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EDITORIAL
Well, any thoughts I had about 2019 being a little
quieter news-wise have been dispelled before
January really got going.
There has been talk for some time about the
need to consolidate the buying groups in the IDC
and, as our news story on page ten suggests,
hints were dropped at November’s final EPIC
show that closer collaboration between ISG and
TriMega was being discussed. But the timing
and scale of the announcement that those two
and Pinnacle intend to merge will have taken
many by surprise.
The deal still has a way to go in its planning
and ratification, so there are still many questions
to be asked and answered about how the
resulting, single group will look, but it would
certainly command impressive buying power at
a time when there is uncertainty regarding what
will happen with wholesaler price points.
Speaking of which, news that the FTC decision
on Staples and Essendant is being delayed by
the government shutdown may go some way to
explaining why we have still not heard anything,
but the shutdown did not start until December
22, meaning the FTC was unable to deliver a
verdict before that date, which as our other story
on page ten suggests gives us hope that they
are taking the IDC’s concerns seriously.
Finally, it should come as no surprise
that Amazon was tapping up GSA about its
e-commerce platform before the matter was
due for official consideration (page 12). Perhaps
if President Trump is serious about draining
that swamp in DC, it looks like he could do a
lot worse than starting at the General Services
Administration!
Oh, and Happy New Year, by the way.

It’s 60 years and counting for
Ives Office Products & Printing

Ives Office Products & Printing in New Orleans is the oldest
independent office supply dealer still in business in the city. The
dealership was founded by Charles M. Ives in 1959.
Charles started the company in a corner room of a four-story
downtown building. In 1965, he bought the entire 55,000 square
foot building and filled it with printing presses and a full line of
office products.
Ives was one of the first office supply companies to computerize
and invested in digital printing presses as soon as the technology
became available.
During six decades in business, Ives has experienced a good
deal of organic growth in the NOLA market. Acquisitions also
contributed to that growth. Over the years Ives has acquired
Dugazon Printing, Schmidt Bros. Engraving, Perry & Buckley
Stationers, O’Donnell Bros. Printing and, in 2010, Vicknair Office
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Zebra Pen’s line of STEEL writing instruments
are perfect for people in every career.
Whether it’s in a traditional office, manufacturing plant, or medical
environment, Zebra’s STEEL line offers a variety of stainless steel pens
and pencils that always go the extra mile. Today’s consumer won’t
settle for ordinary. For style, quality and durability, choose Zebra.
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Products in Houma, Louisiana. In 1987, Ives became a
charter member of TriMega.
Ives attributes its success to quality relationships with
customers, employees, wholesalers and buying group. The
dealership has always been family managed and has involved
three generations in various roles. After Charles passed away
in 1978, Charles Ives, Jr. became president and he was
followed by his brother Peter Ives. Then in 2013, Peter Dupuy,
the founder’s son-in-law, took over as president.
The two biggest challenges Ives had to conquer over the

years were the emergence of Office Depot in the 80s and
Hurricane Katrina in 2005. “For the first challenge, many of
our competitors folded or were acquired,” said Peter. “We
chose to roll up our sleeves and slug it out with competitive
pricing and exceptional service.
“Katrina was like being knocked off your feet with both
hands tied behind your back,” continues Peter. “The
community struggled, one day at a time, not knowing if the
city could ever recover.” As New Orleans celebrates its 300th
birthday and Ives its 60th, the future looks bright for both.

Illinois dealer Twist collects
warm coats for those in need

Montana dealer establishes high
school training for copier technicians

To help make the winter
season a little more
manageable for those
in need, Twist Office
Partners in Wood Dale,
Illinois, worked with the
national organization
One Warm Coat, to run
a coat drive last year.
To make it more fun,
Twist had its Illinois
and Indiana locations
compete against
its Wisconsin and
Minneapolis locations to
see which could collect
the most coats.
One of the Twist sales
reps in Minnesota also
sings in a band and
posted coat collection messages on its Facebook page.
When the band played, it put out a collection box. A
recent Twist acquisition, Wrona Brothers in Elgin, Illinois,
also joined collection efforts. “They are involved in the
community and jumped on board,” said Twist president
Wendy Pike. “It was a great introduction to
their customers.”
One Warm Coat is a national non-profit that provides
free, warm coats to persons in need. It supports
organizations across the country by providing the tools
and resources needed to hold successful coat drives.
Coats are distributed in the communities where they were
collected, to children and adults in need, without charge,
“We also had a contest with our drivers to take pictures
of customers’ collection efforts,” said Wendy. One
Warm Coat supplied signs and flyers that were put up to
stimulate collection efforts.

Working with the local school district in Billings, Montana,
360 Office Solutions has established a state-sponsored
apprenticeship program for copier technicians. To help
establish curriculum, the dealership relied on online
learning courses available through Ricoh and Kyocera.
Candidates for the program were invited to apply last
spring and were interviewed over last summer. Two
apprentices were selected, namely Caden Mackney and
Zach Thomas. “When school started in the fall they had
access to online learning at their high school, and we set
them up here with computer access,” said Travis Landers,
360 HR director.
The two apprentices went to California for a week, with a
school counselor as chaperone, where they were certified
on Ricoh equipment. “After the Christmas break they went
out on ride-alongs with copier technicians,” said Travis.
At the end of the school year, if the two are interested in
full-time employment, a formal offer will be made.
“Billings has a unique prototype, where we connect
high school students to meaningful career-building
opportunities,” said Scott Anderson, principal of the Billings
Career Center. “If you can’t find employees, you have to
grow your own and this is a way to do that,” added Travis.
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Labor Law Poster Service Card
Businesses Want Easier Posting Compliance —
You Want New Sales. We Deliver Both!
A one-year subscription service that provides
federal and state poster kits to employers,
with free automatic replacement posters
whenever a mandatory update occurs.
An easier, more effective way for
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Don’t Let Labor Law Poster Sales Pass You by
Email info@ComplyRightDealer.com for a complimentary,
one-year subscription service. We will monitor posting laws
in your state and ship free replacement posters to your
business whenever a mandatory update occurs.
The ComplyRight Poster Subscription Card is now available
in the 2019 Essendant and SP Richards catalogs.
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California furniture dealer creates
A&D interest with book events

Pivot Interiors, Santa Clara, California, has come up with an innovative
approach to gain recognition with architects and designers: fireside
chats with authors that provide opportunities to discover valuable
insights about business and entrepreneurship.
“I had done a couple of different book events earlier in the year,”
said Carla Dougher, vice president of marketing. For the latest chat
she selected Dear Founder, a book by Maynard Webb, former chief
operating officer at eBay. The book collected letters that Webb wrote
to the different company leaders he worked with as a consultant.
Webb’s presentation offered business leaders recipes for success.
“The event was fantastic,” said Carla. About 100 people attended. She
is already planning the next author’s chat and just needs to find one
that would be the best fit for Pivot Interiors.

Virginia-based Ball
Office Products acquires
Smarter Interiors
Ball Office Products, Richmond, Virginia
has acquired Smarter Interiors, also of
Richmond. Smarter is an Allsteel dealer
and focuses on larger project business.
“The entire staff joined Ball, including
the principals Randy Alderson and Brad
Campbell,” said Melissa Ball, president of
Ball Office Products. The two will continue
on in sales positions with Ball.
Discussion between the two dealerships
progressed through most of last year
and the deal closed at the beginning of
December. Ball has worked on projects in
the past, but the mainstay of its furniture
business has been transactional furniture.
“We now have a full-scale design
department,” said Melissa. Ball previously
had one designer on staff, but picked up
another three from Smarter. “We also added
their installers,” she added. In addition to
Allsteel, Smarter also has relationships with
scores of other furniture manufacturers.
“This acquisition strengthens our footprint in
this region as it relates to contract interiors,”
said Melissa.
Following the acquisition, Ball started
work on a new showroom. A grand
reopening is expected early in 2019.

Indiana dealer holds vendor expo, reveals new identity
Attendees at Kramer & Leonard McShane’s Vendor Expo
in Chesterton, Indiana last November got their first look at
a new furniture showroom, met with a variety of vendors
and were introduced to the new company name—Pulse
Technology—and new logo.
Des Plaines Office Equipment of Carol Stream, Illinois,
acquired the two Indiana dealers about two years ago and
was instrumental in their merger. On the first of this year all
locations officially changed their identity to Pulse Technology.
“We showed them a lot of our technology, the Sharp
interactive boards and the Lenovo computers that we
sell,” said Chip Miceli, president. “We also unveiled our
new Lorell Diamond Showroom,” Close to 100 people
attended the event. “All in all we thought we had a good
showing,” Chip said.
JANUARY 2019

The combined companies have 120 employees and
annual sales of $29 million. That total was reported by Inc.
magazine, which placed the company on its list of the 5,000
fastest growing companies in the United States last year.
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FIND IT.
TAB IT.
KEEP IT.

Ultra Tabs®
Repositionable Tabs
Extra durable, repositionable and smudge-free* tabs
are great for organizing, referencing and indexing
notebooks, files, books, planners and more. You can
write on both sides of the tabs, and the see-through
writable body sticks securely and removes easily, yet
holds strong enough to turn pages.
*Ink dry times may vary. Tab may lift some inks. Test before applying.

To learn more, visit avery.com/ultratabs
©2018 Avery Products Corporation. All Rights Reserved.
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SECRETS of success
Harvey’s Office Plus,
Twin Falls, Idaho
Perry Krieger, second-generation
owner of Harvey’s Office Plus in Twin
Falls, Idaho, describes his dealership
as an old-fashioned office supply
company that primarily sells supplies
and furniture. The market spans five
Idaho counties and one county in
northern Nevada.
Krieger grew up in the business. He
started working at the dealership as
a teenager delivering furniture and
performing other jobs as needed. It
might not have been his first choice,
but he jumped at the chance to take
over the business when his parents
were ready to retire.
“I bought the business in the summer
of 2007 and all the numbers were
based on the previous ten years,”
says Krieger. “Right after I bought it,
the entire economy went through an
economic downturn. That was my
first year in business.” Right out of the
gate he lost seven major clients. He
couldn’t even ask his father for advice
as his parents were on a two-year
humanitarian mission.
The business started to turn around
five years ago and has delivered
sales increases year on year since
then. Last year’s increase was small,
but still positive. “We were up from
the year before, and we’re on track
to equal that result, if not go a little
higher than last year,” says Krieger.
Harvey’s fiscal year ends in June.
Growth at Harvey’s Office Plus has
been organic and has come mostly from
existing customers. “We are finding
a few new customers, but we have
emphasized furniture the last couple of
years, and much of our growth has come
from that,” says Krieger.
While office supplies are readily
purchased online, the same cannot be

JANUARY 2019

said for furniture. “People are reluctant to
buy furniture online,” says Krieger. “I may
not be able to sell as much liquid paper
as I used to, but I can still sell furniture,”
he says. “People still come to their local
office supply company to buy that.”
Harvey’s is located almost midway
between Salt Lake City and Boise.
“We’re on the edges of those two
markets so our competition for
furniture sales is primarily contract
dealers,” says Krieger. Sales are
primarily mid-market lines with a
concentration on what’s available
from Independent Suppliers Group,
including lines from HON, Global,
HPFI and United Chair. “We rely
on a broad spectrum of furniture
manufacturers,” says Krieger. “We
pretty much supply anything a client
wants as long as we can get it.”
An installation crew of three is kept
busy full time; when additional help is
needed, experienced installers can
be hired as needed. “If we can’t get
the project we do contract installation
work for other companies that sell into
our area,” says Krieger. “We do a lot of
contract installations.”
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Key management: Perry and Pam
Krieger, owners
Products carried: Office supplies
and furniture
Year founded: 1980
Sales volume: $1.2 million
No of employees: 7
Url: harveysofficeplus.com
On the supply side of the business
competition tends to be a host
of online sources. “Our biggest
competitor is probably Amazon,” says
Krieger. He has attended numerous
seminars on how to keep Amazon
off Main Street, but says it is nearly
impossible to achieve.
“When you try and get the supply
business from some of the smaller
towns they tell you: “I just ordered
from Amazon yesterday.” He says this
really frustrates his salespeople. “The
communities want local support, yet
they can’t figure out that buying pens
from Amazon hurts us,” he says. “It’s a
real education process.”
A good deal of construction
currently is occurring in the Twin Falls
area, which translates into solid sales
increases for Harvey’s. “Some new
manufacturing companies have come
to town and that’s driving some of the
growth,” says Krieger.
“We’re still primarily an agricultural
economy in southern Idaho –
potatoes, sugar beets and milk,” he
adds. “As long as people eat we see
the business growing.”

PAGE 8

Winner’s Circle CONTINUED FROM PAGE 4
thenavigatorcompany.com

WHERE WE

BELONG.
Every day, The Navigator Company works with the sole purpose
of meeting and exceeding our consumers’ high expectations.
We will keep delivering the best brands to our customers in the
land of all opportunities and we will make sure we do it with top quality
products, made with the best raw material – the Eucalyptus globulus.
That is why we make a promise: we will keep offering the best value
to our clients and strengthening our relationship. Because we know
how important it is to do business with those you trust in.
And because quality and dedication matter.

We make a difference in everyday lives
and are committed to keep on doing so.

Office Paper Solutions

JANUARY 2019

INDEPENDENT DEALER

Superior Performance

Premium Selection

PAGE 9

w

Winner’s Circle CONTINUED FROM PAGE 12

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

Three key dealer groups announce
plans to consolidate organizations
As INDEPENDENT DEALER was going to press news
emerged of a potential merger between three of the leading
dealer groups in the IDC.
Independent Suppliers Group (ISG), Pinnacle Affiliates and
Trimega Purchasing Association have appointed a steering
committee comprised of representatives from the three
groups and agreed to execute a letter of intent to consolidate
the three groups into a single, new organization.
While there is no further information, such as the name of
the new entity, available at this time, it is predicted that, if
the negotiations prove fruitful, the resulting new group will
comprise approximately 1,000 independent dealers with
locations throughout the 50 U.S. states and territories.
While the announcement may seem to come out of the
blue, there were signs that closer ties between ISG and
TriMega were on the horizon, with Horn, Wist and the
presidents of both groups—Mike Gentile and Mike Maggio—

all suggesting during the EPIC show in New Orleans last
November that discussions were ongoing as to how they
could work more closely together. Pinnacle also has close
historic ties to ISG.
The steering committee’s work is expected to be
completed by early in Q2, 2019. INDEPENDENT DEALER will
follow developments in future issues.

Government shutdown delays FTC
decision on Essendant/Staples

While many expected the Federal Trade Commission’s
ruling on Staples’ acquisition of Essendant to be announced
at the tail end of last year, it appears that the investigation is
now being held up by the government shutdown.
While there is no official word on the progress of the FTC
investigation, in documents filed with the U.S. Securities
and Exchange Commission, Essendant CEO Ric Phillips
suggested the company remains “well positioned to close
the transaction and believe we will do so in early Q1 of
2019 subject to final approval from the FTC [Federal
Trade Commission]”.
Phillips went on to say that the shutdown “has impacted
the work of the FTC and timing of a number of pending
approvals including, unfortunately, ours”.
He added: “We remain confident in receiving approval in
early Q1 of 2019 despite this delay.”
JANUARY 2019

Meanwhile, speculation has been mounting that the delay
to the FTC’s ruling prior to the shutdown is due to the fact
that the commission is planning to impose conditions on the
firewall that will exist between Essendant data and that of its
future parent company.
INDEPENDENT DEALER understands that FTC officials
were in the process of re-contacting members of the
IDC they had previously interviewed to talk further about
concerns over the firewall in the weeks immediately prior to
the shutdown.
While the regulatory process is ongoing, Essendant
continues to renew its share tender offer on a weekly
basis. As of January 9, just over 70% of the wholesaler’s
common stock had been validly tendered, including the
approximately 11% stake in the company already owned
by Staples.
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NOPA concerned about gov’t e-platform choice, as evidence
emerges that top Amazon exec had contact with GSA official
NOPA CEO Mike Tucker has expressed concern that
Amazon could gain an advantage over its competitors in the
federal government’s e-commerce platform program, the
Commercial Platforms Initiative (CPI).
There was a note of optimism during Phase I of the CPI,
conducted last year, after the General Services Administration
(GSA) claimed it would implement a number of e-commerce
solutions. However, following an industry day in December,
it is now clear that the GSA will use only commercial
e-commerce marketplaces for the pilot stage of the program,
which it plans to have in place by the end of 2019.
It did not specify which e-commerce marketplaces
would be involved, but Tucker said he was “concerned
that GSA has now teed this up to give Amazon a head start
on the competition”.
Meanwhile, a report in the British press over the holiday
period claimed that a high-up Amazon executive was in
direct contact with a top official at GSA with regards to
how the platform might be implemented at an early stage
in the process.
A report in The Guardian newspaper claims that it had
seen evidence that Anne Rung, director, government
sector at Amazon Business was in correspondence with
Mary Davie, director of the Program Management Office at
GSA, as early as September 2017.
Rung previously worked as chief acquisition officer at
GSA under President Obama and started work at Amazon in
November 2016. It is also suggested by The Guardian that

Rung and Davie met to discuss how the government should
go about designing a new e-commerce portal, even though
the legislation that mandated its creation was not yet on the
statute books.
NOPA has been working tirelessly with other stakeholders
in the independent dealer channel (IDC) to present the EPIC
Business Essentials platform as an e-commerce ordering
solution for the CPI. Whether EPIC qualifies in the eyes of
the GSA as a ‘commercial’ platform remains to be seen,
but Tucker and his colleagues will now be working hard to
ensure EPIC is in the frame as the GSA prepares its Phase II
report due to be delivered to Congress by mid-March.
NOPA—via the Independent Office Products and Furniture
Dealers Association—voiced its concerns in a written
response to the GSA’s CPI Request for Information that was
due on 21 December.
“We appreciate the opportunity to share our concerns
and look forward to assisting with the development of a
program that is fair and inclusive of our dealers while helping
GSA modernize the government’s buying experience,” the
response concluded.

IOPFDA welcomes new GSA consultant

The Independent Office Products and Furniture Dealers
Association (IOPFDA) has appointed Jack Williams as
a consultant.
Williams will focus on advocacy for the association’s
furniture group (OFDA), working with GSA to understand
and impact policy decisions that affect GSA and OFDA
members. He will also assist in strategic planning for GSA
and industry events including NEOCON, Quality Partnership,
Government Affairs Fly-In and future GSA EXPO’s.
Williams comes to IOPFDA having served as a senior
government executive responsible for business logistics
supporting thousands of military and civilian customers
worldwide.
He and his team transformed the GSA National Furniture
Center into a user-friendly, agile supply source for the
federal government and dramatically increased the number,
JANUARY 2019

variety, and quality of products and suppliers offered in the
marketplace. Sales grew to over a billion dollars annually.
He created the GSA Quality Partnership group to bring
manufacturers, suppliers, customers and GSA together to
foster common sense decision making and cooperation in
doing business.
“The business relationships between industry, GSA
and the customers should be straightforward. Ongoing
communications and working together on issues on a regular
basis can make the relationships more transparent and more
manageable,” said Williams.
“IOPFDA is very excited to be working with Jack,” said
Mike Tucker, IOPFDA’s president and CEO. “We are
confident that his leadership skills, industry knowledge and
extensive federal experience will help our OFDA members
grow their federal sales.”

INDEPENDENT DEALER

PAGE 12

»

PARTNERS

ONLY.

Whether you’re new to
Brother or a veteran, you
must obtain a new partner
authorization by Feb. 1, 2019,
to keep selling.
We’re introducing a NEW Brother Authorized
Partner Program. Only authorized partners
are permitted to purchase Brother
product from approved distributors
effective Feb. 1, 2019. Brother is known
for quality and reliability of its technology,
and we’re excited to extend this relationship
to you. Partner with us to sell Brother better.

Join us and receive unrivaled
partnership and business growth.
Let’s keep a good thing going.

Visit brother-usa.com/partners

to get authorized by Feb. 1, 2019, to keep selling.
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ISG announces 2019 annual meeting,
appoints new jan/san specialist
Independent Suppliers Group (ISG)
has announced it will hosting an
annual meeting at the Westin hotel,
Indianapolis, Indiana on November
3-5 2019.
Titled Prevail 2019 – The Time is
NOW, the event will aim to connect
ISG members with key industry
partners including traditional office
supply manufacturers, office furniture
suppliers, janitorial and breakroom
suppliers, national wholesalers, system
providers and other business partners.
Following the demise of the EPIC
show in 2018, which was run in
conjunction with TriMega, ISG surveyed
its membership as well as the vendor
community on whether an annual
meeting was important to them and
what key elements should be included.
Members and vendors indicated
they strongly support an ISG annual
convention with the top agenda items
being networking, vendor tradeshow
and education/seminars.
ISG chair Tonya Horn said, “Our
annual meeting is THE industry event
that I most look forward to each year

and I’m incredibly pleased to see that,
based on our survey results, a large
number of our members and vendor
partners feel the same way. Plans
are well underway for a jam-packed
agenda that is sure to be worth your
investment of time.”
Meanwhile, ISG has appointed
Frank Hoard to the newly created
position of director, facility supply
channel. In this position Hoard will
develop and execute procurement,
sales and marketing strategies to
drive sales, margin and competitive
differentiation in the Facility, Safety
and Breakroom categories for ISG
members. He will also meet with ISG
members to communicate ISG’s
FSB strategies as well as train and
mentor each dealership to penetrate
this important product category. He
is an experienced facility supply
professional, having worked in both
the distributor and big box channels.
“When we talk to members who
are successfully progressing in the
FSB category, the majority of them
have hired a specialist to bring

unique expertise to their businesses,”
explained Horn. “We’ve applied that
same logic at the group level by
creating this new position. We’re very
pleased to find someone with Frank’s
expertise who understands the FSB
industry and what our group needs
to do to position our members for
success in this growing and important
category.”

Pinnacle Affiliates adds Keeney’s to membership
Pinnacle Affiliates, LLC has announced the addition of Seattle,
WA dealer Keeney’s Office Supply and Interiors to its ranks.
Keeney’s is the largest independent office products
and furniture dealer in Washington State. It has been in
business for 71 years, providing customers with office,
janitorial and break room supplies, workplace furniture and
space planning and promotional products. The Keeney’s
team strives to save customers time and money, provide
unexpectedly attentive service, and create a positive impact
in the community.
“Our team is excited to join the dealers within Pinnacle,”
commented Lisa Keeney McCarthy, president of Keeney’s.
“As we conclude our best year in the company’s history, we
are poised for future growth and we see joining Pinnacle
as a strategic move that will position us for continued and
accelerated success.”
JANUARY 2019

Commenting on Pinnacle Affiliate’s new member Pinnacle
chairman Bruce Eaton said: “We are pleased to welcome
Keeney’s to the Pinnacle team of independents. Our value
to members goes beyond just buying products at the best
value, we continue working on finding and sharing best
practices among our membership in a cost-effective way.
Additionally, giving our preferred suppliers the ability to
sell their brand to the many consumers we touch every day
creates rewards for all.”
“New members of Pinnacle understand that transparency,
governance, low cost and the peer exchange model offered
by Pinnacle has significant value. Relationships in the office
products industry are changing at speeds we have not seen
before and Pinnacle members want to be on the forefront
of the business model change we see coming down the
tracks,” Eaton added.
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G2 is the ultimate pen for the everyday overachiever. It writes
smoothly, comfortably, and is proven to be the longest writing gel
ink pen.* With four point sizes, 27 color options, and multiple barrel
styles, it’s clear why G2 is the #1 brand in America.** Choose the G2
that’s right for you and your customers.

»

*Independent ISO testing: Average of G2
write out (all point sizes) compared to the
average of the top branded gel ink pens
tested (all point sizes). Data on file.
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Industry News CONTINUED FROM PAGE 14
Georgia-Pacific to exit
office paper category

U.S.-based paper and hygiene products manufacturer
Georgia-Pacific (GP) has confirmed it will permanently shut down
its last remaining communication paper machines and exit the
office paper category altogether.
In a press release, the company said it was exiting the
communication papers business following “an assessment of
its long-term competitive position in a declining market”. As a
result, it will permanently shut down the communication papers
machines, related converting assets, as well as the woodyard,
pulp mill and a “significant portion” of the energy complex at its
Port Hudson, Louisiana, facility.
These actions will result in the loss of approximately 650 jobs at
the facility, plus a further 40 business and sales-related positions.
Around 300 employees will remain at Port Hudson after GP said
it will continue to operate and invest in the site to support its
consumer tissue and towel business.
Port Hudson’s communications paper operations are expected
to be closed down by the middle of March this year.
“The employees in our printing and writing papers business
have worked diligently to support the business, and in recent
years we have invested significantly in our operations,” said Mike
Adams, president of GP Pro and Communication Papers.
“We have ultimately decided that the required investment
to sustain the operation long-term, coupled with the declining
market, is not viable. We will be working closely with our printing
and writing customers during this time of transition.”
GP—which is the fourth largest office paper manufacturer in the
US behind Domtar, IP and PCA-owned Boise—had consolidated
its office paper assets at Port Hudson after halting production of
communications paper at its facility in Camas (WA) in early 2018.

Safco-Mayline
changes name to
Safco Products

Mid-market manufacturer of workplace solutions
and ancillary products Safco-Mayline has changed
its name to Safco Products. According to company
officials, the move represents an important step in
solidifying Safco Products’ position in the sector.
“It is important that we go to market as one,
unified brand,” said Xiao Zhang, Safco interim
general manager. “As we bring an expanded line
of products and services to our customers, we will
leverage the strength of the Safco name.”
In addition to the name change, Safco Products
will continue to invest in new product development
as well as manufacturing infrastructure in 2019 at
its plant in Milford Iowa.

Georgia-Pacific is the
ional Paper Sponsor for
Ghent speeds up
quick ship service
Kids In Need Foundation

Ghent has introduced a comprehensive glass
quick ship program for its glassboards, shipping
within 72 hours of PO receipt.
All Ghent wall glassboards in white and frosted
will now drop ship quickly nationwide, ready for to
install, to either a dealer or directly to the end-user.
“Glassboards continue to be the most requested
product we have,” said Ashley Blevins, national
contract furniture sales manager. “The aesthetic of
glass is unmatched and this is what our customers
want to finish off their space. We’re so excited to
be able to meet tight project deadlines to deliver a
high quality product, fast.”
All styles of white and frosted Harmony
glassboards with stand-offs and Aria low-profile
glassboards, both magnetic and non-magnetic,
and all standard sizes up to 4’x10’ are included in
the program. Lead times for all other standard color
glassboards in standard sizes are 7 business days.

h our partnership, we are helping children get the school
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INDEAL adds Montisa and Vanerum
from MooreCo to product portfolio

Impact realigns sales
leadership team

Contract furniture dealer group INDEAL has announced the addition
of the Montisa and Vanerum lines from MooreCo, Inc. to its portfolio
of manufacturers.
Headquartered in Plainwell, MI, Montisa was founded in 1906 as a
maker of steel and wood milking stools and maintains values of quality,
reliability and simple styling in a broad product mix that includes storage,
seating, work tables and accessories with a cool industrial look.
MooreCo’s Vanerum brand, based in Austin, TX, specializes in
learning environments that are interactive, integrated, and inspiring,
through an offering that encompasses seating, desks and tables,
storage and visual communications solutions. As a member of the
MooreCo family of brands, the company has access to the physical
resources and knowledge base of one of the country’s leading
manufacturers of educational and commercial workplace products.

S.P.Richards-owned manufacturer of supplies
and accessories to the cleaning industry
Impact Products has promoted Scott Erwin to
the position of director of distribution sales. In
his new position,
Scott Erwin
Erwin will be
responsible for the
management of
Impact’s regional
managers and
manufacturer’s
representative
organizations in
its core business
categories.
Erwin has been
with Impact in
various sales
leadership
positions since
John Daschner
July 2008, most
recently as
strategic accounts
manager,
emerging markets.
He was previously
with Layflat
Products prior
to its acquisition
by Impact and,
before that, was in
consumer lending
for Chase Bank.
Impact also
announced that
John Daschner is
moving to the newly created position of director
of specialty markets and training. In this new
role, Daschner will be responsible for OEM
sales and management of manufacturer’s
rep agencies in non-traditional channels of
distribution including industrial/hardware,
safety, dairy and retail.
He will also take on new responsibilities as
director of training for Impact’s sales teams in
all markets. Daschner has held various sales
management positions with Impact since 1994,
most recently as director of distribution sales.

Zebra Pen USA releases STEEL X-701
extreme ballpoint pen
New Jersey-based Zebra Pen
Corp has announced the launch
of the Zebra STEEL X-701, an
extreme retractable ballpoint pen.
The Zebra STEEL X-701
Retractable Ballpoint Pen is a
hard-wearing new addition to
the popular STEEL line. The
pen features a patent pending
pressurized steel barrel and
can write in extreme weather
conditions (-30 degrees F and
250 degrees F) and is claimed to
be five times more durable than
traditional plastic pens.
The new pen has a matte
black, non-reflective, stainless
steel body and can also write
on difficult surfaces and
upside down. It also features a
convenient lanyard loop, to attach
to a belt loop, climbing gear, or a
backpack. It is military grade drop
tested and lightweight.
“The STEEL X-701 has been
a long-awaited product and we
are excited to share it with our consumers,” said Ken Newman, director
of marketing at Zebra Pen Corporation. “The X-701 combines extreme
performance and quality with extreme value.”
JANUARY 2019
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ComplyRight launches new
Federal and State Poster
Service Card

Administrative solutions provider ComplyRight has
launched a new initiative to help firms manage mandatory
federal and state posting compliance.
The new ComplyRight Federal and State Poster Service
Card provides a quick and easy way for customers to
enroll in ComplyRight Poster Service via a dedicated URL
and poster key code.
It offers a highly flexible option for increasing sales and
building revenue, requiring only a straightforward item
set-up to get started. Poster service cards eliminate the
need for warehouse poster storage space, shipping and
other operational matters.
The dealer sells a card, customers go online and
enroll in the subscription service, ComplyRight does the
rest. An experienced legal team monitors posting laws
365 days a year and, whenever a mandatory update
occurs, they immediately ship free replacement posters.
The poster service card is available through both S.P.
Richards and Essendant.
Best of all, ComplyRight sends customers emails
to renew their subscription through their office
product supplier. For more information email BGHall@
ComplyRight.com.
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AIS welcomes new territory manager
for Minnesota and the Dakotas

Massachusetts-based commercial office furniture and
seating manufacturer AIS has appointed Adrian Leal as
its new territory manager for the states of Minnesota, North
Dakota and South Dakota.
AIS aggressively grew its team in 2018, with Leal being
the 16th person added to AIS’s field sales team in the past
12 months.
“AIS is on the move, outpacing industry growth and profits
in 2018,” said Nick Haritos, executive vice president of sales
and distribution. “We’re hitting the ground
running in 2019 with our newest addition
to the team. We’re excited for the energy
and leadership that Adrian offers AIS
and our customers.”
Leal joins AIS with several years of
experience in sales and business
development. Most recently,
he served as the business
development manager
for Maxon Furniture in the
Minneapolis/St. Paul.

In Memoriam: Champ Davis
AOPD Legal Counsel

It is with much sadness that we report
the passing of AOPD Legal Counsel,
Champ Davis. Davis was an integral
part of AOPD, albeit mostly out of the
spotlight, taking over the groups legal work in the 1980s
upon the retirement of Lee Cook his old boss. Davis and his
wife Jan became fixtures at AOPD’s annual meetings and
he kept corporate affairs on track throughout each year. He
was a very likable and humorous gentleman and developed
deep friendships through his work for AOPD. In fact, AOPD
was one of the last things he chose to give up due to his
declining health.
“Champ was very interested in the success of AOPD,”
read a statement from the group. “He would jump in with
legal counsel, but also with practical business advice. He
wanted what was best for us, not just because we were his
client—he had plenty of those—he genuinely wanted AOPD
to succeed. It showed in his actions toward us and our
interests, and spoke profoundly to his character.”
Funeral arrangements and memorials can be found here

NOPA IS NOW ACCEPTING

2019 SCHOLARSHIP
APPLICATIONS!
Employees and immediate family members of all National Office
Products Alliance (NOPA) member companies are eligible to apply
for our annual scholarship. This is open to high school seniors, college
students, and graduate students. Click here to apply today!
Created more than 50 years ago, the NOPA Scholarship Fund started with a $5,000 donation
and has now awarded more than $2.5 million in scholarships to deserving families of office products
and office furniture dealers. Supported entirely through individual and member contributions, the
fund recognized 45 college students receiving one-year scholarships for the 2018–2019 academic year.

APPLY TODAY!

www.nopanet.org/scholarships
NATIONAL OFFICE PRODUCTS ALLIANCE (NOPA)
3601 East Joppa Road, Baltimore, MD 21234 n info@iopfda.org
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By Michael Chazin
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What does 2019 look like for your
business? While many dealers across
the country admit concern about
current industry turbulence and how
it will all pan out, they are nonetheless
full of ideas—and enthusiasm—when it
comes to their own business plans for
the new year. In general the dealers we
talked with said they expect positive
growth, increases in furniture sales,
a greater reliance on health care and
education vertical markets and strong
breakroom sales. And even though
nobody knows how the Essendant/
Sycamore deal is ultimately going to
play out, everybody has an opinion!
Dealers committed to Essendant
question what the wholesaler will look
like if its acquisition by Sycamore
is completed. Dealers aligned with
S.P. Richards also face a somewhat
uncertain future. Can SPR survive
without an infusion of new blood? Is
the recent departure of some key
executives a cause for concern? It’s
anybody’s guess.
“I see opportunities for us as an
independent dealer,” says Warren
Roberts the owner of Warren’s Office
Supplies in Sanford, Maine. “There
continue to be strong opportunities
for independent dealers, but that
comes with some trepidation from not
knowing what’s going to happen on
the distribution side.” The fiscal year at
Warren’s ends in June but at this point
the dealership is 17 percent ahead
of last year. He points to significant
organic growth with furniture and
facility/breakroom categories well
ahead of year-ago results.
“In 2019 we expect eight percent
growth, partially through acquisition and
partially through organic growth,” says
John Givens, president of Source Office

“I see opportunities for us
as an independent dealer”
Warren Roberts, Warren’s Office Supplies

& Technology in Golden, Colorado.
He refers to his team of business
development managers as the organic
growth machine. Their mission is to open
new accounts and keep those accounts
serviced as they open new ones. “One
way to outpace the decline in office
supplies is to bring on new business,”
says Givens, “but it is also still possible
to grow sales by increasing market
share in your area.”
At Officewise Furniture & Supply in
Lubbock, Texas, the business is split
fairly evenly between furniture and
supplies. Managing partner Tommy
Sansom expects supplies sales to
be up a couple of percentage points
and says furniture should probably
come in with ten percent growth.
Janitorial supplies also provide a
growing market for the dealership and
Sansom hopes a couple of his janitorial
competitors will consolidate which
could help his business.

“One way to outpace the
decline in office supplies is
to bring on new business”

John Givens, Source Office & Technology
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Stockless Worries

Like most dealers, Sansom’s biggest
concern is how wholesale distribution
in the industry will impact his
operations. “We’re a stockless dealer
and our concern is whether Staples’
acquisition of Essendant will disrupt
operations to the point that we can’t
provide the same level of service our
customers have come to expect,” says
Sansom. He suggests that stockless
dealers might have to look at returning
to some form of a stocking model. “To
turn around and bring in any inventory
is a big investment,” he says. “We
have to be ready and be able to act if it
comes to that.”
The Essendant/Sycamore deal
replaced a potential combination of the
two industry wholesalers, Essendant
and S.P. Richards. Givens says this
latest combination is a poor alternative
to what might have happened, although
it might have put up a roadblock to
any third party looking to get into the
industry. “If I were an Essendant dealer,
I would be keenly interested in speaking
with S. P. Richards to have options
in my back pocket,” says Givens. He
speculates SPR could actually get a
boost from Essendant dealers looking to
jump ship.
PAGE 21
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“It is hard for me to
hire new salespeople
until I know what we
are dealing with.”
Tommy Sansom, Officewise
Furniture & Supply

“I think we have to stay diligent,”
says Jon Rossman, president of
Chuckals Office Products, Tacoma,
Washington. “We rely on S.P.
Richards as a partner, so we have to
continue to stay focused on what is
important to us, which is essentially
for the wholesaler to provide us with
a wrapped and labeled box ready to
show up on our customer’s doorstep.”

Wholesale speculation

An Essendant-S.P. Richards
combination could have resulted in
additional opportunities, suggests
Roberts. He says he fully expected a

player on the facility and breakroom
side to make a play to grow sales or
that perhaps a furniture distributor
might look for an opportunity.
Roberts also speculates on where
SPR might be headed. He points to
initiatives the wholesaler talked about a
couple of years ago that were put on a
back burner when merger discussions
were ongoing. “Those initiatives don’t
seem to be coming back fast enough to
have an impact and that concerns me,”
says Roberts.
A top priority at Officewise is for the
wholesale situation to be fully resolved.
“Right now it is hard for me to hire new
salespeople until I know what we are
dealing with,” says Sansom. “I just
don’t feel good about making long-term
commitments and investing until I know
what we are looking at here.”
Steve Klaver, president of DBI in
Lansing, Michigan, reminds dealers
that the Essendant-Sycamore/Staples
deal presents a business model that’s
not totally unheard of in the office
products industry. Thirty-five years
ago, he recalls, Boise Cascade did the
same thing. “If you were a Boise dealer
they were a wholesaler and were also
selling to end users,” he says. “I don’t
think it’s a big deal. It will just be hard to
pay a bill to Essendant when you know
the group that owns Essendant also
owns Staples.”
There might be cost savings
for independents with an
Essendant-Sycamore combination,
suggests Randy Dixon, owner of
Carolina Business Supplies, Charlotte,
North Carolina. He has heard that
one brand will be established for both

Essendant and Staples which could
be advertised nationally and provide
strength for independents.
The Essendant-Sycamore
acquisition is playing out against an
industry backdrop of consolidation
at every level. “I would call it rapid
consolidation,” says Givens. “If you
are a smaller dealer, there are larger
dealers in your area that would love
to have you join their team through
an acquisition,” he says. “We feel
this opens up opportunities to
acquire smaller dealers in a way
that is collegiate, cooperative and
collaborative.”

Consolidation continues

Blaisdell’s Business Products,
Oakland, California, is first-call with
Essendant and is withholding judgment
on impacts from any wholesaler
combination. “Hopefully it will be
something good,” says Mike Witt, chief
operating officer. “We’re hearing there
is going to be better pricing and more
offerings. We’ll just have to wait and
see how that pans out.”
Witt speaks of consolidation from
first-hand experience. Blaisdell’s own
acquisition of fellow independent Give
Something Back was announced in
late 2018. Witt says that the two brands
will probably be co-mingled for at least

“We rely on S.P. Richards as a partner, so
we have to continue to stay focused on what
is important to us, which is essentially for
the wholesaler to provide us with a wrapped
and labeled box ready to show up on our
customer’s doorstep.”

»

Jon Rossman, Chuckals Office Products
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N AT I O N A L B U S I N E S S P R O D U C T S I N D U S T R Y

Finding a Cure
for Type 1 Diabetes

UPCOMING EVENTS
MARCH

5-6

Avery Golf Outing
Monarch Beach Golf Links –
Dana Point, CA
MARCH

10-13
AOPD Annual Meeting and
City of Hope Check Presentation Dinner
Park Hyatt Aviara – Carlsbad, CA
MARCH

26-27
A cure for type 1 diabetes in five years is the goal of the Diabetes &
Metabolism Research Institute at City of Hope.
At City of Hope, we are committed to designing highly effective treatments,
preventions and cures for patients coping with type 1 diabetes.
Building on the pivotal breakthroughs made in precision medicine over the past few
years, our experts are creating powerful new approaches to treating type 1 diabetes
— approaches that will move beyond just managing the disease to curing it.
For more than 30 years, the National Business Products Industry has supported
City of Hope in its mission to find the cures to cancer, diabetes and other lifethreatening illnesses. To date, you have helped raise more than $184 million which
has helped more than 100 million patients around the world.

S.P. Richards Co. Heritage of Hope
Golf Outing & Vendor Summit
Omni Amelia Island Plantation Resort –
Amelia Island, FL
APRIL

7-10
NETWORK Tradeshow and
City of Hope Fundraiser
The Diplomat Resort and Spa –
Hollywood, FL

Join us in 2019 for the “Science Creating Hope” campaign honoring Brad Graves of
3M and help bring hope to those that need it most.

2019 Science Creating Hope campaign
honoring Brad Graves of
3M Stationery and Office Supplies Division

BRAD GRAVES
2019 Spirit of Life® Honoree,
Vice President and
General Manager,
3M Stationery and Office
Supplies Division

For more information on City of Hope’s National Business Products Industry,
visit CityofHope.org/nbpi or contact Matt Dodd at mdodd@coh.org.
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“I don’t think it’s a big deal. It will just be hard to pay
a bill to Essendant when you know the group that
owns Essendant also owns Staples.”
Steve Klaver, DBI

six months, and possibly as long as a
year, to gain every bit of recognition
and goodwill that clings to the Give
Something Back brand.
This was the first acquisition in
Blaisdell’s history and Witt projects that
sales in 2019 should see more than a
ten percent increase on last year. “We
will revert back to our organic growth
game plan which has been a proven
model with eight consecutive years of
double digit growth,” says Witt. “We
should have another good year, but we
also have to be ready in the event the
economy turns as we have been on this
bull run for ten years now.”
Besides the obvious increase in
revenue, Witt points to additional
considerations. “It was important for
us to make this deal happen,” he says.
“Other players were trying to get Give
Something Back and the last thing we
wanted was another independent or a
big box in our backyard.”
The acquisition would seem to be
a win-win for Blaisdell’s. “We have a
much bigger presence in the Bay Area,”
says Witt. “Instead of ten trucks running
around the Bay Area, now we have
21. We also have a bigger footprint in
Sacramento and a new market in San
Diego.” Blaisdell’s will work hard with its
new sales staff staff and get them up to
speed on how the dealership goes to
market to achieve organic growth.

Technology tumult

A top priority for the new year at DBI
is to remain on the cutting edge with
technology and stay progressive with
capabilities. “Within the last year we
transitioned over to a new website,”
says sales manager Nicole Zyla. With
the new site search capabilities are
better and faster, and digital web
JANUARY 2019

analytics, made available through ECi
and Essendant, help educate and
guide buying decisions for customers.
Currently 58 percent of orders come in
online; since the new website went live
average order size has jumped from
$140 to $158.
To keep up with national competition,
dealers need to invest in technology.
For instance, DBI recently added an
instant chat feature to its site where
customers can ask questions or find
help with searches. “We get 15 or 16
chats a day,” says Zyla. “Some smaller
dealers can’t afford to keep up with
technology,” adds Klaver. ” Those
with outdated websites could well be
included in this ongoing consolidation,
says Klaver.
It’s getting more difficult for smaller
dealerships to stay competitive,
suggests Dixon. He says that Carolina
Business Supplies is always on the
lookout to acquire office supply or
janitorial dealers in the Carolinas as he
ticks off the requirements necessary
for success in 2019. Dealers need to
belong to a buying group and carry
multiple stocking categories including
furniture, janitorial supplies, breakroom,
packaging materials and safety. Then
you have to go out and look for those
customers that the nationals leave out
to dry. “Freestanding buildings that
buy anywhere from $1,000 to $4,000
a month in supplies are the perfect
customer for an independent,”
claims Dixon.
“Staples cannot do what we do,”
he says. “They’re not very good at
the last mile of delivery and they don’t
have the personal contacts that we
have with customers.” Dixon relates
how Staples has moved away from
personal delivery services to couriers.
INDEPENDENT DEALER

“We use couriers too, but it’s not
advantageous,” he adds. “You have to
be selective when you use couriers, or
you’ll lose customers.”

Stay the course

Regardless of what might be
happening nationally, Rossman sees
the path to success paved with his
own efforts. “As long as we continue
to stay the course and continue to
meet people we have the recipe for
success.” He says his dealership
has consistently focused on small to
mid-sized businesses with 20 to 50
employees. More recently he is finding
opportunities to do business with still
larger businesses with 100 to 500
employees.
Part of this new-found success
in rooted in the inability of big box
suppliers to effectively maintain
existing accounts. “I see a real
opportunity within that space to grow
our market share,” says Rossman.
He wants to partner with these
larger accounts and says that big
box suppliers don’t offer that kind of
connection. “Office Depot and Staples
want to emulate us and they are not
successful,” says Rossman. “Their
retention isn’t good and our ability to
service the customer, in my opinion, is
much better.” It is just a matter of going
PAGE 24
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TA K I N G T H E O F F I C E BY S TO R M
Three new products from Safco® are here to activate your workspace. Fidget™, Twister™ and
Kick™ Balance Board all help to encourage fidgeting which keeps people moving and grooving
throughout the day with comfort and focus. Kick the habit of the sedentary workday and welcome
the new way to work with the new additions to the Safco Active Collection.

FIDGET™ ACTIVE SEATING

KICK™ BALANCE BOARD

TWISTER™ ACTIVE SEATING

www.safcoproducts.com

Part of the Safco Active Collection; Safco Active Collection products are designed to promote active movement
throughout the day and engage major muscle groups to combat the negative effects of inactivity in many workspaces.
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out and finding customers that want to
do business with you, he adds.
“We are one of the very few
independent dealers left in the
markets we serve in Maine and
New Hampshire,” says Roberts. His
message to customers and prospects
is that Warren’s Office Products offers
significant value when compared to its
big box competitors.
When asked how he can compete
against national suppliers he likes to
turn that question around. “How do
they compete with us when customers
can pick up the phone and talk with
any of four family members who are
directly involved in the day-to-day
ownership and management of the
business?” he asks.

Commanding competition

When national competition is
considered perhaps no participant is
more prominent than Amazon. Sansom
jokes that it’s usually a lower-level
employee who drags his or her
Amazon habit from the couch at home
and brings it to work. “A business
owner just makes the assumption
Amazon is cheaper,” he says. “We
have some accounts like that but that’s
not what we build our business around.
You can out service Amazon all day

long, but it’s hard to get credit for it with
these customers.”
Officewise addresses the Amazon
challenge with appeals to its
customers. Salespeople get in front of
the customer and ask which products
are being bought online and why.
Then all the service shortcomings are
mentioned. Sansom explains how they
once had these same conversations
with people buying from Staples and
Office Depot.
“We keep an eye on Amazon
price-wise,” says Dixon. Carolina
Business Supplies converts customers
buying from Amazon on a regular
basis. With customers that have a
structured approach to purchasing, the
dealership generally comes out ahead
in face-to-face confrontations over
Amazon. “Amazon can’t do what we
do,” Dixon says proudly.
Orders from Carolina Business
Supplies arrive complete in one day,
get delivered by a known person
who places materials where they are
wanted and can facilitate returns, “We
tell our customers and prospects if
all you want is a dozen pens, go to
Amazon and buy them there. We are
not a fit for everyone,” he adds.
Givens proposes that independents
need to migrate to more dynamic
pricing to be fully competitive with
Amazon. “Amazon is a fierce competitor
that will continue to chip away at the
office supply sector on commodity
products where services and solutions
are not important,” he says.

“Staples cannot do
what we do. They’re
not very good at the
last mile of delivery
and they don’t have
the personal contacts
that we have with
customers.”

Randy Dixon, Carolina Business Supplies
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Dynamic pricing probably goes
beyond the capabilities of almost
every independent and Givens
suggests this offering might more
easily be achieved with some
assistance from the wholesaler. “I
would hope that S.P. Richards and
Essendant will lead the charge and
help us rethink our go-to-market and
pricing strategies in a way that would
be more dynamic,” he says.

Sufficient support

Both Essendant and SPR have
specialists to help with specific
category sales. “We certainly take
advantage of that,” says DBI’s Zyla.
However it seems there is some
concern about the availability of
specialists and how frequently they
can be called upon for assistance.
She says that a growing number of
dealers want to use these services. She
is concerned about the availability of
specialists and whether an acquisition
could change that. “We hope they
continue to put resources into their
digital analytics and hope to see them
continue to grow their vertical market
teams,” she adds.
“We just need to make sure we
utilize the tools the best we can
and realize, that whether they are
supplied by the wholesaler or the
buying group, they are designed
for the masses,” says Roberts. At
Warren’s Office Supplies the needs
are seen as a little more personal and
the dealership has developed its own
custom flyer, which focuses heavily
on the concept of family ownership
and includes the dealer’s loyalty
coupons to engage people.
Now in its second incarnation, the
custom flyer is tailored to the needs of
the customers in New England, which
the dealership understands better
than most. “We can’t always rely on
what is offered to get what exactly
we want,” says Roberts. “We find that
what we produce on our own tends to
be much more effective.”
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“We’re hearing there is
going to be better pricing
and more offerings. We’ll
just have to wait and see
how that pans out.”
Mike Witt, Blaisdell’s Business Products

Sales success

Just because overall office supply
sales are declining doesn’t mean that
dealers have to take that as a given for
their own particular territory. Concerted
efforts to increase market share can

result in increases in supply sales,
suggests Givens. He sees a similar
situation with print-copy products,
where the market is in decline based
on some of the same determinants –
fewer reports printed with less ink and
paper consumed.
Although the market for copy, print
and electronic content management
is in decline Givens still sees
opportunities. “Our programs are
uniquely different from the copier and
printer industry so that our solutions
will have a greater positive impact on
end users,” he says. Consequently,
his copier team is picking up market

Did you miss out on last year’s
Back-To-School supply list business?

NOW

share in part by bringing in new
customers.
As 2019 continues to unfold dealers
want to finalize partnerships with their
wholesaler and determine how that
relationship will factor into their long-term
success. Rossman has encouraged his
sales team to show customers, in his
words, “that we are human”.
“We reap rewards when we show
them that we care and how we are
a part of the whole process,” says
Rossman. This approach is taken
not just to increase sales but to
demonstrate that Chuckals wants to be
a partner. “Just like we need to partner
with our wholesaler, our customers may
need a partner as well.”
Michael Chazin is a freelance writer
specializing in business topics. He
has been writing about the office
supply business for more than
15 years. He can be reached at
mchazin503@comcast.net.

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

is the time to get your local
schools signed up!
A turnkey software program for Dealers
to create, build, ship and invoice
pre-packed school supply kits to Elementary School Students

JKILIES@CLASSKIT.COM

866-723-6574
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By Marisa Pensa

John had been working for the same
company and serving many of the
same clients for years. He liked what
he did and was good at it. While
steadily bringing on new customers,
the current ones were loyal and
continued to buy. But in a coaching
session with his manager, he learned
that many of his customers were only
buying about a third of what he could
sell them. Overall, their spend in the
furniture and facilities maintenance
categories was almost non-existent.
Why was that? John had fantastic
relationships with them. He knew
their buying histories. Over time he
learned things about their interests
and their families. He did not want
to appear pushy but was baffled
that they were not buying everything
from him and truthfully, he really
needed that increase in spend to hit
his sales targets. He had to craft a
plan to sell them more than they were
currently buying and do it in a way
that did not hurt their good business
relationships.
John, like so many salespeople
today, was only getting a small portion
of what his customers could potentially
buy from him. To successfully grow his
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accounts, he had to shift his mindset
from simply selling to them to helping
them achieve something they were
trying to accomplish.
There is a difference between pitch
selling, consultative selling and what
I call competitive selling. Competitive
selling is focused on performance
under pressure.
To be a competitive seller you must
sharpen your skills and get even
better at things you may already be
good at. Selling skills are not just
something you have or don’t have:
to win at the game of competitive
selling, your selling skills need to be
developed and honed over time—no
matter if you’re a rookie or a veteran.
As you know, your competitors are
constantly trying to beat you. They are
trying to lure your customers away.
Even your best customers could be
under pressure to shop around at
the start of the new year, to be sure
they are getting the best pricing and
service to keep their budgets lean.
So how can competitive selling
help? As a competitive seller,
you take on the role of trusted
advisor. Whether you are initiating a
relationship with a new customer or
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upselling or cross selling an existing
customer, what you’re doing is trying
to help them, not just sell to them.
That’s the driving force behind your
interactions with everyone you talk to,
every single time.
Stop selling without enhancing the
value. Start helping. If you can master
that concept, and I know you can, I
am absolutely certain you will have no
problem adapting to the skills to gain
the competitive edge.
Below are a few strategies to
help you focus on helping versus
selling:
1. Show up prepared and put yourself
in their shoes. Know the facts—
which categories they are and are
not buying.
2. Earn the right to ask questions by
opening with a clear purpose and
reason for your call or visit.
3. Start with a business question
before diving right into what the
prospect is or is not buying from
you. What is new in their business
and/or organization?
4. Avoid assumptions! This can result
in lost sales, especially with long
time customers. You assume they
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don’t need something…don’t want
something…won’t buy something…
because they didn’t want it or
need it in the past. You shouldn’t
assume nothing has changed in
a year, three years or more. Avoid
assumptions and just ask!
5. Know your first three questions
cold! You can’t script a
conversation, nor would you want
to. But you can have a plan for
the first three questions to ask
as you transition into business
conversations.
Today’s buyers in our space
are more educated than ever.
With a wealth of information at
their fingertips, they are no longer
dependent on salespeople to
educate them about products and
services. Just as they are doing their
own research, you need to do your
research before talking to or meeting
a prospect or customer to figure out

what value you can offer them.
And as for John, one thing he needs
to remember is that his number one
customer is someone else’s number
one prospect. Building on those
great relationships and planning key
questions to ask on his (and your) next
visit, will make a world of difference in
gaining a competitive edge.
As they say: “Amateurs wing it…
professionals plan it.” None of us can
afford to wing it in today’s competitive
market. Having a plan, executing that

plan and having a path to measure
the results can be the adjustment you
need in the New Year.
Good selling out there!
Marisa Pensa is founder of Methods
in Motion, a sales training company
that helps dealers execute training
concepts and create accountability
to see both inside and outside sales
initiatives through to success.
For more information,
visit www.methodsnmotion.com.

methodsnmotion.com
New Book,
Coming Soon

COMPETITIVE SELLING:
The Guidebook for Proactive Calling in a Reactive World.
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HOW TO BUILD A
SALES CULTURE
IN YOUR
ORGANIZATION
By Troy Harrison

In my years of experience in working
with (and for) companies large and
small, I have discovered that there is a
common element to the most successful
businesses. The most successful
companies have a sales culture. A “sales
culture” is a philosophy that permeates
the company, from the corner office to
the loading dock, that says, essentially,
“We are a sales organization and
everything else we are able to do is a
product of our ability to sell our products
or services to our customers.”
This flows from the top because it
must. Despite the protestations of those
who advocate bottom-up leadership,
the reality is that any corporate culture
is set not by the employees at ground
and field level, but by the overriding
philosophy of management. That’s
you, by the way. So, let’s assume for
the moment that you have decided that
your company needs to accept and
embrace a sales culture. How do we go
about that?
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Set the mission: First of all, whatever
your mission statement, throw it away.
I know, it’s something that you’ve put
a lot of thought into and probably has
some great phrasing. It’s probably
also something that your employees
couldn’t remember if a gun were put
to their heads. Let’s replace it with
something simple like this: “We are
a sales organization and we grow
profitably by acquiring new customers,
developing current customers to
greater profitability and retaining
profitable business.” Use this as the
mantra that guides your company’s
decision making.
Communicate: All good things in
sales (and business) come from
good communication and most bad
things happen because of insufficient
communication. Knowing this, the next
step is to communicate the message to
your people and to do so consistently.
This is where a lot of companies fail,
because the communication happens
INDEPENDENT DEALER

like this: The Big Guy at the Top will
have a staff meeting where he/she
communicates the ‘new mission’
forcefully to his key managers and then
expects the managers to communicate
it downstream. They do, but with varying
degrees of emphasis and enthusiasm.
The sales manager obviously embraces
the mission, while the production
manager may be less enthusiastic
and so forth. If you really want to effect
change, it has to be up to you.
Have all-company meetings, or
all-department meetings, or all-branch
meetings; however you need to do
it in order to have the opportunity
to have every employee hear the
message directly from your lips. If your
people know the goals, they will act in
accordance with them—if they believe
that the goal is real and permanent.
Align goals: To accomplish your
goal of profitable growth through
acquiring, developing and retaining
customers, you must align all your
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departments and goals. For instance,
instead of budgeting in dollar terms,
budget in percentages from the top
line. This way, when departments
need more resources for equipment
and personnel, they know how to get
it—help grow the company. Even with
the best goal setting, however, you’re
going to see some internal conflict.
Remove internal conflict: Good sales
forces, by their nature, create internal
conflict. This isn’t because salespeople
are bad people, obnoxious or difficult
to work with (although that is a separate
issue), but because good salespeople
push the frontiers. Because sales is
all about growth, good sales forces
are always creating extra work and
pressure for the other departments
which must then function at a higher
level to support the sales growth
created. This creates conflict and
push-back.
It’s your job to mediate and handle
these conflicts and push-backs.
It’s a delicate issue because no
department, or department manager,
wants to feel subordinate or less
important than sales. The reality is
that, if you’re truly embracing a sales
culture, the other departments are
exactly that—subordinate to sales.
When conflicts arise, you should go
back to your mission statement; what
helps your company grow profitably
through acquiring, developing and
retaining customers?
Have a high performance sales
force: Now it’s time to turn up the
heat on the people who are doing the
selling. You have the right to demand
excellence from your salespeople once
you have molded the culture of the
company around them.
You need a strong sales manager
who actively works to strengthen
and enhance the abilities of his/her
salespeople. Your sales manager
must be a good coach and developer
of people. He should be willing to
advocate for the needs of the sales
force while simultaneously demanding
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the highest effort and achievement
from them. He must be capable of
surrounding himself with top talent and
then making that talent even better.
The sales manager must
understand the basic equation of
sales achievement: Quantity of activity
x Quality of activity = Results. To
this end, the sales manager should
have performance metrics in place
to assess both quantity and quality
of sales activity, and be equipped
to hold salespeople accountable
for those metrics and for the results.
Struggling personnel must be either
coached or changed; top performers
should be rewarded and coached to
even higher levels.
Reinforce the culture: As you’ve
probably guessed, it’s not enough to
have some meetings, say “we are a
sales organization,” and call it good.
Cultures happen because they are
reinforced, directly or indirectly. For
this to work, key decisions must be
made based on the new mission
statement: “Does this decision help
us to acquire, develop, or retain
customers?” That doesn’t mean that
non-sales departments starve; that
new machine for the plant may be
completely justified by its benefits
in product quality. The raises for the
production staff may be appropriate to
reward them for their part in acquiring,

INDEPENDENT DEALER

developing and retaining customers.
It does mean that your company has
one universal criteria for spending,
personnel allocations and any other
key decision making.
The benefits: There are numerous
benefits to aligning your company
around a sales culture. The biggest
is this: sales-focused companies
tend to produce excellence in every
department. The reason is simple.
Companies with a strong sales
department cannot stay bad or
mediocre in other areas; if they do,
those sales gains will quickly be lost
through customer dissatisfaction
and attrition. As noted earlier, good
sales departments tend to lift other
departments through necessity. On the
whole, organizations that center their
culture around the process of profitable
growth tend to achieve that growth,
year after year. It’s not easy, but the
results are worth it.

Troy Harrison is the author of “Sell
Like You Mean It!”, “The Pocket Sales
Manager,” and a Speaker, Consultant,
and Sales Navigator. He helps
companies 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.
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