Diego dealer’s previous owners, 
Rod Manson and Janette Martinez.

“We knew Rod and Janette had always planned on selling 
their business in 2020, but then COVID-19 happened,” he 
explained. “We have known each other for over a decade and 
knew they were San Diego’s largest independent dealer, so 
it made perfect sense and suited our expansion plans for the 
West Coast. There are a lot of synergies.”

Ryan added that the company will now trade under the 
name of IQ Total Source, but all of the previous staff and 

vehicles have been retained. “We are really looking to keep 
the presence in place for our local customer base,” he said.

The move does not signal the end of IQ’s ambitions of 
expansion and the company continues to actively seek 
suitable targets around the country. “We are still looking for 
further opportunities across the U.S.,” confirmed Ryan. “We 
are open to and want acquisitions in any market we can find.” 

Arizona-based dealer acquires Office Advantage in San Diego

(l-r) Bryan Freund, Rod Manson, Janette Martinez and Ryan Puccinelli.
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The #1 Selling 

Erasable 
Pen Brand*

Writes Smooth & Erases Clean!

Featuring Pilot’s Incredible 
Thermo-Sensitive Ink Technology, available 
in gel ink, marker pen & highlighter styles.

*FriXion is the #1 Selling Erasable Pen Brand/The NPD Group/Retail & Commercial/US Dollar Sales/Data on file.
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Montana dealer donates to Special K ranch

San Francisco Bay Area-based Blaisdell’s Business 
Products last month fielded a team to help the Watershed 
Project look after the bioswales at Booker T. Anderson Jr. 
Eastshore Park in Richmond, California.

Bioswales are landscape features that collect stormwater 
runoff, soak it into the ground and filter out pollution. The 
Watershed Project installed a bioswale at the park to 

intercept water runoff from the parking lot before it enters 
Baxter Creek, an important local wildlife habitat.

The five-strong team from Blaisdell’s spent a day weeding 
the bioswales and learning from the Watershed Project team 
about the role of such programs in maintaining the local 
ecosystem, and about how green infrastructure manages 
water in the city with nature’s help.

“Our corporate offices have recently relocated from 
Oakland to Richmond,” explained Blaisdell’s marketing 
executive Amanda Graham. “We used to participate in 
local volunteering efforts once a month, but were forced 
to slow down during the pandemic; so we are trying to get 
back in the swing of things now that California has lifted its 
restrictions. I always try to spread Blaisdell’s volunteering 
and support to different organizations and causes in the 
community. A number of our employees had suggested that, 
since we are in the Bay Area, we should start focusing on 
environmental clean-up initiatives around the coast, so we 
did just that.”

California dealer helps out in Bay Area ecosystem

Billings, Montana-based 360 Office 
Solutions has once again teamed up with 
printing solutions specialist HP to donate 
$1,500 to the Special K Ranch, located 
eight miles east of Columbus, Montana.

Special K provides family-oriented, 
Christian homes on a working ranch for 
adults with developmental disabilities. 
They enjoy a secure, encouraging 
and loving community of friends. 
Residents learn new skills through a 
variety of vocational programs under 
the guidance of trained vocational staff, 
while receiving live-in care from home 
advisors who also work to keep the 
ranch running.

360 Office Solutions first learned of 
Special K through one of its employees, 
whose father has volunteered at the 
ranch for many years. The dealership 
has locations in five cities across 
Montana and encourages employees in 
each city to nominate causes worthy of 
its charitable efforts.

“One of our goals as a company 
is to support and give back to the 
communities where we live and deliver 

to,” said Kathy Pierce, marketing 
director at 360 Office Solutions. 
“We have many employees who get 
involved with nonprofits using their 
talents and time. Everyone in our 
company is involved either directly or 
indirectly, from our drivers to pick-pack 
crew, purchasing, customer service 
and sales. We all rely on each other to 
take care of the customer.”

For this initiative, a percentage of 
all HP cartridge purchases for the 
months of February and March was 
donated by the dealership. “A big 
part our promotions come from our 
customers—they are the ones that 
make it all possible,” Kathy continued. 
“It makes me proud that our company 
cares about the different communities 
we serve.”
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Our updated Inside Sales Program will give the tools, tips, and hands-on coaching to
implement the power of both the phone and video throughout your inside sales process.

INSIDE SALES HAS EVOLVED. WHAT ARE YOU DOING TO KEEP UP?

Marisa@methodsnmotion.com www.MethodsnMotion.com (678) 574-6072

Pennsylvania dealer works 
to boost civic pride
Employees at northeast Pennsylvania-based One Point 
hit the streets to join the local Scranton City Pride initiative, 
to enhance the city’s vibrant environment for residents, 
businesses and visitors. The initiative was organized by local 
nonprofit Scranton Tomorrow.

“The opportunity arose as one of our colleagues, Bernie 
Maopolski, works with Scranton Tomorrow on a number of 
different projects,” explained Molly MacDonald, One Point’s 
marketing coordinator. “They were looking for volunteers 
from local organizations to assist in the week-long clean-up. 
Our team were in charge of replanting some of the flowerpots 
downtown.”

As for so many in the IDC, local community involvement is 
fundamental to One Point’s mission. The dealership has an 
internal charity committee called One Point Of Light, which 
not only channels a portion of the firm’s revenues to worthy 
causes, but also allocates paid time off for employees to 
participate in volunteering efforts.

“Being involved locally is incredibly important to us, as 
we see ourselves as very much part of that community,” 
continued Molly. “In the past, we have donated funds 
and equipment—with PPE being in high demand over the 

last year—and helped organize events. Just before the 
pandemic, we ran a carnival for a local elementary school. It 
is great that the leadership of the company supports us and 
gives us paid time to help out. They realize there is a need 
and encourage us to help as much as we can.” »

mailto:marisa%40methodsnmotion.com?subject=
http://www.methodsnmotion.com
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DBI, based in Lansing, Michigan, has announced two 
promotions within its team. Senior interior designer Sydney 
Watkins was named director of strategic relationships and 
Kylie Barbier is the new interior design manager.

In her new role, Sydney brings six years of corporate 
interior design experience, product knowledge and a 
network of industry partners to find solutions to realize clients’ 
furniture visions. Her designs speak to functionality and 
workplace wellbeing.

Meanwhile, Kylie’s new position will allow her to develop 
and implement successful design strategies, outlining how 
the design team will create deliverables and implement them 
for the project, while maintaining morale among the DBI 
design team.

“Kylie and Sydney have been a key part of our success, 
and we were thrilled be part of their continued growth,” 
said George Snyder, president of DBI. “Office interior 
design projects have many moving parts and effective 
communication is mandatory if you want to manage them all.”

Earlier this year, DBI teamed up with HP to help support 
Haven House of East Lansing through its Supplies For A 
Cause program.

Haven House provides emergency housing and support 

services for one and two-parent families with children. 
The shelter helps families who are homeless prepare 
for permanent housing by developing and promoting 
self-sufficiency, stability and financial responsibility.

“DBI is grateful to have organizations within our community 
that strive to help those in need,” said marketing manager 
Samantha Kobe. “The $2,000 donation came at the perfect 
time for Haven House, as it was in the process of conducting 
renovations to improve its shelter experience for families.”

Michigan dealer promotes designers, provides shelter

The Only In-depth Sales and Operations

(Marketing, Estimating, Sales, Customer Service, and Operations)

OFFICE MOVING TRAINING

INSTITUTE IN THE WORLD
Now online and affordable to everyone

WWW.OFFICEMOVES.COM

Kylie BarbierSydney Watkins

http://www.officemoves.com
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Multiple branches of Illinois-based office furniture specialist 
BOS have volunteered time to help Habitat for Humanity 
provide housing for low-income families.

A team from the firm’s Tampa office took part in the 
nonprofit’s local Women’s Build for the fifth year in a row. The 
BOS employees once again joined the Creatives 4 A Cause 
team of local architects and designers, working on building a 
home for a single mother with twin daughters.

“This build was in an area called Temple Terrace in North 
Tampa,” explained Erin McKernan, who works on the BOS 
design team in Tampa. “In previous years, I have been 
involved in the Women’s Build; I have worked on different 
stages of the project. This time, we were doing some 
last-minute structural work and hurricane protection. One of 
the really nice touches this time round was that they asked all 
the different people who worked on the different stages of the 
build to sign or write messages, thoughts and prayers on the 
framing studs that supported the building; so the love was 
literally baked into the structure of the house.”

Meanwhile, the Roselle, Illinois branch of BOS took part in 
its first project with Habitat for Humanity.

“Habitat reached out to us and asked if we would be 

interested in helping with one of their projects,” said Ashley 
Sylvester, a strategic response specialist at the Roselle 
office. “We decided to sponsor them and do a build day 
with them. We had two teams of 10 that did a lot of paint 
touch-ups, started framing work on one of their new buildings 
and then did a lot of clean-up on the site at the end of the 
day.” 

BOS partnered with furniture manufacturer Haworth on the 
project, with a few of the vendor’s staff joining the BOS team 
to help on site.

The work of the BOS branches with Habitat for Humanity is 
just one part of the company’s charitable work with local and 
national nonprofits on an annual basis.

Illinois-headquartered dealer lends 
hands to Habitat for Humanity

http://www.logicblock.com/comic
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SECRETS of success
IQ Total Source: A WISE Dealer
When Ryan Puccinelli and Bryan Freund 
graduated from the University of Illinois, 
they knew they wanted to start an office 
supply franchise someplace warm. 
They had a friend in Tempe, Arizona. 
So off they went to open their business 
there. The only thing lacking was any 
knowledge of the industry.

“We knew absolutely nothing about 
the office products industry,” says 
Puccinelli. “To give you an idea of 
how little we knew, we charged our 
first customer $135 for a carton of 
paper—10 percent below list. We 
ended up crediting the customer. I like 
to tell this story because it shows how 
we truly had no idea about the office 
products industry.” 

Yet through “shoe leather and elbow 
grease,” the duo learned the business. 
So much so that in 2010—just three 
years after setting up shop, and 
despite the 2008 recession—they 
opened their second corporate office 
in Houston, Texas. 

“When we opened, it was just the start 
of the recession,” Puccinelli recalls. “We 
didn’t have any customers to lose. We 
were looking for business and a lot of 
customers were looking for alternative 
vendors to save money. So the timing 
turned out to be good for us.” 

Today, IQ Total Source recently 
added a third corporate office in 
another warm spot—San Diego, 
California—following its acquistion of 
Office Advantage (see page 6). Its 
four franchises are in Columbus, Ohio; 
Orange County, California; Kansas 
City, Kansas; and Tampa, Florida. 

Not an e-tailer
While 99 percent of IQ Total Source’s 
business is online, Puccinelli wants to 
make it clear the company is “not an 
e-tailer.” “We are a B2B business, but 
most of our customers have always 
wanted to buy online,” he says. “That 

is our core model—a model that 
includes WISE: ‘wildly insane service 
experience.’ Customers can order 
online, then contact us through our live 
chat, the phone, email or in person—
whatever works for them.”

COVID-19: challenges 
and wins 
“We had a strong 2020 despite 
COVID-19, and I attribute this to our 
being nimble and flexible,” Puccinelli 
says. “We were able to pivot our model 
to sell cleaning, disinfecting and PPE 
products.”

Puccinelli does not think the impact 
of the pandemic is over. “It is an 
interesting point in time as companies 
try to decide what business model 
to return with,” he says. “People are 
reluctant to come back to the office. 
They are waiting it out, the effects of 
which will probably be felt through the 
third or fourth quarter.”

This wait-and-see attitude is 
presenting some difficulties. “Getting 
new business is more challenging,” 
Puccinelli acknowledges. “People aren’t 
jumping to make vendor decisions. 
Sales cycles take a little longer.” 

Yet in the areas most important to the 
company, Puccinelli believes IQ Total 
Source emerged from the shutdown a 
winner. “We didn’t have to lay off one 
employee during the pandemic,” he 
says. “In fact, we hired during it. This 
was very important to us. I think my 
job title of chief culture officer sets the 
tone about our culture, our people and 
our values. We want always to be a 
company where people want to work.”

Puccinelli is confident this business 
model will continue to serve the company 
well in the post-pandemic world.

“COVID-19 certainly changed 
the industry, but we are incredibly 
optimistic about the future,” he 
says. “In the next five to 10 years, I 

Year opened: 2009
Number of employees: 25
Key management team: 
Chief culture officer: Ryan Puccinelli
Co-founder/sales leader:  
Bryan Freund
Operations manager: Levi Scott
% of business online sales: 99%

envision IQ True Source growing, 
especially through acquisitions. 
We will be focused on finding the 
right opportunities for acquisitions 
and moving on them. I also see us 
growing organically, as well as through 
additional franchising opportunities.” 

Independent advice
While it started out selling strictly office 
products, IQ Total Source’s inventory 
is now more diversified and Puccinelli 
encourages other independent dealers 
looking to thrive to follow suit.

“Diversification is important, especially 
in what I like to call ‘spike categories,’ 
such as furniture, print services and 
promotional products,” he says. “And 
today, about 50 percent of our revenue 
is janitorial and facility supplies; 
breakroom supplies are big. Being 
able to supply product for customers 
in multiple areas leads to stronger 
relationships and better profitability.” 

He also believes flexibility will remain 
critical to IQ True Source’s success, 
and that of other independent dealers. 
“We have to continue to pivot and 
evolve,” he says. “Business is not 
going to be the way it is today forever. 
We have to remain ready and willing to 
invest and to pivot as needed.”
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MAKE 
YOUR 
SPACE  
WORK®

Much more than work 
happens at a workplace. 

There are moments of 
feeling celebrated, inspired, 

confident, productive,  
even invincible.  

 
Moments when everything 

just... works.

CLICK TO GO TO

hon.com
Chairs |  Desks |  Filing  |  Tables  | And More

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

»

Registrations are now open for Industry 
Week ’21, powered by ISG.

The twice-postponed event will take 
place at the Orlando World Center 
Marriott in Orlando, Florida on November 
7–12, and promises a full program of 
meetings, seminars and social events, 
and a trade show.

While ISG events provide the 
framework for the week-long program, 
there will also be meetings and 
presentations led by other major 
players, including wholesalers S.P. 
Richards and Essendant, the Business 
Solutions Association (BSA) and the 
North American Office Product Awards 
(NAOPA).

The beginning of the week sees 
one-on-one meetings for ISG’s Pinnacle 
members, with general registration 
opening on Tuesday November 9 
and a Giveback Event that benefits 
local children’s hospitals and youth 
organizations, sponsored by ISG’s NEXT 
Young Leaders Group. 

On Wednesday, a host of activities 
take place, including panel discussions, 
seminars, an ISG members’ meeting 
and the General Session, which will 

include the NAOPA presentations. On 
Wednesday evening, S.P. Richards 
hosts its General Session, followed by 
the welcome reception, which will also 
involve a number of fundraising events for 
City of Hope—including the opportunity 
to have fun and win prizes playing 
mini-golf and cornhole toss.

Thursday begins with concurrent 
sessions led by Essendant and the BSA, 
followed by the conclusion of the seminar 
program. In the afternoon, the trade 
show will take place—offering a number 
of money-saving show specials and 
giving one lucky dealer the chance to 
win $5,000 by taking part in the Tickets to 
Treasure promotion, in which raffle tickets 
are awarded by exhibitors for meaningful 
conversations at their booths.

Those raffle tickets then go into a 
draw that will take place on Thursday 
evening at the gala closing event: “A 
Night in Havana—Esta’ Volao!”, held at 
the Cuba Libre Restaurant and Rum Bar. 
The party will feature fantastic Cuban 
food created by resident chef Guillermo 
Pernot, a variety of rum-based cocktails, 
upbeat Latin music and a cigar-rolling 
demonstration.

The week wraps up on Friday 
November 12, with shuttle buses 
supplied to return attendees to Orlando 
International Airport.

Those wishing to attend Industry Week 
’21, powered by ISG should visit the 
event’s website as soon as possible to 
take advantage of the early registration 
discounts on offer. 

 “We’re very excited about Industry 
Week,” said ISG chairman Jordan 
Kudler. “I believe this ground-breaking 
event will allow ISG members and 
vendors to collaborate at an even higher 
level. Members are anxious to spend 
some quality time together and engage 
in some good old-fashioned networking. 
While video conferencing served as an 
adequate bridge for communicating, 
there is nothing like some live 
face-to-face time.”

Mike Gentile, ISG’s president and 
CEO, added: “ISG members, review the 
jam-packed Industry Week agenda we 
have for you and get yourselves and your 
staff registered early to receive your $500 
bonus incentive. Suppliers, be sure to 
register and reserve your booth space 
and marketing opportunities early.”

Registrations open for Industry Week

Big Box seller Staples Inc has 
confirmed that CEO Sandy Douglas 
has left the company.

In a press release, Staples said it 
and Douglas had “mutually agreed” 
the CEO would “step down,” effective 
June 18. Douglas joined Staples in 
April 2018, shortly after its acquisition 
by Sycamore Partners. As CEO of the 
Staples Inc entity, he was in charge 
of all B2B operations, including the 
staples.com website; but not the retail 

division that is currently attempting  
to buy Office Depot’s stores or  
Staples Canada.

Staples Inc’s executive chairman, 
John Lederer, will now assume CEO 
responsibilities on an interim basis 
while the hunt for a permanent CEO 
takes place.

“On behalf of the board, I would like 
to thank Sandy for his commitment  
and dedication to the company,”  
said Lederer.

Staples announces change of CEO 

Sandy Douglas

mailto:rowan%40IDealerCentral.com?subject=
mailto:news%40IDealerCentral.com?subject=
https://industryweek21.cventevents.com/event/23bf2094-2ef2-4228-8998-cc43dfe6d67c/summary


Industry Week ’21
Nov. 7-12, 2021

Orlando World Center Marriott
Orlando, FL

industryweek21.cventevents.com

You won’t want to miss it! 

The first industry event with everyone…the largest dealer group in 
the world, two major wholesalers, industry partners and experts! 

■  Valuable Educational Seminars – Learn about new sales 
opportunities, hear about new marketing strategies, find new 
ways to maximize your margins, and so much more!

■  Supplier Tradeshow – Over 100 Exhibitors including new 
suppliers, Show Specials and most importantly, opportunities 
to increase sales in new product categories. 

■■  Networking – Hundreds of ISG Members, suppliers and 
industry partners will be in attendance. 

■  ISG General Session – Learn about all that’s going on in our 
ever-changing industry from our expert panelists, moderated 
by OPI’s Steve Hilleard.

■  ISG Member Meeting – Hear how ISG Members have 
survived and thrived this last year. 

■■  Pinnacle One-on-One Meetings – Member/Supplier 
interactive live meetings.

■  Wholesaler Meetings – Hear the latest from S.P. Richards and 
Essendant, about what they are doing today and their plans 
for the future. 

■  BSA Forum – Action-packed half day educational program 
for BSA Members. 

■■  Giveback Event, City of Hope Fundraiser and Fun! 

REGISTER TODAY!

NOV. 7 – 12
ORLANDO, FL

ISG RDC Program Provider
Premiere Sponsor

Registration
Openis now

Plan to 
Join Us!

http://www.industryweek21.cventevents.com
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New York dealer Intivity joins AOPD
American Office Products Distributors, 
Inc. (AOPD) is pleased to announce 
that Intivity, headquartered in East 
Rochester, New York, has been 
approved by the AOPD board of 
directors as a new dealer member. 
Its team consists of creative thinkers, 
and it provides innovative product and 
service solutions for both basic and 
sophisticated workplace needs. Its 
solutions are practical, cost effective 
and easily implemented.

AOPD’s executive director, Mark 
Leazer, remarked: “AOPD is pleased 
to welcome Intivity to the AOPD family 
of dealers. Intivity describes itself on 
its website as ‘a customer-focused, 
full-service office furniture and supplies 
company, which has operated across 
NY State in one capacity or another for 

over half a century.’ Longevity like this 
is a hallmark of many AOPD dealers, 
and is a testament to their success 
and endurance through all kinds of 
economic conditions. Intivity is also a 
certified MBE with multiple certifications 
in New York state and beyond. AOPD 
is excited to partner with the Morales 
family and their team to cover upstate 
New York markets and parts of New 
York City as well. We are looking 
forward to getting started with the 
Intivity Team.”

Nate Morales, Intivity sales 
manager, stated: “We at Intivity are 
excited to become a member of the 
AOPD community. With the current 
opportunities in our market, AOPD is 
the perfect fit. Looking forward to hitting 
the ground running.”

Dealer group Canadian Independent 
Stationers (CIS) has confirmed it will 
have a new president from July 2021.

Long-time president Nineeta Drepaul 
is retiring this month. She and the CIS 
board had already embarked on a 
succession-planning process in 2020. 
This saw marketing manager Angie 
Bukta promoted to the role of general 
manager and she will now become 
president when Drepaul retires.

In addition, Clive Katz—CEO of 
Office Central—has been elected 
as the new chairman of the group, 
effective July 1. He has taken over from 
Kirk Austen, who held this position for 
more than 10 years.

The SPR marketing team has launched a new campaign entitled “Ready, Set, 
Learn!” to help members and their customers with the unique proposition of a 
post-pandemic back-to-school season.

According to data from Burbio, as of June 2021, 98 percent of the U.S. 
student population had the option of five-day-a-week, in-person learning or 
hybrid learning (compared to only 46 percent in January 2021). Moreover, 
nearly 70 percent of students in K-12 will be attending “traditional”/in-person 
schools this fall.

To help dealers succeed with this mixed approach, the campaign provides 
solutions that cover a multitude of areas, including class pack sizes, 
disinfectants, desks, chairs and more. Resources include digital web banners, 
editable sales flyers, social media graphics and email templates.

S.P. Richards offers  
back-to-school campaign

CIS announces 
leadership change

Mark Leazer
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SCREENS & BARRIERS

FREE ALIGNMENT BRACKETS

■ Clear Plexiglass or Frosted Acrylic screens
■ Faster installation - protective paper removed prior to shipping
■ Numerous attachment options
■ Standard and custom sizes
■ Large inventory
■ Short lead time - under 3 weeks

Workplace Products

Let’s get back
to work safely...

SafeT.net 888-705-0777

http://www.safet.net
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Employee office hygiene concerns offer 
hope of continuing jan/san sales
As Americans return to the office, a 
recent survey by jan/san solutions 
provider Essity has highlighted their 
expectations and concerns about 
workplace hygiene, and offers useful 
figures suggesting jan/san sales will 
remain strong for the foreseeable future.

Essity’s Return to Workplace survey 
was conducted online at the end 
of May by The Harris Poll to better 
understand the hygiene issues that are 
of greatest concern to employees as 
they transition back to the office after 
more than a year of working remotely 
during the pandemic.

In addition to providing insights on 
changing attitudes and behaviors when 
it comes to personal and workplace 
hygiene, sanitation and cleanliness, 
the survey offers businesses a look into 
what people expect at work and in other 
public places to facilitate office-wide 
adherence to hygiene protocols.

While “COVID-19 fatigue” has people 
eager to put the pandemic behind them, 
survey results suggest that actions to 
increase health safety through better 
hygiene are here to stay.

Essity’s survey revealed that 84 
percent of Americans intend to continue 
the enhanced hygiene practices they 
adopted during the pandemic, such 
as more frequent hand washing and 
use of hand sanitizer, even as more 
people become vaccinated against 
COVID-19. In addition, while 59 percent 
of employees who worked in an 
office prior to COVID-19 have at least 
some concerns about being around 
co-workers, they also have heightened 
expectations of their employers when it 
comes to hygiene protocols in the office.

“As the world continues to open up and 
people resume interacting and living life 
in a more regular way, the role of hygiene 
will certainly remain more top of mind in 
the workplace and other public spaces 

than it was in the past, and this prioritized 
mindset comes across clearly in the 
research,” said Amy Bellcourt, VP of 
communications, professional hygiene at 
Essity North America.

“We undertook this survey to prompt 
employers to ask themselves, ‘Are we 
ready?’ to welcome employees back 
by addressing their concerns; and then 
provide the insights needed to fully 
assess back-to-work plans so there 
can be time to implement changes to 
ensure employees are in a consistently 
safe and healthy environment.”

Key findings include the following:

Office workers have significant 
concerns about office hygiene and 
cleanliness
Nearly two-thirds (65 percent) of 
employed Americans who worked in 
an office prior to COVID-19 are/were 
concerned about the cleanliness and 
hygiene of the office upon their return.

Office workers have high 
expectations on office hygiene
Some 84 percent of employed 
Americans who worked in an office prior 
to COVID-19 are confident that their 
employer is enforcing or will enforce 
proper hygiene protocols in the office.

It is clear that this emphasis on extra 
hygiene is here to stay: more than half 
(58 percent) of employed office workers 
would like to see increased cleaning 
and sanitizing measures implemented 
in their offices as a result of COVID-19

The overwhelming majority of 
American adults believe these 
measures are important in public 
places such as doctors’ surgeries/
healthcare facilities (90 percent), 
restaurants (89 percent), hotels (88 
percent), theatres (88 percent), fitness 
centers (87 percent), retail stores (86 

percent) and entertainment facilities 
such as stadiums and museums (86 
percent).

The vast majority of employed office 
workers (89%) would also like to see the 
following cleaning/hygiene measures 
implemented at their offices as a result 
of COVID-19:
• hand sanitizer stations (58 percent);
• increased cleaning and sanitizing 

(58 percent);
• hands-free restroom fixtures  

(48 percent);
• increased communication and 

signage on safety and cleanliness 
protocols (44 percent); and

• higher-capacity paper towel 
dispensers in common areas and in 
bathrooms (35 percent).

And it appears that old habits can be 
changed, as those who have already 
returned to the office are noticing 
some new co-worker behaviors:
• using hand sanitizer more often  

(57 percent);
• washing hands more often  

(53 percent);
• shaking hands less (51 percent);
• sanitizing hands after coughing or 

sneezing (41 percent);
• washing hands after coughing or 

sneezing (37 percent);
• washing or sanitizing hands after 

touching public surfaces 
(36 percent);

• washing hands for a longer duration 
(35 percent);

• wearing gloves to touch public 
surfaces (34 percent);

• drying hands with a towel/paper 
towel versus air drying (31 percent); 
and

• using objects to touch public 
surfaces (e.g., on elevators, to 
open doors, to utilize keypads) (30 
percent).
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THE GLORY OF GOLF. A GLORIOUS CAUSE.
PEBBLE BEACH AWAITS! Join us September 7 
through 10 in legendary Pebble Beach, California for the 
2021 City of Hope Industry Golf Challenge where two 
of City of Hope’s leading corporate fundraising groups 
go head-to-head in support of life-saving cancer and 
diabetes research and treatment at City of Hope.  

Host to six U.S. Opens, our guests will stay at the idyllic 
Inn at the Spanish Bay while playing two of the top courses 
in the country, Pebble Beach Golf Links and Spyglass Hill.  

Spots for this event are limited! For more information, 
visit www.cityofhope.org/nbpi.

*Due to COVID-19, ALL scheduled events are subject to change or cancellation. The safety of our donors, guests, patients and staff 
remains our highest priority. We thank you for your continued patience and support of City of Hope during this time. 

For more information, visit CityofHope.org/nbpi or contact Matt Dodd at mdodd@coh.org.

CityofHope.org

K E Y  E V E N T S  O N  T H E  C A L E N D A R *
CITY OF HOPE CROSS INDUSTRY GOLF CHALLENGE (September 7 to 10) at Pebble Beach, California

THE MEMORIAL GOLF CLASSIC (October 6) hosted by STAPLES & ESSENDANT at Harborside Int’l, Chicago, Illinois

SPIRIT OF LIFE® GALA (October 7) at Navy Pier, Chicago, Illinois

BOB PARKER MEMORIAL GOLF OUTING (October 17 to 18) hosted by STAPLES at Kiawah, South Carolina

SPINITAR GOLF FOR HOPE (November 9) at Yorba Linda Country Club, Orange County, California

Honoring Greg Gibson
Vice President & General Manager, 
North American Papers

2 0 2 1  N AT I O N A L  B U S I N E S S  P R O D U C T S  I N D U S T R Y  C A M P A I G N

20 iDealer NBPI Ad JUL.indd   120 iDealer NBPI Ad JUL.indd   1 6/25/21   10:09 AM6/25/21   10:09 AM

http://www.cityofhope.org/nbpi
mailto:mdodd%40coh.org?subject=
http://www.cityofhope.org
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Sales and marketing 
agency Highlands has 
appointed a new director 
of hospitality.

Rick Kaufman has 
joined the organization in 
this role after spending 
around 24 years at U.S. 
hospitality supplies leader 
Guest Supply, a part of 
foodservice giant Sysco 
since 2001.

“Rick brings extensive 
experience and insight into the hospitality channel for 
Highlands,” said Highlands CEO Bob O’Gara. “He will make 
Highlands an even more effective advocate for the brands 
and resellers we support in this space.”

Highlands announces 
hospitality hire

Jan/san redistribution company R.J. Schinner is opening a 
new location in Vancouver, Washington. This will be its 19th 
branch in the U.S. and will service customers in Washington, 
Oregon, Idaho and Montana.

“We are excited to expand our reach and operational 
capacities into the northwest region of the country,” said 
Ken Schinner, company president. “We look forward to 
fortifying our commitment to provide distributors a unique 
product mix, operational efficiencies, marketing strategies 
and excellent customer service, allowing them to expand 
their business.”

R.J. Schinner announces new 
location in Vancouver, WA

»

The Managed Print Services Association (MPSA) has 
announced its new executive committee and board of 
directors. Elections were held in June, with two-year terms 
beginning August 1, 2021.

The newly elected MPSA executive committee is as 
follows:
• President: West McDonald (West McDonald Co.)
• Vice President: Joe Barganier (Ricoh US).
• Treasurer: Mark Hart (ACDI)
• Secretary: Eric Crump (Ringdale)

“I am honored and humbled that my peers have allowed 
me a second term as president of the MPSA,” said 
McDonald. “Even during the age of COVID-19, my MPSA 
peers worked selflessly and accomplished so much for the 
betterment of our channel.  I look forward to serving them 
all as president again in a post-pandemic world. The best 
is truly yet to come!”

The MPSA aims to continue to provide its members with 
the ability to learn, network and market themselves and 
their companies to a broad audience.

The newly elected board of directors consists of 10 
members, with a mix of legacy leadership and new 
leadership to the MPSA.

They are:
• Anthony Chen (In Time Tec LLC)
• Mitchell Filby (First Rock Consulting)
• Sarah Henderson (Wells Fargo)
• Russell Kromminga (Century Business Technologies, Inc)
• Ed McLaughlin (Predictive InSight)
• Trevor Moses (Tigerpaw Software)
• Paul Pedersen (Guy Brown)
• Tanya Ross (ISG)
• Tawnya Stone (GreatAmerica)
• Aldo Spensieri (Xerox Corp)

The 14 members that will guide the MPSA for the next 
two years have extensive experience in the imaging 
channel and represent a wide cross-section of the 
industry, from independent dealers and financial services 
to original equipment manufacturers and consumables 
manufacturers.

The new officers will be welcomed to their new positions 
August 1, 2021.

To become a member of the MPSA, visit www.yourmpsa.
org/join.

MPSA elects new board 
and executive committee

http://www.yourmpsa.org/join
http://www.yourmpsa.org/join


JULY 2021 INDEPENDENT DEALER PAGE 21

Industry News CONTINUED FROM PAGE 20

»

With the deadline fast approaching, there is only a short 
time left to enter the North American Office Products Awards 
2021, organised by OPI in association with Industry Week ’21, 
powered by ISG.

The awards reward innovation and exceptional achievement 
by those involved in the IDC.  

The award categories are as follows:
• Best Product – Core Business Products
• Best Product – Furniture & Design
• Best Product – Facilities, Breakroom, Safety & Infection 

Control
• Best Product – Technology
• Innovation of the Year
• People’s Choice
• Young Executive of the Year (open for nominations and entries)
• Professional of the Year (open for nominations and entries)
• Industry Achievement (open for nominations and entries)

Submitting or nominating an entry is a simple and short online 
process. More details and information about the criteria can be 
found here.

The awards themselves will be presented during Industry 
Week, powered by ISG, the highly anticipated event taking 
place from November 7-12 in Orlando, Florida. Past winners 
have enjoyed the recognition of their peers, customers and 
suppliers. 

Industry Week ’21, powered by ISG, will be the first major 
in-person gathering for the North American business products 
industry since the outbreak of the COVID-19 pandemic, and is 
sure to generate a lot of interest and publicity opportunities.

North American Office 
Products Awards 2021 
deadline approaches

National office furnishings distributor COE Distributing 
has appointed Stan Idzi as its new chief product 
development officer, charged with building a team 
devoted to new product creation.

The new role will involve working internally and 
with COE’s manufacturing partners to develop new 
concepts and products under COE’s OfficeSource 
brand, which aims to strike a balance between 
high-end design, quality construction and 
affordability.

Idzi has been with COE for more than 25 years and 
helped lead the sales team prior to the company’s 
sale in 2006. When COE’s new parent company went 
into receivership in 2010, he and Ewing joined forces 
to buy it back. He spent three years building the 
OfficeSource brand as vice president of its eastern 
sales division and most recently served as COE’s 
senior vice president of sales and merchandizing for 
nearly 12 years.

“Stan is a proven industry leader in product vision 
with an eye for the right product for the right time,” 
said COE Distributing chairman J.D. Ewing. “From 
product sourcing to in-house product design and 
manufacturing, Stan has the creative foresight to bring 
our offerings to the next level while adhering to the 
highest industry quality standards.”

“OfficeSource was created to meet the needs of 
value-driven customers and I’m excited to grow the 
brand’s collection to ensure we continue to provide 
lasting quality and timeless style while incorporating 
new trends and adapting to ever-changing work 
environments,” Idzi said.

COE will conduct a comprehensive nationwide 
search to fill the vice president of sales role previously 
held by Idzi.

COE Distributing names Stan 
Idzi as head of new product 
development team

NORTH AMERICAN OFFICE PRODUCTS 

IN ASSOCIATION WITH

https://www.opi.net/eventer/north-american-office-products-awards-2021-naopa/edate/2021-03-22/
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Stunning Renderings,  
Presentations  and More
Close more deals with visual  selling – for less than you’d think. 
Reach out to us for quotes and help planning your projects:

https://try.kisp.com/visualizationsKiSP Visualizations: on time,  on budget, beyond your expectations.

Clover Imaging and PrintReleaf 
bring reforestation hope
Clover Imaging Group has announced that its partnership with 
PrintReleaf, a certification system and platform built to help 
companies offset their paper usage, has resulted in the planting of 
over 700,000 trees in forests across the globe.

Clover Imaging has been working with PrintReleaf since 2015, 
helping customers contribute to the health of the planet through 
reforestation and assisting in their sustainability efforts. Eric Martin, 
president of Clover Imaging Group, is committed to continuing this 
tradition of bringing sustainability initiatives to the marketplace. “We 
are excited to be a catalyst for change to help our industry and the 
customers we serve be better stewards of our environment.”

Through PrintReleaf, customers can select the managed forestry 
projects they wish to support and be assured that for every 8.3 
pages printed, one tree will be planted in their chosen area of need. 
PrintReleaf is third-party certified and its secure, automated platform 
not only provides companies with an easy way of moving toward 
sustainability, but also provides tracking and reporting data so 
reforestation results can be shared. 

To learn more about Clover Imaging’s environmentally friendly 
product offering and to find out how your business can participate 
in Clover Imaging’s PrintReleaf program, please visit www.
cloverimaging.com/printreleaf.

US breakroom supplier Office Snax has 
announced an acquisition.

The firm has purchased the snack and candy 
business of Florida-based Advantus for an 
undisclosed sum. Office Snax said the deal will 
facilitate its ability to buy products from other 
key snack manufacturers, enabling it to grow 
and provide an improved customer experience.

Advantus—which recently acquired certain 
assets of Victory Light—has offered breakroom 
items as part of its Office Products division, 
selling brands such as Kars and Nature Valley.

“It is an important time to provide 
convenience and options to the workplace as 
we see more employees returning to the office,” 
said Office Snax CEO Todd Elmers. “This 
acquisition allows us to expand our product 
offering in order to meet increasing customer 
demands. We also believe it will provide 
efficiencies to the industry, as we will be able 
to consolidate these new items with our normal 
Office Snax shipments.”

Office Snax expands 
product portfolio

https://try.kisp.com/visualizations?utm_campaign=KiSP%20-%20Visualizations&utm_source=Independent%20Dealer&utm_medium=print&utm_content=vis#contact-us
http://www.cloverimaging.com/printreleaf
http://www.cloverimaging.com/printreleaf
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A dynamic past
A future of partnership

IOPFDA News

By: Mike Tucker, Executive Director of IOPFDA

IOPFDA has reached milestones that very few trade 
organizations have reached. Its continued vitality, and its ability 
to respond and pinpoint the industry’s needs, have always 
depended on an active and involved membership.

IOPFDA was founded 117 years ago by dealers and 
manufacturers trying to solve problems and inject an element 
of stability into a disorganized and distrustful industry. Every 
firm was working individually without the advantage of pooled 
experience and resources. Office products and furniture dealers 
still have many problems to solve, but we have come a long way 
in leveraging our resources and working together.

Independent Suppliers Group, Office Partners, DPCG, AOPD, 
Essendant, S.P. Richards, manufacturers, service providers 
and—last, but not least—ISSA have all worked closely with 
IOPFDA through the challenges of the last year, providing tools 
and helping members with:
• small business advocacy and assistance with Payroll 

Protection Plan loans;

• COVID-19 (through the COVID-19 Resource Center);
• cybersecurity and ransomware training; and
• the industry group healthcare plan.

Our industry will continue to be challenged in 
the future. We are at the center of a perfect storm 
consisting of health concerns, technology and 
economic challenges, which promises to touch the 
lives of everyone. As “essential businesses,” we—as an 
industry and individually—have a great opportunity and 
a greater responsibility.

IOPFDA recognizes this and is continuing to develop 
programs and services that will help the industry and 
meet the challenges of the future successfully. As 
always, we depend on your interest and involvement.

Mike Tucker 
Executive director
IOPFDA
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Members of IOPFDA have dual membership in ISSA  
and are eligible for group health insurance rates. 
 
The Member Discount program provides you with affordable and 
customizable medical insurance, investment opportunities, and more 
for member companies’ employees. 
 
Receive an average of 20% off on your employee benefits! The group 
healthcare insurance plan provides significant discounts on medical, 
dental, term group life-, short- and long-term disability, virtual 
medicine, and much more.

For more information contact Mike Tucker at mike@iopfda.org 
or visit mdp.issa.com to get a FREE quote today. 

Want to save on your  
medical insurance?

http://www.mdp.issa.com
mailto:mike%40iopfda.org?subject=
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The COVID-19 pandemic left a lot of 
businesses and workers scrambling 
to make the home-office connection. 
This created a prime opportunity for 
many independent office product 
dealers to delve deeper into the 
technology accessory business. The 
dealers we spoke to acknowledge 
that while this isn’t what kept their 
doors open during the shutdown, the 
stay at home orders boosted sales 
and presented a chance to expand 
their offerings in this less traditional 
product space. With many offices 
now reopening, those same dealers 
aim to accelerate this growth. 

The home-office connection
Forms & Supply, Inc. (FSI), Charlotte, 
North Carolina, carried computer 
accessories—including keyboards, 
printers, cables and more—before the 
pandemic, but COVID-19 took sales to 
the next level. “During the pandemic, 
we probably sold three to four times 
as much in this category, as people 
shifted from offices to working from 
home and needed to get equipped,” 
says executive vice president Beth 
Freeman. “Sales of these items peaked 
in April-June [2020] and started to 
fall in the fourth quarter once people 
got set up at home and had what 
they needed. Of course, technology 
equipment has a considerably 
longer life than commodities like 
paper. But sales in the technology 
category are still higher than they were 
pre-COVID-19.” 

Freeman believes tech sales should 
pick up again as people return to 
the office. “I think we are looking at a 
hybrid work environment, with people 
working from home some days and the 
office others,” she predicts. “People will 
have what they need, like webcams, in 
one place or the other; but they won’t 
want to carry them back and forth. They 
need good video capabilities both in 
the office and at home.”

Ryan Puccinelli, chief culture officer 
for IQ Total Source, headquartered in 

Tempe, Arizona, says his company 
experienced a similar spike, followed 
by a leveling off, of tech accessory 
sales over the same period: “During the 
pandemic, we saw a good increase in 
computer accessories due to people 
working from home. Now people are 
moving back into the office, so we are 
seeing a slight slowdown in virtual 
accessories.” 

He believes this trend was inevitable. 
“Zoom will not be the norm forever,” 
he says. “Humans crave in-person 
interaction and our salespeople want 
to see people face to face. Sales in the 
technology category will slow down a 
bit, as most of these things are already 
in the office and companies won’t need 
to duplicate them.” 

For Creative, based in Richmond, 
Virginia, business boomed during 
the pandemic. “Our AV [audiovisual] 
business went crazy during 
COVID-19,” reports president Carl 
Hooper. This uptick is especially 
interesting as although the company 
sells a myriad of technology 
equipment, much, if not most, of it is 
embedded in office furniture. 

“We sell power and data supply 
cords that can be customized into 
tables,” Hooper explains. “In older 
boardrooms, there would be computer 
and AV equipment in the middle of 

the table with cords running to power 
outlets. Today, boardrooms have 
monitors in multiple places and need 
to be set up for whoever is using 
them.” This can include customizing 
tables—even to the point of cutting 
multiple holes for power sources—and 
adding automatic doors that close flush 
with the table when the technology is 
not needed.

The boom in business during the 
shutdown meant that in many ways 
it was business as usual for the 
Creative team. “We have about 90 
employees,” Hooper says. “We had 
to place a few on short furloughs and 
then had an alternate-day schedule. 
But management never left the office. 
We had sanitation kiosks and followed 
all the safety protocols, but we never 
closed our doors. We specialize in 
creating office interiors—in showing 
people how to open their doors. So we 
figured we should lead by example.”

But just because Creative’s 
managers didn’t leave the office 
themselves doesn’t mean they haven’t 
adapted their business model to serve 
those who did and are now returning. 
“It started before COVID-19, but 
in the last six months, with people 
coming back into the office, touchless 
technology is really taking off,” 
enthuses Hooper. “It’s ‘Alexa, turn on 
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the lights; connect the room.’ It’s all 
voice and no touch.”

Hooper divulges yet another 
surprising truth about the company’s 
operations: “We market online; we post 
things almost daily on social media—
but we don’t sell online,” he says. “We 
go see clients, or they come to see us. If 
you want a blue chair that goes up and 
down, that is easy to buy online; but an 
office workspace is customized. If you 
don’t measure, if you don’t see how a 
space is populated, someone will not be 
happy. People like to kick the tires.”

With a 30,000 square-foot showroom 
in Richmond and smaller sales 
offices only an hour or so away, 
Creative has plenty of space for 
customers to do that kicking. And 
those same customers will usually 
have a clear idea of what they are 
looking for before they set foot in 
the showroom. “Today’s customers, 
especially younger clientele, do 
their homework online and are 60 
percent on their way to a decision 
before they walk through the door,” 
he says. “Younger-generation buyers 
don’t want to talk to anyone. They use 
[online] like the catalogs of the past. 
Google knows all.” 

However, what Creative customers 
often don’t know is how to use the 

technical equipment—something 
Hooper says the company is 
committed to addressing. “We refuse 
to sell anything that customers don’t 
know how to use,” he says. “We do 
a lot of business in the educational 
sector. How many different professors 
use the equipment in a classroom? In 
how many business meetings are the 
first 15 minutes devoted to getting the 
technology running? We are adamant 
about providing training. It’s something 
that is hard to get people to want to do, 
but we have our ways. Ordering pizza 
and training over lunch can get you a 
good audience.”

Inevitably, some dealers saw a 
decline in the tech accessory segment 
during the pandemic. Jaret Lyons, 
vice president of sales and operations 
for Emerald Business Supplies in 
Philadelphia, Pennsylvania, reports 
that these sales slipped from 7.8 
percent of the company’s total revenue 
in 2019 to 6.5 per cent in 2020. But 
the modest drop is not so bad when 
you consider the company’s main 
customers had to shutter their offices 
for more than a year. Two of the 
company’s top sellers were “12-foot 
HDMI cables and eight-gigabyte flash 
drives”—suggesting not everyone had 
an established home workspace and 

was equipped to transfer files from one 
computer to another. And up to 60 per 
cent of these sales were done online.

The shift online has been even 
more pronounced at IQ Total Source, 
according to Puccinelli: “I’d say 99 
percent of our B2B business is online 
now. We are not an e-tailer; it’s just 
what most of our customers want.”

Source Office & Technology, an 
office products dealer based in 
Golden, Colorado, sells printers, 
computers, copiers and nearly every 
peripheral tech accessory that goes 
with them. According to president 
David Sass, copier business picked 
up about 40 percent during the 
shutdown—despite the fact that the 
company doesn’t sell home copiers.

“While other places were selling 
masks, we were selling copiers,” he 
says. “Nearly 85 percent of our copiers 
are leased and the leases expire 
whether there are people in the office 
or not. When leases are up, we install 
newer models that are more efficient. 
So it saves customers money and 
they get new units. Plus, it’s easier to 
remove the current units and install the 
new ones when there are fewer people 
in the offices.”

Sass believes this trend will continue 
into the future. “We sell the units with 
a five-year service contract and print 
services will increase as people return 
to the office,” he predicts.

The Amazon effect
Notoriously, Amazon has been one of 
the biggest winners of the COVID-19 
pandemic. Freeman acknowledges 
that the Internet titan “is definitely a 
challenge”—and one that she believes 
holds dealers to a higher standard. 
“There is a certain acceptance with 
consumers that if they buy a bad tech 
product from Amazon, it does not make 
Amazon bad,” she says. “But in B2B, 
if a person buys a bad product from 
a dealer, it can spoil the relationship 
and future transactions. Amazon offers 
an unlimited assortment of products. 
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www.ecisolutions.com   |   How business gets done.

Technology Fuels 
Business Growth
ECI’s Margin Accelerator program is proud to help 
dealers realize extra GP dollars with integrated 
end-consumer pricing matrixes proven to increase 
gross margins while maintaining customer loyalty.

Learn how Andy Richter of Richter Total Office  
increased gross margins by 1.5% using Margin Accelerator.

Business really isn’t very fun if you’re not 
making money.”
Andy Richter, Richter Total Office“

READ ANDY’S STORY

https://resource.ecisolutions.com/c/margin_accelerator_richter?x=xsw_oh
http://www.ecisolutions.com
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Office product dealers’ inventory is 
somewhat limited, and they need to 
be sure what they carry is a reputable 
product they can stand behind.” 

 “Amazon is great for a lot of 
reasons,” acknowledges Lyons. “But 
it is not great for most industries, 
because it knocks out a lot of the 
smaller mom-and-pop companies. 
If you aren’t losing tech accessory 
business to Amazon, you have had to 
reduce pricing.” 

Lyons goes on to suggest that 
communication is one way to fight 
back. “Most people assume Amazon 
has the lowest price, when in fact that’s 
not always the case,” he says. “And like 
Amazon, most office product dealers 
offer free delivery. It’s is up to the sales 
team to communicate this information.”

For Sass, Amazon is less of a 
threat—at least on the copier side of 
the business: “Amazon greatly impacts 
our traditional office products business; 
we match all Amazon pricing and 
service knowing the margins will erode. 
But that’s okay, because we use office 
products as a platform to sell copiers 
and copier services. Amazon does not 
affect our copier business. We use the 
office products to build relationships, 
then sell copiers.” 

Hooper likewise acknowledges 
Amazon as a definite competitor, but 
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less so when the numbers get higher. 
“Amazon’s OWL—a camera that turns 
its head and focuses on the person 
speaking—is currently popular,” he 
says. “It’s light-end AV technology and 
works fine when there are just two or 
three people in the room; but not when 
there are more. But people need to 
know how to use technology. You need 
the expertise to make it work—and that 
is where we shine.”

Challenges
Most of those interviewed agreed that 
competition from Amazon isn’t the 
only challenge for dealers selling tech 
accessories.

“We get our traditional supplies from 
S.P. Richards,” says Freeman. “For 
office products and jan/san items, 
you can go to your primary wholesaler 
that you have a good relationship 
with and it’s a seamless flow. There’s 
next-day delivery and so on. But 
tech accessories aren’t the normal 
channel; they are a gap category. If 
you go to your traditional wholesaler, 
the prices will be too high. You need 
a tech-specific supply chain partner 
that has its ducks in a row. You need 
to invest more in inventory to get 
customers products the next day like 
they are used to; and if you don’t invest 
in inventory, you need more lead time. 

To be a cost-effective option in this 
category is the biggest challenge, I 
think, for independent dealers.”

Lyons would agree, pointing out that 
while independent dealers usually go 
through wholesalers S.P. Richards or 
Essendant, the latter don’t usually stock 
these items, so dealers end up paying 
more—which makes it hard for them to 
compete on pricing.

Another issue that Hooper highlights 
is expertise. “It’s not rocket science, 
but you need some technical expertise, 
or to have someone on staff who does, 
if your customers don’t,” he says. “They 
all have day jobs, so they want us to set 
the technology up because it’s easier 
and we are more efficient at it.” (See 
sidebar page 32.)

Looking ahead
Despite the challenges, many dealers 
believe the payoff from selling tech 
accessories is well worth the effort. 

“There’s a definite opportunity to 
capitalize in this category,” Freeman 
suggests. “In the past, most customers 
got their accessories from tech-specific 
suppliers, and many still can. But 
often, a worker needs a cable to hook 
up a second monitor or a wireless 
mouse. Sometimes, there is internal 
bureaucracy; or getting IT involved 
makes it more complicated. It’s easier 
for them to get the items from their 
office products supplier, who is already 
delivering products. It’s a matter of 
convenience.”

Her advice for new dealers looking 
to enter the tech-accessory field? “The 
key is to find the right wholesaler,” she 
says. “You want a partner that offers 
you a decent price point. You won’t be 
the low-price option in this category, 
but you need to be reasonable. Also, 
what you focus on can be key.” 

Puccinelli believes the return to 
offices will be good for tech accessory 
sales and business overall: “More 
people in the office will help us get 
back to a quicker sales cycle, as well 
as increase our revenue, because 
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Helping the wishes 
of cancer patients 
come true.

On the Wishing Trees at City of Hope®, one of the nation’s best 
hospitals for cancer treatment, people hang messages of health, 
healing and hope. To support their life-saving work, Hammermill® 
paper is making a 2021 donation of $75,000. You can help too. 
Just look for the City of Hope logo on our specially-designed 
cartons of Copy Plus® paper. Or visit cityofhope.org/nbpi

Stock up on Hammermill® Copy Plus®.

© 2021 International Paper Company. All rights reserved. Hammermill, Copy Plus, Colorlok Technology logo, 
99.99% JAM-FREE, and Made in the USA 100+ logo are registered trademarks and the Hammermill trade dress is 
a trademark of International Paper Company. All other trademarks are the property of their respective owners.
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there will be more bodies consuming 
what we sell.”

Hooper is highly optimistic about 
the potential the tech category offers 
moving forward. “There’s a great 
opportunity in selling products as 
we do,” he says. “I wholeheartedly 
encourage dealers to get involved. 
Tech office furniture makes sense and 
is a profitable investment. It’s low tech 
and a way to make customers happy 
and make money.” 
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The importance of expertise
“I believe computer accessories is 
a good category for independent 
dealers,” says Brianne Devine, vice 
president of product line management 
for AIS, a manufacturer of office 

But Hooper would caution against 
wading too deep into the AV IT waters. 
“I’d suggest office product dealers 
think long and hard before building 
an AV IT business,” he warns. “AV IT 
is very different—it’s very specialized, 
and it is becoming even more so. 
Products change and improve at a 
much faster pace. Also, engineers are 
trained differently and it costs more 
to have the right people. You have to 
be willing to invest. But there’s more 

money for all if you have the right 
people on staff.” 

Lyons thinks that timing could be 
an issue for new dealers looking to 
enter the field. “I believe these kinds of 
purchases have reached their peak,” 
he says. “I don’t think sales will be 
increasing. As people return to offices, 
where they already have cables and 
webcams, and those working from 
home have already bought them, I see 
the sales volume of these items going 
down. So if you are not already selling 
tech accessories, I don’t think it’s the 
best time to start.”

In Sass’s view, however, the timing 
for certain devices has never been 
better. “I advise all independent 
dealers to expand into selling copiers 
and other tech accessories,” he 
enthuses. “We are starting to sell 
wide-format devices and 3D printers. 
There are so many expansion 
opportunities in technology beyond 
copiers—it’s a whole new frontier. I 
believe it is the future of office product 
distribution. I hope more dealers 
consider this strategy, as it is very 
lucrative.” 

furniture that features integrated power 
sources. “Just about everything you 
use today has to be powered and that 
is only going to increase. From laptops 
for education to healthcare—where 
studies show helping patients 
keep their phones charged to stay 
connected relieves stress—the market 
is definitely growing, not declining.”

Devine acknowledges that Amazon 
has captured a certain segment of 
the computer accessory business. 
Yet she believes independent dealers 
can still compete. “Commercial-grade 
equipment usually comes with a 
longer, better warranty and you get 
customer service,” she explains. “You 
have a person to contact if there is an 
issue. Most dealers offer discounts: 
the more you buy, the more you save, 
negating the extra cost. If you are 

selling other items, why not sell the 
power accessories? It’s easier and 
means fewer transactions and separate 
orders for customers.”

But how easy is it for dealers who are 
not selling accessories to start? “I think 
dealers need to have some degree 
of expertise,” Devine acknowledges. 
“There are state requirements for 
how to run cable; cities like Chicago 
have certain codes. We rely on our 
engineers and supply partners, and 
dealers can too.”

Devine highly recommends looking to 
your suppliers for support. “Technology 
changes quickly—from USB to 
USB-C ports, for example,” she says. 
“Wholesalers and manufacturers offer 
strong support as they continuously 
keep up with—and even stay ahead 
of—the ever-changing technology.”
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The most prepared workspaces 
have Fellowes Air Purifiers. 

Only Fellowes AeraMax® Pro air purifiers sense and react to occupancy and air quality  
changes, capture 99.99% of airborne coronavirus*, and show that the air is clean.

EnviroSmart™ PureView™

Patented EnviroSmart™ Technology uses dual self-

regulating laser sensors to measure sound, motion  

and air quality.

The invisible become visible with PureView’s patented 

sensor technology and real-time status display.  It provides 

maximum peace of mind that the air you and others 

breathe is clean.

AeraMax Pro commercial grade air purifiers are 
available in a variety of sizes designed to fit all of 
your spaces, filtering the air for viruses/bacteria, 
VOCs, allergens, and odors.

AeraMax Pro air purifiers feature patented, responsive technology.

AERAMAX PRO 2 AERAMAX PRO 3PC/4PC

*Fellowes AeraMax Pro air purifiers were demonstrated through independent laboratory testing to be effective in reducing  
aerosolized airborne concentration of Human Coronavirus 229E in a test chamber, reaching 99.99% airborne reduction within 1 hour of operation.

fellowes.com/air 

http://www.fellowes.com/air
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Even before Donald J. Trump was 
elected president of the United States, 
the phrase “The Art of the Deal” 
had come into the modern lexicon, 
thanks to the title of his bestselling 
book. Politics aside, Mr. Trump does 
know a thing or two about closing 
a deal and the biggest takeaway is 
that you must accept that few deals 
are closed “on the spot.” It’s not a 
rejection and it doesn’t mean you 
won’t get the business; it’s just the 
way certain industries and companies 
operate—and there are ways to 
counter this reaction. Let me give you 
an example from my own career as the 
former owner of a large office moving 
company. 

During my 24-year “reign” at 
Peachtree Movers, we did more 
than 50,000 office moves and I can 
count on (only) one hand the number 
of moves we closed on the spot. 
Even when we were the only bidder, 
our prospects would say, “I want 
to think about it,” or “We’ll let you 
know something soon.” For whatever 
reason, our clients stalled before 
awarding us the move. 

Our subtle closing pitch—which was 
true, by the way—went like this:

Unlike our competition, we “book” 
and schedule moves on a first 
come, first served basis, since we 

have a limited number of trained, 
professional, experienced movers. 
If you’d like to hire us, please let us 
know as soon as possible so we 
can reserve our precious people 
resources for your move. We’d 
feel terrible if we were not able to 
schedule your move because you 
waited too long to award it to us.
This approach typically motivated 

our prospects to schedule us months 
in advance. 

In contrast, moving companies 
and systems furniture (installation) 
companies typically give the 
impression that they’re never at 
capacity because they have unlimited 
movers and installers available. This is 
true for many companies, since most 
don’t have ongoing training for their 
employees. In the relocation industry, 
“OJT” is the norm—in other words, 
the typical mover/helper or installer 
goes through “on the job training.” We 
told our prospects that supervisors 
can’t train their crew on the job and 
run the team effectively at the same 
time. What OJT really means is that 
movers learn how to do their job at the 
customer’s expense (and peril!). 

I’ll bet most readers will take 
exception to my next point: when we 
bid on jobs, we only used the subtle 
closing strategy (above) on larger, 

more profitable moves. Those are the 
ones we wanted to schedule first and 
expend our capacity on, especially on 
weekends. We never used that pitch 
on smaller or marginally profitable 
moves. For example, if we bid on a 
small (less profitable) job, such as six 
men and three trucks for five hours, 
we said nothing at the end of our sales 
presentation. The reason was simple: 
we wanted this type of prospect to 
call us at the last moment to schedule 
their move when we were already 
at capacity. Most of the time, we 
were successful in convincing them 
to choose another time—Monday, 
Tuesday, Wednesday or Thursday 
evening from 6:00 p.m. until midnight. 
We did this so that our resources 
were available for the larger, more 
profitable moves. 

The bottom line is this: make sure 
your best prospects understand 
the risks and consequences of 
slow decision making, especially 
during these post-pandemic times. 
You’re not going to threaten them, 
obviously; but you’re educating them 
on the potential pitfalls, including 
product shortages, delivery delays, 
scheduling conflicts etc. 

If it’s a very profitable bid, use it 
as a great differentiator. Close the 
deal by letting them know you have 
a limited number of highly skilled 
and experienced employees. If it’s 
true, you can add that—unlike your 
competition—you don’t pick casual 
labor up off the street and send them 
out to learn how to do the job at your 
customer’s expense. If they’d like to 
hire you, they need to let you know 
as soon as possible, so that you can 
reserve your precious resources for 
their job.

To learn more about the International 
Office Moving Institute (IOMI®) and 
its online office moving training, 
please visit www.officemoves.com/
training/index.html or contact Ed 
Katz on 404.358.2172 or at edkatz@
officemoves.com.

ACCORDING TO ME

By Ed Katz, IOMI®

THE ART OF (CLOSING) 
THE DEAL…

http://www.officemoves.com/training/index.html
http://www.officemoves.com/training/index.html
mailto:edkatz%40officemoves.com?subject=
mailto:edkatz%40officemoves.com?subject=
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Picture this: it’s the last day of the month 
and you’ve just realized you’re not 
going to hit your monthly quota. What 
happened?

Less demand for PPE? Ongoing 
reluctance to return to the office? 
Seasonal dip in business? 

We’ve all been there; missing our 
sales goals can happen for a variety 
of reasons, but it doesn’t have to be a 
mystery if you know your numbers. 

Knowing your numbers means you 
have a clear understanding of how 
all of the individual activities in your 
sales process (e.g., calls, videos, 
appointments, proposals) affect your 
overall sales results. Knowing your 
numbers allows you to break down your 
larger sales goal into smaller steps that 
feel less daunting and more doable.

For example, if you know, on average, 
it takes six calls to get one appointment, 
you won’t feel so overwhelmed as 
you work towards your goal because 
you’ll know exactly how much time 
and effort you need to put in to get one 
appointment.

Knowing your numbers also helps you 
discover very quickly if things have gone 
off track. Using the same example as 
above, if you typically have a 6:1 call to 
appointment ratio, but all of sudden you 
hit a three-week stint where it’s taking you 
16 calls to get one appointment, then you 
know something is off.

With a clear understanding of your 
numbers, you can spot patterns in your 
sales performance, for better or worse, 
so you can more accurately determine 
what could be influencing the changes 
and what you need to do to adjust.

So what numbers should you be 

FIVE NUMBERS EVERY  
SALES PRO NEEDS TO KNOW

tracking? Here are five numbers you 
need to know to consistently hit your 
sales goals and set yourself up for 
ongoing success:
1. Number of sales needed each year/

quarter/month
2. Number of proposals/quotes/demos 

to reach sales
3. Number of appointments to reach #1 

and #2
4. Number of calls and video emails 

needed to reach appointment goals
5. How long it takes to set one 

appointment

If you already know these numbers, 
great! You’re ahead of the game. If you 
don’t, now is the time to sit down and 
work them out. If you’re using a CRM, 
like Acsellerate or Sales-i, you can 
tap into your opportunity and account 
history to spot trends that will help you 
determine your numbers. 

Don’t be fooled, though: selling isn’t 
only a numbers game. Selling is a 
balance between quantity and quality. 
It’s activity x efficiency. 

If you’re focused on quantity over 
quality, you may have a lot of activity, 
but you won’t be that efficient. If you’re 
focused on quality over quantity, you’ll 
be efficient, but may not have the level 
of activity needed to fill your pipeline 
with enough opportunities to avoid the 
ups and downs of selling. 

If we break down No. 5 on the 
list—how long it takes to set one 
appointment—we can see that quantity, 
quality and activity x efficiency come 
into play. 

You can see this in action through this 
simple challenge: set yourself a timer 

and see how long it takes you to set one 
appointment.

This exercise hits on quantity (time 
and number of dials it takes to set one 
appointment); quality (who you’re 
calling); and activity x efficiency (focused 
on one activity with a dedicated goal and 
timeframe to complete). 

I just had a client that conducted 
this exercise with 60 of its sales 
professionals. Three teams of 20 
people were given 20 minutes to 
set as many appointments as they 
could. The three teams set a total of 64 
appointments! It took 282 calls to get the 
64 appointments, with just under a 5:1 
calling ratio. 

Take the challenge for yourself and 
keep these tips in mind to make the 
most of your time: 
1. Prepare your call list in advance. 
2. Stick to one objective for the call (hint: 

to set an appointment!). 
3. Remove all distractions. 

Knowing your numbers isn’t just about 
understanding how many dials it takes 
to get an appointment; it’s about looking 
at the bigger picture of your sales 
process and determining what you 
need to track and measure to keep the 
pulse on your performance. 

Selling is a delicate balance. It 
requires keeping an eye on the quality 
and quantity of your activities, as well as 
how your activity x efficiency level will 
deliver the results you’re looking for. 

Good selling to you, IDC!

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.

Marisa Pensa

http://methodsnmotion.com/
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Liz Fernandez

Google is constantly making changes, 
but it updates its core algorithm typically 
twice or three times a year. These 
core updates are when it makes more 
substantial improvements to the overall 
ranking processes and can produce 
noticeable changes for website 
operators. The latest core update was 
divided into two parts—the June update 
and the July update. As each of the 
updates rolled out, you may have seen 
changes to your Google search ranking. 

DATES TO NOTE IN YOUR 
ANALYTICS
As you are looking at your site analytics, 
you may (or may not) see changes due 
to the core updates. The June update 
began rolling out on June 2 and took 
about 10 days. The July update rolled out 
on July 1 and took around two weeks to 
complete. If you spot any volatility in your 
numbers during this time, it could be due 
to the core updates. Some sites may see 
a dip; others may see an increase; and 
yet many sites may not be affected at all.

HOW TO FIX A DIP IN 
RANKINGS
Google knows that sites that 
experience drops will be looking for a 
fix. However, a site that drops after a 
core update doesn’t necessarily have 
anything wrong that needs attention. 
Google wants us to think of it as a Top 
100 music list—when a song drops 
down the list, it doesn’t mean it is bad; 
there are just new songs on top. 

Nonetheless, if you have not done 
well after a core update, it is natural to 
want to work on your site. Remember, 
updating and improving your website 
and content is a long-term game. At 

• Is the content free from spelling and 
grammar errors?

• Is your content mass produced and 
spread across a large network of 
sites?

• Does your content display well for 
mobile devices?

• Does your content provide 
substantial value when compared to 
other pages in search results?

• Does your content seem to be 
serving the genuine interests of 
visitors to the site?
After a self-assessment of your site, 

consider seeking feedback from others 
you trust, but who are unaffiliated with 
your site. Sometimes we get too close 
to our own sites and miss what others 
may see. 

SITES WON’T RANK 
THEMSELVES
While you may be an expert in your 
area, and you may have quality content 
on your site, you still might not rank in 
a Google search. Make sure you are 
taking the time to work on optimizing 
keywords, back-linking within your site 
and continuing your search engine 
optimization (SEO) work. While the 
core algorithm updates can change 
your rankings, you will see long-term 
rankings growth through dedicated 
SEO work on your site.
Liz Fernandez is a content strategist at 
Fortune Web Marketing.To learn more, 
visit www.fortunewebmarketing.com.

times, if your website is affected by 
a core update, it may take until the 
next core update for it to recover. 
Remain calm and stay the course. 
Continue offering the best content 
that you can. Keeping your website 
fresh and relevant is like cleaning a 
bathroom—the more often you do it, 
the better it is overall.

FOCUS ON YOUR 
CONTENT
A starting point is to self-assess 
if you’re offering quality content. 
Ask yourself questions such as the 
following:
• Does your content provide 

a substantial, complete or 
comprehensive description of  
the topic?

• Is this the sort of page you would 
want to share with a friend or 
recommend?

• Is your content presented in a 
way that makes you want to trust it 
(e.g., clear sourcing, evidence of 
expertise or background about the 
author/site through links)?

GOOGLE’S CORE 
JUNE/JULY UPDATES: 
WHAT YOU NEED TO KNOW 
By Liz Fernandez

http://www.fortunewebmarketing.com
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NORTH AMERICAN OFFICE PRODUCTS 

IN ASSOCIATION WITH

Enter now!
Take this opportunity to reward your company  
and team members by entering today.

Award Categories:
• Best Product - Core business products
• Best Product - Furniture & Design
• Best Product - Facilities, Breakroom, 

Safety & Infection Control
• Best Product - Technology
• Innovation of the Year
• People’s Choice
• Young Executive of the Year
• Professional of the Year
• Industry Achievement

How to enter
It’s free to enter and you can enter as many 
categories as you want, and as many times 
as you wish.

To enter, or nominate visit  
opi.net/naopa2021 

Deadline 
25th July 

2021

http://www.opi.net/naopa2021
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NOT AN ADVERTISER? 
Start Next Month

GOT AN ARTICLE IDEA? 
We Want To Hear About It.

Call Rowan 
703-531-8507
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