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EDITORIAL
For a pasty Englishman such as myself, the 
105º heat of Texas in June was something of a 
challenge to say the least. It was, however, made 
all the more bearable by the team at AOPD, who 
put on a fantastic event. It was great to see the 
industry out and about in force again.

The Engage 2022 show itself was a great 
success (see page 17), with the addition of 
marketing workshops alongside the traditional 
one-to-one meetings; but—as with all such 
events—it was the ability to sit and talk with dealers, 
vendors, reps and others in our industry about 
the challenges and opportunities in the market at 
present that really made the event resonate. 

One of the topics that came up in a small 
number of the one-to-ones I sat in on was 
sustainability, with a few vendors underlining 
the green credentials of at least some of their 
products. Don’t get me wrong, it certainly wasn’t 
a buzzword, perched on the tips of everyone’s 
tongues; but as this issue’s cover story was 
already well underway, these mentions piqued 
my interest.

Sustainability, or green thinking, was quite a 
key area a few years ago, but subsequently fell 
out of the spotlight. It seems it is now forcing its 
way back to center stage. As the cover story on 
page 32 suggests, both state governments and 
the emerging generations of purchasing power 
are increasingly focusing on sustainability when 
making buying decisions. These thoughts are 
echoed by Clover’s Steve Noyes on page 44.

Yes, there are other challenges facing our 
industry and your dealerships at the moment, but 
this is a problem faced by the planet as a whole. 
And if solving it can also help your bottom line, 
then what’s to stop you going green? »

FSIOffice: Keeping the faith

WINNER’S
CIRCLE

Ask Kim Leazer, CEO of FSIoffice, Charlotte, North Carolina, about 
the key to the company’s 60-year longevity and she answers without 
hesitation: “God. I know sometimes it’s not popular to publish, 
but that’s the truth. God has always given us clear direction. We 
consider our company belongs to God, not us; we are just the 
stewards. We move the company forward, doing business in the 
way God teaches us to live, with integrity, morality and putting 
people first. It’s not all about the almighty dollar. Of course we want 
to make a profit, but not at the price of people. For us, it’s about 
treating employees and customers with respect and integrity, and 
valuing them as individuals.”

http://cityofhope.org/nbpi
mailto:rowan%40idealercentral.com?subject=
mailto:rowan%40idealercentral.com?subject=
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Whatever one’s beliefs, few could argue that FSIoffice 
is not on the right path. The company has grown from two 
employees (Leazer’s father and mother) to 260, boasts an 
average worker employment length of 16 years and is on 
course to hit landmark sales figures this year. Added to these 
successes is the fact that the family’s third generation is 
already fully ensconced in the business.

When Leazer’s father got laid off from a furniture company, 
he did the right thing: he went to a customer which was 
about to place a large furniture order and explained that the 
company would be handling the order instead of him. To his 
surprise, the customer was adamant: her father had been 
their sales rep and the customer insisted on placing the 
order with him. This was despite the fact that, while her father 
intended to start up his own company, he hadn’t done so 
yet—primarily because he lacked the money.

Leazer explains what happened next: “The customer 
contacted the furniture manufacturer and helped my father 
negotiate so that the furniture could be bought with a 30-day 
contract and my dad would have cash flow.”

And his good luck didn’t stop there. “My father got laid off 
on a Friday, and he prayed that night and God told him to 
visit a furniture dealer named Jay Howard Williams,” Leazer 
continues. “So on Monday, my father visited the dealer and 
asked if he could buy product from S.P. Richards under the 
dealer’s name. In exchange, my dad would pay him five 
percent of all his sales. The dealer agreed, and that’s how my 
dad and mother were able to start the business.”

Leazer says her father “was the front man,” handling sales, 
customer service and making deliveries; while her mother 
handled the accounting and HR functions. Her mother, who 
is still the company’s chairperson, has since been joined 
by other family members, including Leazer; her sister, who 
serves as president; her brother, who is chief operating 
officer; and her daughter, who is executive vice president.

Just as the family’s involvement has expanded, so too 
have the company’s offerings. Today, Leazer reports the 
product mix breakdown is 30 percent classic office; 30 
percent furniture; 20 to 25 percent facility service and 
breakroom; and the remainder miscellaneous, including print 
and promotional. As for verticals, Leazer says it’s a pretty 
even split between government, education, commercial 
and healthcare. About 80 percent of all sales are online, 
largely thanks to the company’s approved vendor status and 
“punchouts”—electronic data interchange (EDI) software 
that allows authorized staff to buy from approved vendors 
directly through the customer’s computer. FSIoffice is no 
stranger to the technology.

“We’ve been doing punchouts for more than 30 years,” 
Leazer says. “When we joined AOPD in 1978, our revenues 
were under $1 million. Our competitors were huge 
companies doing anywhere from $50 million to $300 million, 
which by today’s standards would be $300 million to $1.3 
billion. A group of these dealers agreed they would write 
contracts and provide the same pricing and service to 
compete against an even larger dealer. But there wasn’t any 
dealer large enough to join the group in the south, so they 

»
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FriendsOffice, Defiance, Ohio, has merged with The 
Hubbard Company, creating the largest locally owned 
independent office products business in Western Ohio. 
Under the terms of the agreement, The Hubbard Company 
will continue to operate in Defiance under its own name.

Combined, the company will serve more than 5,000 
customers, offering 35,000-plus office and promotional 
products, custom printing, office furniture, technology 
solutions and janitorial and breakroom supplies.

“This is another milestone in the growth and evolution of 
Friends, which will celebrate its 57th anniversary in 2022,” 
says Ken Schroeder, CEO/CFO of FriendsOffice. “We found 
a perfect merger partner in Hubbard, which—like Friends—is 
a local independent office products business that prides 
itself on offering the highest level of personalized service.” 

Tom Hubbard, president of The Hubbard Company, 
says the merger will allow him to retire following a long and 
successful career, to spend more time with family and enjoy 
a slower pace of life.

“Our partnership with Friends is the next phase of what 
Hubbard has been building over the past 70 years,” he 
enthuses. “Going forward, this new relationship reinforces 

and enhances service to our customers and dedication to 
our employees and the community.”

Under the terms of the agreement, FriendsOffice will 
gain Hubbard’s print production and promotional products 
expertise to develop this area of its business. The growth 
decision allows Hubbard and FriendsOffice to expand 
their capabilities, purchasing power, product offerings and 
customer base.  

Friends Office and The Hubbard Company merge

approached my father. The first time he said he couldn’t 
compete. The following year they asked him again, but 
this time said they would help him. Joining the group was 
the best decision he made, as our company learned so 
much from the big dealers. Later, under this agreement, 
Westinghouse, which was in our area, had a contract and 
wanted to do EDI transmissions. One of the big dealers 
showed us how to do them and we did.”

And this remained a USP for FSIoffice: “Around 1986, a 
local power company wanted to do an EDI and asked all the 
vendors if they knew how to do this. We were the only ones 
who had done one, so we got the account.”

According to Leazer, good service and technology have 
served the company well and will remain a focus in the 
coming years. “Our mom and dad taught us that if you are 
not moving forward, you are not just standing still; you are 
falling backward,” Leazer says. “We’re going to continue to 
operate the company as we have and look forward to what 
we need to do to keep in the forefront of technology.”

Leazer makes it clear that people are another key 
priority: “We have a lot of people who are retiring now—our 
longest employee has been here 46 years. We have other 
employees who have been here for 40 years and drivers 
who have been here for 30. Right now, our average length of 
employment is 16 years. In the last eight years, we’ve had 18 
sales reps retire. We are in the process of putting a program 

in place. We want to find the right way for them and our 
customers to get good uninterrupted service. Two years ago, 
we had a 98 percent business retention rate for transitioning 
customers to a new sales rep. Last year, it was 103 percent. 
We have good people who work together as a team, but 
are also committed to the team and want to see a smooth 
transition. We’ve been very blessed.”

Celebrating 60 years of service!

»
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Suburban Office Products, 
Middletown, Connecticut, recently 
helped sponsor Ride for Recovery, a 
poker-style motorcycle run organized 
by Suburban’s long-time nonprofit 
client, The Connection. The first of 
what is planned to be an annual ride 
raised more than $10,000.

Established in 1972, The Connection 
is a nonprofit located in Middletown 
that helps the community with 
various recovery programs, including 
substance abuse, behavioral health 
issues, homelessness, education 
and return to the community after 
incarceration. 

More than 50 riders participated 
in the event, which was open to 
motorcycles and other motorized 
vehicles. Riders were encouraged to 
stop along the 45-mile scenic route, 
beginning at Hartford Harley-Davidson 
and winding through Glastonbury, 
East Hampton and East Haddam, 
before ending in Middletown. After 
the ride, participants enjoyed lunch, 
complete with a band and raffle prizes, 
at the Middletown Elks Club.

 Suburban’s furniture director, 
Allen Shepard, served on the Ride 

for Recovery organizing committee, 
working with Suburban management 
and staff members to sponsor the 
ride. Numerous Suburban employees 
participated in the event as riders and 
volunteers.

“It’s important for Suburban to 

take part in customer events,” says 
Donata Barber, Suburban’s marketing 
director. “It’s important to be involved 
in our community and The Connection 
is a wonderful organization. It was the 
first time the benefit was held and a 
great event.”

Suburban sponsors Ride for Recovery

One Point Inc., Scranton, Pennsylvania, 
sponsored—and company team 
members participated in—the recent 
Northeast Pennsylvania Heart Walk. 
The company raised funds for research 
used to create artificial heart valves, 
prevent strokes, correct heart defects 
in newborn babies and get other 
lifesaving scientific breakthroughs into 
the hands of doctors. The one-mile 
American Heart Association walk was 
held in PNC Field stadium in Moosic, 
Pennsylvania, and raised more than 
$148,560.

One Point walks 
the walk

»
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Al and Kim Richter, the founders of 
Pennsylvania-based Richter Total 
Office, have passed on the leadership 
of the dealership to their son, Andy.

The company was founded in 1985 
and started from humble beginnings, 
operating out of Al and Kim’s duplex 
in Souderton, Pennsylvania. Originally 

a drafting and blueprinting company, 
it started an office supplies division to 
accommodate the needs of its growing 
customer base, and today operates 
from a 10,000 square foot facility near 
the house where it all began.

Andy Richter first set foot in the 
business in 1998, sweeping floors, 

and has been working full time at the 
dealer since 2014. After a spell as vice 
president, he has now been named 
president of the company.

This transition means that Al has 
relinquished some of his day-to-day 
responsibilities to focus more on 
relationship building with customers. 
But he will still maintain an active role 
in the business and continue to mentor 
Andy in this next phase.

“This is a monumental day for 
Richter Total Office, and as a 
first-generation family business of 
over 35 years, we are thrilled to pass 
the baton of leadership to our son,” 
said Al and Kim in a joint statement. 
“We are grateful for the opportunity to 
keep our business in the family. We 
are so proud of him and all that he has 
accomplished. We are abundantly 
confident in his abilities to run the 
day-to-day aspects of our business, 
and to uphold the legacy and good 
reputation we have spent the last 37 
years cultivating.”

Pennsylvania dealer passes the baton

High-profile Virginia dealer David 
Guernsey was inducted into the Fairfax 
County Public Schools Hall of Fame 
earlier this year by Educate Fairfax, 
alongside seven other nominees.

The hall was established to honor 
distinguished alumni of Fairfax County 
Public Schools, one of the largest 
school systems in the country, with an 
annual budget exceeding $3 billion, 
over 190,000 students and 12,000 
graduates each year.

David, a graduate of Falls Church 
High School, founded Guernsey in 
1971, which he has led as president 
and CEO for 51 years.  During that time 
Guernsey has grown to become one 
of the largest independent resellers 

of workplace products and services 
in the nation, providing professional 
opportunities for many hundreds of 
staff members.

He was recognized for his success 
in business, his leadership in the 
community, his accomplishments in the 
industry and his contributions to myriad 
nonprofit causes along the way.

Upon learning of his selection, Dave 
commented: “It is truly an honor to be 
included in this class of inductees. Each 
individual has a unique and impressive 
personal and professional life story. 
What we do share is the common 
experience of our formative education 
in one of the very best public education 
systems in the U.S.”

Virginia dealer inducted into Fairfax 
County Public Schools Hall of Fame
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Palace Business Solutions, Santa Cruz, 
California, has acquired Taylor’s Office 
City, Watsonville, California, effective 
July 1. The acquisition will support its 
plans to expand its commercial office 
supply and contract furniture business 
serving the Central Coast and beyond. 
Like Palace, Taylor’s Office City has 
maintained a family-owned presence in 
the community since 1949.

“The alignment of shared values 
between our two businesses makes 
us confident that we can achieve more 
together,” says Palace CEO Gary 
Trowbridge. “My philosophy is not 
to serve an area already served by a 
local independent dealer, so we never 
moved into the Watsonville area. But 
I told the family if they ever decided 
to sell to give me a call. They called 

me about a month ago and said they 
wanted to retire, and we were a natural 
fit since we share the same values and 
idea of customer service.”

Steve Taylor—former president 
of Taylor’s Office City, who retired 
effective with the transition—agrees: 
“Palace will sustain the reputation we 
have worked to build for many years. 
Our long parallel histories affirm our 
confidence in the benefits customers 
will enjoy from our combined efforts.”

Taylor has closed its retail storefront 
on Watsonville’s Main Street. Taylor’s 
Office City team members will join 
Palace through the transition, including 
Scott Taylor, who will remain as senior 
account manager.

Palace Business Solutions is one of 
the Central Coast’s largest independent 
dealers of office products, school 
supplies, cleaning supplies and office 
and school furniture. Family-owned 
and operated, the company serves 
organizations in Santa Cruz, Monterey, 
San Benito and Santa Clara Counties.

Palace Business Solutions acquires Taylor Office City

Thanks to BBE Office Interiors, 
Pittsfield, Massachusetts, children 
in the area have toys to play with 
outside this summer. BBE’s owner, 
Dan Proskin, heard the home of local 
nonprofit the Eagle Santa Fund, the 
Clocktower Building, was under 
construction, and the organization had 
no place to store the toys it planned to 
distribute to area children.

With Proskin’s approval, BBE team 
members picked up the array of balls, 
bubbles, jump ropes, flying disks 
and sidewalk chalk purchased by 
the Eagles and stored them in BBE’s 
building on outer East Street. When it 
came time to distribute the toys, the 
team sprang into action once again, 
delivering the toys for a Healthy Kids 
event sponsored by the YMCA and a 
second event held later in the month.

BBE Office Interiors delivers

l-r: Frank Trowbridge, Steve 
Taylor, Scott Taylor, Gary 

Trowbridge and Roy Trowbridge
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SECRETS of success
Walker’s Office Supply, Rocklin, California
A time for fun
You have to be doing something right 
to be a third-generation independent 
office product dealer that has been in 
business for more than 60 years. For 
Walker’s Office Supply, headquartered 
in Rocklin, California, that something is 
evolving to be prepared for the next big 
thing—and to have fun.

“When my grandfather started 
the company in 1959, he sold office 
products, but also Hallmark and 
American Greeting cards,” says 
president and co-owner Jarrod 
Anderson. “We did retail, but no 
commercial. Then came catalogs and 
we started selling B2B. Then came the 
competition of the big box stores. Every 
five to 10 years there’s a new threat, like 
an Amazon that seeks to challenge us in 
a new way.”

Yet Walker’s is very much up to 
the challenge. “Amazon is a definite 
concern; it’s a big scary thing,” admits 
Anderson. “But so were COVID-19, the 
2008-09 recession and Staples, Office 
Depot and Viking, with their super-scary 
low prices. But there’s always room for a 
local, healthy, community business. As 
long as we offer competitive prices and 
are capable of providing the service, 
there will be local buyers. I say ‘capable’ 
because you can’t just say you’re local 
and expect to have business if you can’t 
handle it.”

With a new centrally located 
25,000-square-foot warehouse/
distribution center/showroom, Walker’s 
has “capable” on lock; but “local” is 
not always so easy. “We’ve been in 
our hometown for 60-plus years—for 
three generations— so everyone knows 
us here,” explains Anderson. “But 
duplicating that is hard. Now, we are 
in 13 counties, so being local—being 
involved daily in all the chambers of 
commerce and rotary clubs—is a 
challenge for us.”

Lessons learned
Anderson reports that, on average, 
Walker’s business has doubled every 
five years through acquisitions and 
sales. Only 25 percent of these sales 
are office supplies; furniture accounts 
for 25 percent, janitorial supplies for 40 
percent and print and promotions for 
10 percent.

“Diversification has been vital to our 
success,” he says. “We will always 
offer office products, but it’s harder to 
differentiate your business. Furniture 
and janitorial products have presented 
tremendous opportunities to learn and 
become knowledgeable about how to 
add value for our customers.”

And the importance of diversification 
is not the only lesson Walker’s has 
learned. “2008-09 were hard years for 
us,” acknowledges Anderson. “The 
recession hit hard, our bookkeeper 
retired and our top sales rep went to 
work for Corporate Express. It was a 
life lesson that helped prepare me for 
the COVID-19 pandemic a decade 
and a half later. We didn’t navigate the 
pandemic perfectly; it required some 
luck and a lot of hard work. But I knew 
the importance of leaning into it and 
having financial stability, including 
cash.”

Walker’s location also helped. “I 
was at the AOPD show last month and 
talking with a dealer who also was from 
California,” Jarrod explains. “We were 
less than 100 miles away from each 
other and it was a struggle for both of 
us, but he was in a much harder-hit 
area. We had just built our facility in a 
super-smart location, centralized for 
our customer base and employees; we 
were lucky.”

A future of fun
If you’d asked Anderson before the 
pandemic about Walker’s short-term 
future, he would have reiterated 

Headquarters: Rocklin, California
Key management team: 
Jarrod Anderson, president and 
co-owner; Matt Anderson, vice 
president and co-owner; Laura 
Anderson, accounting; Randy 
Mayer, operations manager; Stuart 
Camerson, furniture director.
Online business: 40%
Key supplier: S.P. Richards

how the company strives to double 
its growth every five years. But for 
the rest of this year, he says the 
company wants to concentrate on 
something else. “I know we should 
focus on sales and technology and 
overall operations,” he explains. “But 
I want to forget sales for now; we are 
fine financially. If there’s one thing 
I’ve learned from the pandemic, it 
is appreciation—for our suppliers, 
our customers and especially our 
staff. It was a rough time, and now 
we need to stop and breathe. Before 
the pandemic, we had barbecues, 
after-work parties and birthday 
celebrations. When the pandemic hit, 
all that fizzled out. We want to go back 
to focusing on activities, on people and 
teambuilding. We want to take time out 
and enjoy the rest of the year. We want 
to enjoy normalcy because who knows 
how long it will last. We want to focus 
on having fun.”

Anderson’s advice for other 
independent dealers looking to 
thrive is simplistic, if not simple: “The 
competition is 
sophisticated 
and growing. 
We need to 
keep an open 
mind and a 
willingness 
to work 
together to 
keep our 
amazing 
independent 
channel 
relevant.”
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If you have news to share - email it to  
rowan@IDealerCentral.com

»

The scholarship committee for the Independent Office 
Products and Furniture Dealers Association (IOPFDA) 
has announced the winners of its 2022 scholarships. The 
committee, chaired by IOPFDA board member Robin King, 
former owner of Schwegman Office Supply, awarded a total 
of $41,000 to students pursuing higher education. 

“Congratulations to these deserving students on their 
scholarship awards,” said IOPFDA president Charlie 
Kennedy. “Each winner has demonstrated exceptional 
academic merit, leadership and motivation. We are proud to 
support their pursuit of higher education and wish them the 
greatest success in their future endeavors.”

The winners of the top four scholarship awards are:
Recipient Name IOPFDA Member Organization
Alex Vockrodt ...............Office Peeps
($5,000 scholarship)
Jennifer Mays ...............Howard D. Happy Company
($4,000 scholarship)
Jayden Yazzie ..............Butler’s Office Equipment and
($3,000 scholarship)      Supply Inc.
Jacie Stone ...................iCopy LLC/DBA iOffice
($2,000 scholarship)

The committee also awarded the IOPFDA Community 
Services award in memory of George A. Thompson. The 
winner was recognized for volunteering time and effort to 
community service and helping the less fortunate.
For more information, visit iopfda.org.

The winner of the $2,000 George A. Thompson Award is:
• Isabel Elimu, Essendant

The winners of the $1,000 scholarship awards include:
• Taylor Alton, The Paper Clip
• Mackenzie Anderson, Walker’s Office Supplies
• Jackson Bilbro, Carolina Office Supply & Furniture
• Madison Bors, Warrens Office Supplies
• Noah Collins, Essendant
• Abbie Dicken, Smead Manufacturing
• Kael Estes, Coastal Office Solutions
• AJ Ewing, COE Distributing
• Reagan Fries, Eakes Office Solutions
• Kendall Gillespie, Kennedy Office
• Elsa Johnson, Kennedy Office
• Rebecca Kaye, Weeks Lerman
• Madeline May, Essendant
• Em McCollum, Essendant
• Dillon McKinney, Eakes Office Solutions 
• Amanda Medina, Essendant 
• Ashley Nierman, Eakes Office Solutions    
• Ray Nierman, Eakes Office Solutions
• Taylor Phillips, Essendant
• Colton Porter, Porter’s Office Products
• Dylan Robinson, Essendant    
• Logan Salcido, Stinson’s Stationers
• Nehal Sharma, Essendant
• Tyler Sickmeier, Complete Printer Source, Inc.
• Brittani Wellen, Essendant

IOPFDA reveals 2022 scholarship recipients

mailto:rowan%40IDealerCentral.com?subject=
mailto:news%40IDealerCentral.com?subject=
http://iopfda.org
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Stay Competitive With Margin Accelerator
Why manage wholesaler pricing changes manually when Margin Accelerator 
can do it for you? Margin Accelerator is a comprehensive margin management 
program that protects dealers from volatile supplier cost changes and allows 
for granular pricing.

 � Protect your margins
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Dealer group Independent Suppliers Group (ISG)  
has reported back on the Connexions, powered by  
IS Contract event that took place in Florida at the  
end of May.

The three-day event, titled Collaborate, featured 
educational opportunities, team building, networking, 
guest speakers and an expo with one-on-one meetings—
all aimed at facilitating more meaningful collaboration 
between Connexions members and suppliers.

ISG members and suppliers were able to interact 
throughout the week and discuss new products and 
sales tools. The event also included a dealer panel 
discussion and a keynote from Sylvian Garneau, CEO  
of Canadian furniture specialist Groupe Lacasse.

Several awards were presented at Collaborate 2022:
• Small Dealer of the Year: Business Environment, 

Birmingham (AL)
• Dealer of the Year: OFDC, Fort Myers (FL)
• Vendor Lifetime Achievement Award: Howard 

Fineman, Boss
• Dealer Lifetime Achievement Award: Skip Ireland, COS

ISG holds Connexions workplace furniture event

http://www.gopd.com
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National accounts organization AOPD 
held a successful annual meeting at 
the Hyatt Regency Hill Country Resort 
and Spa in San Antonio, Texas in June 
under the banner Engage 2022.

The event kicked off with the Texas 
Welcome Reception, which was 
moved indoors due to the heatwave 
the area was experiencing at the 
time, pushing temperatures to around 
105º. Nonetheless, it gave dealers 
a much-needed chance to catch 
up in person, a little over two years 
since AOPD’s last Engage event 
pre-pandemic.

The following morning saw the 
opening session, which included a 
short speech by AOPD executive 
director Mark Leazer and the 
president’s address, given by Beth 
Freeman, in which she highlighted 
the group’s growth, with a 19 percent 
overall increase in contract numbers in 
the year to date.

Freeman’s speech was followed 
by a highly entertaining keynote by 
sales strategist Meridith Elliott Powell, 
who encouraged attendees to attain 
and follow a “relentless vision,” with a 
nine-step program in order to thrive in 
business.

The rest of the day, dealers attended 
one-to-one meetings with vendors, 
peer-sharing networking sessions 
and, for the first time this year, group 
marketing workshops. There was also 
a session headed by AOPD’s national 
sales manager Tom Buxton entitled 

“Why AOPD?” in which he highlighted 
the organization’s total dealer sales of 
$1.8 billion and the support services 
offered by AOPD to help dealers land 
and service national accounts.

The following morning saw the 
election of a new AOPD board 
of directors, with the following 
appointments being made:
• President – Beth Freeman, FSIoffice
• Vice President – Dutch Jones, The 

Supply Room Companies
• Treasurer – Wayne Stillwagon, 

Miller’s Supplies at Work
• Secretary – Justin Carpenter, 

Stationers
• Director – Jon Rossman, Chuckals
• Director – Lincoln Dix, Storey 

Kenworthy
• Director – Tommy Sansom, 

Officewise

After another day of one-to-one 
and marketing workshops and a 
presentation by AOPD’s recently 
appointed national healthcare sales 
director Betsy Hughes, the meeting 
closed with a cocktail reception and 
awards dinner.

The AOPD awards recognized dealer 
success in 2021. The winners were:

• Perry’s Office Plus: Highest 
percentage growth by a 
contracting dealer

• FSIoffice: Highest dollar growth by 
a contracting dealer

• Coastal Office Products: Highest 
percentage growth for the National 
Cooperative Purchasing Alliance 
(NCPA) contract

• A-Z Office Resource: Highest dollar 
growth for the NCPA contract

• Office Basics: Highest percentage 
growth for the Premier contract

• Warehouse Direct: Highest dollar 
growth for the Premier contract

AOPD presented the President’s 
Award for dealers to Rob Johnson of 
A&W Office Supply, with Patricia Lin 
from Procter and Gamble Professional 
as the business partner recipient. 

Also recognized were long-time 
AOPD employees Shelley Tousignant 
(15 years) and Angela Sumner Price 
(20 years) for their dedication and 
commitment to the organization.

“We were excited to introduce some 
new wrinkles to our format,” said Mark 
Leazer. “I have received positive 
reviews for our new group marketing 
workshops, while the one-to-ones, 
as usual, provided a private forum 
for dealers and business partners to 
collaborate on growing sales.

“It was wonderful being together 
again in person for Engage 2022. 
It was great to see everyone. In 
my view, the engagement we saw 
between fellow dealers and between 
dealers and business partners was 
maybe the best ever. I attribute some 
of that to just being together again in 
this format in person.”

AOPD’s president, Beth Freeman 
added: “After a successful Engage 
2022, AOPD is well prepared to 
continue on its growth track for the 
remainder of the year. The opportunity 
to meet with dealers and business 
partners is always time well spent.”

AOPD gathers in Texas for annual meeting

»

Above (l-r): Mark Leazer (AOPD), 
John Moyer (Warehouse Direct), 
Betsy Hughes (AOPD), Tom Buxton 
(AOPD), Kim Leazer (FSIoffice), Shelli 
Hellinghausen (Perry Office Plus) and 
Matt Donaldson (A-Z Office Resource)
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Wholesaler Essendant held two events in June, one for 
reseller customers and the other for suppliers.

Its virtual customer townhall took place on June 15. 
This was a special 90-minute event that featured updates 
from Essendant’s leadership, a guest presentation from 
economist Brian Beaulieu, and a Q&A session with senior 
Essendant execs.

As senior vice president of sales Renee Starr noted: 
“Given the continued state of change we find ourselves in, 
we wanted to bring perspective on the concerns customers 
have brought up to us and share updates on activities we 
are doing to support customer success.”

One of the most pressing issues, said the wholesaler, 
is the state of the economy and inflation. To address 
this, Brian Beaulieu, CEO and chief economist at ITR 
Economics, was invited to present. He emphasized the 
distinction between the headlines and the data, which, 
according to him, are not presently aligned. Whereas the 
headlines would suggest the state of the economy is very 
grave, he had a more optimistic outlook. He acknowledged 
there are still headwinds, such as continued inflation, but 
argued that the economic outlook may not be as grim as the 
headlines imply.

Customers also heard a strategic update from CEO Harry 
Dochelli. He illustrated the extent and pace of change 
pre-COVID-19 as well as the amount of change everyone 
has experienced during the pandemic. Accounting for 
this, his main message was the need to adapt. “We have 
to be continually ready for new challenges as they present 
themselves,” he said. “When they come, adaptation has to 
be the primary mode of operating from here on out.”

Essendant provided some examples of how it has been 
adapting to key challenges and market conditions. These 
included:
•  A multimillion dollar investment in a new product 

information management (PIM) system. This 
modernizes current capabilities—reducing complexities, 
adding agility and improving platform stability—and will be 
the master source for both rich and operational content.

As an Essendant spokesperson commented: “Upon 
implementation, the new PIM system will bring immediate 
efficiencies, allowing for faster item set-up that will 
support key business initiatives, like category expansion,

•  Vendor drop ship and Essendant Fulfillment Services. 
The PIM investment is a critical part of our enhanced 
content strategy, which also includes an expanded 
content team, higher content standards, better reporting 
on content quality, and increased investment with other 
content technologies – including 1WorldSync and 
Bazaarvoice.”

•  An enhanced vendor drop ship solution “provides 
another way to expand the product assortment to 
meet the evolving demands of the hybrid worker and 
workplace.” This was launched with just one vendor and 
tested extensively over the past 12 months.

“Based on the outcome from the initial launch, we are 
putting enhancements in place that will improve the 
customer experience and allow the program to scale,” 
the Essendant spokesperson added. “These include the 
addition of a virtual facility and lead-time messaging.”

•  The introduction of Essendant Fulfillment Services as 
a 3PL solution. As the wholesaler explained: “Essendant 
has added a number of fulfillment customers from within 
its ecosystem of existing manufacturers as well as those 
from outside of the industry. The capabilities that we have 
built over the past several decades as a world-class 
distributor, in conjunction with our expansive network, 
have proven to be a valued asset in the 3PL market.

“Essendant Fulfillment Services will continue to grow 
as a complementary business model to our existing 
wholesale business. Our first priority is to work with 
existing suppliers, as there are significant synergies on 
inbound shipments, storage and inventory turns.”

As at most Essendant events, the townhall also included 
a giving back segment where City of Hope was highlighted. 
Brooks Smith shared a video speaking about his personal 
experience with City of Hope and the current treatment his 
wife, Jennifer Smith, is receiving. It was a touching moment 
and brought home the reality of how cancer impacts each 
of our lives. A link was provided that directed attendees to 
view Jennifer’s story and donate directly to City of Hope.

Essendant’s Supplier Summit the next day featured key 
updates from the wholesaler’s leaders. Topics included the 
company’s merchandising strategy and Impact, its new 
supplier partner initiative.

Essendant updates customers and suppliers

https://ourhope.cityofhope.org/campaign/essendant-restoring-hope/c411858
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As the wholesaler explained: “The merchandising 
strategy is to be more active in managing our assortment 
at both the beginning and end of the item’s lifecycle. By 
clearing out unproductive SKUs, we can invest at the 
intersection of channel and category.

“Some examples of where we are looking to invest include 
foodservice, tech accessories supporting the hybrid work 
model, SOHO furniture, school supplies and pack and 
ship. Additionally, we want to expand the ways in which 
our customers can receive product from us. For example, 
we will create an expanded assortment through our vendor 
drop ship program.”

Regarding Impact, Essendant said the program is 
replacing its Preferred Supplier program and is “built 
around four strategic pillars to give supplier partners the 
best return on their relationship with Essendant.”

Those pillars are: strategic partnership, digital marketing, 
sales and customer engagement, andiInventory and supply 
chain collaboration. Additionally, Impact is structured at the 
supplier level rather than awarding preference at a supplier/
category level.

The summit also included Essendant’s 2022 Supplier 
Awards. The categories and winners were:
• Rising Star: Green Rabbit
• Content Excellence: Brother
• Supply Chain Excellence: Lexmark
• Portfolio Management: Morcon
• Sales Collaboration: GOJO
• Supplier of the Year: 3M

In addition to the above, Essendant has announced the 
expansion of its digital market consulting services. These 
were launched in 2021 and initially offered consultative 
support from search engine optimization guru Jim Cooper. 
This was designed to help resellers improve their online 
presence and enhance their customer acquisition efforts.

Now, the initiative has been expanded to include site 
search consultation with Brian Leo, an expert with 25 
years of experience in the industry and with site search. 
He can help dealers “optimize search and understand 
customization features to yield faster, more relevant results 
and an improved user experience.”
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  SUSTAINABILITY  
  IS IN OUR DNA  

FOR MORE 
INFORMATION 
Please go to the following link.
www.marketing.bisilque.com/earth-collection

Sustainability is essential in everything we do as a company.
From the product concept design, through the development, procurement of the 

components, manufacturing, to the distribution of the products to the customers.

Demonstrate your commitment, by selecting your Visual Communication products 

from our Cradle to Cradle CertifiedTM EARTH product range.

http://www.marketing.bisilque.com/earth-collection
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In what at first glance looks like 
a surprising decision, The ODP 
Corporation (ODP) has decided 
not to divest its retail business and 
consumer-facing website officedepot.
com.

In a press release, ODP said its 
board had “unanimously determined it 
is in the best interests of the company 
and its shareholders not to divest the 
consumer business at this time.”

OPD stated: “In reaching its 
conclusion, the board was assisted by 
its financial and legal advisors, and its 
process included further discussions 
of the non-binding proposals with the 
potential buyers to ascertain additional 
details about the proposed terms 
and conditions. It also consisted of 
evaluating the expected value to the 
company of such proposals, taking 
into account the proposed structure, 
economic terms, certainty, expected 
timing and potential regulatory 
requirements.”

In addition, ODP has confirmed it will 
not resume its previously announced 
split into two publicly listed entities—a 
process that had been put on hold 
while the two offers for the consumer 
business were on the table. Citing 
“current market conditions,” ODP said it 
will maintain all of its businesses under 
common ownership.

“Given current market and 
macroeconomic conditions, as well as 
the benefits of maintaining purchasing 
and supply chain synergies, the board 
has determined that now is not the 
right time to further pursue separating 
the company into two independent, 
publicly traded companies,” said ODP 
chairman Joe Vassalluzzo.

He added: “However, the completion 
of our internal reorganization will 
make such a potential separation 
substantially simpler should the 
company determine to resume the 
separation process following a change 
of market conditions in the future.”

For the foreseeable future, ODP will 
therefore comprise:
• Office Depot LLC: Its retail 

operations, with around 1,000 
Office Depot and OfficeMax retail 
locations, and the officedepot.com 
e-commerce presence.

• ODP Business Solutions LLC: The 
B2B arm serving small, medium and 
enterprise-level companies (odp.
business.com). This includes the 
contract sales channel of ODP’s prior 
Office Depot Business Solutions 
Division; Grand & Toy in Canada; 
and ODP’s Federation Entities, 
which comprise more than a dozen 
regional office supply distribution 
businesses acquired by ODP, and 
which continue to operate under their 
own brand names.

• Veyer LLC: ODP’s supply chain, 
distribution, procurement and global 
sourcing operation (veyerlogistics.
com). Veyer procures and distributes 
products for both Office Depot LLC 
and ODP Business Solutions LLC, as 
well as third-party customers.

• Varis LLC: ODP’s B2B digital 
platform technology business, 
focused on “transforming digital 
commerce between buying 
organizations and suppliers” 
(govaris.com).

ODP CEO Gerry Smith commented: 
“Completing the realignment of our 
operating businesses enables our 
dedicated management teams to 
focus on meeting their respective 
customers’ needs and implementing 
channel-specific go-to-market 
strategies.”

He added: “By the end of the year, it 
will also enable us to provide greater 
visibility to our investors about these 
operating businesses’ performance 
on a go-forward basis. Moreover, 
because of the current scaling benefits 
derived from operating under The 
ODP Corporation holding company 
structure, Office Depot, ODP Business 
Solutions, Veyer and Varis are better 
together as a value-creating enterprise 
at this time.”

CFO Anthony Scaglione provided a 
brief trading update.

“For the second quarter of 2022, we 
expect consolidated revenue to be 
approximately $2 billion and adjusted 
EBITDA in a range of $85-$90 million. 
We continue to expect our full-year 
2022 results to be in line with the 
previous year and will provide more 
details regarding our operating 
segment realignment and long-range 
outlook, including capital allocation 
and returns, in the coming months.”

ODP rejects retail buyout offers
Industry News CONTINUED FROM PAGE 20
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https://www.officedepot.com/
https://www.odpbusiness.com/
https://www.odpbusiness.com/
https://www.veyerlogistics.com/
https://www.veyerlogistics.com/
https://www.govaris.com/
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Zebra Pen veteran Clem Restaino has been promoted to 
a group position by the manufacturer’s parent company in 
Japan.

Restaino was one of the company’s first hires in the 
U.S. following the founding of the Zebra Pen Corporation 
subsidiary in 1982. Twenty years later, he was named 
president of the unit, a position he has occupied since then.

Recognizing his role in the development and growth of the 
U.S.-based operation, Zebra Corporate has now promoted 
Restaino to the position of executive officer within the global 
organization. This is a milestone in Zebra’s history, as it is the 
first time an employee from a subsidiary outside Japan has 
been named as an executive officer.

Restaino will still have sole responsibility for the U.S. and 
Canada, but will now become closer to Zebra’s subsidiaries 
in Mexico and Europe. This will involve assisting them in 
the effort to align the manufacturer’s subsidiaries as far as 
possible to further Zebra’s global advancement.

Meanwhile, the firm has promoted Jason Levin as it looks 
to further develop its retail channel. Levin was named 
national sales manager—retail after helping Zebra grow 
with retail customers over his past nine years at the supplier. 

He previously worked for leading U.S. pencil brand Dixon 
Ticonderoga.

Zebra said its presence in the omnichannel space is 
continuing to expand due to its ability to provide solutions to 
both the core and creative customer—with its “power brands” 
such as Steel and Z-Grip and recent additions like ClickArt.

Promotions at Zebra Pen

®

WE EXTEND INDEPENDENT  
DEALERS’ REACH
“AOPD isn’t just contract access and national 
account ability.  AOPD makes your business 
stronger by having an incredible team behind 
it that allows you to grow your business.”
Justin Carpenter
Stationers, Inc / Smith & Butterfield
Huntington, WV 
AOPD Member since 1998

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

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

Industry News CONTINUED FROM PAGE 22
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Sales and marketing agency Highlands 
has appointed Dylan Huggins as director 
of strategy and analytics.

Huggins will lead the creation of 
analytics and insight capabilities for the 
Highlands team. He will be responsible for 
coordinating sales forecasts and driving 
cross-functional alignment to develop 
strategies that maximize revenues. 

He lives in Atlanta, Georgia and 
previously worked for familiar industry 
names like Georgia-Pacific, Zep and HD 
Supply.

“Dylan is a great fit for Highlands due 
to his extensive background in strategic 

analytics, pricing strategies and channel 
management for manufacturing and 
distribution,” said Seth Raley, president 
of Highlands B2B. “The creation of this 
new role is important as it will assist our 
team with critical analysis to drive strategic 
sales targets by client, customer and 
geography.”

Meanwhile, Katie Nybo has joined the 
company as a business development 
manager for the Northwest U.S. She will 
be responsible for strengthening customer 
relationships with key accounts in the 
states of Washington, Oregon, Idaho, 
Montana, Wyoming and Alaska.

Highlands makes new appointments

»

Acme United has made a bolt-on acquisition in the first aid 
category.

The U.S.-based supplier has acquired the assets of Safety 
Made, a leading manufacturer of first aid kits for the promotional 
products industry, for an undisclosed price. Safety Made—
which was founded in 2017—generated revenue in 2021 of 
approximately $4.9 million and EBITDA of around $1.2 million.

The company is located in Keene, New Hampshire and 
employs 24 people. Safety Made’s founders and management 
will be joining Acme.

“We believe the acquisition of Safety Made provides a 
platform to expand sales of personalized products to many of 
Acme United’s domestic and global customers,” said Acme 
CEO Walter Johnsen. “Although its primary business today is in 
first aid, we see opportunities in all our product ranges.”

Acme acquires

Steelcase has agreed to acquire 
a Minnesota-based designer and 
manufacturer of precision-tailored 
wood furniture for the workplace.

The global contract furniture giant 
is set to buy HALCON in a deal worth 
up to $135 million. Stewartville-based 
HALCON was founded in 1977 by Peter 
Conway and specializes in custom 
wood and executive-level tables, 
credenzas and desks. In the trailing 
12 months to the end of April 2022, it 
posted revenue of around $70 million 
and had a backlog of customer orders 

of approximately $56 million.
The acquisition—which is 

expected to close during Steelcase’s 
June-August quarter—involves 
acquiring HACON’s equity for 
$127.5 million, with a potential further 
consideration of up to $9.5 million 
payable over three years, dependent 
on the achievement of certain 
performance targets and the continued 
employment of Conway. Steelcase 
intends to fund the deal using cash on 
hand and availability under its credit 
facility.

“We see many opportunities for 
growth between the two companies 
going forward, including geographic 
expansion, portfolio enhancement and 
continued revenue gains in HALCON’s 
existing core markets,” said Steelcase 
chief revenue officer Allan Smith.

Steelcase to acquire US furniture firm
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Writing instruments vendor uniball has 
announced a rebrand of its operations 
in North America.

The company will now be known 
simply as uni, a change it says has 
come as it expands its product ranges 
and market share via a brand portfolio 
that includes uniball, POSCA and 
EMOTT.

President Mike Parker said it was 
more than a name change. “It’s a 
fresh commitment to our future that 
will widely expand our portfolio of 
product solutions in the writing, art and 
creativity market segments,” he stated.

uni has projected its North American 

business will exceed $120 million in 
annual revenue by 2025, essentially 
doubling in less than five years. While 
the threat of digitization has been well 
documented, uni noted that digital 
penetration on tablets has plateaued, 
with a number of sub-categories in 
the writing and art and craft segments 
“maintaining high levels of consumer 
relevancy and sustained growth.”

“uni is driven by consumer and 

category insights which have 
demonstrated a clear path to move 
into new market segments,” it said 
in a press release. “A robust R&D 
group focused on new designs and 
new ink solutions, and proprietary 
product innovations that include 
self-sharpening pencils and archival 
ink formulations, ensures the company 
… continues to meet the needs of 
today’s creators.”

Rebrand for uniball

»

American Tombow Inc. announced 
the retirement of president and CEO 
Jeffery Hinn, effective June 30, 2022.

 Hinn, who joined the company 
in 2008, served as president and 
CEO for nearly 13 years and in 2016 
became the first American member of 
Japanese-based Tombow Pencil Co. 
Ltd’s board of directors. During his 
time at Tombow, Hinn redefined the 
company’s direction and approach to 
going to market while doubling annual 
sales.

 “Throughout my career, my 
ultimate goal was to run a company 
or a division of a company,” Hinn 
said. “I’m extremely proud of what 
we’ve been able to accomplish at 
Tombow during my time here. I took 
over the business at a challenging 
time and it’s rewarding to now look 
back and see that we’ve gone up that 
hill and accomplished our goals by 
implementing concepts and ideas that 
have really benefited the organization.”

 Prior to joining Tombow, Hinn 
spent more than 25 years working 
on consumer products sales and 
marketing. In retirement, he plans to 
spend time with friends and family, 

stay active, and travel.
 Succeeding Hinn as president and 

CEO is Takao Midorikawa, who has 
worked for Tombow in Japan for more 
than 20 years. Midorikawa began 
his career at the firm by managing 
internal communications between 

its Japanese headquarters and 
American subsidiary. For the past 10 
years, he has managed the export 
division, which includes managing 20 
different countries. Midorikawa is also 
a member of Tombow Pencil Co. Ltd.’s 
board of directors.

American Tombow president and CEO announces retirement



Mark your calendar now to attend 
Industry Week ’22 this November!

Location:  Caesars Palace, 
 Las Vegas, Nevada
Dates:  November 6 - 11, 2022

This gathering of ISG Members, Suppliers, and Industry Partners 
is the biggest week of the year in the business products industry. 
Take advantage of the single greatest networking event under 
one roof and learn about the latest and greatest business 
products industry developments.
 
Through educational seminars, Pinnacle 1on1 dealer/supplier 
meetings, peer networking, and other exclusive events, you will 
have the ability to showcase what your company has done to be 
successful in the current business environment. You will also 
have the chance to learn new strategies to become even more 
pro�table in the future. From the ISG General Session to the 
Exhibitor Tradeshow, there is no shortage of opportunities to 
grow your business!

The Biggest Business Products Industry Event of the Year – Industry Week ’22!

Registration opens in July!

Note: Before heading to Las Vegas for Industry Week ’22 make sure you register 
and vote ahead of the Tuesday, Nov. 8, 2022 election day deadline. 
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Paper Excellence has wasted no time in capitalizing on its recent 
Domtar acquisition to accelerate consolidation in the North 
American pulp, paper and packaging markets.

Just a few months after closing its $3 billion deal for Domtar, 
Paper Excellence has announced it is to purchase Canada-based 
Resolute for an enterprise value of around $2.7 billion.

Resolute will become a wholly owned subsidiary of Domtar, 
under the auspices of the Paper Excellence Group, and continue 
to operate on a business-as-usual basis under the Resolute 
name. The Resolute management team will remain in place at 
the company’s headquarters, meaning Montreal will become 
an important hub for the group’s North American businesses. 
Furthermore, Paper Excellence said it plans to retain Resolute’s 
production locations and levels of jobs.

Paper Excellence said it intends to support Resolute 
management’s existing growth strategy, focused on strategic 
investments in its lumber and pulp businesses, and “maximizing 
the value” of its paper and tissue businesses. It also plans to 
undertake a detailed feasibility study for the eventual conversion of 
Resolute’s Gatineau, Quebec, newsprint mill to the production of 
packaging paper.

Further paper market 
consolidation in North America

New Jersey-based laser printer parts manufacturer 
Metrofuser has been selected as an authorized parts 
reseller for genuine HP products.

As an authorized distributor, Metrofuser will offer a 
wide selection of the newest fusers and maintenance 
kits as well as other break fix components. To help 
third-party service providers, Metrofuser’s website 
hosts an extensive library of technical resources, 
including a how-to videos, along with product data 
sheets, technical service bulletins and other helpful 
information.

“Metrofuser focuses on complete and high-quality 
offerings, and we are extremely proud that HP selected 
Metrofuser as an authorized parts reseller for the U.S. 
market,” stated Eric Katz, co-president at Metrofuser.

“Adding genuine HP printer parts to our line-up will 
enhance our existing abilities of providing break fix 
solutions including parts, technical support, technician 
training to America’s top third-party service providers 
and resellers,” said fellow co-president William 
DeMuth.

Metrofuser named as 
reseller for HP

»

http://www.ssiop.com
mailto:sales%40ssiop.com?subject=
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INDEPENDENT DEALER 
was saddened to learn of 
the passing of Xerox CEO 
John Visentin.

The company said 
that Visentin—who was 
59—passed away on June 
28 due to complications 
from an ongoing illness. 

Visentin joined Xerox 
as CEO and vice 
chairman in 2018 after 
activist shareholder Carl 
Icahn became a major 
shareholder in the print 
and technology company. 
Prior to that, he had 
managed multi-billion 
dollar businesses in 
the IT services sector, 
including IBM Canada, 
IBM and Hewlett Packard 
Enterprise.

In his four years at Xerox, 
he oversaw the failed 
attempt to acquire HP Inc 
and led the OEM through 
COVID-19, a time when 
demand for Xerox’s core 
office print and document 
services offerings 
plummeted. More recently, 
Visentin had been crafting 
a strategy to diversify 
Xerox, creating a separate 
financial arm and spinning 
out technology-oriented 

businesses from the 
company’s PARC 
innovation center.

“John was a visionary 
leader who navigated 
the company through 
unprecedented times and 
challenges,” said Xerox in 
a statement. “Well-known 
and respected throughout 
the industry, his strategy 
ensured Xerox’s leadership 
position in office and 
production print technology 
and expanded the 
company into helping solve 
secular challenges with 
innovative solutions. John 
was passionate about his 
workforce and an inclusive 
leader known for his ‘One 
Boat, One Team’ call to 
action and mentality.”

Xerox chairman Jim 
Nelson commented: “Since 
joining the company in 
May 2018, John drove 
Xerox forward. As a 
champion for innovation, 
he embraced and 
enhanced Xerox’s legacy 
as a print and services 
provider and embarked 
on a transformative 
journey that broadened 
the company’s expertise 
and offerings to digital 

and IT services, financial 
services and disruptive 
technologies. John’s drive, 
energy and commitment 
to the business and its 
customers, partners and 
employees will be greatly 
missed.”

Steve Bandrowczak, 
who has been Xerox COO 
since 2018, will serve as 
interim CEO. He currently 
develops and executes 
global operations strategy 
for Xerox; the company’s 
business support functions, 
including business 
strategy, product and 
service delivery and 
information technology; 
as well as the company’s 
newly formed software and 

innovation businesses.
“We are all greatly 

saddened by this tragic 
news and are keeping 
John’s family at the 
forefront of our thoughts 
at this difficult time,” said 
Bandrowczak. “His vision 
was clear, and the Xerox 
team will continue fulfilling 
it—not only to deliver on 
our commitments to our 
shareholders, customers 
and partners, but also to 
pursue John’s legacy.”

Xerox added: “The 
Xerox family is profoundly 
saddened by this untimely 
event and extends its 
heartfelt condolences 
to John’s wife, his five 
daughters and his family.” 

In Memoriam: John Visentin, Xerox 

NOT A SUBSCRIBER? 
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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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Hey Congress: don’t 
forget about small 
businesses

IOPFDA News

»

Supposedly, the economy is humming, and the effects of 
COVID-19 and lockdowns are a thing of the past. That is, 
of course, if you listen to and believe what’s coming out 
of Washington today. However, in reality, this couldn’t be 
farther from the truth. Yes, we have seen an uptick in the 
economy (for some); but the road to recovery continues 
for a lot of small businesses. And that road to recovery we 
have heard so much about becomes even rockier when 
Congress and the president make promises to us and then 
pull that money to pump it into another of their vote-grabbing 
projects. That’s exactly what has happened with the 
employee retention tax credit (ERTC).

I think when Washington talks recovery, they see the 
numbers the Fortune 500 companies are posting and 
assume positive profits mean everyone is doing equally 
well. But the reality is small businesses continue to struggle. 
From 2020 to 2021, Congress pumped over $10 trillion into 
the economy. Some of that money was earmarked for small 
businesses. That was great at the time; but as the pandemic 
went on, small businesses proposed more beneficial and 
fiscally responsible programs that were dismissed.

Programs like the Paycheck Protection Program were 
flawed and riddled with abuse. We saw people who got 
“free” money dedicated for small businesses spend it on 
expensive cars or plastic surgery for their wives. The other 
challenges were the rules. Congress put a lot of limitations 
on how these funds could be spent. My business needs 
may be different than yours and Congress missed that. It’s 
like asking someone to pound a square peg into a round 
hole—it just doesn’t work. 

We are grateful that Congress acted when COVID-19 
hit; but now, more than two years after the start of the 
pandemic, small businesses continue to struggle. And 
that struggle becomes even harder when gas has hit $5 
a gallon or higher. It’s hard when inflation continues rising 
to an all-time high (8.6 percent at the time of writing). Now 
factor in the continued challenge of getting workers. Factor 
in people demanding higher wages than we can support. 
This includes the amount of time it takes to recruit new 
employees only to have them go through the process and 
then not show up for the job. All in an effort to keep collecting 
those free federal benefits. Finally, take into account all 
the red tape COVID-19 has caused for us and it’s easy 
for anyone outside Washington to see how we are still 
struggling.

One thing small businesses desperately needed in 2021 

By: Paul A. Miller, legislative counsel
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Representing o�ce products and furniture dealers, 
manufacturers, wholesalers, manufacturers representatives, 
and associate service providers. We provide the information, 
knowledge, and tools that members need to be successful in 
today's ever-evolving business environment.

Benefits and Resources
Advocacy
Providing representation in Washington D.C. on tax reform, 
healthcare reform, and broadening access to government 
contracts through GSA partnerships.

Health insurance
Gain access to a ordable and customizable medical insurance 
plans that fit your business and employee needs.

Scholarship Program
Awarding scholarships to deserving families of o�ce products 
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JOIN TODAY 

Contact us at 630-506-6891 or email: info@iopfda.org

Join the Independent O�ce Products 
and Furniture Dealers Association 

was the passage of legislation that offered employers a 
tax credit to keep people employed. With unemployment 
hitting 10 percent or more during the height of the 
pandemic, Congress created the ERTC to help stem the 
unemployment numbers. Who did they look to for that help? 
Small businesses, of course. Keeping people employed was 
mutually beneficial to us as well. But if we’re being honest, 
keeping people employed was a bigger help to Congress 
than it was to our businesses. The ERTC helped stop the 
unemployment bleeding. Small businesses designed their 
short-term strategy around the ERTC, which helped them 
focus on other areas of recovery. 

But that all changed when Congress needed money for 
its infrastructure proposal. There isn’t much bipartisanship 
in Washington today; so when they see an opportunity and 
need, they jump on it. In part for the good of the country, 
but more for their own political survival. I know this sounds 
cynical, but what would you call it when Congress allocates 
money to small businesses to help them, and claims to be 
saving small businesses (which it knows will get votes), only 
to then take that money away to fund another pet project? 

The ERTC was a real lifeline for a lot of small businesses. 
It meant on average $33,000 per employee if an employer 

kept them in their job. That was a real saving for small 
businesses which saw their pipeline of business dry up. 
Small businesses needed to keep their employees in order to 
help rebuild. No employees meant shuttering your doors at 
the time. 

This is why IOPFDA continues to lead the fight to reinstate 
the ERTC. We believe the ERTC needs to continue through 
2023, but our first fight is to get the fourth quarter of 2021 
paid. This is money Congress promised to us and the 
president signed into law. Both broke that promise to 
satisfy their own agendas. IOPFDA is working closely with 
allies like Rep. Carol Miller (R-WV), who is a small business 
owner herself, to make sure her legislation—H.R. 6161, 
the Employee Retention Tax Credit Reinstatement Act—
becomes law this year. IOPFDA is also working with Sen. 
Maggie Hasan (D-NH) on a Senate companion: S. 3525, the 
Employee Retention Tax Credit Reinstatement Act.

We have a long way to go to get this legislation to the 
president’s desk for a second time, but we are doing 
everything we can to make that happen. This is an election 
year; so when your members of Congress ask for your vote, 
let them know that votes are earned and restoring the ERTC 
will help them earn your vote.

mailto:info%40iopfda.org?subject=
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By Lisa Veeck

Why sustainability is good for business
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“Sustainability” is increasingly a 
buzzword in companies of all sizes 
and the IDC is no exception. Around 
the country, dealers are tapping into 
the sustainability trend in diverse ways 
and discovering that it can make a 
difference not only to the planet, but 
also to their bottom line.

Eight years ago, Palace Business 
Solutions, Santa Cruz, California, 
decided to go solar. Today, the 
company produces 43,250 kilowatts 
of solar power annually, accounting 
for up to 95 percent of its building’s 
energy use. According to CEO Gary 
Trowbridge, saving energy was a 
motivator—but far from the only one. 

 “California is a green state and Santa 
Cruz is hyper-green,” he says. “It’s 
the right thing to do to get off the grid. 
We want to make a difference and our 
customers want to buy from a local, 
sustainable company. We’ve been 
doing this for years, so sustainability 
is part of our elevator pitch, our value 

proposition: ‘Partner with us and you 
are partnering with a local, sustainable 
company.’” 

While its solar empowerment is 
impressive, this is far from the only 
initiative that has earned Palace 
sustainable bragging rights. “We were 
the first company to be green certified 
by the Monterey Bay Green Business 
program, which is part of the California 
Green Network,” explains Trowbridge. 
“We are audited every three years to 
ensure we are still doing what we need 
to be doing right.”

And recycling is another thing the 
company is doing right. “We are lucky 
to be next door to a senior center that 
makes its money from recycling,” says 
Trowbridge. “We’ve been supporting 
it for over 20 years. The seniors also 
have a little store where they resell 
refurbished items and a place they 
take old technology, like computers 
and printers, that recycles every part, 
including wires. Apparently, there’s 

good money in it, and it’s great for us 
because we are helping the planet; 
but not only that, the money goes to 
help seniors in our community. We 
also have recycling bins and once a 
week we remind employees to check 
nothing is in the trash bin that should be 
in recycling. We also have done other 
things, like moving from paper cups to 
glass in the office.”

BOS Holdings, Tampa, Florida, 
is a 100 percent employee-owned 
consortium of American businesses 
focusing on commercial office 
interiors, including new, used and 
remanufactured office furniture. 
According to chief marketing officer 
George Lucas Pfeiffer, the different 
factions provide a sustainable 
advantage. 

“Each business works together,” 
he explains. “BOS is mostly large 
furniture and was the first Haworth 
dealer in 1974. When a company 
wants new furniture, we talk to them 

»
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about decommissioning their existing 
furniture. We help clients understand 
their options for recycling it. Our 
AIS business focuses on used and 
remanufactured furniture; 80 percent of 
the time, we can find a startup looking 
for used furniture or a mix of new and 
used. Commercial furniture has a long 
life, so a lot of it is still in good shape. 
Often we can credit or give money 
back to the original owner. We can also 
tell our customers a sustainable story: 
how, when they refresh and choose 
a new solution, their old inventory will 
be repurposed and resold instead of 
going to landfill.”

According to Pfeiffer, the 
sustainability story doesn’t stop 
with the dealer: “The manufacturers 
you pick are also how you create a 
sustainable story. Haworth is incredibly 
sustainability focused. We source 
from more than 300 manufacturers 
and one important thing to us as an 

organization is choosing manufacturers 
with sustainable systems. Knowing 
manufacturers are aiming for zero 
waste and practicing sustainable 
sourcing is important to customers 
today.”

But at some point, the life of even 
the toughest furniture must end. “If we 
can’t reuse it ourselves, we donate it to 
nonprofits,” Pfeiffer says. “We also try 
to recycle when the life is over, using 
the fabric as shipping material and 
recycling other components.” 

Some of the ways BOS has found to 
recycle these components are both 
creative and cost cutting.  “When I was 
hired, I was told we needed to become 
80 percent waste free and that was 
my goal for our team,” says Florida 
warehouse manager Leon Ferguson. 
“I did some research and was able to 
get in contact with our local recycle 
company and add a recycle bin to 
our facility to save costs and become 

a green company. But in my opinion, 
that was not enough because it only 
covered 50 percent of our waste from 
wood and Styrofoam. I reached out to 
many people to see if we could recycle 
our pallets, wood and Styrofoam. 
I came across a family that was 
interested in this waste. So for the last 
year, I have teamed up with this family 
and it’s been a win-win. They remove 
our pallets, wood and Styrofoam 
weekly. They then take them home 
and recycle them in many home DIY 
projects. They have created a privacy 
fence, planters, bookshelves and a tiki 
hut; and built the interior of their pool 
enclosure.” Today, Ferguson says the 
Florida facility recycles 90 percent of its 
waste, which has saved the company 
over $25,000 a year in waste removal 
costs.

And BOS isn’t the only company with 
sustainable feelgood stories to share. 
“HP has a great closed-loop recycling 
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program for its ink cartridges,” says 
Trowbridge. “In addition, a study 
found that Haiti puts more plastic 
bottles in the ocean than any other 
country: there’s no clean water there, 
so everyone drinks bottled water; but 
there’s no trash pickup service, so most 
of the bottles get tossed in the rivers 
and eventually make it to the ocean. HP 
went to Haiti and told the people they 
would pay X amount in the country’s 
currency for the bottles and ship them 
out. It turned out that the plastic made 
HP’s cartridges stronger. So now 
some of the poor in Haiti can sustain 
themselves financially by collecting 
bottles; HP has a better product; and 
there are fewer bottles in the ocean.”

According to Trowbridge, 
sustainability is good both for 
business and for the planet’s 
future. “Sustainability is key for next 
generations,” he says. “Say what you 
will about public education, but one 
thing it does well is teaching kids about 
sustainability and they bring this to 
the workforce. Many younger people 

Cover Story CONTINUED FROM PAGE 34

don’t want to work for or do business 
with a company that does not practice 
sustainability.”

While Trowbridge couldn’t put a 
dollar amount on the business that 
comes directly from the company’s 
sustainability efforts, he says: “I can tell 
you that because of our commitment 
to being a green, sustainable 
company, and because we offer as 
many sustainable/green products as 
possible, I know many organizations in 
the public sector and schools choose 
Palace because of who we are and 
what we offer.”

A sustainable message
FSIoffice, headquartered in Charlotte, 
North Carolina, has been selling 
sustainable solutions for some 
time. “Our motivation to focus on 
sustainability and green products 
was based on customer demand,” 
says executive vice president Beth 
Freeman. “There was so much demand 
that in 2000, we held an Eco Expo 
focused on green products. Over time, 

we used our sustainability initiative to 
explore how we could be more efficient 
and reduce costs. For example, we 
looked at how we could deliver less 
frequently. We realized it was more 
efficient to deliver a set number of 
times a week versus next day for a box 
of pens. A big part of sustainability is 
not delivering things that aren’t vital 
every day.”

While some believe eliminating 
next-day delivery can be difficult in 
an industry that has promoted it for 
so long, Freeman believes the secret 
lies in the (verbal) delivery: “When you 
present it as a sustainability initiative, 
customers are a lot more receptive to 
it versus saying we only want to deliver 
once a week.” 

Trowbridge also believes messaging 
is key to securing sustainable customer 
buy-in. If what he calls “cause” 
marketing is done right, he suggests, 
it can improve your image and bottom 
line: “The next generation wants to 
know what you are doing to preserve 
where they live. For example, we ran a 
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campaign where we planted a tree in 
the sustainable forest near Lake Tahoe 
for every case of paper purchased. 
It’s a great way to clear the air and 
refresh the forest. The last time we did 
the promotion, we planted 1,000 trees, 
using the money the manufacturer 
would rebate us. In October, we said 
for every case of paper bought, we 
would buy 10 meals for the homeless. 
We paid for 20,000 meals. Customers 
cared about that more than the $1 they 
would receive and we sold 20 to 30 
percent more product.”

Sustainable challenges 
But despite the positive impact that 
sustainability has both on the planet 
and on company profits, it also poses 
some challenges.

“Recycling has become harder in 
the last three or four years,” admits 
Gary Molz, co-owner of EZ Office 
Products, Madison, Wisconsin. “The 
fact that China is no longer taking any 
of the U.S. garbage makes it tougher; 

»

although ultimately, this is good for the 
planet since that trash was basically 
just being allowed to pile up. Believing 
stuff is being recycled feels good; 
but at the end of the day, it is usually 
cheaper to produce products from raw 
materials. Sadly, too often, it’s more like 
reduce, reuse, recycle, repurpose, rot.”

Molz maintains that we can all learn 
a sustainable lesson from the past. “I 
think sustainability is about producing 
less waste,” he says. “During the 
Depression, people practiced 
sustainability because they had to. In 
the 1950s and 1960s, people had two 
pairs of shoes. They cost more and 
represented a sizeable percentage 
of their salary. Today, some people 
have 200 pairs of shoes. As a society, 
we shifted to disposable. We can 
shift back. It’s an ebb and flow and a 
constant struggle; but if the mindset 
is not to waste, you can find a way. 
Often people are buying something 
they don’t need made by a worker who 
gets paid eight cents an hour in China. 

They could buy something made in 
the U.S. by someone earning a fair 
wage. It may cost more upfront, and 
some can’t afford to do this, but it is 
more sustainable. We need a cultural 
shift. If there is interest in buying more 
sustainable products, it’s important to 
set up a sustainable system.”

Molz goes on to suggest it’s 
the system that reigns supreme. 
“Sustainability is not all about, ‘Can I 
buy a towel that is made of recycled 
material?’” he says. “Customers are 
looking to be part of something bigger 
versus a one-time product buy. They 
are looking at the sustainability of 
the whole system. A pen made of 
recycled bottles is nice, but customers 
are more interested in knowing if the 
manufacturer’s processes and the 
supply chain are sustainable.”

In Freeman’s view, customers care 
about both sustainable systems and 
green products; and once again, it all 
comes down to presentation. “Pilot’s 
B2P pen, which is made out of plastic 
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bottles and is refillable, will appeal 
more to customers if you can show 
that using the pens saves X number of 
plastic bottles from going to landfill,” 
she explains. “Or take remanufactured 
toner cartridges versus new: we have 
a calculator we use to show customers 
the environmental savings. Put the 
product in front of customers and tell 
the story behind it. You can say, ‘It’s 
green, so buy this.’ But what sells is to 
put a product and its greener version 
side by side and show the impact the 
green one is making. If you can offer 
customers quantifiable environmental 
statistics, like, ‘It saved X in emissions 
compared with the nongreen 
product,’ they are more apt to buy the 
sustainable one.” 

“Sometimes, the extra cost can be 
offset by the impact on the planet,” 
adds Pfeiffer. “It also can attract people 
with the same beliefs. Sustainability is 

in our culture, and many people want 
to work for or buy from a company that 
cares.”

A lack of motivation
Despite all the talk about the need 
for more sustainable products, many 
dealers contend that manufacturers 
are not buying into the movement—
mainly because they don’t feel there’s 
customer demand, or at least not 
enough. Yet some dealers report more 
complex trends at play.

“It might just be FSI’s experience in 
the south, but we saw the strongest 
demand for sustainable processes 
and products from 2009 to about 
2014-15,” recalls Freeman. “During 
that time, we did an electronic ‘green’ 
catalog with all environmentally better 
products, such as those with certified 
recycled content and green-certified 
cleaners. After 2014-15, it dropped 

significantly. People were just not 
interested; it wasn’t included in bids or 
proposal requests. But interestingly, 
after COVID-19, the last 18 months or 
so, we’ve heard more about it than we 
have for several years.” 

According to Trowbridge, the 
slowdown wasn’t just in the south; 
and he is less sure how the impact of 
the pandemic will play out. “Twenty 
years ago, green was the big buzz,” 
he says. “All the manufacturers had 
green lines and customers were willing 
to pay 10 percent more for these 
products. Essendant even had a green 
catalog, which was exciting because 
sustainability is important to us and 
a major focus. Then five or six years 
ago, manufacturers across the country 
started pulling back. The sales simply 
weren’t there. Then, COVID-19 hit and 
customers would take any product that 
worked.”

Cover Story CONTINUED FROM PAGE 38
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Unlike Freeman, Trowbridge does 
not see demand for green products 
increasing and believes part of 
the reason is cost: “The biggest 
manufacturers are not supporting 
sustainability within the industry; 
they have stopped making recycled 
or green products. Now, one of the 
biggest manufacturers has only two 
recycled products in its entire line. BIC 
used to have five or six SKUs made 
with recycled products, but they cost 
a lot more. The rule of thumb is if the 
cost is more than 10 percent above the 
nongreen counterpart, customers won’t 
buy it. In fact, in California, companies 
have to report what percentage of their 
products are sustainable, and they 
have regulations about how much that 
needs to be. But if the green product 
costs more than 10 percent above the 
comparative nongreen product, the 
entity doesn’t have to buy it. In terms of 
paper, there are only three large paper 
mills left and none of them makes 100 
percent recyclable paper based on 
SKU rationale. Universities love the 100 

percent recycled, so we would sell out 
of it even though it costs 20 percent 
more than virgin. But manufacturers 
look at their SKUs and stop making 
those with the lowest margins. In this 
case, it is probably due to the high cost 
of making the 100 percent.”

Despite its popularity, especially in 
schools, Trowbridge doesn’t believe 
100 percent recycled paper is the 
most sustainable. “Manufacturers 
have to haul all the paper back to the 
mills and they use an amazing amount 
of chemicals to bleach the paper,” 
he explains. “The most sustainable 
paper is virgin that comes from U.S. 
sustainable forests.” 

When trends collide
“We’ve definitely seen growth in the 
use of paper with recycled content or 
that is recyclable versus plastic and 
Styrofoam for things like plates, cups 
and packaging,” observes Freeman. 
“We are even selling plant-based 
flatware made from sugar cane. But 
another thing that is at play is what’s 

available. Supply chain issues have 
meant that some businesses want to 
use paper, but it’s unavailable. In these 
cases, people don’t care; they need to 
get something.”

Trowbridge agrees: “Five or six years 
ago, manufacturers started pulling 
back on manufacturing sustainable 
products; and then COVID hit and no 
one cared about sustainability—they’d 
take any product they could get. 
Nothing has changed: the supply 
chain is as bad as it was two years 
ago. We stock our warehouse, and our 
supplier used to ship orders 98 percent 
complete; now, they often send only 
50 percent of the order. They just can’t 
get the product. About 70 percent of 
our business is schools and we can’t 
get any write-and-wipe boards, one of 
our most popular items. Furniture lead 
times used to be six weeks; now they 
are 12 to 16 weeks.”

According to Freeman, other 
emerging trends seem to be conflicting 
with sustainability, including breakroom 
specialty items like coffee. “Companies 
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usually want to buy in bulk to save on 
waste instead of buying single-serve,” 
she says. “But there’s now the issue of 
health and safety, and everyone wants 
single-serve items. They are competing 
interests, although I believe single use 
is winning out right now.”

Some manufacturers have 
responded by inventing products that 
address both trends simultaneously. 
“One new way of adapting to the two 
needs is one company’s flatware 
dispenser,” Freeman elaborates. 
“Forks, spoons and knives each come 
in separate bulk sleeves and are 
dispensed individually at the push of a 
button. The dispenser is well conceived 
and we’ve done pretty well with it.”

And Kevin Baker, BOS Tampa’s 
market president, contends that health 
and safety concerns could even help 
to drive interest in sustainability. “A 
big factor in sustainability is safety,” 
he argues. “Especially now, people 
want a safe environment when they 
return to work after the pandemic and 
sustainability enters into that. They want 
access to natural light and good indoor 
air quality. A lot of sustainability is about 
health and mental health. It’s about 
knowing companies are looking after 
the planet we live on so it will be around 
and safe for their kids and grandkids.” 

Meanwhile, Pfeiffer is curious 
about how the country’s economic 
outlook could impact the sustainability 
movement. “It will be interesting to 
see how many organizations keep 
sustainability as a priority in a touchy 
economy,” he muses. 

Sustainable advice for  
the future
Looking forward, “I see the trend 
toward greater sustainability continuing 
to grow,” says Freeman. “Right now, 
I think we are seeing the greatest 
impact in the automobile industry, 
with all the major car manufacturers 
saying they are going to stop making 
gasoline-fueled cars in favor of electric 
or hybrid. This is getting everyone’s 

attention. Americans love their cars and 
think about the electric/sustainability 
versus gas issue every time they get in 
theirs. This will drive the sustainability 
movement more than anything in the 
past. Many office product dealers are 
worried that people will stop using 
paper. They see it as a bad thing for 
business. The challenge is to look 
beyond to what the office of the future 
will look like. We need to think about 
what will be on those desks that we can 
sell that will not negatively impact the 
environment.”

Molz agrees this is key for the 
future. “Sustainability needs to drive 
dollars to the bottom line,” he says. 
“Independent dealers that want to 
be here in five years need to figure 
out how they will be able to do it. One 
idea might be switching to a four-day 
delivery to save 20 percent on fuel. 
We’re not there yet as our industry has 
pushed it, so next-day delivery will die 
hard—especially with Amazon pushing 
it. But if the industry wants to slow 
down its deliveries, this will provide 
the opportunity to become more 
sustainable.”

Pfeiffer suggests that for 
independent dealers, it all comes down 
to teamwork: “The state of the planet 

won’t get better without taking action. 
Sustainability will be important and in 
the spotlight. As independent dealers, 
we need to work together. If we can 
find a home for an item before it leaves 
a site by networking, it will use fewer 
resources to transport it.”

Trowbridge advises: “Quit throwing 
money away; use cause marketing. 
Customers don’t care about small 
savings; they care about saving 
trees and the ocean, and feeding 
the homeless. If you give them a $20 
rebate, they get a check three months 
later and don’t remember why. Telling 
someone you are planting a tree or 
helping someone in need eat is instant 
gratification. Cause marketing helps 
your business grow, attracts customers 
and workers, and helps change the 
world.”

Lisa Veeck is associate editor of 
Independent Dealer and owner of 
Clean Communications, a full-service 
content-generating firm specializing 
in the office products, cleaning 
and maintenance, and healthcare 
industries. She can be reached at 
lisa@cleancommunications.biz or 
773-484-7412.
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Steve Noyes

All salespeople and dealerships 
aspire to be the best resource for 
their customers. By understanding 
customers’ purchasing objectives, 
savvy dealers can become an 
irreplaceable resource. Today, a 
key priority is satisfying purchasing 
objectives for environmental 
sustainability. Among other things, this 
is due to government commitments, 
increased regulations, mandated 
reporting, shareholder activism 
and consumer behavior. A shift in 
purchasing preferences confirms 
that consumers support brands that 
are sustainable and environmentally 

Leverage customers’ 
focus on environmental 
sustainability to grow

responsible. This is especially true 
among younger consumers.

The message resonates that 
recycling is good, but reuse is 
better. In today’s circular economy, 
a principal goal is to ensure another 
lifecycle for a product before end-of-life 
recycling. The federal and state, local 
government and education vertical 
can be a significant target here. For 
example, the federal government is 
a long-term advocate of “use, reuse, 
recycle” policies. The White House 
outlines its plan, policies, performance 
and resources at www.sustainability.
gov. The purchasing function serves as 

a catalyst to advance the president’s 
environmental and climate policies. 
The executive branch is working 
on a project to standardize the 
measurement of a company’s carbon 
footprint, which is expected to become 
a criterion for preferential selection. 
Compliance and momentum from the 
432 agencies have created awareness 
across the marketplace.

Meanwhile, the Sustainable 
Purchasing Leadership Council 
(www.sustainablepurchasing.org) is 
developing “Greener” environmental 
specifications for approximately 

By Steve Noyes

http://www.sustainability.gov/
http://www.sustainability.gov/
https://www.federalregister.gov/agencies
http://www.sustainablepurchasing.org
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20 categories of products that are 
commonly purchased on office 
supplies contracts. The endorsement 
“Green” is good, but “Greener” is 
preferred. 

Another strategy for growth is to seek 
out sustainability departments, publicly 
traded companies and organizations 
with science-based sustainability 
targets, and share how you can 
help. One avenue for success is to 
position your company with affordable, 
sustainable and dependable 
remanufactured cartridges, such as 
those produced by Clover Imaging 
Group. An important benefit that 
remanufactured cartridges deliver 
is the ability to develop actionable, 
sustainable business practices. 
Remanufactured cartridges have a 
lower energy footprint, use less carbon, 
consume fewer natural resources 
and reduce the amount of toxic waste 
that enters the environment. In fact, 
remanufacturing is much preferred 
over recycling, because it reuses 
materials that would otherwise be 
left to languish in overfilled landfills, 
potentially leaching toxic chemicals 
into the soil and groundwater. The City 
of Los Angeles, California recently 
banned the import for sale of single-use 
plastics. Please join the movement 
to ban single-use cartridges across 

America. In the state of California, S.B. 
54 requires that by January 1, 2028, 
at least 30 percent of plastic items 
sold, distributed or imported into the 
state must be recyclable. By 2032, that 
target increases to 65 percent. 

Clover can support your efforts in 
this arena. It is the industry leader 
in environmental reverse logistics 
solutions for ink, toner and small 
electronics. As measured by unit 
volume, Clover is the world’s largest 
collector, remanufacturer and recycler 
of empty ink and toner cartridges 
in the aftermarket imaging supplies 
industry.  Clover Environmental offers 
dedicated program management 
and industry-leading reporting 
capabilities. Consumers can quantify, 
report and celebrate the results of 
their environmental sustainability 
programs through the Environmental 
Calculator. Clover’s global recovery 
results are available in its 2021 
Sustainability Report. Clover released 
its Life Cycle Assessment from Aspire 
Sustainability to favorably compare 
its remanufactured toner cartridges 
against an original equipment 
manufacturer option.

In the imaging supply category, 
Europe and Canada have codified 
eco-labels, production standards 
and certifications such as Nordic 
Swan, Blue Angel and Rhineland TUV. 
This helps educate consumers on 
the differences between single-use 
plastic-clone compatibles and 

remanufactured cartridges. In the US, 
the term “remanufactured” has been 
codified by associations, industry 
and academia; and the word has a 
legal case precedent. The General 
Services Administration has defined 
“remanufactured” as “factory rebuilt to 
original specifications.”

For additional information and 
strategic best practices, please 
register to attend Clover’s July 28 
webinar at 1:00 pm CST.

Active in the office products industry 
selling in the contract/commercial 
market, and to the federal government/
public sector since 1986. Steve 
Noyes is a subject matter expert 
and a featured speaker, contributing 
articles to industry publications, author 
of the Clover Federal Government 
blog, a panelist at GSA and industry 
conferences. Steve serves on several 
boards including the www.I-ITC.
org, TRI-Industries, and is a 2016 
Charter member of the GSA Round 
Table for SIN 339940 and OS4, 
liaison with the www.ISC-INC.org. 
Steve also serves on the Consensus 
Body of www.RemanCouncil.
org. In Addition, Steve has also 
contributed to the development and 
specification of Imaging Supply 
Standards for the BTA, IOPFDA 
and BSA and serves as Co-Chair 
of the Environmental Sustainability 
Committee for the Coalition for Federal 
Procurement,www.thecgp.org. 
www.linkedin.com/in/noyessteve

https://www.cloverimaging.com/news-article/join-the-movement-to-ban-single-use-cartridges
https://www.cloverimaging.com/news-article/join-the-movement-to-ban-single-use-cartridges
https://www.cloverenvironmental.com/
https://www.cloverimaging.com/environmental-calculator
https://www.cloverimaging.com/environmental-calculator
mailto:https://www.cloverimaging.com/sustainability_report?subject=
https://www.cloverimaging.com/lca#remanufactured-cartridges-impact
https://info.cloverimaging.com/sustainability-webinar
https://info.cloverimaging.com/sustainability-webinar
https://i-itc.org/
https://i-itc.org/
https://www.isc-inc.org/
http://www.RemanCouncil.org
http://www.RemanCouncil.org
https://thecgp.org/
https://www.linkedin.com/in/noyessteve/
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This year, the great and good of the office furniture world 
once again gathered at The Mart in Chicago to attend the 
53rd incarnation of NeoCon, one of the most important 
events in the commercial design industry calendar. Show 
organizers claimed a strong attendance approaching 40,000 
over the duration of the show, and certainly the constant lines 
for the elevators did little to dispute that claim. It should come 
as no surprise that this year’s key trends focused on hybrid 
working and the return to the office, with many options for 
creating a welcoming and flexible environment to encourage 
employees back to the workplace. There was also a renewed 

emphasis on sustainability, with a number of manufacturers 
looking to recycled and recyclable materials. The Best of 
NeoCon awards were also back for their 32nd edition. With 
an event the size of NeoCon, it’s impossible to present a 
comprehensive overview, but here are some of the new 
products that caught the judges’ eyes at The Mart last month.

Seen at NeoCon 

HON won a Gold Award for 
its Cofi Seating: an executive 
desk/task chair that is suitable 
for both home and office use. 
It utilizes the firm’s newly 
developed weight-sensitivity 
mechanism and comes 
with both a high-back and 
mid-back offering. HON has 
also focused on detailing 
and esthetics, with a choice 
of three backstitch details—
channel, quilt or solid—and 
nine contrast stitching colors, 
allowing customers to create a 
signature look.

OFS’s Gold Award-winning 
Kaleid collection is crafted with 
the warmth of wood, comes in 
multiple sizes and has options 
for media units, shelving units, 
self-watering planters and 
more—all mobile and seamlessly 
integrated with the firm’s Ezel 
markerboard offering. With 
the increased adaptation of 
activity-based work, offices are 
becoming more dynamic spaces; 
Kaleid has the flexibility to move 
into different settings and config-
urations, giving the organization, 
team and individual the tools to 
redefine what work looks like for 
them.
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Plot Twist from OM 

Seating won both a Gold 
Award and an Innovation 
Award. It brings together 

the functional benefits 
of a work chair with the 

comfort of a pouf and 
combines them with an 

optional writing surface. 
As a standalone seating 

element, it offers a 
lightweight work seat that 

can be configured with 
or without a back rest or 

a retractable poly rope 
handle; a durable skid 

base or optional casters; 
and both fixed and adjust-

able height tabletops in 
two shapes.

AIS bagged both an Innovation Award and a Silver Award in the Workplace 
Accessories category for its PET Wire Managers and Enclosures, which 
keep cords tidy beneath the worksurface on workstations and in private 
offices by uniquely incorporating wire management into privacy screens. 
They are simple to use, allowing users to unhook and fold down for cord 
placement and adjustment access when needed. They are attached below the 
worksurface, providing clean esthetics by keeping brackets below floorplan 
sightlines and hidden behind the curvature of the PET.

Santa Clara, California-
headquartered AMQ Solutions 

took home an Innovation Award 
for Amobi, an integrated family 
of mobile products that create 

flexible workspaces to support the 
dynamic modern workplace. The 

main two product lines are Amobi 
Desks—mobile workstations that 

fold up for easy transportation 
and storage; and Amobi Team—a 

family of mobile carts and walls 
that provide collaboration hubs, 

team storage and space divisions.
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The Silver Award-winning reconfigurable towers of the Safco Boundaries collection combine with Safco Contract Furniture’s other offerings to 
create a range of high-performing workspaces across an entire floor plan. They offer two footprints, four heights, closed storage bases, sliding PET 
doors and planter top options; while Safco Boundaries allows users to control the level of privacy they desire. Individuals can accessorize their 
workspaces with side and back panels from a selection of laminate, powder coat, PET and acrylic options. The primary materials of steel (25 percent 
post-consumer recycled content) and aluminum can be recycled at the end of the lifecycle.

The award for Best of Competition 
at this year’s show went to 
HALCON for its adjustable-height 
HELM executive desk and meeting 
table. The light metal base comes 
in a variety of sizes and surface 
shapes, available in a full range 
of materials—including wood, 
metal, backpainted glass and 
fingerprint-resistant Fenix NTM 
covered resin. The desk offers 
smartly integrated cable manage-
ment and technology, including 
wireless charging, USB-C surface 
connections, various under-table 
power options and Bluetooth 
connectivity. Storage is provided 
by a thin valet drawer.
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The world shut down. 
We stepped up.

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

CANCER CAN’T WAIT. Aiden Anderson was excited about his eighth birthday — not just for the usual reasons. It would 
mark a milestone: 100 days since a transplant of blood stem cells from his older brother.

To beat rare leukemia, Aiden’s family had turned to City of Hope, a pioneer of the stem cell transplant. Today, we have one 
of the largest and most successful transplant programs of its kind. And because cancer can’t wait for COVID-19, we put a 
priority on offering Aiden and our other patients timely, fi rst-rate care in a safe environment.

This hope and healing is made possible in part by the National Business Products Industry, with over $230 million raised 
for City of Hope across 40 years. The 2022 RESTORING HOPE campaign, honoring Peter Scala of Staples, is your chance 
to advance this lifesaving legacy.

U P C O M I N G  E V E N T S
ANNUAL HHI/NBPI CITY OF HOPE INDUSTRY GOLF CHALLENGE
(September 6 to 8) Pebble Beach, California

THE MEMORIAL GOLF CLASSIC (September 20) hosted by 
Staples & Essendant at Harborside International Golf Club, 
Chicago, Illinois

THE SPIRIT OF LIFE® GALA (October 13) Honoring Peter Scala 
of Staples at the Navy Pier, Chicago, Illinois

2022 National Business Products Industry Campaign

2022 SPIRIT OF LIFE® HONOREE
PETER SCALA
Chief Merchandising Offi cer, Staples Inc.

52 iDealer NBPI ad JULY.indd   152 iDealer NBPI ad JULY.indd   1 6/24/22   9:16 AM6/24/22   9:16 AM

http://www.cityofhope.org
http://www.cityofhope.org/nbpi
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Since the start of the pandemic, 
organizations of all sizes have 
grappled with more data from 
disparate sources than ever before. 
While this data can be a powerful 
strategic aid for attracting new 
customers and improving operations, 
this can only be achieved with the right 
tools—such as enterprise resource 
planning (ERP) solutions—to effectively 
manage the increasing volume of data 
and help find the value within. In fact, 
according to ECI’s State of SMB Digital 
Transformation survey, 71 percent of 
dealers have experienced improved 
data access from their chosen ERP 
solution.

In the past, some dealers struggled 
to understand and draw actionable 
insights from their business data. 
However, today, dealers can exploit 
emerging technologies, such as 
business intelligence platforms, that 
allow them to better understand data 
and improve their overall data strategy. 

Manage and understand 
business data  
Nearly half the dealers in our survey 
found business intelligence to be a 
very valuable feature offered by their 
ERP solution. With an effective ERP 
solution in place, dealers can do 
much more than simply accessing 
informative data. They can leverage 
this data to dive deeper into the details, 

going far beyond just descriptive 
metrics. This includes uncovering what 
drives customer purchase behaviors 
and determining which vendors are 
most cost effective. 

As organizations navigate high data 
volumes, it has become essential 
for dealers to ensure they are using 
the data that detects key business 
indicators. When data is collected 

HOW INDEPENDENT DEALERS CAN 
MAKE THE MOST OF THEIR DATA  

By Brian Bowerfind, president, ECI Distribution Division

https://resource.ecisolutions.com/cloudassets/2021_ECI_Survey
https://resource.ecisolutions.com/cloudassets/2021_ECI_Survey
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effectively and managed in a way 
that narrows down specific elements 
designed to reveal meaningful 
patterns, dealers can take a much 
more detailed look at their sales 
figures—including new orders, open 
orders, sales trends and customer 
needs and wants. Dealers that have 
instant access to how their business 
is performing, along with a view of 
the entire industry, can identify and 
solve problems faster, make more 
timely decisions and identify new 
opportunities to grow their businesses 
more quickly. 

Dealers investing in technology 
solutions can enable seamless 
integration through robust data 
connectors that extract information 
from various business systems 
and compile them in a single place. 
This ultimately gives users across 
an organization a panoramic view of 
important business data at any time, 
from anywhere. Businesses can then 
transform from reactive to predictive 
by ensuring the right information is 
presented to the right people at the 
right time. 

Powerful data leads to 
powerful decisions
In an industry that is constantly 
evolving due to changing work 
environments, such as remote working 
and co-working, insight into up-to-date 
metrics allows businesses to better 

service their customers. According to 
our survey, 57 percent of dealers found 
real-time data to be a very valuable 
feature offered by ERP solutions and 
53 percent of dealers used their ERP 
solutions to gain data insights that 
inform smarter decisions. For example, 
with the right technology, dealers can 
select a specific salesperson and view 
unique details about their current sales, 
gross profits and other performance 
metrics to provide guidance and 
motivation. 

In order for dealers to maximize 
their decision-making efforts based 
on their business data, they must go 
beyond a descriptive analysis and 
truly understand what is driving their 
data patterns and why these things are 
occurring within the industry. Dealers 
can change business outcomes when 
they carefully examine their ERP data to 

determine what is most likely to occur 
in the future and make their business 
decisions based on that key insight.  

Improve your data strategy 
With the right tools in place, dealers 
can effectively manage their data and 
gain actionable insights to improve 
overall business performance. By 
leveraging technology that offers 
business intelligence, they can not 
only create a strong data strategy, but 
also improve productivity, allowing 
employees to focus on high-priority 
items that have the greatest impact. 
Overall, taking advantage of 
technology solutions that provide 
data visualizations, customizable 
reporting capabilities and everything 
a business needs to succeed better 
arms independent dealers to challenge 
against their big box competitors. 

Brian Bowerfind CONTINUED FROM PAGE 50
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Sometimes it helps to be older. I have 
survived—and sometimes thrived—for 
over 33 years in this business and have 
seen numerous developments threaten 
our industry and independents in 
particular. Yet smart independents are 
still thriving!

I could try to remind everyone of 
the perceived “cataclysms” that 
were supposed to wipe us out, but 
history isn’t of much help if it doesn’t 
enable us to navigate current and 
upcoming challenges. Consequently, 
I will limit my remembrances to those 
that directly apply to issues that are 
occurring right now.

When I first joined my father’s “very” 
small ($4,000 in sales per month) 
office products company, BizMart and 
Office Depot had just come to Denver. 
My father died suddenly one month 
after I joined the company and most 
of our large local competitors began 
going out of business around the same 
time. I was told by an industry veteran 
that between 1988 and 1990, over 

two-thirds of the independent dealers 
in Colorado went bust. 

When I researched the main 
reasons why they failed, I discovered 
something interesting. For most, it 
was because they couldn’t cut their 
overhead enough to make money with 
lower margins. Their margins were 
in the mid to high 30 range and their 
cost to do was similar. They couldn’t 
or wouldn’t cut their overhead by 
one-third so they could compete.

In a weird sense, we were lucky. 
We were too stupid to know that we 
couldn’t compete; and since our 
company consisted of my older sister 
and me, once I began to cold call in 
earnest, we began to grow. We didn’t 
stock anything and only one wholesaler 
would sell to us at first. I just kept cold 
calling and buying products from 
places like Quill and other competitors 
to resell. Crazy as it seems, we began 
to acquire some very large customers. 
Prospects liked the idea of buying from 
someone local and they noticed when 

their salesman was also their delivery 
person. Many of them even became 
loyal friends after we proved ourselves. 
And we kept our overhead costs low.

What has this got to do with your 
current situation? Nothing and 
everything. In reference to margins, your 
company has more margin potential than 
ours ever had. All the big boxes were 
pricing paper at $8 under what I could 
buy it for by the skid and there is only 
one competitor that is quoting super-low 
prices on paper now. Apart from paper, 
Hewlett Packard and Brother require 
minimum prices on open websites—
including Amazon—that your company 
can match and remain profitable. 
What’s more, our big competitors are 
now desperate to make large profits 
rather than focusing on growth at all 
costs as they did way back when. So, 
you can make more margin dollars and 
percentage than you could in the past. 
Consequently, inflation can help your 
company become more profitable if you 
manage pricing and rebates wisely.

YOUR 
COMPANY 

CAN THRIVE 
WHILE 

INFLATION IS 
RAGING!

By Tom Buxton

»
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Also, you must look at your overhead. 
I am not suggesting that you try the 
model we had, which was based on 
desperation and stupidity; but you must 
maintain a competitive cost to do. If your 
total overhead is above 25 percent, 
you need to tighten things up. Stocking 
dealers can retain a bit more overhead 
as long as they are turning their 
inventory quickly; but stockless dealers 
(except copy paper) need to get below 
that number as soon as possible. I 
always ran my company with very low 
overhead, while paying the employees I 
had very well. In 2022, you must do the 
same or better than I did. 

So, if you manage your overhead, buy 
properly and raise margins when your 
costs increase, you can win at this game. 
In fact, I firmly believe that this is one of 
the best times in the past 30 years to be 
an independent—as long as you sell a 
full range of products, including supplies, 
janitorial, furniture, breakroom and/or 
other lines of business. 

There are numerous success stories 
that began amid the pandemic and 
have continued up until the present. 

Yes, even with and sometimes 
because of inflation. Customers want 
to buy locally more than prior to the 
pandemic and I had that confirmed 
again last week when I went to a large 
group purchasing organization’s 
conference (its name starts with a “P”). 
In multiple ways, this organization 
told members that buying from 
small businesses that could provide 
personalized support, like sales 
reporting, was the best way to weather 
the inflation storm. 

What’s more, when my co-worker 
and I met with prospects and 
customers, they didn’t use price as a 
cudgel the way they did in the past. We 
told heads of purchasing, “No one has 
the lowest price.” And the crazy thing 
is, most of them agreed with us. We are 
living in a different world and price is 
not king unless you make it that way. 

It is my belief that anyone who 
sells on price at this point in history is 
absolutely crazy. If you provide great 
service and answer your phones, your 
company is an outlier. Use the best 
practices you already have as the 

foundation to grow your business with 
new accounts. I guarantee you, large 
customers are more desperate every 
day to find someone that actually wants 
to help them. And they understand 
that your prices can’t be stable. Theirs 
aren’t either. We never got close to the 
big boxes’ pricing and we became 
the fastest-growing dealer in Denver 
throughout the early 1990s.

Go get new business from your 
national competitors. All you need to do 
is get yourself or your team to cold call 
and follow up. And one last question: if 
you or your reps aren’t cold calling, are 
you really a sales organization?

In addition to serving as national sales 
manager for AOPD, Tom Buxton, 
founder and CEO of the InterBizGroup 
consulting organization, works with 
independent office products dealers 
to help increase sales and profitability. 
Tom is also the author of a book on 
effective business development, 
Dating the Gatekeeper.  
For more information,  
visit www.interbizgroup.com.

Tom Buxton CONTINUED FROM PAGE 52
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“I’m sorry but something came up.” 
“I need to delay/reschedule/postpone our meeting.” 
“I have someone out sick due to COVID-19 protocols and 
can’t meet today.”
“We’re short-staffed and I need to step in and cover. Can we 
push back today’s meeting?” 
“Something unexpected/unplanned/urgent needs my 
attention. Can you follow up next week and we’ll reset?” 

Do any of these statements sound familiar? 
To some extent, meeting cancellations are unavoidable. 
Things do come up that are totally unexpected, from 
sickness to short-staffing and more.  It happens. However, 
there are some things you can do to reduce cancellations 
and improve the number of meetings that are not only 
scheduled, but also actually run!

Quite possibly, you can control a situation with a few 
simple tweaks. Let’s look at four key points to help prevent 
meeting cancellations and ultimately get you and/or your 
team closer to a long-term repeat customer. 

1. Create the habit of pre-call planning—it is vital to a 
successful call
To demonstrate you did your homework prior to calling and/
or to personalize the call, use phrases like these right from 
the start: 
• “Before I called you, I did some research and noticed 

that…” 
• “I just read your LinkedIn post and…”
• “From one locally owned business to another…”
• “Prior to calling, I did some research and I’m impressed 

with the work your company has done… [community 
involvement, etc.]” 

2. Ask a thought-provoking question before 
requesting the appointment
You want to get them thinking, but at the same time 
avoid turning a prospecting call into a sales call. The 
purpose of a prospecting call should be to set an 
appointment. The challenge is that when we only focus 
on the mission of setting an appointment and we don’t 
get the prospect thinking, they might agree to the 
appointment and then just cancel it if they were never 
that interested. So, weave in a question to pique their 
interest, such as the following:
•  “What are you currently doing to create a workplace 

that encourages more employees to come back into 
the office?” 

•  “How do you keep cleaning supplies more visible 
and accessible to your employees?” 

Use your creativity and expertise to think up even 
better questions!  
A natural transition back to asking for an appointment 
may sound like, “That may be an area we can really 
help. Let’s get together to discuss some ideas—How 
does Tuesday morning at 9:00 look for you?” 

3. Once you set an appointment, always include an 
agenda with bullet points in your invite 
People are less likely to cancel meetings when you 
provide a clear purpose for the meeting. You’re setting 
the tone and letting your prospect know what to expect. 
This increases the likelihood of them showing up to 
the meeting and allows them to come prepared. After 
all, you have done your part to prepare a meaningful 
meeting for them. 

By Marisa Pensa

FOUR TOP WAYS TO PREVENT 
MEETING CANCELLATIONS 
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For example, your agenda may look something 
like this:
• Methods in motion to share ideas on increasing 

the number of employees who come into the office 
regularly. 

• Understand how you are currently handling 
supplies—especially for a remote workforce. 

• Open Q&A.
Note: The agenda should capture something 
specific the prospect said during the call that was 
important to them. 

4. For virtual meetings, send a quick confirmation 
before the meeting that refreshes your prospect on 
the planned agenda items
In field sales, we’ve long been told not to confirm a 
meeting in advance. But in virtual sales, confirming the 
meeting in advance is a MUST.

Your buyers are busy. They are overbooked and 
overwhelmed. They are looking for ways to free up 
their time and remove meaningless meetings from their 
calendars. Your job as the salesperson is to make them 
want to attend the meeting. Make it easy for them to 
accept and join the meeting. 

Here is a sample of a virtual meeting confirmation: 
John,
Our Zoom link for today’s meeting is below, along with a 
confirmation of the agenda items I have prepared for our 
discussion. Looking forward to seeing you today at 2:00pm. 
Marisa 

That simple “nudge”—providing the agenda items and the 
link—will make a big difference in avoiding a virtual meeting 
no-show. 

While we can’t totally prevent cancellations, with a bit 
more pre-call planning, creativity and diligence, they can be 
reduced. People can tell when you put thought into every call 
and every meeting. After all, who doesn’t want to spend a few 
minutes with someone who has demonstrated they truly want 
to help? 

Press on and keep gaining quality meetings that stick. 
Good selling out there, 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, please visit www.methodsnmotion.com.

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

mailto:marisa%40methodsnmotion.com?subject=
http://www.methodsnmotion.com
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What if you could save 30% on

health insurance for your business?

MAYBE  I T 'S  T IME  FOR  A  CHANGE .

MEMBERS RECIEVED

$750K 

IN PREMIUM REFUNDS

Receive essential benefits at lower cost to you.

Customizable plans that fit your business and employee needs

National guaranteed issue rates with �0 deductible

Receive up to 80% of premium refunds

Virtual medicine program as low as �16 a month

 

"We were pleasantly surprised at how affordable it was, which

made this program a great financial decision for us." 

-Member Company

GET A QUOTE

Visit mdp.issa.com or call 847-982-3455.

http://www.mdp.issa.com
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NOT A SUBSCRIBER? 
Sign Up Now

NOT AN ADVERTISER? 
Start Next Month

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

Call Rowan 
(703) 531-8507

http://idealercentral.com
mailto:chris%40idealercentral.com?subject=
mailto:rowan%40idealercentral.com?subject=

