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Winner’s
Circle
S.C. Dealer GOS Celebrates
the New Year with 50 Years of Success
It’s been 50 years since Greer, South Carolina-based GOS first opened its doors.
The year was 1968, the internet had yet
to be invented and independent dealers
had yet to face any major national competition.
Greenville Office Supply, the dealership’s
original name, started out in downtown
Greenville selling just office supplies but
quickly expanded to offer office furniture
and commercial printing. The first supply
orders were delivered by an employee
riding a bicycle but it wasn’t too long before the bicycle gave way to a van
and later box trucks.
The dealership was sold to partners in 1989 and Charles Scales, the current owner, was brought in as sales manager. Just a few years later, in
1992, the partners split and Charles was promoted to president.
After the turn of the century, he started to earn equity in the dealership and
his ownership position increased steadily until 2014, when he bought out
the former owners completely.
Under his leadership, the dealership expanded both its geographical footprint and its product offerings. Over time, the mix grew to include office
furniture, professional printing services, cleaning supplies, breakroom supplies, office coffee service, promotional products and managed print services including toner and inkjet cartridges.
When the financial crisis hit in 2007 Greenville Office Supply, like many
dealerships, learned to do a whole lot more with a lot less. It was then
that the identity of the company changed to GOS. The idea was to move
away from the strictly local image that the former name brought to mind.
The GOS name offered the best of both worlds. “We could be local or not
depending on the situation,” says Charles.
With the rebranding came a new home for the dealership, as it relocated to
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EDITORIAL
Time for a Change

Ten years ago, your humble editor had an idea. After
watching with growing enjoyment how independent
dealers were generating remarkable success with increasing frequency against competitors with far greater
financial resources and marketing muscle, he decided there was a terrific story to be told and he was just
dumb enough or maybe arrogant enough to think he
could help tell it.
That’s basically what I’ve been doing for the past ten
years and it’s been the most fun of my professional career. Now, however, it’s time for a change.
I first started writing about the office products business
in 1978 and since then, there hasn’t been a day when I
haven’t faced a publishing deadline of one kind or another. Eventually that gets old, particularly when you have
kids and grandkids you don’t see enough of, not to mention a wife who after even more than forty years, is still
as much fun to be with as she was when we first met.
So starting next month, INDEPENDENT DEALER has a
new owner and a new editor.
The good thing, from my point of view—and hopefully from yours—is that the new owners, OPI, are well
known to just about everyone in the industry and come
to our publication with an outstanding track record of
publishing excellence and journalistic integrity.
OPI CEO Steve Hilleard and I have been competitors
and friends for many years and I know he and his team
are going to do a great job for you. I’m not exactly going away, either, but will be staying on in a consulting
capacity for the next two years to help make sure the
transition goes smoothly and seamlessly.
So it’s a change in some ways but in many ways it isn’t.
Our mission remains the same: to celebrate success in
the independent dealer channel and to point the way to
new opportunities for dealers to grow stronger and more
profitable. It’s been a joy and a privilege for me to have
led the charge on that mission for the past ten years
and I cannot begin to thank the many, many people and
companies whose support has made it all possible.
As I step down from that leadership position on our
publication, I’m very much looking forward to seeing
what OPI does with it and I hope you are too. You’ll find
more information on their plans and answers to some of
the questions you might have in a special FAQs. Meanwhile, fom the bottom of a very full heart, thanks for everything!
PAGE 2

Cart IQ

TM

MONEY IS HIDING
ON YOUR WEBSITE
1 out of 4 shoppers have
abandoned carts*.
You can easily win them back!
Cart IQ

TM

Cart IQ™ targeted email users have redeemed OVER 60% of
abandoned carts into sales dollars!
You can turn your abandoned carts into sales by sending your
customers the right message at the right time.

Cart IQ is a service from ECi that provides fully customizable content.
You can improve your marketing efforts without lifting a finger.

Are you ready to redeem those abandoned carts?
Contact our experts today!
800.959.3367 or info@ecisolutions.com
Please reference this flyer when you contact us.

*37 Cart Abandonment Rate Statistics, Baymard Institute, January 9, 2017, https://baymard.com/lists/cart-abandonment-rate
866.374.3221

www.ecisolutions.com

info@ecisolutions.com

©2017 ECi Software Solutions, Inc. All rights reserved. ECi and the ECi Red Box logo are trademarks or registered trademarks of ECi Software Solutions, Inc.

WINNER’S CIRCLE

continued from page 2

Greer, South Carolina, midway between
Greenville and Spartanburg.

Carlene succeeds Tim Anderson, who
has been interim CEO since late 2016 and
who remains chairman of the board of the
Omni Workspace Company, the holding
company of Atmosphere.

Starting in 2010 Charles brought his sons
into the business. His oldest son, Charles
W. Scales, lV, joined first and today is director of sales. McLain Scales came next,
and currently serves as the company’s
janitorial products specialist. Charles’s
third son, Andrew Scales, is a business
products specialist.
GOS has been selling janitorial products
for four years but it wasn’t until McLain
came on that the category started to see
significant growth. Andrew gets on the
road with and without salespeople, and
that effort has been instrumental in driving
growth, Charles reports proudly.
“The cleaning supply division is blowing
up,” he adds. Last year GOS started to
gain traction with some prospects who
at first didn’t think the dealership was serious about the category. “Today, we are
getting double-digit growth in our cleaning business,” he added,
A big 50-year celebration is planned for
this April. Space will be made in the warehouse for vendors to exhibit. Food and
music will be in a big tent out back. Close
to 50 vendors are expected. “We expect
600 customers or more will come through
by the time we are done,” said Charles.

With seven offices in four states, Atmosphere serves a vast client base that generates revenues of $200M as one of the
world’s largest Steelcase dealers.
Carlene joined Atmosphere in September
2016 as national executive vice president
of sales and marketing and was promoted
to president in May 2017.

Denise Horn

“It is a big deal in the Boston community,” said Karen Van Winkle, vice president
of business development and marketing.
“We put it on our social media and our
website, and customers have reached out
and congratulated us.”
The list of the 100 Top Women-led Businesses is recognized throughout the year.
Rankings are based on company revenue;
Creative Office Pavilion, a Herman Miller
Dealer, was ranked as Number 25.

MN Dealer Atmosphere
Commercial Interiors
Names Carlene Wilson
President and CEO

Boston Dealer Creative
Office Pavilion Named to
List of Top Women-Led
Businesses
Congratulations are also in order for Denise Horn, principal and president of Creative Office Pavilion in Boston. COP was
recently listed among the “Top 100 Women-led Businesses in Massachusetts” by
The Commonwealth Institute, a non-profit
organization devoted to advancing businesswomen in leadership positions, along
with the Boston Globe newspaper.
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She was previously a co-owner of the
Dallas-based Steelcase dealership, BKM
Total Office of Texas, and served as chair
of the Steelcase Dealer Council.
Prior to BKM, she held leadership positions with Steelcase as well as several
other successful commercial furniture
dealerships.

Caliber Office Furniture
Named Best Furniture Store
in Northern California
Caliber Office Furniture, Redding, California, was recently selected as the “Best
Furniture Store” in the Best of the North
State 2017 feature developed by the dealership’s local newspaper. Logos have
been added to all Caliber trucks highlighting the recognition.
Caliber sells office furniture to businesses in Northern California and operates out
of its showroom in Redding. “We are the
local alternative to Office Depot for businesses who need office furniture,” says
Chris Cable, Caliber president.

Carlene Wilson, president of Atmosphere
Commercial Interiors in Minneapolis, was
last month also named CEO of the company.
INDEPENDENT DEALER

The dealership opened for business in
2008. Chris had put himself through
school working as an installer for a Herman Miller dealer by day and taking classes at night. After graduation, he moved
into sales. When the owner sold the busi-
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ness, he went off on his own and started Caliber. “We are unaligned right now,”
says Chris. AIS is our go-to brand for systems furniture.”
The Best of the North State process is
based on reviews from north state residents and experiences they have had with
local north California businesses.

CO Dealer Faison Office
Products Wins Local
Supplier of the Year Award
Faison Office Products in Aurora, Colorado, closed out last year in fine fashion,
earning honors from the 2017 Mountain
Plains Minority Supplier Development
Council (MPMSDC) as its 2017 Supplier
of the Year. This program recognizes top
minority suppliers in the Mountain Plains
Region.

JANUARY 2018

continued from page 4
“Our Faison team continuously strives to
achieve the mutual goals of our customers for quality products and services as
well as provide value while supporting the
community and organizations where we
do business,” said Jared Casey, Faison
president and CEO.
The Mountain Plains Minority Supplier
Development Council provides corporations and government entities with greater
access to the goods and services of minority-owned businesses. Companies selected as supplier of the year demonstrate
growth in sales and employment, provide
high quality products and services at
competitive prices, and offer innovative
approaches and cost saving ideas.

WI Dealer OfficePro on the
Acquisition Trail
In Janesville, Wisconsin, Jamin Arm and

INDEPENDENT DEALER

his team at OfficePro are starting off the
new year in style with an acquisition that
gives a big boost to its jan/san business
and almost doubles the size of the company overall, both in terms of sales and
employee headcount.
The company Jamin is acquiring, Elkhorn
Chemical and Packaging in Elkhorn, Wisconsin (ECC), is one that Jamin and his
team have had a long standing relationship with. “We have been doing business
together over the years,” explains Jamin.
“We would buy stuff from them that they
could get better pricing on or access to
that we couldn’t and we would do the
same for them.”
Now, that relationship is moving to a new
level, though ECC will be keeping its current name and branding and will continue
to operate out of its existing building.
The deal not only raises OfficePro’s pres-

continued on page 8 >>
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ence in the jan/san market; it also promises significant growth in
packaging supplies, another category that is very much in Jamin’s crosshairs.
And, he says, he’s not finished yet on the acquisition trail. Stay
tuned! There’s another deal already in the works that he’s hoping
to close in the first quarter of the new year.

“We decided to do a fund raiser for the food pantry and make it
fun,” said Juliette Trahan, operations manager for the supplies
division. It was time to restock the shelves at the food pantry,
and the two divisions collected non-perishable food items to use
for that effort.

TN Dealer COS Collects Food for the
Chattanooga Food Bank

The winning entry in a sculpture contest organized by Union Office Products as part
of a recent food drive came from the dealership’s supplies division and its American
Flag creation.

“Nobody Goes Hungry” was the theme of the food drive run by
a local TV news program in Chattanooga for this year’s holiday
season and local independent COS Business Products & Interiors played a key role in the effort. “We partnered with the TV
station and put donation boxes out for our customers to use,”
reports COP president Skip Ireland.
COS also worked with the TV station and became its go-to delivery
service. “People who couldn’t get out would call the TV station with
their donations,” explained Skip. “Then we would dispatch one of
our drivers to pick them up.” COS has an eight-truck fleet so it was
a natural way to help and a great way to make a non-monetary donation. “They thought it was great and big help,” said Skip.
COS employees were involved at all levels. It wasn’t just top
management, added Skip. Using its trucks to pick up customers’
contributions and other called-in pickups, COS collected more
than 4,500 pounds of food for the Chattanooga Area Food Bank.

MA Dealer Union Office Products Makes an
Artful Donation to the Local Food Pantry
When Union Office Products in Wilmington, Massachusetts, supported a fundraiser for a local food bank recently, the dealership
launched a friendly competition between its furniture and supplies divisions.

The fun part came when each division was asked to make a
sculpture out of the donated items and competed to see which
was the most creative.
The supplies division constructed an American flag out of Campbell Soup and tuna fish cans. The furniture division constructed a
pumpkin pie slice out of Bush’s Beans cans and pasta boxes and
toilet paper used to create a whipped cream dollop. “We got our
partner All-Steel to come in and judge the two entries, and they
contributed food as well,” says Juliette.

PA Dealer Office Basics Supports Local
‘Toys for Tots’ Effort
Throughout the country during the Holiday Season, the U.S. Marine Corps does sterling work each year through its annual “Toys
for Tots” program and in many areas, independent dealers are with
them shoulder-to-shoulder to lend their support.
Case in point: Boothwyn, Pennsylvania-based Office Basics, who
worked with the Jasper County Marine Corp. League to collect
toys.
The program collects new, unwrapped toys during October, November and December each year, and distributes those toys as
Christmas gifts to less fortunate children in the community where
the campaign is conducted.

continued on page 10 >>
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“We started collecting toys at Office Basics 10 years ago,” reports Kristy Leary,
director of sales support. “It started with
a small box that we made ourselves. This
year we filled three giant boxes.”

VA Dealer R&R Office
Solutions Shines at Career
Night

Kristy Leary and her father Gary Fay, retired Sgt. USMC
and Vietnam Veteran.

Boxes were put out at all three Office Basics
locations—Boothwyn, Jersey and Lancaster and while contributions came primarily
from employees, customers donated toys
as well. “The generosity of Office Basics’
employees is amazing,” said Kristy.

JANUARY 2018

A whole lot more potential new workers
know a whole lot more about opportunities
in the office products business thanks to
the team at R&R Office Solutions in Richmond, Virginia, recent exhibitors at a special College and Career Night hosted by the
dealership’s local county school district.

and he spent most of his time talking to
students about the realities of business. “I
told them things that most of them don’t
hear in school,” he said. “And I really
pushed the idea that once high school is
over you shouldn’t stop learning.”

The event featured close to 200 booths
featuring primarily schools, colleges and
local business, reports Jesse Keys, senior
account manager at R&R.
“The owners, Inger and Shawn Stahr,
were there with their son looking at different college and career options,” said
Jesse. “I was at the booth answering any
questions that came up.”
Jesse says that R&R was there to educate

INDEPENDENT DEALER

The night was productive and R&R will
most likely participate again next year.
“Our goal is to go out into the community
and let folks know that we are more than
an online source to buy supplies,” said
Jesse.
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Dunn’s Business Solutions,
Gaylord, Michigan
A rural dealership often operates practically the same way as one in a metro area,
except that its geographic footprint sometimes gets quite large. “Our Kyocera equipment territory covers 17 counties,” reports
Theresa Mcnamara, president of Dunn’s
Business Solutions in Gaylord, Michigan.
Dunn’s pretty much covers northern Michigan, “We go from water to water and as
far north as the Mackinac Bridge,” says
Mcnamara. Copier sales extend across the
whole region but supply sales don’t go out
quite as far. That is an objective for Dunn’s:
to cross-market to copier customers and
supply customers.
“Our primary growth driver is to sell a more
diverse line of products to our customers,”
says Mcnamara. “We try to be the solution
provider from copy machines and service
to furniture, supplies, promotional items,
janitorial supplies and coffee.”
Dunn’s has always been in the machines
business, evolving from cash registers and
typewriters when it first opened in 1979
to copiers—first from Xerox and then Minolta, Ricoh and Savin for 15 years before
switching to Kyocera two years ago.
Business at Dunn’s splits pretty evenly between copiers and a combination of supplies and furniture. “Furniture was a strong
seller for a couple of years before slowing
down somewhat in 2017,” says Mcnamara.
Three years ago Dunn’s started to sell Janitorial supplies and it has become a growth
category for the dealership. More recently,
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breakroom has become the hot category
and those sales are climbing as well, just
not as fast.
A revitalized retail store is another recent
addition to the mix. An OfficeMax store
that had been in town for 10 years closed
in late 2016. “Suddenly we had a bunch
more people coming in—we probably tripled our walk-in traffic,” says Mcnamara.
She had to expand her retail staff and work
up some consumer marketing. “We set up
procedures to capture customer names
and emails; then we market to them differently,” she explains.
Mcnamara has also invested time and resources into social media marketing and
works with an outside agency that handles blogging as well as website optimization. “The agency developed a work sheet
where a customer can go in and figure their
equipment costs,” she says. When the
customer plugs in their costs for copiers
and supplies it figures their cost per copy,
which many businesses are unsure of.
“Whenever someone downloads that work
sheet I get notified,” adds Mcnamara.
While customers have used the worksheet
it has been downloaded by people across
the country including a couple of copier vendors. “It is a good tool and part of
an ongoing process to develop resources
customers seeking information can use,”
she says. “We want them to seek that information from us.”
Three salespeople cover the dealership’s
territory; two sell furniture and supplies
INDEPENDENT DEALER

n Products and Services: office
products, furniture, business
machines, janitorial, promotional
items, printing, breakroom
n Founded: 1979
n Employees: 16
n Key Business Partners: Essendant,
Independent Stationers, Kyocera
n www.dunnsonline.com

and one sells copiers. Sales teams crosssell for each other and get paid for leads
that turn into business. “I have some good
people and three-quarters of the secret to
success is having good people,” she says.
Mcnamara does not sell for Dunn’s, but
serves as its primary face in the community. She has lived in Gaylord all her life, volunteers on several local nonprofit boards
and is active with school sports programs.
“We donate a lot of time and money to the
community and the community reciprocates by buying local,” she says. “So many
of our customers are our friends.”
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PHIL RHODES
1975-1982

Celebrating a
Legacy of Support
A personal message from Rick Toppin
President & CEO, S.P. Richards Co.

TOM GALLAGHER
1982-1988

2018 represents S.P. Richards’ 170th year in business. Since being acquired
by Genuine Parts in 1975, we’ve only had five chief executives. Each of these
leaders before me built a strong legacy of giving. Our 2018 Generations for
Hope campaign celebrates our company and our industry’s long association
with City of Hope raising $170 million over the past 35 years. We are all working
together to help ensure that our children and grandchildren will not face the
same life threatening diseases that our parents and grandparents faced. I want

BOB FITTS
1988-2003

to take this opportunity to thank each of you for your ongoing support. We all
represent the Generations for Hope!

WAYNE BEACHAM
2003-2016
2005 SPIRIT OF LIFE HONOREE

RICK TOPPIN
2017

You’re Invited!

February 5-6, 2018
City of Hope Tour & Hall of Fame Dinner
City of Hope Medical Center - Duarte, California
Langham Resort – Pasadena, California
2018 Generations for Hope campaign
honoring Rick Toppin of S.P. Richards, Co.
For more information please contact Matt Dodd, Sr. Director of Development, NBPI at
(866) 905-4673 | mdodd@coh.org or visit cityofhope.org/nbpi.

If you have news to share - email it to
Simon@IDealerCentral.com

OPI acquires
INDEPENDENT DEALER
Office Products International, publishers
of OPI magazine, has acquired the
INDEPENDENT DEALER e-zine from De
Groot Resources.

ID was first published in January 2007 by
its founder and editor Simon De Groot,
building on a 30-year career writing
about the office products industry for
the National Office Products Association
(NOPA) and the now defunct bi-monthly
magazine OfficeDEALER.
Having successfully championed the
cause of the U.S. independent dealer
channel for more than a decade, and
after 40 years of meeting almost daily
publishing deadlines, De Groot has
decided to transition slowly into a more
balanced lifestyle that allows him to
spend more time with his family.
As part of the handover agreement, De
Groot will remain at ID as a consultant for
the next two years, assisting new editor
and publisher Rowan McIntyre, who will
head ID’s already established team of
experienced writers.

McIntyre is an experienced B2B journalist who is
very familiar with the U.S. business supplies industry,
having written for OPI in a freelance capacity as well
as writing and publishing for several years the official
publication for the annual EPIC trade show on behalf
of co-organizers Independent Stationers and TriMega
Purchasing Association.
Commenting on the announcement, former
independent dealer and now OPI’s CEO Steve
Hilleard said: “I am delighted that Simon De Groot
has entrusted us to continue the excellent work he
has done with the ID e-zine and we look forward to
building on that success.
“The publication’s mission will remain the same: to
celebrate success in the independent dealer channel
and to point the way to new opportunities for dealers
to grow stronger and more profitably.”
De Groot added: “The good thing from my point
of view—and for ID’s readers—is that the new
owners, OPI, are well known to just about everyone
in the industry and come to our publication with an
outstanding track record of publishing excellence and
journalistic integrity. Steve Hilleard and I have been
competitors and friends for many years and I know he
and his team are going to do a great job for the dealer
community.”

AOPD Adds ProMark as a New Business Partner
The American Office Products Distributors national accounts
dealer network (AOPD) last month announced the addition of
custom marking and ID products manufacturer ProMark Affiliates
as its newest Business Partner.
Commented AOPD executive director Mark Leazer, “On behalf of
the board of directors and staff of AOPD I would like to welcome
ProMark Affiliates as an AOPD Business Partner and we look
forward to working together to mutually grow our businesses in
the stock and custom stamps category. It is a great fit for AOPD
JANUARY 2018

to be working with a company like ProMark whose tagline is ‘For
Independents. By Independents.’”
ProMark EVP of operations Jamie DeLeeuw added, “With over
60 years of serving the independent dealer we are here for the
same reason you are and that is to provide a high quality product
with impeccable service. With the partnership between AOPD
and ProMark we can’t help but be excited to see what the future
holds!”

INDEPENDENT DEALER
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Stationers’ robust operational infrastructure. The combination will give dealers
the flexibility they need to continue moving forward in this profitable segment.”

Independent Stationers
Announces New Mid-Market
Furniture Dealer Group
The Independent Stationers dealer group
last month announced the introduction of
Connexions powered by IS Contract, which
it described as “a comprehensive mid-market office furniture sales, marketing, and
purchasing solution for contract and
mid-market commercial furniture dealers.”
The program will operate as a wholly-owned subsidiary of IS and initially feature products from 22 different mid-market furniture manufacturers.
In addition, the program will offer dealers
a range of sales and marketing tools such

as catalogs, customized dealer websites,
digital content, exclusive digital marketing
applications and sales training.
IS said dealers will also benefit from increased operational efficiency through
IS Contract’s connection to Independent
Stationers’ 40+ years’ experience in cooperative purchasing, centralized billing
and reporting.
“Independent Stationers has a long track
record of building a big tent,” said IS COO
Charles Forman “and recent volatility in
the mid-market furniture industry has left
many dealers without support.
“Partnering with Connexions and launching IS Contract couples a strong set of
marketing solutions with Independent

“Modern dealerships require more than
low-cost freight,” said Connexions
co-founder Don Lipscomb. “Today, office
environment projects require fast and affordable quality product solutions that are
flexible and profitable.
“Dealerships still need, however, a strong
purchasing infrastructure where they can
streamline business processes and leverage combined volume for greater impact
with vendors.
“Connexions powered by IS Contract is
the solution that offers both, and IS Contract’s operational expertise means the
program doesn’t require up-front cash investments from dealers or vendors.”

continued on page 16 >>

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

Join our conversation on Facebook and LinkedIn for more information.
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For more information, contact Don Lipscomb at 205-410-3415; don@connexions.solutions or visit the Connexions web
site at http://connexions.solutions.

ECi said Miller will direct its worldwide
sales and marketing teams from ECi’s Fort
Worth headquarters, as well as generate
new processes, ideas and strategies for
the company’s continued organic growth.

S.P. Richards Announces
Executive Retirements

“Sam has a proven track record as a top
software industry leader with a strong
customer-centric skillset,” said ECi president and COO Trevor Gruenewald. “Sam
has developed strategies that have accelerated the growth of some of the world’s
most successful technology companies.
His insight and passion for the SMB market align with ECi’s objective of supporting the entrepreneurial spirit and profitable growth of our customers.”

Wholesaler S.P. Richards last month announced the retirement of several veteran
industry executives. They include:
• Jim O’Brien, EVP of operations, who
has retired from SPR after 30 years of
service. O’Brien was recognized last
year as the recipient of the Business
Solutions Association (BSA) Leadership Award, the association’s highest
honor.

Steve Lynn

Miller previously worked at Dell Technologies in a range of sales leadership and
business development roles. In his most
recent position as senior vice president of
inside sales and GM mid-market, Miller
was responsible for leading the Dell EMC
North America Commercial inside sales
organization with $14 billion in revenue,
1,500 team members and 182,000 public
and commercial customers.

• Steve Lynn, EVP for global procurement, who will be retiring from SPR in
April after 40 years of service. Steve
was named to the City of Hope Hall
of Fame in 2016 for his many years
of work raising funds for cancer and
diabetes research.
• Phil Welch, senior vice president of
finance and CFO, who is retiring from
SPR at the end of this month after 32
years of service.
Our congratulations to each one of these
outstanding industry professionals!

Phil Welch

ECi Appoints Chief Revenue
Officer

U3 Web Stores Announces
New Dealer Business System
Web-based e-commerce technology
provider U3 Web Stores announced last
month it is extending its automation offerings to encompass the dealer’s back
office with the addition of a business system to its product offerings.
The new web-based system, known as U3
Complete, is targeted to startups and small
businesses who need to automate and
manage basic business operations while
controlling IT costs, the company said.

Jim O’Brien
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Dealer technology provider ECi Software
Solutions announced last month that Sam
Miller has joined the company as chief
revenue officer.
INDEPENDENT DEALER

U3 Complete is specifically designed for
companies involved in distribution-oriented industries such as office products,
janitorial and sanitary supplies and other
related verticals, the company said. The
software includes order entry, purchasing,

continued on page 18 >>
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INDUSTRY NEWS continued from page 16
inventory, contract management, accounts receivable, reporting
and more.
The system comes with U3 WebStore, U3’s e-commerce platform, with the goal of giving new businesses using the system
everything they need to begin selling online as well as manage
back office operations.
The system also includes an interface for Intuit’s QuickBooks accounting software, to enable dealers to export their transactions
and A/R postings.
“U3 Complete offers small dealers a needed alternative for business software,” said Kurt Kegans, manager of U3 Web Stores.
“They can get a back office system and a web store at an affordable price—and without paying extra for things they don’t need.
And because it’s hosted, they don’t have to make a big investment in hardware or infrastructure to use it, just a computer with
a web browser and an Internet connection.”
For more information, contact U3 Web Stores at 800-461-7286
or sales@u3webstores.com.

Diversey Buys Diamond Cleaning Pad Mfr.
Twister
Janitorial products manufacturer Diversey last month announced
it has entered into an agreement to acquire Twister Holding AB
and its assets for an undisclosed amount from private equity firm
Polaris.
Twister, headquartered in Sweden, is the owner of Twister, a patented system for daily floor cleaning using floor pads impregnated with billions of microscopic diamonds which clean and polish
the floor mechanically. Twister is a completely chemical free system that works with water only.
Diversey said it is acquiring Twister “to extend its market leadership, to strengthen its full value proposition and offer integrated solutions between chemicals, TASKI machines, robotics and
tools at the lowest total cost of ownership (TCO) to their customers globally.”

Recognition for AmpliVox Portable PA System
Industry Veteran Rod Ganiard Joins Nevers
Industries as VP of Sales and Marketing
Tables and case goods manufacturer Nevers Industries last
month announced the addition of industry veteran Rod Ganiard
as its new vice president of sales and marketing.
Ganiard brings more than 30 years of industry experience to Nevers, including senior executive, sales and marketing positions
with the HON Company, KI, Exemplis/SitOnIt Seating, Mayline
and Office Furniture USA.

AmpliVox Sound Systems last month announced it received a
Gold Award from American Security Today magazine as part of
the magazine’s 2017 ASTOR Homeland Security Awards program.
AmpliVox received the
award for its SW320 Mity-Lite Plus Portable PA
System, which earned
Gold Award honors in the
Best Risk/Crisis Management Solution category.
The SW320 is a portable
40-watt PA system that
weighs only eight pounds and can be set on a tripod, worn on a
shoulder strap or simply carried.
It includes two digital 2.4 GHz wireless microphone receivers,
as well as a wireless handheld mic that stores in the handle of
the unit when not in use. It includes Bluetooth® compatibility for
streaming music from smartphones and other devices.

“We are very excited about bringing Rod on board in this important role,” said Chris Evenstad, CEO of Nevers. “Rod’s experience and relationships will serve as an integral component to the
Nevers growth strategy.”

The Mity-Lite Plus operates on AC power or on its built-in rechargeable battery, with a run time of up to eight hours and a
battery status indicator light. It is also equipped with an intelligent charging system allowing the battery to recharge while in
use with the AC power source.
For more information, visit www.Ampli.com.
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Meet Mike Tucker, NOPA’s
New President and CEO

PA’s role in supporting it going forward.
Here’s what Tucker had to say:
Maybe we can begin with your overall
assessment of the current state of the
independent dealer community?
TUCKER: As long as I can remember, independent dealers have been fighting pretty
much continually for their lives—against
Office Depot, Staples, business downturns, technology challenges, etc.

For NOPA, the new year is starting out with
some major changes, as industry veteran
Mike Tucker takes over as president and
CEO of the independent dealer’s trade association.
Tucker brings to NOPA over 40 years of
industry experience and an in-depth understanding of dealer needs and priorities.
He began his industry career in 1975, as a
territory rep in the Washington, D.C. market for writing instruments manufacturer
Faber Castell, where he played a key role
in building that company’s business with
the federal government.
After 15 years with Faber, he moved to the
dealer side of the industry, joining Tampa-based Allstate Office Products as its
federal government sales manager. After
a brief stint with Office Depot following its
acquisition of Allstate, Tucker went into
business for himself with the purchase of
long-time Washington, D.C. independent
George W. Allen Co.
During his time at George Allen, Tucker
transformed the company from a $3.5 million a year dealers that was losing money
into an organization that generated over
$24 million of profitable sales dollars at its
peak.
As Tucker begins his new leadership role
at NOPA, we sat down with him to get his
views on the dealer community and NOJANUARY 2018

But even though the dealer community is
smaller in number than it used to be, the
companies who are part of that community today are stronger and more resourceful
than ever. They continue to find new products, services and solutions that enable
them to remain an important partner for
their customers and that’s a very impressive achievement.
As a dealer myself for the past 22 years,
I’m very proud of how we responded to
new market demands and industry challenges and the way we adapted to change
instead of just sitting there and watching
ourselves slowly die on the vine.
George Allen was one of the first independents to get into breakroom services and
coffee, we took on Managed Print Services
early in the emergence of that market, we
became a copier dealer, got involved in
promotional products and in recent years,
we have made good progress in the jansan category.
Those are some of the things that you have
to do today as an independent if you’re
looking to prosper and I’m looking forward
to helping other dealers put similar changes in place in my new role with NOPA.
How important is it, do you think, for the
dealer community to have a strong association?
TUCKER: I think it’s very important. NOPA
is the one truly independent organization
whose only mission is to try to help the
dealer community stay viable and strong.
Certainly, the dealer groups and the wholesalers all have a vested interest in the
INDEPENDENT DEALER

health of the dealer community as well,
but they also have financial issues to deal
with it and they also compete against each
other.
NOPA today is fortunate to be financially
solvent and our sole purpose is to be here
to help the dealer as their needs change
and as the industry continues to change.
What do you see specifically as NOPA’s
role in strengthening the dealer community going forward?
TUCKER: We had a planning session
about a month ago with the NOPA board
and some of our partners in the channel
such as AOPD, Independent Stationers,
TriMega and others to talk about that very
issue and to put in place a game plan that
will excite the dealer community and meet
their needs in a meaningful way.
One of the top items on the agenda, of
course, was Amazon. We are committed
to developing programs to keep dealers
strong and viable in the face of the Amazon challenge.
A lot of organizations have put on various
seminars and webinars talking about the
challenges of Amazon but nobody yet has
taken on the task of serving as a central
repository for all the information that’s out
there and the various resources that are
available to support independents against
Amazon.
Right now, that is our top priority and you
will be seeing a lot more from NOPA in that
area in the coming year. Relative to that issue, we’re also going to be working hard to
maintain a strong and viable role for independents in the government marketplace.
That effort has a strong federal government component, particularly given Amazon’s inclusion in the current Defense Authorization Act and plans to put in place a
government-wide online marketplace.
But there’s also a lot to be done at the
state and local government level, to make
sure that business doesn’t all get si-

continued on page 22 >>
PAGE 20

ROAM™ SWEET ROAM
The Roam™ Touchdown Workstation provides a bit of “home” for on-the-go workers. Constructed of a
tabletop surrounded on three sides by fabric, Roam creates a private, focused working area for individuals.
Their design makes them easy to move, so they can be rearranged to reconfigure spaces as needed. Fabric
is available in customizable designs to create unique, branded looks that welcome creativity, whether they’re
used as an alternative workspace for permanent employees or as a touchdown point for nomadic workers.
This customization makes it easy to make Roam your home away from home.

AND
www.mayline.com / www.safcoproducts.com

INDUSTRY NEWS continued from page 20
phoned off to the detriment of the independent.

tiful than it is today, that wasn’t as much of
a problem but those days are gone.

It’s our role to encourage dealers who are
selling to local government and/or education entities to be proactive and informed
about what’s going on, so that they don’t
just assume because they are friends or
golfing buddies with local government
purchasing officials that those officials are
telling them everything they need to know
about the next contract that’s coming up.

There’s a real need to rationalize the way
our industry and our channel spends its
money collectively and NOPA is very well
positioned to address that need.

Our third priority is focused on the industry
as a whole and involves something many
people have been talking about for a long
time.
Putting it simply, there is just too much duplication of programs and services in the
independent channel today.
The most obvious example, of course, is
the tradeshow area but it’s not the only
one. There are multiple shows and multiple demands on manufacturers to pay for
them. Maybe when money was more plen-

Instead of having several different buying
group or wholesaler shows that involved
people paying multiple times for what is
basically the same thing, I would like to see
NOPA, working with the BSA organization,
play a leadership role in putting together a
single industry event so that as an industry
overall, we spend our money more effectively.
If you have one basic message for the
dealer community and the industry at
large as you take the reins at NOPA,
what would it be?
TUCKER: NOPA has been around a long
time. Most dealers know about our government advocacy role but they probably aren’t aware of much else. I would ask those

dealers to take some time to re-acquaint
themselves with the new NOPA and find out
about some of the other programs we offer
because we definitely have something that
can help their business and their employees.
I would also ask that they give some serious thought to getting involved in the association and helping to shape its programs.
We are committed to operating as a member-driven organization and are always
looking for dealers to serve on our various
planning committees.
If you’d like to get involved—or if there’s
something you’re not seeing from NOPA
that you think would be helpful and relevant to your business, just drop me an
email (mike@iopdfa.org) and let me know.
Our only mission in the industry is to advance the success and wellbeing of the
independent dealer community and we
would like you to help us help you!

In Memoriam
Former Dallas Pen Co. President Pat Melugin

Former DJR Rep Larry Parker

Pat Melugin, former president of Dallas Pen Company, died December 24 in Dallas.

Former DJR & Associates independent manufacturers’ sales rep
Larry L. Parker died December 21 in Monroe, Ohio. He was 58.

Melugin began his industry career in 1975, when he joined Dallas
Pen as its vice president of sales and marketing. He was named
president of the company in 1990.

Parker is survived by his wife, Karla A. (Barnett) Parker, of 33
years; his daughter, Jessica Lynn Price and son-in-law, Benjamin
D. Price; his son, Nicholas W. Parker, daughter-in-law, Becky L.
Parker, and grandson, Brantley Garret Parker; his sister, Lois D.
Freeman of Middletown, Ohio; and his brother, James W. Parker
of Middletown, Ohio.

He was active in several industry associations, serving as president of the National Association of Writing Instrument Distributors
(NAWID) in 1990. He also served on its board for more than eight
years.
NAWID was the forerunner of the Business Solutions Association
(BSA) and Office Products Wholesalers Association (OPWA).
The family has requested that memorial contributions in Melugin’s
memory be sent to St. Luke’s Episcopal Church, 5923 Royal
Lane, Dallas, TX, 75230 or to the American Cancer Society (www.
cancer.org).

Larry L. Parker was born on October 21, 1959 in London, Kentucky. He started his business career at DJR & Associates in
1978 and had owned Saw Tech Industrial Tooling in Monroe since
2001. He was also an ordained minister of the Church of God.
Weigel Funeral Home is serving the family. Online condolences
and details on sending flowers or a memorial to Parker’s family
are available at www.weigelfuneralhome.com.

Expressions of sympathy may be sent to Ms. Bobbie Melugin,
7139 Lavandale Ave., Dallas, TX 75230.
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By Michael Chazin

Even if sales of traditional office products aren’t quite what they used to be,
dealers appear optimistic about their fortunes and confident about growing
business in other categories in the coming year.
continued on page 24 >>
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the board,” he says. That includes furniture—mid-market and contract—along
with office coffee service and commercial
printing. He is especially optimistic about
the copier division. He expects office supply sales will continue to decline, but adds
that JanSan sales are robust and growing.

The JanSan Future
Stever Klaver
“We are fortunate that we focus on more
than just office products,” says Steve
Klaver, president of DBI in Lansing, Michigan, “We are also a contract furniture
dealer, aligned with Haworth.” He says the
dual nature of the business provides the
right combination of additional offerings so
when sales in one area are down, sales in
other categories can pick up the load.
“Our supply business has been flat,” says
Julie Garrigan, president of Garrigan’s,
Springfield, Ohio. “We have seen a slight
increase in facility supplies and had a decent year in furniture.” She predicts 2018
will offer more of the same, with facility
supplies expected to grow two or three
percent and furniture to keep on selling.
Supply sales, she forecasts, will continue
to decline. “I think we are going to see
some impact from Amazon, but they don’t
deliver paper as easily as we do, and that
is a good thing.”
Source Office & Technology in Golden,
Colorado, turned in some impressive results in 2017 but that growth had little
if anything to do with supply sales. “We
grew close to 10% and feel very bullish
about 2018,” says John Givens, president. That growth came from a combination of printer/copier division sales along
with office coffee service, mid-market
furniture and commercial printing. He expects 2018 to look pretty similar.
“We expect double-digit growth across
JANUARY 2018

In recent years, JanSan, aka janitorial
supplies, has become the growth engine for many supply dealers. Janitorial
supplies hit 22% of total sales in 2017 at
Workplace Central, Newtown, Pennsylvania and Norman White, president, expects
it to be his largest single category in 2018.
In three years, he expects it to account for
half of all sales.
A large part of that growth has come from
the addition to the company of a janitorial specialist last April. With input from the
new specialist Workplace Central developed a more aggressive strategy to hang
dispensers and sell towels and tissue.
“That janitorial business is key for us, and
a big part of our game plan is to maximize
the investment we made in this janitorial
specialist,” says White. “We made a decision to get him with the right buyer, who
we may not have known, and we are winning the business.”
Workplace Central focuses on accounts
that can spend $3,000 a month or more
on janitorial supplies. White thinks that the
goal of more than doubling janitorial sales
in a few years is definitely a possibility.
“If we get a couple of accounts a week
doing at least $3,000 in janitorial supplies
we think we can grow our business significantly,” says White.
Garrigan’s started to emphasize janitorial
supply sales close to two years ago and
has seen the category grow to 9% of sales
since then. Julie Garrigan expects another
3% of growth in 2018. Those sales weren’t
always automatic as the office supply buyer was frequently not the janitorial buyer
and introductions were not always forthINDEPENDENT DEALER

coming, says Garrigan. “If it is a large
enough account we can get the Essendant
specialist to come out and assist us,” she
reports.
At Great River Office Products, St Paul,
Minnesota, the janitorial category has also
been one of the past year’s growth drivers. “Janitorial was close to 35% of the
business at the end of last year,” says Dan
Schmidt, vice president. “If we are going
to grow I would like to see us go to the
chemical side.”
Schmidt hoped to get chemical supply
sales off to a good start with the help of a
business development manager from S.P.
Richards.
Schmidt knows he will also have to hire a
janitorial specialist. “My reps are good at
JanSan sales but you really have to have
someone with more knowledge in certain
areas.”

Open More Doors
At Office Xpress, Hialeah, Florida, Randy
Garcia, owner and president, suggests
that janitorial and breakroom combined
to offer one of the best opportunities for
growth in 2018.
While both categories were especially
strong over the past year, it was furniture that opened doors with many Office
Xpress accounts last year, he reports.

Julie Garrigan
continued on page 25 >>
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from them.” Office360 has found success
in the healthcare vertical and picked up
some larger accounts in that sector. “They
came to us because we can be competitive on price and they had not been getting the service levels needed to run their
businesses.”

Randy Garcia
Once relationships were established with
decision makers above the purchasing
manager level, Garcia increased sales to
those organizations with turnkey services
for coffee and janitorial.
“Once you make contact with those individuals who are making the decisions, it
is easier to get the rest of the business,”
he says.
Garcia has sold janitorial and breakroom
for close to four years and as a result janitorial now stand at 20% of sales and coffee
counts for close to 8%. He expects both
categories to reach 30% combined this
year and continue growing. “Certain types
of customers buy more janitorial than others,” he says. A customer that has its own
building, its own cleaning personnel and its
own warehouse typically consumes quite a
bit of janitorial,” he explains.
Office360, Indianapolis, is another dealership that experienced strong growth
in 2017. “We had 14% growth in 2017
because we gained market share,” says
Steve Nahmias, co-owner. Nahmias credits much of that growth to a pull back by
both Staples and Office Depot and the
fact that both no longer have a distribution center in Indiana.
He says both big boxes are vulnerable,
in Indiana at present. “It is not going to
be like that forever,” he recognizes, “but
for now we are able to gain market share
JANUARY 2018

“Staples and Depot are probably more
concerned with Amazon than with Garrigan’s,” says Garrigan. She expects these
big box contenders to push their business
services at retail such as printing and mailing. “That’s one differentiator they have
over Amazon at this point,” she contends.
Garrigan says that one of her top priorities
in 2018 is to get closer to customers. “We
really need to deepen relationships with
existing accounts,” she says. Her people
need to develop real relationships beyond
the primary buyer and work to diversify the
product groups sold to those accounts,
she says.
With Garrigan’s currently generating close
to 85% of its orders online, building relationships is a challenge. “Finding a way
to actually reach that customer and have
a conversation so that you can develop a
relationship beyond the screen is pretty
critical,” she contends.

Grow Value-Added
Services

In addition to its Scranton location, One
Point has a location in Bethlehem, which
markets furniture in the Allentown area.
In 2018, McMahon intends to bring office
supplies there as well. Market research
has told him there is a price war on office supplies going on in there. “We will go
down there with value-added printing and
promotional products,” he says.
To further differentiate its services and
expand its value-added offerings One
Point regularly conducts business reviews
with its larger office supply customers.
“We show them where they spend most
of their money and make suggestions
on how they can save,” says McMahon.
The dealership’s national competition, he
points out, doesn’t offer similar services.
“One of the reasons I like furniture is you
can buy furniture online but you can’t
have an office designed on line,” he says,
“and you have to hire somebody locally to
install it,” he adds. “And who do you call if
there is a warranty issue?”
For the most past, dealers selling furniture in 2017 saw their fortunes increase.
Schmidt suggests that 2018 could be a
strong year for furniture sales especially
with passage of the new tax plan. “With
this new tax ruling companies are hopeful
that it will spur the economy and as businesses expand one of their first needs is
for furniture,” he says.

At One Point, Scranton, Pennsylvania, Pat
McMahon, president, says he focuses the
supply business on value-added products
and services as much as possible to keep
from competing with Amazon on low prices.
“We focus on offerings such as print management, forms management and distribution services,” he says. One Point uses
warehouse space to store printing for customers. “That means a lot to our customers,” he says. “When we deliver office supplies it is not delivered by a courier or UPS,
it is delivered by a One Point employee.”

Steve Nahmias
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“Anything you can do for the customer
that either helps them save money, reduce consumption or improve business
processes are areas we all should be
working on,” says Givens
Marketing departments provide a strong
opportunity for value-added sales at One
Point. “We had a good year with promotional products in 2017,” says McMahon.
He expects it to continue strong in the new
year. “Marketing departments at all types
of manufacturers are customers for printing and promotional products,” he says.

Pat McMahon
On the furniture side, the sit-stand category has captured a great deal of interest
from customers. A new electric lift from
Lorell provides a terrific point of entry,
says Schmidt. It makes it easy for users
to change position and is new for 2018.
There is also a desk-top manual lift. “Lorell and S.P. Richards have really expanded their offering knowing that furniture is
the coming thing,” he adds.

Focus on Services
and Solutions
“The biggest opportunity for us in the
coming year is a continued focus on solutions and services and things that require
design, training, and support,” says Givens. He maintains that the independent
dealer model offers a host of ways to
stand out from the competition—desktop
deliveries, friendly advice, new product
demonstrations, repairs, etc.
“The more services and solutions you can
provide that can’t be bought on Amazon,
the better off you will be,” says Givens.
Unique services or products that customers can’t readily acquire someplace else
are a good place to start. For example,
inventory control options where customers buy in bulk and the dealer stores the
purchases and delivers smaller quantities.
JANUARY 2018

One Point adds as much value as it can
on these orders. Customers who order
supplies online and also purchase printing
get both delivered on an as-needed basis.
For instance, with its banking customers,
orders are separated for each location.
“They give us one order, we break it down
by cost center and deliver the needed
supplies and business forms to the right
branch,” says McMahon.
Klaver says it’s kind of surprising but he
has customers today who want his dealership to manage their supply inventories.
This is a resurgent value-added service
that an increasing number of dealers offer;
some even charge for it.
It is only a small number of mostly larger accounts, says Klaver, that look for
this support, which nationals don’t offer.
“When told that Staples could save them
20%, our customers have asked if they
would do inventory as well,” says Klaver.
Of course Staples’ answer is no.

Recapture Toner
Sales
Most dealers have watched toner sales
decline as Amazon has captured a growing share of that category. Branded toner
tends to be pricey, and Amazon has used
its reputation as the low-cost supplier to
capture sales.
The fact that the toner ships so easily just
adds insult to injury. Some dealers have
started to explore managed print services
as a way to counter the threat and hold on
to toner sales.
Toner sales have slowed at Office360 in
part because many of its new customers
are already on an MPS program. It has
also lost sales as customers have gone
with another provider’s MPS offering.
In response Office360 has worked with
Hewlett-Packard and Essendant to develop its own MPS offering. “We hired an ink
and toner specialist and we are trying to
reverse that trend. We are talking to more
IT departments than we have in the past.”
reports Nahmias.
Garcia says he was able to increase toner
sales in 2017, but only because he dropped
prices to compete with online sources. Next he will look to managed print-

At Workplace Central, White is focused on
identifying the next new growth category.
“It is great that we are exploring JanSan,
but the trends that we see in the market
today are not going away,” he points out.
“People are not using as much of some
items. We are losing some items to Amazon. It’s not that we’re losing customers
but we are losing items and that impacts
average order size.”

John Givens
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prospects and bringing them on board as
customers but the time it takes needs to be
compressed. “We need to bring new customers on faster to offset what is happening with industry headwinds,” says White.

Dan Schmidt
services as a way to maintain and hopefully grow toner sales. He points out that MPS
is another one of those value-added items
that can’t be bought online.
“We just sell printers,” says Garcia, “but
have started to offer printer fleet management services using the different software
packages that are available. The wholesalers have done all the work for you,” says
Garcia. “You just have to go out and hire
somebody who knows how to talk the
talk.”
Once you find that person, MPS can become a terrific annuity, he contends. “You
get an agreement on board, you lock in the
customer and they’re not going to go to
Amazon to buy those cartridges anymore.”
Source Office & Technology is an established copier dealer with a well-established MPS business. “HP continues to
have a lot of printer equipment, supplies
and services that are attractive for an organization like ours that developed managed print services early on,” says Givens. He continues to acquire toner from
both SPR and Essendant but works with
Synnex on the MPS side.

Technology offers various approaches to
help close that gap at Workplace Central.
Once a salesperson learns all he or she
can about the customer’s operation and
is ready to come back with a presentation
she uses GoToMeeting. “We show them
how easy it is to use our website,” says
White. At that point their “favorites’ list”
has already been loaded. “This really adds
more of a sense of urgency to account acquisition.”
DBI used to rely on S.P. Richards and Essendant for its marketing programs and
materials but has established its own internal marketing department and hired a
young, technology savvy manager to run
it. DBI has invested in some quality camera equipment, which has been helpful in
producing custom videos to support its
digital market efforts.
“We produced a capabilities video,” says
Klaver. “It features our own employees
who talk about everything we do.” He
calls it the DBI Took Kit. Salespeople are
offered a $50 incentive to bring a current
customer or prospect in for a meeting.
The 22-minute video features separate
segments on office products; furniture,
design and services; breakroom and janitorial and each can be mixed and matched
to customize a presentation.
“Our hit rate on the video is probably
about 90%,” Klaver reports. “A customer was not buying from us, and then they
start to buy.”

Fighting for Online
Find New Customers Sales
Sales skirmishes have been happening
One of the top priorities for 2018 at Workplace Central is to step up efforts in new
account acquisition. White says his sales
team has done a terrific job of finding new
JANUARY 2018

on the internet for some time. You lose a
customer to a website run by one of the
nationals or see smaller customers pick

and choose what they buy from their local
dealer and what they pick up online for a
better deal. Online competition is projected to get even more intense and will likely
be the next major industry battleground.
Some suggest it already is.
Technology is a top priority at Office
Xpress and the dealership will convert to
a new technology provider and a new web
presence in 2018. “We have been on the
same platform for many years and customers are demanding a faster search engine and more choices,” says Garcia. The
change has been in the works for some
time, and by the end of the first quarter most customers will have made the
switch to the new website.
Garcia’s first-call wholesaler is also playing a strong technology role. “Essendant
offers some very good programs such as
Smart Search along with different analytics and intelligence at the shopping cart
level,” he says. The tools let the dealer
know what categories a customer is purchasing and what accessories might be a
match for what is currently in their cart.
“That is where the sale is being made today—in the shopping cart,” says Garcia.
They are either going to buy a box of paper and a few pens or they are going to
buy a box of paper, a few pens and throw
in some additional items, he says. “Those
tools are built into the Essendant dashboard and provide that intelligence. We
want to be sure that we look from the inside instead of from the outside.”
“Real time analytics would be so beneficial,” says Garrigan. Right now the data
she receives tends to be 24 hours old,
which might show a trend but doesn’t
help grow sales. “It I can get something
that tells me when someone is online and
looking at specific items in her shopping
cart and has not placed an order yet, that
is actionable,” says Garrigan. “Anytime
you abandon a cart at a retail outlet that
has good analytics they are going to send
you a coupon or some offer to try to pull
you back in,” she says. Her vendors need
to offer the same capabilities, she says.

continued on page 28 >>
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Convenience Drives
Sales Online
One Point is aware of the rise of Millennial
buyers and the need to make items available for online sales. It too has changed
its front-end provider for 2018 and now
makes it easier for customers to purchase
office supplies using their phones.
“We see how convenience drives the really good online stores, especially retail,”
says McMahon. “Customers today expect that from their B2B suppliers. They
want an easy experience.”
The technology experience offered by a
dealer’s web store has to be as good as
any technology available on the internet,
says Garcia. “You can have the best pricing, the best salespeople and the best
customer service, but if somebody comes
along and looks at your website and it
is dated, it is going to be hard for you to
maintain that business,” he warns. It has
to be as easy for them to search for items
as it is on Staples or Amazon or your online customer is going to find someplace
else to shop, he says.
More than ever, that online alternative
tends to be Amazon. Garrigan has used
Amazon for personal shopping and found
it to be quick and easy. “I have not had
any transactional issues,” she says, “but I
have had customers leave and go to Amazon but come back because of accounting nightmares. They can’t track orders or
they get deliveries from multiple locations
and find that confusing.”
Garrigan suggests that Amazon might be
creating a whole new definition for customer service. “People who grew up with
Amazon have never had a different experience; they don’t know how to talk to people,” she says. As buyers get younger—a
trend that is already occurring—a new
challenge to the traditional dealer model
is emerging. “How do you introduce that
young buyer who really can’t talk to a real
person and show them how they can get
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an answer and save time doing it?” asks
Garrigan.
The Millennial buyer is rapidly moving into
positions of responsibility. “The typical situation is we have a retiring Baby Boomer
buyer who is being replaced by a Millennial,” says White. Sometimes there is a
hand-off to the new buyer, but not always.
“I don’t know that we lost any business in
2017 but I see it as a big risk,” says White.
“As Millennials come into more authority
how do we have the opportunity to show
our value to this new buyer?” he wonders.
“Something like four million Baby Boomers are retiring each year and being replaced by four million Millennials,” says
Givens. With that customer base digital
features such as being able to order off
a smart phone or having a robust website
with an Amazon-like experience are little
more than just the cost of entry. “We all
have to continue to elevate what we do
and how we do it in a way that makes
us competitive in the B2B marketplace,”
says Givens.
Source Office & Technology is not a B2C
company, says Givens, but the younger
workers being hired by businesses today
are used to B2C features when they shop
online. “You have to have the right kind
of tools with features and benefits that
match their expectations,” he stresses.

“Every independent dealer that gets
bought takes revenue out of the channel,”
he says. If $500 million in dealer sales gets
bought by Depot or Staples, that’s $500
million that doesn’t go through Essendant
or S.P. Richards or the dealer groups, he
says.
No one has a crystal ball that can accurately predict what will drive industry fortunes in the coming years. Nahmias isn’t
sure what’s coming, but feels there’s the
possibility of some bold moves by the
industry’s biggest players. “Amazon, Staples, Depot and Mason would like to have
all the business that the independents
have,” he says.
Regardless of what the future may bring,
however, independent dealers have
proved their ability to respond effectively
many, many times over in the past. And
despite what competition might throw at
them, there’s no reason to suppose they
won’t be able to maintain and even improve that ability in the coming year.

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

Expect the
Unexpected
Besides category growth and a switch
in who is doing the buying, independent
dealers can expect that the industry consolidation trend will continue. “It seems
to me that Staples and Office Depot are
hitting the street pretty hard looking at the
independent dealer channel and trying to
buy dealers,” says Givens. He adds that
independents have to learn to adapt to
this buying spree which threatens their
longevity.
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New Year’s Resolution:

Let’s Get Lean
By Janet Collins

No, I’m not talking about losing weight or creating muscle tone,
although both would be advisable. This is about applying lean
methodologies to your business to clear out, clean-up and re-set
so you are ready to start fresh as a new year begins!
Initially invented for manufacturing, lean techniques are now being applied everywhere as a foundation for continuous improvement. They can certainly work for independent office products
dealers too.
Most lean projects start with a rejuvenating process called 5-S.
Originating as five Japanese words all beginning with the letter
S, 5-S translates to Sort, Set in order, Shine, Standardize and
Sustain.
It’s what I try to do with my closet once a year. If I haven’t worn
something in a few years, it needs to go. Then, I sort what’s left
by size and by style and line up all the shoes. It’s a fresh start.
Surprisingly, I also gain efficiency. Getting ready is faster and
maybe even a little more innovative as I re-engage with lost
items. And I top it off by installing a fancy organization system,
determined to stick to clutter-free new habits.
The New Year is the perfect time to do the same with your business. It’s time to reassess, throw out what’s not working and
create new standards. Let’s start with the first three S’s: Sort, Set
in order and Shine.
What can you get rid of that is either not adding value or worse
yet, distracting you? Clear your schedule. Give yourself the time
and space to consider new ways to work. Ask your team, “What’s
not working?” and “What can we stop doing?” The first three S’s
allow you to start with a clean slate.
Then, it’s on to achieving those big goals you’ve set. Here’s where
we can take a lesson from the fourth S, Standardize. Once you’ve
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cleared out the old and made sure everything left is important and
cohesive, it’s time to create new standards and expectations.
For example, set a new standard for working with your leadership team. Schedule regular weekly staff meetings, bi-weekly
one-on-ones and monthly strategic workshops. Creating a new
meetings pattern will demonstrate you are serious about change,
collaboration and open communication.
Finally, the hardest part of continuous improvement is the last S,
Sustain. It takes desire and discipline to stay focused and make
it stick.
You’ve launched a great plan and identified work that can be
eliminated. You’ve created new processes. Then, reality creeps
in. Stuff happens. Customer demands take you off course. You
decide to forego a regular meeting or stop communicating as
often or as effectively. You start making new piles and suddenly
you are back to your old ways.
Commitment to “sustaining” any change happens before you
even begin. Start with the end in mind. Make sure you stay focused on the goal and the reasons why you need to change.
Distractions are real but don’t let them stop you. If the change is
worth sustaining, it will be worth the pain you endure.
Lean techniques provide tools for sustained change. They can
apply to the annual plan you’ve created, a new sales process or
even more literally to the office clean up. Whatever you are trying
to change, start with clearing out the old and making room for
the new. Then, summon the discipline to stick to it!

Janet Collins is a strategy consultant for the industry, helping leadership teams get
unstuck and get moving with clarity and alignment. Contact Janet at 513-404-2809
or by email at jcollins@tpstrategy.com.
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Why Should I Buy From You, Anyway?
By Troy Harrison

Every day, too many salespeople commit
suicide—or at least, professional suicide.
The scenario goes something like this:
Skeptical Customer: “So, why should I
buy from you? We’ve been buying from
(company X) for years!”
Earnest Salesperson (smelling the sale):
“But, we have great service!” Or, if Earnest Salesperson decides to put a little
extra oomph behind it: “We have the best
service in the business!”
Earnest Salesperson confidently smiles at
Skeptical Customer, knowing that at any
moment Skeptical Customer is going to
reach for his checkbook. Instead, Skeptical Customer yawns and says, “Yeah, but
everybody says that. Why should I buy
from you?” And another sale dies before
its time.
Why do we do this to ourselves? Answer:
Because, Einstein, you—or your boss—
don’t have a better idea.
Want the truth? Everybody says they have
the best service. When everybody says it,
it’s meaningless. And yet there are businesses—lots of them—where service is
the main differentiator among competitors.
And there are also buyers—again, lots of
them—who make service the main criterion for their buying decision.
Sales result when salespeople communicate “great service” to a buyer who wants
to buy “great service.”
Making your “great service” stand out
from your competitors—and making it
mean something—is a three-step proJANUARY 2018

cess.

Step One:
Define your great service. Preferably,
you’ll do that by offering something that
your competitors don’t. Start out this way:
Get your key people together. Include
salespeople, customer service people,
department managers and anyone else
whose primary responsibility is dealing
with the customer.
Go around the room and ask each person
to come up with one specific thing your
company does to add value to its product
or service offering.
Then, next to each thing, write the benefit to the customers. Make this a no B.S.
meeting—only list those things you really
do consistently, not the things you only do
on your best day when all the stars are
aligned properly and the boss is in a good
mood.
Next, on the board, go over each item and
ask which competitors do the same thing.
When two or more competitors do it, erase
it. You should be able to come up with one
or more things that make you unique, are
specific and have tangible benefit to the
customer. (If not, get to work and figure
out something you can do.) You have now
defined your service offering.

Step Two:
Offer proof. A good way to do this is with
a specific written service policy. A better way to do it is with written references
from happy customers who have received
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quality service from you. Either way,
salespeople should carry a “brag book”
and be prepared to prove their “great service” promise.

Step Three:
Make sure there are consequences
for not living up to your service promise.
The most common form of this is a money-back guarantee but it doesn’t have to
be the only consequence.
Other consequences of failure to provide
great service could include merchandise
or merchandise certificates, some sort of
gift to the customer (such as a catered
lunch for their employees), or a similar
“make good” gesture.
The consequences need to be part of your
written service policy and they should be
presented to the customer as part of the
service presentation rather than decided
upon after the fact.
In the business world today, there are several excellent examples of how this type
of service promise can help to build a
company. Perhaps the best one is Domino’s Pizza.
Their service promise: If you called Domino’s for a pizza, you’d have it in 30 minutes or less (thus defining the company’s
“great service” proposition).
Domino’s made that service proposition
part of its advertising (Offering proof with
their written policy), and gave you the pizza free if it took longer than 30 minutes
(the consequence for failure).

continued on page 31 >>
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WHY SHOULD I BUY FROM YOU? continued from page 30
This simple promise grew Domino’s from
a single, college-town pizza joint to one of
the largest fast food companies in America.
Domino’s was eventually forced to drop
this policy due to a couple of lawsuits resulting from overzealous delivery driving
but it’s still rare to get a Domino’s pizza in
more than 30 minutes.
Let’s put the three-step process to work
for a hypothetical business. Whenever I go new car shopping, I’ll always ask
the salesperson, “Why should I buy here
when there are several other dealers selling the same car?”
The salesperson will enthusiastically reply
that they have—you guessed it—”great
service.” No sale.
But what if the car dealer put some meat
into the promise? A program could be
started where the salesperson could honestly reply, “Because buying a car here

gets you extra privileges in our service
department. When a car that’s been purchased here is brought in for routine maintenance, we guarantee that the maintenance will be finished within X time, or it’s
free, no matter what. With or without an
appointment, we put you at the head of
the line if you buy your car here. Here’s a
copy of our service policy.”
Now that’s a service promise that means
something.
Service promises don’t have to be elaborate. If your company gets a lot of phone
calls for service or support, how about a
promise that the phone will be answered
by a real human being who is empowered
to help?
The cable company’s promise that “Our
technician will be there between 8 AM and
6 PM.” doesn’t mean much to me - but the
air conditioning repairman’s promise that
he’ll be there at 4 PM “and if you don’t

mind, allow me a half hour either way”
does. Make it matter to your customers,
and it’ll matter to you.
Of course, every business doesn’t necessarily have to have a service promise.
Businesses that differentiate from their
competition on price (like Wal-Mart), by
product (like Apple Computers), or by
emotional appeal (like a sports or entertainment business) don’t usually provide
service promises. But if yours does, make
sure to define it. Your salespeople and
your customers will thank you.

Troy Harrison is the author of “Sell Like You Mean
It!”, “The Pocket Sales Manager,” and a Speaker,
Consultant, and Sales Navigator who helps companies
build more profitable and productive sales forces. To
schedule a free 45-minute Sales Strategy Review, call
913-645-3603 or e-mail Troy@TroyHarrison.com.

Looking to Strengthen Your Industry
Knowledge? Join a NOPA Committee Today!
Committee members play a vital role in driving
the organization's future and in ensuring a
stronger tomorrow for Independent Dealers.

What committees exist?

• The Advocacy Committee
• The Benchmarking Committee
• The Education Committee
• The Finance Committee
• The Nominating Committee
• The Scholarship Committee, and many more!

Find out more by visiting www.nopanet.org!
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Three No-Cost Strategies
to Grow In 2018
By Tom Buxton

Happy New Year! As usual the claims by
many that the world of independent distribution is on its death bed have been debunked once again. Certainly, we do have
a very formidable competitor in the shape
of Amazon Business, but there has never
been a more level playing field to compete
against Staples and Office Depot than the
one we saw in 2017.
Double-digit growth was the norm for
many of the most progressive dealers.
How did they do it and can that kind of
growth be replicated by your company?
I can provide at least a few reasons for
why these dealers grew in 2017, but only
you can ensure that your company will follow their lead in 2018.
The most important trait of the most successful dealers in 2017 has been their enthusiastic embrace of technology.
Their reps and managers use a CRM at
least for tracking new accounts and often
as a planning tool for their entire workflow.
If your company uses a program like
Acsellerate to manage your margins, the
CRM module is probably sitting there already, and if it was on a shelf instead of
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a computer screen, chances are it would
only be collecting dust.
“But, my reps don’t want to use it!” I am
so tired of hearing that excuse and unless
your reps are growing their business by
10% or more per year, you should be too.
The accounts that reps call on are the
company’s accounts, not theirs and you
must do everything you can to protect
and enhance them. Your reps work for the
company and not the other way around,
so it may just be time—in fact, it’s probably way past time—to change the paradigm.
That brings me to my second no-cost
solution for growing in 2018: Manage your
sales budgets.
How many of your reps failed to hit their
sales goals in 2017? What did you do
about it? Did you ignore the issue and
give them a pass? Have you given them a
pass for many years?
Dealers who are growing don’t allow mediocrity. They fire poor performers and
hire someone to take over the prior rep’s
territory. One problem, of course, if you
are in a secondary or tertiary market is
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that finding a new person with the right
qualities and qualifications can be very
difficult. Fortunately, there is an intermediate option to consider.
Set a goal for your rep that is reasonable
and assumes some (10-25%) growth over
2017. Measure them for the first quarter
and if they don’t hit 95% of their goal take
2% of their commission away. If they hit
more than 105% of their goal, pay them
2% more than you usually would.
Carry this on through every quarter and if
your rep has the ability to grow they will
grow. If they don’t, begin the search for
a replacement while the original rep still
works for you.
At the same time, attempt to figure out
why your rep or reps are not being successful. They could need more training,
better support or better direction.
This leads me to the third no-cost solution for troubled sales: Aim higher! This
phrase has been shamelessly stolen from
the United States Air Force, because it
suggests that our goals aren’t big enough.

continued on page 33 >>
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3 NO-COST STRATEGIES continued from page 32
How do I know? Within the past few years
two of the largest companies in the United States have called me in my role as
national sales manager for the AOPD national accounts dealer network. That’s not
a misprint; they called me! And by the way,
we are still having discussions with one
of those two Fortune 10 companies, even
though we refused to subject ourselves to
their bid. One of their decision makers has
stated to me on a number of occasions,
“We need to find a way to use you guys.”
That had never happened before to me or
any of my predecessors in the position as
far as I know.
I mentioned at the beginning of this article that Staples and Office Depot are
easier to compete with today than they
ever have been before. There have been
buyouts, acquisitions, reductions in their
inside and outside sales forces and all of
this accelerated during 2017.

Companies your team hasn’t called on in
ten years are more open to a local solution for their distribution needs than they
have been in a long time. It’s not impossible that they are already looking for a local
solution and you don’t even know about
it. Often, they have delivery needs or billing requirements that cannot be met by
Amazon Business and have lost faith in
the two large commercial suppliers.
Could it be possible that your sales team is
wrong to focus only on smaller prospects?
They should be going “Back to the Future”
to steal another well-known phrase.
At least some of the future of prospecting for independent dealers should be
to find and serve those companies that
have complex needs, just like we did until
the advent of national distribution in the
1980s.

businesses, cities, counties and even
states.
Thanks to our 3PV providers, network
distribution companies like AOPD and
the dealer groups and wholesalers, independents currently have the weapons we
need to serve businesses that we haven’t
even talked to in years. If your reps are
organized, motivated and encouraged to
“Aim Higher,” 2018 can be a great year for
them and your company.

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 new
book on effective business development, “Dating
the Gatekeeper.” For more information, visit www.
interbizgroup.com.

Dealers who are growing their businesses
today are winning more hospitals, large

A book about
building great sales
relationships &
growing new
business quickly...

NOW AVAILABLE AT
BARNESANDNOBLE.COM
& OTHER BOOKSELLERS
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Review & Reflect
By Krista Moore

If you haven’t done so already, it’s time to review 2017 and begin
to plan for 2018. This can seem like a daunting task and may get
pushed to the back burner or never completed. I’d like to share
with you a simple way to review and reflect on 2017, so you can
make the right adjustments to your sales strategies for the upcoming year.

Review
The three areas to review are your customer trends, your company’s positioning and your employees’ performance.
The old adage “knowledge is power” is so true when it comes
to creating a wining sales plan. The devil may be in the details,
but the data trends and analysis are valuable resources that can
provide you with a clear picture of what’s happening in your business by customer, segments, commodities and sales people.
Below are some examples, at a minimum, that you should review:
• Analyze individual customer trends year over year.
• Compare revenue, margins and GP% year over year—by
customer and sales rep.
• As a company, what percentage of your business is in
what product category? What are the product commodity
trends—by company, rep and customer?
• Look at segmentation. How many accounts are large, medium and small? What is their percentage contribution to your
overall business? How do your reps compare?
• Review YTD vs. prior YTD, but also six months vs. prior six
months, so you have the most current view.
Once you have a clear picture of business trends, you can then
determine where to focus your sales efforts in the coming year.

The beginning of a new year is a great time to conduct a SWOT
analysis (Strengths, Weaknesses, Opportunities and Threats) on
your company. This is best done with a cross-functional team
and through brainstorming.
What are your company’s:
•S
 trengths—those things that counter competitive pressures
and are your differentiators that sustain your business over
time.
•O
 pportunities—ideas on the horizon that just need some attention or resources but could make the difference between
winning or losing.
•W
 eaknesses —the areas in your company that can be detrimental and that may ultimately affect whether you succeed
or not. They usually take a lot of attention or resources to
overcome.
•T
 hreats—serious concerns over which you have no control.
The results of your SWOT analysis will enable you to better plan
a sales strategy based on a position of strength and a framework
that focuses on executing your specific opportunities.
Past performance should be reviewed against what the expectations were. This should be broken down by overall company,
sales teams, departments and individuals, as well as customers.
Some examples for sales reps might be to clearly understand
their territory and how it performed:
•D
 id they obtain their quota, goals and objectives for their
territory?
•N
 umber of accounts; what size or market segment had high
performance?
•W
 ere goals met and if not, why not?
•H
 ow many active, dormant and new accounts do they
have?

continued on page 35 >>

JANUARY 2018

INDEPENDENT DEALER

PAGE 34

REVIEW & REFLECT continued from page 34
• What are their Conversion,
Penetration and Retention rates?
Performance reviews should be done with
each of your employees to set the stage
for expectations in the new year. Business
reviews can be completed with your top
customers so that both the sales rep and
the customer are well aware of past performance levels and can set new goals for
the upcoming year.

changing needs.
Below are some sample refection questions to get you started:
Your Competition:
• How is their business growing?
• How are they differentiating?
• What tactics are they using?
• What markets are they winning?
• What messaging are they sending?

Reflect
The next step is to reflect on what you just
analyzed and reviewed. What worked and
what didn’t work in your sales strategy?
Did you have a clear plan? Did you execute well? Where did you fall short? What
should you do different?
Then, take it to a deeper level by reflecting
on the competition and your customers’

There is no doubt that Independents need
to be more aggressive, think more strategically and go after their competitors’
weaknesses. By taking the time to study
the competition, you will be more on point
when addressing the competitive pressures.
Customer Needs:
• What’s changing in their world, business or industry?

• How are their needs changing and
how can you better satisfy their
needs?
• How can you remain relevant, as a
supplier and business partner?
• How can you continue to differentiate
yourself and your company?
The answers to the above reflection questions, combined with the results of the
data analysis, will give you the knowledge
you need to build your sales approach
and strategy for the upcoming year. Take
the time now to review and reflect—your
future success may depend on it!
Krista Moore is president of K.Coaching, Inc. and
founder of IDGrowth Solutions. The IDGrowth Sales
Vault, a learning management system, is utilized by
hundreds of independent dealers to enhance their
sales strategies, training and leadership development.
For more information, visit the IDGrowth web site at
www.idgrowth.com.

Nowhere else will you find such an extensive
collection of industry specific sales and
management training and resources!
With the IDGrowth Sales Vault™ you will also get:
- A Personal Learning Dashboard
- 60+ hours of online learning coursework
- Over 150 downloadable scripts, tip sheets, worksheets, etc.
Easy acces
s to
- Quizzes, downloadable certificates of completion
what you n
eed,
- The ability to manage and hold your team accountable
when you
need it.
- Discount on all IDGrowth™ Products and Programs
- Fresh materials pushed out monthly
- Free access to monthly IDGrowth™ training webinars
- The ability to upload your own company’s tools and resources
Learn more or purchase your membership now!
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