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EDITORIAL

Congratulations are very 
much in order for Stacy 
Sakata, president of 
HSC Office Products in 
Alea, Hawaii, who this 
year celebrates his 50th 
anniversary as a member 
of the Independent Dealer 
Community.

Stacy represents the third 
generation of his family 
to run the business. His 
grandfather, Lefty Sakata, 
founded the company in 
1949 and his father, Wilbert 
Sakata, served as president 
after Lefty.

Stacy himself started working at the business in 1968. Back then, 
he just did odd jobs, picking up orders from the dock in Honolulu and 
pulling orders in the warehouse. 

The dealership has come a long way since those days. From its 
roots as a business forms distributor, HSC today offers a broad, 
one-stop product mix that includes breakroom and janitorial 
products, school supplies, technology items and more in addition to 
the more traditional office supplies and furniture offerings. 

Along with a broader product mix has come some significant 
growth. When Stacy took over as president from his father in 1998, 
the company had just six employees. Today, HSC boasts close to 40 
hardworking industry professionals, operating out of a main facility 
that boasts some 19,000 square feet of warehouse space, with 
another smaller warehouse nearby.

There really is never a dull moment in the industry these 
days. As we go to press comes word of a new report 
from the Institute for Local Self Reliance that offers 
an in-no-way flattering picture of Amazon Business’s 
US Communities contract for local government 
purchasing.

We’ll have a closer look at the full report, and the 
way it plays fast and loose with traditional models for 
public sector purchasing, next month, but in this issue 
we offer a look at one of its key elements, an in-depth 
pricing comparison study carried out by Rick Marlette 
of OPSoftware.

Rick’s analysis suggests the IDC may often be 
cheaper than Amazon Business when it comes to 
fulfilling local government contracts and significantly 
superior when it comes to service and shipping. 

This should come as no surprise to many who 
compete with Amazon Business day-to-day, but 
will hopefully provide a useful tool to help enlighten 
potential customers in charge of purchasing at local 
government level. 

The full OPSoftware study can be found on page 34, 
many thanks to Rick Marlette for making it available to 
us in time for publication.

On a related topic, I’d also like to point you in the 
direction of our NOPA News pages, as the association 
has been very busy this last month—not only 
continuing its lobbying of the GSA for a fairer online 
purchasing platform for independent dealers, but 
also keeping an eye on the Supreme Court’s ruling on 
sales tax collection for online purchases, the push for 
Association Health Plans and potential changes to the 
“joint employer” regulations.

Finally, I hope you all had a fantastic July 4—although 
as an Englishman, I’ve never really understood what all 
the fuss is about. That said, long may this publication 
continue to celebrate the spirit of independence!

In Hawaii, HSC’s Stacy Sakata 
celebrates 50 years in the industry
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 INTRODUCING

AVERY LABELS
WITH  
TECHNOLOGY

 Sure Feed technology is  
 engineered to help provide  
 a more reliable feed through  
 your printer. 

avery.com/surefeed 

To learn more, visit

Announcing our 2018 Sure Feed™ Promotion
Purchase $75 of Avery® products listed in this flyer 

and receive a $25 American Express® Reward Card by mail.
(Offer available August 1st - September 30, 2018)

averyreseller.com

Avery introduces the new 
Reseller Portal.
•  24/7 access to all registered users 

with simple registration and login

•  Avery renowned service and support 

•  Enhanced user experience, superior 
search functionality and easier access 
to enhanced content 

•  Intuitive to use and easy to navigate

Get Fast Access to
Marketing Tools and Content.
For the latest details on our Sure Feed™ promotion and other online 
marketing tools, visit us at www.averyreseller.com.

New to the site?  Just click Register to get started.

© 2018 Avery Products Corporation. All Rights Reserved. The AVERY trademark and all other trademarks, service marks, trade names, product names, codes and logos are owned by CCL Label, Inc., unless otherwise indicated. 
Personal and business names, addresses and other information depicted on samples are fictitious; any resemblance to actual names and addresses is purely coincidental. The American Express® Reward Card can be used at U.S. 
merchants that accept American Express ® Cards. Funds expire on the last day of the month printed on the front of the card. No ATM cash withdrawal. Some limitations apply, including restriction on use for recurring billing. See 
Cardholder Agreement for complete details. Card cannot be redeemed for cash, except where required by law. This Card is issued pursuant to a loyalty, reward or other promotional program. Terms and Conditions apply to Reward 
Cards. Some additional limitations may apply. See Cardholder Agreement for complete details. Card issued by American Express Prepaid Card Management Corporation. American Express is not the sponsor of this promotion.

http://www.averyreseller.com
http://www.avery.com/surefeed
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LOTH, Inc., Columbus, Ohio, was 
recently named, for the second 
consecutive year, as a finalist in 
Columbus Business First magazine’s 
Corporate Citizenship Award.

LOTH was among 160 central Ohio 
companies that completed a survey 
quantifying the time and money that the 
dealership and its employees donated 
to area non-profits this past year. LOTH 
encourages its staff to support worthy 
causes as part of an ongoing strategy.

One of LOTH’s most recent charitable 
activities was its second annual LOTH 
Madness event held in March to raise 
money and awareness for the Five 
Strong Foundation, a local nonprofit 
whose mission is to empower individuals 
with developmental disabilities through 
athletics, camaraderie and inclusion. 

Other non-profits that LOTH regularly 
partners with include the Nationwide 
Children’s Duck Race, Pelotonia, Race 
for the Cure, IIDA Product Runway, 
Dress for Success, Columbus Derby 
Day, Salvation Army’s Adopt a Family, 
and Common Ground Free Store.

This year LOTH plans to add Meals 
on Wheels to its efforts. In the wake of 
LOTH’s recent showroom renovation, 
several pieces of furniture featured in 
the former space will now be gifted to 
Habitat for Humanity.

The anniversary celebration is a bittersweet one for Stacy, who is still 
mourning the loss of his father and predecessor as HSC president, Wilbert 
Sakata, who died earlier this year at the age of 91.

But the legacy that Lefty and Wilbert put in place has remained strong 
under Stacy’s leadership. The company, he says, has changed with the times 
and, as he looks to the future, that tradition will continue. “We have to be open 
to new ways of thinking and the creativity that today’s millennials bring to 
doing business,” he says. “We’ve been able to respond effectively to change 
for nearly 70 years and as a company, we are committed to continuing that 
way going forward.”

Few can deny the growing impact of social media on business. Just about 
every dealer these days has found ways to promote worthy causes and 
their business using online posts. One good example is provided by 
Juanita Strickland, CFO at Malone Office Environment, Columbus, Georgia. 
Attending the most recent NOPA Fly-In to Washington, DC, Juanita picked up 
information that she readily brought back to her customers in Georgia.

“One of the speakers at the fly-in had good data on ways that Amazon has 
negatively affected jobs and taxes here in Georgia,” said Juanita. She learned 
that Amazon and its third-party Marketplace vendors sold $3.6 billion in retail 
goods in Georgia, which resulted in 1,184 displaced shops, 17,143 displaced 
retail jobs and close to $100 million in uncollected sales tax.

This information was posted on the Malone’s Facebook page along with the 
information on how Georgia sales tax helps fund K-12 programs, foster care, 
local governments, scholarships for higher education and more.

“Schools are dependent on that sales tax and may not realize that Amazon 
sales are not adding to that coffer,” said Juanita. “It is one thing to point it out 
to them, but it is another thing to actually have research and statistics to back 
up what you are saying.” The full report on how Amazon affects each state 
can be viewed here. 

Malone Office Environments of Georgia 
uses social media to target Amazon

Ohio dealer LOTH 
named finalist for 
Corporate Citizenship 
Award

At Boise Paper, we are committed to delivering quality 
you can trust, which starts right here in the USA. Our 
products have been proudly made in the United States 
for decades – supporting local jobs and economies.
 
Buying U.S.-made goods shows customers you insist 
on a higher standard. Plus, domestic manufacturing and 
distribution provide faster delivery and more responsive 
customer service.
 
Made Here. Made with Pride.
It’s our promise to you. 

HIGH STANDARDS

FAST DELIVERY

SUPPORT LOCAL 
ECONOMIES

MADE HERE
DIFFERENCE

D I S C O V E R  T H E 

Boise Paper and Quality You Can Trust are trademarks of Boise White Paper, L.L.C. or its affiliates. For more 
information on Boise Paper’s trademark use, go to: http://www.BoisePaper.com/TermsofUse/#Trademarks.

www.BoisePaper.com

http://nebula.wsimg.com/6aa235a38fe396b24d84957bc80786b3?AccessKeyId=8E410A17553441C49302&disposition=0&alloworigin=1
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Bulldog Office Products, Pittsburgh, has won a Family Business award from the 
Pittsburgh Business Times. The award recognizes the accomplishments of Frank N. 
Fera, who founded Bulldog 50 years ago, and the other Fera family members who 
continue to run the dealership and support the community today. 

Bulldog has more than 85 employees and is one of the country’s largest certified 
woman-owned office supply companies. Frank L. Fera, director of sales, was the first 
of the Fera children to join the family business full time. Today all the Fera children are 
involved in some way.

Marisa Fera Stevenson, general counsel and corporate secretary, who has an 
ownership stake in the company, said it is a true family business. The management 
group meets twice a month to discuss major decisions. Yvonne Fera, who founded the 
company with her husband, serves as chair of the board. 

“There have been a lot of letters and emails,” said Marisa. “Between the actual 
publication which is online and in print, and then through LinkedIn, there have been a lot 
of people reaching out to say congratulations.” 

Pennsylvania dealer Bulldog Office Products 
receives Family Business award

Innovative Office Solutions, 
Burnsville, Minnesota, has 
acquired Viking Office Supply 
in Alexandria, Minnesota. 
Viking has served central 
Minnesota since 1972 with 
office supplies, office furniture 
and business equipment. 

The acquisition brings 
a number of additional 
capabilities to Innovative. 
“It provides a new location 
in Central Minnesota which 
adds local employee delivery 
service for our customers in 
the area as well as showroom 
space,” said Jason Player, 
chief marketing officer at 
Innovative. In addition, 
Innovative gains additional 
expertise from tenured 
industry employees along 
with new resources in office 
equipment service. 

“Coming on the heels of 
our acquisition of Brown & 
Saenger in January 2018, 
this move continues the 
Innovative growth story,” said 
Jason, “allowing us to add 
highly experienced talent 
to our team and bring the 
Innovative offering to more 
customers who value local 
personalized service.” 

Minnesota 
dealer 
Innovative 
Office Solutions 
acquires Viking 
Office Supply

Dulles, Virginia-based Guernsey, Inc. expanded its footprint recently with the addition 
of Commonwealth Paper & Toner, Virginia Beach, to the Guernsey family in late 
June. Started in 1976 and 1971 respectively, Commonwealth and Guernsey share 
longstanding traditions as local family businesses offering high-touch, reliable service 
and great prices. 

“It’s a wonderful fit,” said Dave Guernsey, president & CEO of Guernsey, Inc. “From 
my first meeting with Rick [Koch], I could tell he and his team shared our passion for 
customer-centric service. We’re on the same page, no doubt.” 

Rick Koch III of Commonwealth sees integration with Guernsey as an opportunity 
to offer a deeper and richer portfolio of goods and services to Commonwealth’s client 
base. “It’s an exciting time,” he said, “I’m looking forward to building a better platform 
with which to serve my customers.” 

The Commonwealth team adds five experienced industry professionals to Guernsey’s 
Tidewater branch, along with a wealth of knowledge. “Guernsey gains customers with an 
opportunity not just to serve their existing needs but also to introduce them to our other 
categories,” said Savannah Guernsey, vice president of marketing and merchandising. 
“We also expand our market reach in southeastern Virginia, of particular value to us as 
one of the contract holders for the Commonwealth of Virginia.” 

Virginia dealer Guernsey acquires 
Commonwealth Paper & Toner
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WHERE CAN TECHNOLOGY

TAKE YOU? 
WITH THE RIGHT SERVICES, ANYWHERE

 CLOVERSERVICES.COM • 877.908.9203
Contact us today!

WE BUILD SOLUTIONS TO

HELP YOU SUCCEED

227818A | Clover Services Group, and its logo is a  trademark owned by Clover Technologies Group, LLC, and may be registered in the United States and other countries.

From Digital Marketing To Managed Print To Tech Training & Support, 

Clover Services Group Has The Power To Drive Your Business Forward

TECH TRAINING
& SUPPORT

SERVICES

MANAGED PRINT
SERVICES

DIGITAL MARKETING
SERVICES

http://www.cloverservices.com
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Antioch-based A-Z Office Resource has acquired fellow Tennessee 
dealer Oak Ridge Office Supplies, which has been in business for 
decades serving the Oak Ridge area. 

While noting there is a fair amount of geographical overlap between the 
territories covered by the two companies, A-Z marketing director Miles 
Oakley explains that the decision still makes great business sense.

“It was a great opportunity,” he said. “It provides A-Z with greater access 
to northern Tennessee. We moved some drivers around and tightened our 
laces operationally to make sure we got those outlying branches serviced.”

Many Oak Ridge customers were municipal and education accounts 
with complex approval and purchasing requirements. “They had to 
manage a lot of complex purchasing requirements back and forth, 
especially for teachers,” said Miles. Now A-Z customers can gain that 
same complex service and value-added model. 

“The transition went extremely smoothly,” said Miles. “When you have 
been competitors for years there can 
be some tension and there was 
little of that.” 

Like many dealers who sell furniture, COS 
Business Products & Interiors, Chattanooga, 
Tennessee, had accumulated a somewhat 
extensive inventory of mismatched, 
returned, scratched and dented and 
otherwise hard-to-sell items. “We took 
everything that we had and organized it into 
what we called Furniture Frenzy,” said Skip 
Ireland, COS president. 

The idea was to target charitable 
agencies included in the local United Way. 
“The larger agencies have money but there 
are so many good causes that operate 
hand-to-mouth, so we tried to target them,” 
said Skip. COS invited the agencies to 
come over on a Friday morning, donuts and 
coffee were provided, and they could shop 
the COS warehouse. 

The furniture was donated but the 
agencies were sometimes sold some 
additional add-on items. “We ended up 
donating a bunch of furniture and making a 
bunch of people happy,” said Skip.  

“This was an awesome opportunity 
for our partners to come and get some 
often overlooked needs fulfilled,” said 
Julia Wilhelm of United Way in Greater 
Chattanooga. Wilhelm said the agency 
partners with about 40 community groups 
and all of them were invited to bargain shop 
for office furniture provided by COS.

For more than a decade, Garvey’s Office Products, Niles, Illinois, has been 
recycling toner cartridges, flat cardboard boxes and electronics and using 
the money received to support local charities. The program, known as 
“Recycle for a Reason,” has been around since 2007 and makes quarterly 
contributions to Chicago area nonprofits. The latest effort resulted in a 
donation of over $7,500 to the Chicago Child Care Society. 

In addition to monies received from recycling, Garvey’s works with all 
its customers to generate additional donations. “With orders over $400 
you can choose to make a $2 donation for this program, but we pay for 
it,” reports Sheila Gartland, Garvey’s marketing director. 

Illinois dealer donates recycling 
monies to local nonprofits

Tennessee dealer A-Z acquires 
Oak Ridge Office Supplies

Tennessee dealer COS 
helps nonprofits get the 
furniture they need
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In Louisville, Kentucky, Tricia Burke and her team at Office Equipment 
Company provided an outstanding example of how independents can 
play an active role on the local political scene when the dealership 
recently underwrote a meeting of the Louisville Independent Business 
Alliance at which a panel of Kentucky state legislators discussed 
topics of interest to small business and fielded questions from local 
business owners and enterpreneurs. 

More than 60 representatives of local businesses were in 
attendance, with eight state legislators on the panel.

“It is important to know who your state representative is and keep 
informed about key issues in the community,” said Tricia, president 
of Office Environment 
Company. “As business 
owners, we need to 
know what can affect us 
economically and take 
advantage of opportunities 
to meet face-to-face with 
key local politicians and 
legislators.” 

Kentucky dealer Office Environment 
Company fosters dialog with state 
legislators

Interiors for Business, Inc. (IFB), Batavia, IL., intends to expand 
its presence by joining the exclusive Salt Flats Innovation House 
in Chicago’s West Loop. IFB, a Steelcase dealership, will open its 
second location, focusing on the evolving workplace and featuring 
progressive solutions that target current market trends.

IFB co-founders, Pat Gosselin and Pete Molenhouse were 
motivated to expand their footprint within the new location as it reflects 
their belief that the spaces “in which we work, learn and heal should 
enhance the human experience.” 

“Salt Flats is a space that seeks to inspire user-behavior and create 
21st century ideation, which aligns with our philosophy at IFB,” said Pat.

Illinois Steelcase dealer opens second 
location in Chicago’s West Loop

Bernard Garvey, Sr., retired 
owner and founder of 
Garvey’s Office Products of 
Niles, Illinois, passed away on 
June 18. He was 90.

The original dealership, 
Schiller and Schmidt, first 
opened its doors for business 
in 1926. Bernard Garvey, Sr., 
went to work for the company 
in 1954 as a sales rep selling 
pencils, erasers and columnar pads. 

Schiller was impressed by Bernie’s natural sales 
ability and business experience. In 1968, 14 years 
after he had hired him, he sold him the business. 

Bernie grew the company each year and 
brought many of his eight children into the 
business. He eventually sold the company to five 
of his children (Bernie Jr, Ken, Kevin, Sheila and 
Dan) in 1992. 

Garvey’s Office Products is currently one of the 
largest family-owned, independent office supply 
companies in the Chicago area and his daughter 
Sheila Gartland said it gave him great pride to 
see Garvey trucks around the metropolitan area. 
“He would often say, ‘Schiller would never believe 
what has become of the company he started’,” 
she recalls.

Bernie was genuinely funny and his humor will 
be missed by those who knew him. For his 75th 
birthday he travelled with six of his children to 
Ireland. While out one night at a pub in Dublin, he 
entered an open mic comedy contest on the spur 
of the moment and came out the winner!

Sheila said he wanted to be taken to the 
cemetery in a Garvey’s truck. “We told him we 
didn’t have the right license for that, but we did 
have several trucks parked in front of the Church 
on the day of his funeral which would have made 
him smile.” 

In addition to the five children in the business, 
he is survived by three other children—Michael, 
Mary and Catherine; 27 grandchildren and one 
great-grandchild. In lieu of flowers memorials may 
be made to Sr. Paulanne’s Needy Family Fund, 
c/o Our Lady of Perpetual Help Church, 1775 
Grove St., Glenview, IL 60025.

In memoriam: Bernard 
Garvey, Sr. of Garvey’s 
Office Products HOPE

For more than three decades, City of Hope’s National Business 
Products Industry has raised more than $175 million toward lifesaving 
cancer and diabetes research at City of Hope.

The 2018 Generations for Hope campaign honoring 
Rick Toppin of S.P. Richards Co. recognizes the individuals and 
families that have spanned across generations in the o�  ce products 
industry — people like Mark Whitlow of Offi ce Products Alliance. 

Whitlow began OPA back in 1993, today celebrating 25 years in the 
industry. “Time fl ies when you are having fun? I don’t have to tell any of you, it has not been easy but it has been rewarding. We have all 
faced many challenges and will face more, but I believe we as an industry will continue to be an integral part of our respective communities.” 
Whitlow is also a cancer survivor. “All of us will deal with cancer in our lives in some fashion, period. It is our obligation to do our best to fi nd 
ways to cure and prevent this disease. It could not be closer to home for me than the advancements made at City of Hope. The technology 
behind the development of Rituxan was developed at City of Hope. I utilized this drug during my initial treatments and I still do today. My 
doctors have prescribed this drug as my preventative maintenance to keep my cancer from coming back. What more of a gift in life can you 
ask for?”

For more information on the 2018 “Generations for Hope” campaign, visit CityofHope.org/nbpi.

Rick Toppin
2018 Spirit of Life Honoree
President and CEO
S.P. Richards Co.

Mark Whitlow
Offi ce Products Alliance

U P C O M I N G  E V E N T S

SEPTEMBER 4 TO 6
City of Hope Industry Challenge 

Pebble Beach, CA

JULY 30 TO 31
Honoree Golf Outing 
Lake Oconee, Georgia

HOSTED BY

Reynolds Lake Oconee sets the backdrop for 
the 2018 Honoree Golf Outing. The Rees Jones 
designed course provides for breathtaking views 
of Lake Oconee and recognized as one of the 
best courses you can play by Golf Week and Golf 
Magazine.

SEPTEMBER 12
Howard Wolf Golf Classic 

Cantingy Golf Club-Wheaton, Illinois
HOSTED BY

SEPTEMBER 13 
2018 Spirit of Life® Gala
Honoring Rick Toppin of 

S.P. Richards Co. 
Navy Pier-Chicago, Illinois

ALREADY ON BOARD FOR 2018!

For more information, visit CityofHope.org/nbpi 
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SECRETS of success
Hoppstetter’s Office Products,  
Yuma, Arizona
Even though growth at Hoppstetter’s 
Office Products, Yuma, Arizona, has 
been no better than a few percentage 
points a year recently, furniture has 
been a bright spot. “We’re experiencing 
a significant increase in furniture sales,” 
says Chris Hoppstetter, owner and 
chief executive officer. 

Customers have started to exhibit 
some optimism and have begun 
to pursue interior upgrades. As a 
Herman Miller dealer Hoppstetter’s 
can piggyback on that manufacturer’s 
contracts and gain access to healthcare 
sales. Sales have also increased in the 
government and education verticals. 
“With changes in government there 
seems to be more money flowing into 
those areas,” says Hoppstetter. 

Accompanying furniture sales 
growth, Hoppstetter sees customers 
moving toward interior spaces with 
more creative-type areas, including 
collaborative settings. “Our design 
department has done projects lately 
where customers are changing from 
traditional cubicles to incorporate more 
collaborative environments,” he says. 
Larger businesses are naturals for this 
type of approach, but Hoppstetter’s 
finds similar interest among smaller 
offices, too.

Another interesting furniture offering 
gaining traction are speech privacy 
systems. These are especially desirable 
among smaller medical offices to assist 
with HIPAA regulation compliance. 

“We have been going to these 
locations and asking decision makers 
to sit in another room to see what they 
can hear,” says Hoppstetter. When 
they discover they really weren’t aware 
of the audible sound levels, it opens 
the door for a sale. 

Three outside salespeople sell 
everything – supplies, furniture, 

janitorial and breakroom. Hoppstetter 
says that his sales staff are able to 
support sales in every category as 
he makes sure they’re adequately 
trained. The training makes them 
aware of product availability in different 
categories. “We get good training 
support both from manufacturer reps 
and wholesaler reps,” he says. 

The best way to encourage cross 
selling is to put a little money on the 
table, usually from spiffs, suggests 
Hoppstetter. “That motivates them to 
not only want to continue their training 
but also to explore different products 
that customers might be using. We 
reward them for that.” 

Hoppstetter has changed 
employment terms with his salespeople 
and now treats them as independent 
contractors. “They seem to like it when 
they work more for themselves,” he 
says. “That seems to motivate them.” 

Salespeople run their territories as 
independent businesses and other 
than attending weekly meetings, 
they’re pretty much on their own. 
Salespeople earn straight commission 
and are paid a slightly higher rate, by 
a couple of points, than they would 
receive as employees. 

Several years ago Hoppstetter 
started to take a closer look at how 
the dealership spent its marketing 
dollars and where it could 
get the best return. Some 
of those marketing dollars 
were dedicated to update 
the dealership’s website 
and make sure there was 
something there to attract 
and interest customers 
and prospects. Email 
marketing also receives a 
share. “Email marketing 
has its benefits,” says 

Key Management: Chris and 
Colette Hoppstetter
Products Carried:  Office Supplies, 
Furniture, Office Equipment
Year Founded: 1944
Annual Sales: $2.5 million
No of Employees: 12
Key Business Partners: SP 
Richards, Herman Miller, Sharp
Website: Hoppstetters.com

Hoppstetter, “but we still find 
today that we can’t get away from 
that eyeball-to-eyeball marketing 
relationship.”

Customer needs are changing 
more rapidly than ever before, 
says Hoppstetter. That evolving 
marketplace offers opportunities and 
close relationships with customers 
open the door to product sales beyond 
supplies and furniture. 

Hoppstetter’s has successfully 
grown its business selling janitorial and 
break room products but finds janitorial 
more to its liking as it tends to offer 
better margins. 

As a distribution business, 
Hoppstetter’s works with customers 
on a regular basis to acquire 
whatever they might need. He calls 
these “unique needs” and whatever 
customers might desire, he works 
to find for them. Most recently he 
acquired flares that Indian tribes in the 
area needed for their Fourth of July 
celebrations. “Having that relationship 
is where we find success fulfilling 
unique needs,” says Hoppstetter. 

http://Hoppstetters.com
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TWISTER™ ACTIVE SEATING

FIDGET™ ACTIVE SEATING

Fidget™ and Twister™ Active Seating are ideal for 
active and engaged work and are designed with 
a minimalistic aesthetic that helps encourage 
users to sit upright and fidget. This helps to 
promote better posture and more movement 
throughout the day. Fidget and Twister are ready 
to take the office furniture world by storm.

www.safcoproducts.com

TAKING THE OFFICE BY STORM

http://www.safcoproducts.com
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If you have news to share - email it to  

news@IDealerCentral.com

Jim Hebert, founder of the Office Partners buying group, 
died June 19 in Birmingham, Alabama. He was 70 years old.

A proud U.S. Marine Corp veteran who served two 
tours of duty in the Vietnam War, Jim was an industry icon 
whose impact was felt one way or another throughout the 
entire independent dealer channel, 

Jim’s office products career began nearly 45 years ago, 
with a small independent in Kenosha, Wisconsin where he 
did just about everything from placing and picking orders 
to driving the delivery truck.

From there, he moved on to Burgess, Anderson & Tate 
(BAT), at that time a large contract stationer based in Zion, 
Illinois. Initially hired as a customer service rep, Jim moved 
steadily through the ranks and eventually became manager 
of the dealership’s purchasing and warehouse operations.

In memoriam: Office Partners 
founder Jim Hebert

It was a time when independents were beginning to see 
the value of working together to leverage their collective 
purchasing and marketing resources and when BAT and 
several other dealers decided to form a buying group 
together, which they called National Purchasing Association 
(NPA), Jim was a logical choice to help set it up.

After seven years with NPA in Jackson, Mississippi, he 
moved on to another group, National Office Buyers (NOB), 
before leaving them in 1998 to form the group he headed 
up for close to twenty years, Birmingham, Alabama-based 
Office Partners.

Jim was recognized by business partners and competitors 
alike as someone who embodied the very best of the 
office products industry, recognition that earned him a 
Lifetime Achievement Award from the Business Solutions 
Association (BSA) and an Industry Achievement award from 
OPI and S.P. Richards.

Above and beyond the awards, though, was the model 
he provided for those who knew him that combined the 
highest standards of business ethics and integrity with a 
passion for the independent dealer channel and the free 
enterprise system. 

And while he was deeply appreciative of the awards and 
recognition his peers bestowed on him, he never lost his 
deep sense of humility and gratitude for family, friends and 
the industry he served so well.

Jim was preceded in death by his parents, Louis and 
Bernice Hebert, and his brother, Michael Hebert. He is 
survived by his loving wife and best friend of 48 years, Diane 
Hebert; daughter, Lisa McEntyre (Kevin) and son, Matthew 
Hebert (Bobbi); granddaughter Raegan Hebert; brothers, 
Tim Hebert (Vicki) and Joe Hebert (Laura); “his” cat, Morgan 
and several nieces, nephew and extended family.

In lieu of flowers, the family asks that you please send 
donations to Children’s of Alabama Hospital, with “Fishin’ 4 a 
Cure for Jim Hebert” notated in the memo section. 

Please send donations to Children’s of Alabama 
Foundation, 1600 7th Avenue South, Birmingham, Alabama 
35233 or donate online by visiting www.ChildrensAL.org/
donate. Make sure to click the tribute gift type “In Memory 
Of” and put in the designation area “Fishin’ 4 a Cure for 
Jim Hebert.” All donations will directly benefit the Alabama 
Center for Childhood Cancer and Blood Disorders at 
Children’s of Alabama. 

mailto:news%40IDealerCentral.com?subject=
http://www.ChildrensAL.org/donate
http://www.ChildrensAL.org/donate
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Uncertainty still looms over the future of Essendant, as it emerged in early July that 
Staples had still not engaged in discussions with the wholesaler in relation to its 
April 29 bid for the company.

According to an Essendant filing with the Securities and Exchange Commission 
on July 3, the private equity firm had not yet signed the confidentiality agreement 
sent to Staples on May 17. It would, however, seem that Staples owner Sycamore 
Partners is intent on pushing through the purchase.

Essendant revealed in the same filing that it had been informed by the Federal 
Trade Commission (FTC) that the agency intends to issue a civil investigative 
demand to Essendant in connection with Sycamore’s June 1 filing to the FTC and 
that it has issued a second request to Sycamore to further investigate any antitrust 
concerns relating to an Essendant/Staples deal.

There is speculation in the industry that Sycamore is holding off on signing the 
confidentiality agreement as it is waiting to see how much information on Essendant 
enters into the public domain as a result of the FTC’s previous second request, 
relative to the proposed Essendant/S.P. Richards merger. 

This could save a considerable about of time and money on due diligence when 
and if they proceed with the deal.

Meanwhile, Staples has started posturing to improve its current, less than 
favorable standing within the IDC, by suggesting in the pages of OPI Magazine 
that it wants to form “partnerships” with independent dealers through a strategy it 
suggested could be called “Powered by Staples”. 

This charm offensive is yet to gain significant traction, with many still confused 
about what such partnerships would look like and what benefit, if any, they could 
have to the IDC.

Adding to the confusion was the announcement at the end of June that Staples 
had acquired HiTouch Business Services, one of the industry’s largest independent 
dealers, and that it would be absorbed into the Staples Business Advantage 
delivery organization. The terms of this deal were not disclosed.

Still no clarity over future of Essendant and SPR 
as Staples continues acquisition strategy

TriMega has announced a 
new partnership with The 
United Group (TUG), a sales 
and marketing organization 
for jan-san, packaging, 
foodservice and safety 
product distributors. The 
ten-year agreement mutually 
affiliates the two groups, 
allowing TriMega members 
to become associates of The 
United Group, with access to 
TUG’s Preferred Suppliers.

“We are very excited 
about our affiliation with 
The United Group,” said 
TriMega president Mike 
Maggio. “[The TUG team] 
has extensive expertise and 
solid supplier relationships, 
bringing a level of access to 
our members that is critical 
as they compete in these 
fast-growing categories. 
We look forward to closely 
working with them for the 
benefit of the member owners 
of both organizations.”

“This partnership is a 
natural fit, as both groups 
are modeled on the power 
of cooperative buying and 
both practice transparency 
and accountability with their 
members and suppliers,” 
added TUG president Tobie 
McKown. “I’m very excited to 
see how TUG and TriMega 
can work together, sharing 
expertise in our respective 
markets in order to grow  
and evolve.”

TriMega pairs 
up with The 
United Group to 
boost jan-san 
and breakroom 
purchasing power
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Current EPIC Business Essentials 
managing director Grady Taylor has 
announced he will be leaving that 
role with the organization. Scott Zintz, 
currently EPIC’s national vertical 
market sales manager for the national 
account joint venture between 
Independent Stationers and TriMega, 
will take his place.

Zintz and Taylor will begin the 
changeover of roles in October, in order 
to ensure a smooth transition for all 
parties involved, the organization said.

“I am very pleased to be leaving EPIC 
in a position of growth and financial 
sustainability,” said Taylor. “Also, I 
am so happy to have Scott take my 
place. The quality of the EPIC team is 
apparent in that we were able to hire 
from within for this strategic position.”

“It has been a privilege to work for 
EPIC Business Essentials and with 

the independent dealer community 
for the past eight years,” said Zintz. “I 
am honored to be named as the new 
managing director and look forward to 
continuing the success we have seen 
under Grady’s leadership.”

Mike Gentile, president and CEO 
of Independent Stationers, and 
Mike Maggio, president of TriMega, 
commented in a joint statement: 
“Grady has done an outstanding 
job of merging two national account 
programs together. He has built a solid 
team, while creating the sustainable 
model it is today. As he embarks on 
the next chapter in his long career 
working in our channel, he is leaving 
Scott an organization poised for growth 
and effectiveness. We wish him and 
Roxanne the best and are excited for 
Scott as he takes over the leadership of 
this fine organization.”

Scott Zintz to replace Grady Taylor as managing 
director of EPIC Business Essentials

Michael Pritchard, an 
office furniture veteran with 
over 30 years’ industry 
experience, has joined 
BOSS Seating and Desking 
as VP of sales for the 
company’s western region.

 Pritchard comes to 
BOSS after nearly ten years 
with wholesaler Essendant, 
most recently as its national 
sales manager for office 
furniture. Before joining 
Essendant, he was vice 
president at wholesaler 
Equipment Distributors for 
over 20 years. 

BOSS adds 
Michael 
Pritchard as 
western region 
VP of sales

Steelcase Inc. has signed a definitive agreement to acquire Smith System Manufacturing 
Company, a Texas-based manufacturer of high quality furniture for the pre-K-12 
education market.

“As education markets continue to grow, the combination of Steelcase and Smith 
System will create incredible value for our customers,” said Allan Smith, vice president 
of global marketing at Steelcase. “Together, we can help schools create outstanding 
learning environments where students thrive, such as collaboration spaces, makerspaces 
and tech labs.”

Smith noted that Steelcase hopes to double Smith System’s business within five years 
by expanding sales in North America through the Steelcase dealer network, as well as 
bringing Smith System’s products to corporate customers and global markets.

Smith System will operate as an independent subsidiary under its own brand, and will 
continue to support its own network of existing dealers as well as extending its reach 
through authorized Steelcase dealers.

“We believe that joining forces with Steelcase offers us a path to accelerate long-term 
growth, while maintaining the agility that has made us successful,” said Molly Parnell, vice 
president of sales at Smith System. “Steelcase and Smith System have complementary 
offerings and we look forward to 
growing our business together in 
pre-K-12, higher education, and 
corporate learning environments 
around the globe.”

Steelcase to acquire pre-K-12 education 
manufacturer Smith System

Scott Zintz
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Workplace products manufacturer 
Indiana Furniture has announced the 
opening of its newly expanded Chicago 
showroom and resource center. 

Housed in Chicago’s Merchandise 
Mart, the redesigned space occupies 
suite 1054A, a hallway corner on the 
tenth floor. It increases the size of the 
firm’s previous floorspace by around 
50%. Partnering with internationally 
recognized design firm Interior 
Architects (IA), the new showroom 
was created to highlight the brand’s 
current solutions for the modern-day 
work environment.  

The opening was strategically 
timed to coordinate with commercial 
design industry event NeoCon, which 
occurred June 11–13. During the 
grand opening of the show, Indiana 
Furniture was recognized by the 
INDEAL dealer organization for 
having the Best Customer Service 
in the industry. With this, Indiana 
Furniture has now been awarded 
customer service honors by INDEAL 
over the last four years. 

“We’ve made large investments 
in recent years to strengthen our 
product portfolio and re-establish our 
brand as a go-to supplier.” said Mike 
Blessinger, vice president of sales 
and marketing. “It’s clear from the 
overwhelming response we received 

during our showroom opening and 
the NeoCon show that we’re moving 
in the right direction. We are also 
honored to be recognized by INDEAL 
for our overall customer service, which 
is a core value we continuously strive 
to provide.” 

Indiana Furniture announces Chicago showroom opening

INDEAL launches new dealer support 
and training initiatives
Contract furniture dealer group 
INDEAL has announced two new 
member benefits: an online sales 
training toolkit and a marketing 
publication targeted towards the A&D 
community.

The training toolkit involves a series 
of online training videos designed 
to provide a solid foundation of 
knowledge and expertise relative to 
both professional selling skills and the 
contract furniture industry.

On the sales side, courses cover 
developing your value proposition, 
defining your target market, 
managing the sales funnel and 
more. In addition, contract furniture 
industry modules offer separate 
introductions to products, pricing and 

order fulfillment, as well as training on 
building customer relationships and 
positioning yourself as a solutions 
provider for your clients.

Meanwhile, INspiration at Work, a 
new publication, will be issued twice a 
year, targeting buyers and influencers 
within the A&D community. Each 
volume will highlight an example of 
visual beauty outside of the industry 
to serve as a starting point to create a 
mood board. 

The first volume features the 
work of Jason deCaires Taylor, 
a British artist whose underwater 
sculptures challenge the viewer to 
think differently about how everyday 
actions affect life below the waves.

For more information on INDEAL and 

its marketing programs for contract 
furniture dealers, visit www.indeal.org 
or email marketing@indeal.org. 

http://www.indeal.org
mailto:marketing%40indeal.org?subject=
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Do Shoppers Like
Your Website?

More than 90% of consumers consider visual appearance to be the deciding factor 
in whether to make a purchase or not.   
Your online storefront needs to continuously stay up-to-date and on trend. But, do 
you have that kind of time?

Keep your shoppers happy with your website by using ECi’s Digital Services. 

Modern 
storefront design

Responsive 
design

Email marketing 
templates

Web banner  
design

Site news Weekly  
analytics reports

Happy shoppers are return shoppers!  
Keep them—and your website—happy.

 866.374.3221     info@ecisolutions.com     ecisolutions.com    
©2018 ECi, and the ECi Red Box logo are trademarks or registered trademarks of ECi Software Solutions, Inc. All rights reserved.

Please reference this ad when speaking to your account manager. 
Contact ECi Digital Services today!

mailto:info%40ecisolutions.com?subject=
http://ecisolutions.com
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R.J. Schinner announces 
expansion plans
Re-distributor R.J. Schinner Co. has announced expansion 
plans that include a new location being added to its 
growing coverage area. The size of five existing warehouse 
locations will also be increased, bringing the total area of the 
company’s distribution facilities to 1.5 million square feet.

The new 80,000 sq. ft. facility will be located in Bethlehem, 
Pennsylvania and is scheduled to become fully operational 
in August. 

It will service the entire northeastern region of the U.S. 
and will be overseen by Gordon Eanes, current executive 
vice president of the SE region, who will take on expanded 
responsibilities in the Northeast.

“Our continued expansion is made possible by the hard 
work and dedication of all of our employees,” commented 
company president Ken Schinner. “We look forward to 
working with our manufacturer partners in bringing our 
services to the Northeast market, and in doing so, bringing 
exciting new opportunities to the distributors in that area.”

In order to continue to service its distributor partners, the 
firm has also decided to expand warehouse space in five of 
its current locations. Menomonee Falls, Wisconsin will take 
on approximately 15,000 additional sq. ft., and Springfield, 
Missouri and Nashville, Tennessee will each add 15-25,000 
sq. ft. of additional warehouse space.  

The Englewood, CO location will be moving to new 
location in Denver with 18,000 sq. ft. of additional space, 
while the St. Louis, Missouri location will be moving to a 
9,000 sq. ft. larger facility.

New industry event launched 
for furniture dealers
Connexions powered by IS Contract, the new mid-market 
office furniture program from Independent Stationers, 
has announced plans for its first meeting, under the 
theme of “Race to Success”. 

The event will take place September 7-10 in 
Indianapolis and consist of vendor/dealer meetings, 
educational opportunities, team building and networking. 
Also on the agenda: a day at the Indianapolis Motor 
Speedway, Brickyard 400 race.  

“We are very excited about the progress our Connexions 
powered by IS Contract program has made thus far and 
are equally excited to have the support of our vendor 
and dealer partners in hosting this event,” said Charles 
Forman, IS Contract COO. “This Race to Success 
meeting will be the first of many designed to strengthen 
relationships and grow sales long into the future.” 

“The future of independent dealership success 
is contingent upon collaborating and working with 
likeminded dealers and vendors,” said Skip Ireland, 
president of COS Business Products and Interiors. “This 
event is a catalyst to create and grow this new culture 
and community.”

 “As a participating manufacturer with Connexions 
powered by IS Contract we are excited about the 
utilization of technology to create new sales for the 
dealerships,” said Eric Gellman of Eurotech. “The Race 
to Success meeting is an excellent forum for dealers and 
manufacturers to focus on these opportunities.” 

STARTING SOON -  

MONTHLY NEW 

PRODUCT FOCUS

Manufacturers contact 

rowan@idealercentral.com 

for more details
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IOPDFA appoints new board 
members and signs up as 
EDspaces ‘knowledge partner’
The Independent Office Products and Furniture Dealers 
Association (IOPFDA) the parent organisation for NOPA and 
the Office Furniture Dealers Alliance (OFDA), has appointed 
a number of new members to its board of directors, including 
the newly created advisory position of technology expert.

Filling that role will be Donna Snyder, president, co-owner 
and co-founder of GOPD LLC. Snyder has been involved in 
the business products industry for 30 years. As an industry 
veteran, her multi-channel experience encompasses 
software, office supplies, procurement outsourcing and 
distribution and furniture manufacturing.

Also joining the board will be Wendy Pike, Mark Porter and 
Gordon Thrall. 

Owner and president of Twist Office Partners, Pike has 
served on S.P. Richards’ dealer advisory board, was the 
NAOPA 2013 Office Products Professional of the Year, is 
a member of TriMega and an executive member of Office 
Products Women in Leadership (OPWIL).

Mark Porter is a fourth-generation owner of Porter’s Office 

Products. He serves on the board of directors for the TriMega 
Purchasing Association. He was the youngest member to 
be elected to the board over 13 years ago, serving as the 
treasurer and secretary on the executive committee for over 
six years. While on the board, he served and chaired many 
subcommittees, including finance, marketing and technology.

Gordon Thrall has been with Guernsey, Inc. for thirty-five 
years and has spent the last ten years as executive vice 
president and chief revenue officer. Guernsey, Inc. is a 
member of Pinnacle Affiliates, LLC.

“Pike, Porter and Thrall have been very active members of 
NOPA and we are excited to have them join us on the board 
of directors. Each of them brings a great deal of experience 
to the table,” remarked Mike Tucker, president and CEO of 
IOPFDA. “The experience and expertise that Donna has in [the 
technology] category is exceptional and we are delighted to 
have her join our board.”

Meanwhile, the IOPFDA has also been appointed a 
knowledge partner for EDspaces2018, an annual conference 
for professionals involved in the planning, design and 
management of educational environments. The association will 
hold an education session on sales strategies and increasing 
market share at EDspaces, which will take place November 7-9 
in Tampa. 

EASELS BULLETIN BOARDS PLANNERS WHITEBOARDS

Being a family business with almost 40 years of market experience, we are 
proud of our origins. From a small family-owned company to a global leader in 
visual communication, we are dedicated to helping people communicate, by 
developing products, which address market specific needs.

HELPING PEOPLE
COMMUNICATE
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The Office Furniture Dealers Alliance (OFDA) has announced 
the winners of its annual Dealers’ Choice Awards. Winners were 
recognized at this year’s NeoCon show in Chicago.

“These awards are a great barometer for manufacturers to see how 
well the new features and designs of their products are being accepted 
by the dealers,” said Mike Tucker, President and CEO of OFDA.

OFDA announces 2018 Dealers’  
Choice Awards winners

The shortlist for the North 
American Office Products 
Awards (NAOPA) has been 
announced for 2018. The 
NAOPA awards, hosted by 
OPI in association with S.P. 
Richards, are now in their 
ninth year and aim to reward 
successful dealers and 
vendors in the industry.  

There are three vendor 
awards—Business Product 
of the Year, Innovation of the 
Year and the ever-popular 
People’s Choice. The 
Business Products category 
is new to this year’s awards 
and reflects the evolving 
product range sold by 
dealers today. 

The winner will not 
necessarily be a traditional 
office supply product but 
could come from any vertical 
proving successful in the 
dealer community. The 
Innovation of the Year award, 
meanwhile, aims to find the 
new products that keep the 
IDC exciting and vigorous. 

The shortlists for these two 
awards are as follows: 
Business Product of 
the Year  
• Acme United Corporation 

– First Aid Only SafetyHub 
requisition app

• Kensington – SD5200T 
Thunderbolt 3 Docking 
Station

• MMF Industries – MMF 
TruVue Verification Station

• Newline Interactive – 
TRUTOUCH VN Series

• Safco Products – Focal 
Twister Active Stool

Innovation of the Year 2018
• 3M – Post-it Extreme Notes
• AmpliVox – Ceiling 

Mount Speaker Pairs with 
Wireless Microphone 
and Amp for Perfect 
Conference Room 
Surround Solution

• GOJO Industries – 
PURELL ES8 Dispensing 
System

• MMF Industries – MMF 
TruVue Verification Station

• Safco Products – Focal 
Fidget Active Stool

The third vendor category 
is the People’s Choice 
Award. This is a public vote 
for the best products in the 
market in the eyes of the 
people who actually make 
and sell them. 

The full list of products can 
be seen on the OPI website 
and you can follow the links 
to vote for your favorite.

The highlights of the 
awards program are the 
three dealer awards. These 
are presented for Young 
Executive of the Year, 
Professional of the Year and 
Industry Achievement. 

“The IDC is full of 
amazing individuals who 
work tirelessly for their 
own organizations but also 
support the channel as a 
whole,” said OPI director 
Janet Bell. “It a great honor 
to reward these individuals 
and give them the 
recognition they deserve.” 

The most prestigious 
award of the evening is for 
Industry Achievement. This 
award goes to those who 
have dedicated their working 

life to the channel and made 
a real difference to the IDC. 
Previous winners include: 
• Al Lynden, founder of 

Chuckals
• Kathy Hoyle President 

& CEO of Hoyle Office 
Solutions

• Jim Hebert, Owner & CEO, 
Office Partners

• Kasie Morley-Luiza, 
President, Jacobs 
Gardner/Penny Wise

• Chip Hummel of Hummel 
Office Plus

There is no shortlist for 
the dealer awards and the 
winners will be announced 
at the S.P. Richards’ ABC 
conference in San Antonio 
next month

Shortlist announced, voting opens for the 
North American Office Products Awards

The winners in the different categories were: 
Casegoods: Affordable Interior Systems (AIS, Inc.) 
Filing: Global Furniture Group 
Seating: Affordable Interior Systems (AIS, Inc.) 
Storage: The HON Company 
Tables:  Special-T 
Workstations/Systems: Affordable Interior 
Systems (AIS, Inc.)

http://opi.net/naopa2018
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Last month saw the 
inaugural meeting of the 
International Office Products 
Alliance (iOPA), a new 
group comprised of senior 
executives from five dealer 
groups from various countries 
around the world. The meeting 
was held in conjunction with 
the OPI European Forum 2018  
in London.

Groups represented 
included Office Choice 
(Australia), TriMega 
Purchasing Association 
(USA), Novexco (Canada), 
Office Friendly (UK) and 
Inovocom (South Africa).

iOPA was formed in early 
2018 to share knowledge, 
experience and intellect 
of globally recognized 
companies within the office 
products market.

The group has locked 
down several key 
opportunities, including 
global private label 
branding, best practices 
in traditional and digital 
marketing and shared 
IT platforms and tools. 
Each initiative will be led 
by individual businesses 
capitalizing on the strength 
of each organization.

Office Choice CEO Brad 
O’Brien said: “I couldn’t have 
been more pleased with 
how the organizations came 
together and openly shared 
insights into their businesses 
and their challenges. While 
we are all unique in our own 
right, there are real benefits 
to be gained as we begin to 
share knowledge between 
the groups. I am confident 
we have assembled the 
leading, most progressive 
executives within our 
industry, which is sure to 
benefit all of the members  
of iOPA.”

TriMega president Mike 
Maggio added, “The 
insights and ideas captured 
within the meeting itself 
justified my trip from an 
ROI perspective, let alone 
the benefits the future 
opportunities are sure to 
deliver.”

As well as a schedule 
of online meetings, the 
group said it is looking to 
reconvene over the coming 
12 months to continue the 
collaboration and to extract 
value from the alliance 
for each of the member 
companies.

iOPA, international industry group, holds inaugural meeting
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ECi Software Solutions has announced 
the finalists for its annual Everyday 
Hero Award program. Now in its fourth 
year, the program was created to honor 
ECi customers—both individuals and 
companies—who consistently go out 
of their way to help others and make a 
difference in their communities. 

Nominations are submitted by ECi 
employees, customers and partners 
and evaluated by an independent 
panel of judges. Following an 
assessment of more than 30 entries, 
this year’s three finalists are: 
• Christine Cox, ComDoc, Inc., for her 

dedicated volunteer work with The 
Haven of Restand Broken Chains 
Ministry, providing men and women 
in-need with mentorship and support 
to improve the trajectory of their lives

• Angie Higgins, B&C Business 
Products, for rescuing more than 
300 dogs a year by running the 
Cimarron Valley Humane Society in 
her spare time

• Mike Rhodes, Esperanza Homes, 
for facilitating a partnership with 
IDEA Public Schools to provide 
local low-income and minority 
students with access to better 
education 
The winner will be announced 

November 5 at ECi’s biennial user 
conference, Connect 2018, and 
will receive $5,000 for the charity of 
their choice. The first and second 
runners-up will receive $3,000 and 
$1,000 respectively to donate to a 
charity of their choice. 

 “Each year, selection of the finalists 

gets more challenging,” said Ron 
Books, ECi CEO. “It’s an incredible 
opportunity to recognize our 
customers who go above and beyond 
in their local communities. We extend 
heartfelt congratulations to this year’s 
finalists. Their efforts to create a 
positive change in the lives of others 
are truly inspirational.” 

To learn more about the Everyday 
Hero Award program and previous 
honorees, visit www.ecisolutions.
com/about-us/everyday-hero-award.

ECi announces 2018 Everyday Hero Award finalists

Clover Imaging Group (CIG) has 
announced continued growth and 
improved performance since its 2014 
merger with MSE. 

The aftermarket toner cartridge 
manufacturer announced an increased 
success rate over the last year from 
99.5% in 2016 to 99.6% in 2017 for 
both color and mono cartridges in tests 
conducted by the Buyers Laboratory.

“I am proud of the fact that we 
continue to innovate in an ongoing 
effort to improve what was already 
an impressive success rate.” said 
Luke Goldberg, EVP global sales 
and marketing. “It was made 
possible by our commitment to 
continually implement best practices 
and our investment in engineering 
infrastructure, automation and 
robotics.” 

Meanwhile, the firm was honored by 
the Managed Print Services Association 
(MPSA) recently with the organization’s 
Best MPS Innovation Award for 

providing a seat-based billing (SBB) 
solution to the MPS industry.

CIG’s Axess Managed Print Services 
unit joined forces with Print Audit and 
GreatAmerica Financial to develop a 
custom approach to SBB recognized 
by the MPSA. 

Created to make print-enabled 
devices more cost-effective, the SBB 
process offered by Axess allows users 
to operate with a fixed budget and 
unified billing. The SBB process also 
includes support, service, and related 
consumables built into the total cost. 

Clover improves success rates, earns managed 
print services assn. award

http://www.ecisolutions.com/about-us/everyday-hero-award
http://www.ecisolutions.com/about-us/everyday-hero-award
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Let NSP skillfully guide you through the 
process of offering unique and personalized 
signs and badges to your clients.

• No minimum order size
• Most styles ship in 3 days
• No Set Up Fee

Contact a customer service representative 
today for more details. 866-628-3290

Make Summer More Stylish with

IN Q3

Signs & Badges

866.628.3290  |  navitor.com
*Q3 promotion is valid from July 1 - September 30, 2018

Order on Navitor.com for automatic savings

http://www.navitor.com
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Standing desk and office supply manufacturer Victor 
Technology has introduced three more sit-stand desk 
converters to its DCX line. 

Shortly after the new year, Victor launched the DCX760 
Height Adjustable Standing Desk with Keyboard Tray to 
serve as a direct substitute for the Varidesk Pro Plus 36. The 
DCX760 offers the largest surface area of any of the Victor 
standing desks, with worksurface dimensions of 36” wide by 
23” deep and a 35” wide by 14” deep keyboard tray. 

Given the successful DCX760 launch, Victor decided to 
expand the line with three new sit-stand units in different 
colors and sizes. The new standing desks are available in a 
modern white and gray finish, as well as a smaller width unit, 
the DCX710, which has a 31” wide worksurface (30” wide 
keyboard tray). 

The white and gray versions of the 36” and 31” wide units 
are the DCX760W and DCX710W, respectively. 

All four units feature a dual gas spring system that enables 
smooth and stable height adjustments up to 21” above 
the desk. Simply squeeze the two levers to raise the desk 
converter straight up and down. 

Victor can drop ship any quantity of the DCX760 
(DCX760W) and DCX710 (DCX710W) to any address 
in the contiguous 48 states at no extra charge. For more 
information on Victor’s standing desks, visit www.victortech.
com/standing-desks or call 1-800-628-2420.

Victor Technology adds color 
and size variation to DCX 
Standing Desk line

Following imaging giant Canon, Inc.’s legal campaign 
launched earlier this year against some 50 clone toner 
cartridge sellers alleging patent infringement, one of the 
companies targeted, Aster Graphics, has responded with 
the introduction of a new dongle gear cartridge design it 
claims does not infringe any of Canon’s patents. 

The cartridges are available for all Canon and HP 
dongle devices, Aster said.

Aster contends the new cartridge design does not 
incorporate any of Canon’s patented construction 
features, as the coupling member on the Aster cartridge is 
fixed and does not incline or change distance.

Aster Graphics to offer full 
range dongle solution 

Congratulations are 
in order for Smead 
Manufacturing 
Company CEO Sharon 
Hoffman Avent, who 
will be inducted into the 
Minnesota Business Hall 
of Fame later this month.

Avent has received 
significant recognition 
for her business 
acumen throughout her career and joins an elite group 
of individuals who rank among Minnesota’s most 
accomplished and respected business leaders. 

She is the second family member to be so honored. Her 
mother, Ebba Hoffman, was the first woman inducted into 
the Minnesota Business Hall of Fame in 1977.

In addition to her dedication to the continued success 
of Smead, Avent also spends a lot of time and effort in her 
community. She has served on the boards of Minnesota 
Historical Society, Regina Healthcare, Shattuck-St. Mary’s 
School (where she was named Trustee Emeritus) and was 
president of the Hastings Public Schools Foundation. 

She has been honored with many awards for her public 
service including the Building Bridges, Building Futures 
Award from the Hastings Public Schools and the Spirit of 
Hastings Award from the Hastings Chamber of Commerce. 

Smead’s Sharon Hoffman  
Avent to be inducted into  
the Minnesota Business  
Hall of Fame

http://www.victortech.com/standing-desks 
http://www.victortech.com/standing-desks 
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Sam Difiglio, the founder 
of Buddy Products, died 
June 20. He was 92. 

A World War II veteran 
who fought at Okinawa, 
Difiglio started in the 
office products business 
in 1954 at Goodfriend 
Manufacturing, an early 
steel office products 
company. In 1958 he 
started Buddy Products, 
which he named after his 
first-born child.

He sold the business 
in 1968 to Consolidated Foods Corp (later Sara Lee). 
He was asked to meld Buddy Products, Famous Stamp 
Co. and Lamy Pen together and called it Consolidated 
Business Products. 

Sam’s brother Tony purchased Buddy Products in 
1976 and Sam joined his brother as VP of sales. Sam 
retired in 1996.

He is survived by his six children, Buddy, Bob, Debbie, 
Tom, Donna and Valerie, his two brothers, Tony and Joe, 
and two nephews, Sammy and Tony.

“Uncle Sam was a class act,” recalled his nephew 
Sammy. “He was my mentor and a great friend. His ultra 
smooth salesmanship was fueled by a greater love for 
people than profits. He made you feel good about yourself 
with just his smile.”

In Memoriam: Sam Difiglio, 
founder of Buddy Products 

Former Boise Office Solutions CEO Chris Milliken died 
June 19. He was 73.

Milliken was introduced to the office supplies world in 
the mid-1970s as a buyer for department store Marshall 
Fields in Chicago. 

However, it was at Boise Cascade where Milliken made 
his mark on the industry, after joining the forestry and 
office products firm in 1977. 

He rose through the ranks at the group’s office products 
division and was appointed CEO of Boise Cascade 
Office Products in 1998. On his watch, Boise acquired 
OfficeMax for $1.2 billion at the end of 2003 and he 
became CEO of OfficeMax. He oversaw the integration of 
the two companies before retiring 
in February 2005. In 2004 he 
was recognized by City of Hope 
as its Spirit of Life honoree.

Milliken is survived by his 
wife of 49 years, Nancy, their 
two children Kate and 
Christopher Jr, and four 
grandchildren.

There is an online 
guest book to 
share memories 
or express 
condolences and 
a memorial service is 
planned in early fall in Lake 
Forest, Illinois.

In memoriam: Chris Milliken 
of Boise Cascade

Industry News CONTINUED FROM PAGE 28

School art and craft products supplier Pacon 
Corporation, based in Appleton, Wisconsin, announced 
in June that it had been acquired by Italian group 
Fabbrica Italiana Lapis ed Affini (FILA).

The deal, thought to be in the region of $340m, adds to 
FILA’s presence in the US market that already includes 
a number of brands such as Dixon Ticonderoga, Prang, 
Canson, Daler-Rowney, Maimeri, DAS and LYRA.

Jim Schmitz, Pacon’s current president and CEO, 
will lead all North American FILA business. Pacon 
Corporation employs approximately 500 people at its 
US, Canadian and UK locations and as a result of the 
deal will grow to have 29 production facilities on five 
continents with more than 9,000 employees.

FILA acquires Pacon 
Corporation

Two of Canon’s raft of 
lawsuits concluded
Canon has announced the resolution of two of the 50 
lawsuits it filed in March against US vendors and dealers 
of cartridges it claimed infringed its patents. 

Both World Class Ink Supply and Do It Wiser have 
agreed to a Consent Judgment and Permanent 
Injunction, which prohibits the companies from making, 
selling and offering for sale in the US and from importing 
into the US the toner cartridges that Canon claimed 
infringed its patents.
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A large part of what 
NOPA does is to spend 
each day being your 
voice in Washington and 
making sure that you, 
your employees and your 
business are getting a fair 
deal. I know a lot of you are 
shaking your head saying 
small businesses can’t get 
a break and on some days I 
might agree with you.

This year, though, has 
been different. NOPA has 
been pushing for real small 
business reforms and we are 
having an impact. 

Last month alone we 
tackled a range of big ticket 
issues facing our industry 
that included tax reform; 
the Supreme Court’s ruling 
on Internet sales tax; the 
push for Association Health 
Plans (AHPs); GSA’s new 
online marketplace; rules 
governing the Obama era 
“joint employer” regulations 
and rules stripping workers’ 
rights to private voting 
and secret ballots in union 
elections. 

These are all issues that 
directly impact your bottom 
line. Here’s an update of 
where we stand on them.

Supreme Court 
Overturns Quill Case
On  June 21, the U.S. 
Supreme Court overturned 
the landmark Quill case and 
ruled that states may require 
online retailers to collect 
state sales taxes even if 
they don’t have a physical 

presence in the state.
The physical presence 

standard was established 
in a 1992 case, Quill Corp. 
v. North Dakota, which held 
that states cannot force 
sales tax collection by 
vendors who do not have 
personnel or property in 
the state. Quill stood for 
the proposition that a seller 
cannot be compelled to 
collect a state’s sales tax 
absent a physical presence 
in the taxing state.

Since the Quill decision, 
the digital economy and the 
online marketplace have 
drastically altered the way 
business is conducted and 
in response, many states 
have changed their sales tax 
policies and become quite 
creative about how they 
defined physical presence. 

This effort culminated in 
some states adopting rules 
which would impose nexus 
on an out-of-state seller 
merely for earning above a 
certain “bright-line” amount 
of sales from the taxing state. 
More than a half dozen states 
have adopted these “bright 
line” receipts nexus rules for 
sales tax with more to come.

Not surprisingly, the 
debate on whether all this 
was legal or not eventually 
found its way to the Supreme 
Court in the shape of South 
Dakota v. Wayfair and in a 
5-4 decision, the Court ruled 
in the states’ favor.

The Court noted their 
decision was not based on 

Small business in the crosshairs
By Paul Miller
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Small business in the crosshairs
changes in technology since 
the Quill decision. Instead, 
they said the ruling upholds 
a 2016 South Dakota law that 
requires online merchants 
to collect sales tax if they 
generate more than $100,000 
in annual sales to state 
residents or 200 transactions 
with state residents.

In the majority opinion, the 
Court ruled that the state’s 
law was not burdensome for 
interstate commerce. At the 
same time, it adopted a rule 
limiting state power, making 
it clear that more complex or 
overreaching laws would be 
overly burdensome.

All eyes will now shift to 
Congress and the states. 
Congress has been stymied 
between alternate versions 
of federal solutions, with 
one approach letting states 
collect if they agree to 
simplify their sales taxes 
and the other making 
the sales tax a business 
obligation rather than a 
consumer obligation. Under 
that version, the sales tax 
would be collected based 
on the tax rate where the 
company is located but 
the revenue would go to 
the jurisdiction where the 
customer is located.

One thing that will be 
important to remember as 
states look to grapple with 
last month’s decision: This 
ruling is not a blank check. 
The Court specifically 
observed that South 
Dakota’s law, and its tax 
laws generally, minimize 
the burden on interstate 
commerce. Other states 
should craft their laws 
accordingly, the Court’s 
ruling suggested.

The major takeaway 
from the case is that states 
can now force out-of-state 
sellers to collect sales tax 
if those sellers conduct 
above a de-minimis level 
of sales in the state, 
regardless of whether there 
is a physical presence in 
the taxing state. 

Additionally, the Court’s 
decision may have broader 
implications beyond sales 
tax which could open the 
door for more states to 
adopt even more expansive 
economic and bright-line 
receipts rules for income and 
other business activity taxes.

General Services 
Administration Holds 
Online Marketplace 
Meeting
On June 21, the General 
Services Administration 
(GSA) and the Office of 
Management and Budget 
(OMB) hosted a second 
stakeholder meeting on the 
topic of Section 846, the new 
online marketplace.

NOPA continues to 
applaud GSA’s efforts to 
host these meetings, but 
left the meeting somewhat 
disappointed. So far, the 
panel discussions at these 
meetings have failed to 
include any small business 
representation. Furthermore, 
there has been very little 
discussion on real issues 
impacting small businesses. 

Last month’s stakeholder 
meeting centered around 
three major themes, with 
the first being increasing 
the micro-purchase ceiling 
from $5,000 to $25,000. The 
thing to remember is that 
this increase only applies to 

purchases that will be made 
through the online portals. 

This issue generated a 
lot of comments from GSA, 
panelists and the audience. 
A common theme was that 
GSA needed to put in place 
some detailed procedures 
for purchase card holders in 
order for this increase not to 
be abused. 

NOPA continues to seek 
input from its members on 
how this would or could both 
positively and negatively 
impact their businesses. We 
plan to share those thoughts 
with GSA during this Phase II 
process.

Another issue discussed 
at great length was the 
problem of counterfeit 
products. NOPA was 
pleased to see Steve Noyes 
of Clover Technologies on 
the panel addressing this 
issue and its impact on the 
industry. Steve shared the 
things his company, NOPA, 
BSA and others are working 
on with GSA in this area. The 
hope is these procedures 
and efforts will be included 
in the final portals created 
by GSA.

There was also a focus 
on data security and how 
portal reselllers’ information 
would be protected. One 
of the concerning things 
NOPA heard was that GSA 
had not ruled out allowing a 
company from to both serve 
as a portal provider and 
sell its own products on the 
portal. This issue concerns 
NOPA and we continue 
to work with GSA on a 
resolution. 

Prior to the meeting, 
GSA issued in the Federal 
Register two Requests 

For Information. The first is 
specifically for re-sellers 
and the second is for portal 
providers. 

If you haven’t seen them, 
you can download them: 
click here for re-sellers and 
here for portal providers. 

The Phase II stakeholders’ 
meeting presented more 
questions than answers 
for those of us in the office 
products industry. 

On the one hand, it could 
provide a major opportunity 
for the industry to be a 
platform provider. By doing 
so, the government would 
be making two important 
statements. The first is that 
the federal government is 
truly committed to the small 
business community. The 
second, and maybe more 
important point, is that GSA 
would be sending a signal 
that businesses have to 
choose. Are they a true 
platform provider or are they 
trying to be both provider 
and reseller?

Option B is a slippery 
slope for the government 
to go down and one which 
NOPA opposes. This isn’t an 
issue of competition, but an 
issue of data integrity. 

By allowing a provider to 
also be a reseller, we will 
end up putting our sensitive 
pricing data in the hands of 
a competitor, who by law, 
would not be able to use or 
disseminate it. 

After you’re done laughing 
stay with me. 

As of right now, there 
are now penalties for a 
platform provider using a 
competitor’s data. The reality 
is, the government isn’t 
likely to kick violators off the 

https://www.federalregister.gov/documents/2018/06/15/2018-12893/request-for-information-from-suppliers-selling-on-commercial-e-commerce-portals
https://www.federalregister.gov/documents/2018/06/15/2018-12891/request-for-information-from-platform-providers-of-commercial-e-commerce-portals
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platform. Why not? Because 
the platform providers are 
the back end solution to the 
procurement process and 
the federal government is not 
going to want to start over 
with a new platform provider. 

Secondly, even if there 
were a fine levied, it would 
be a small price to pay for 
making ten times in profit 
what the fine would be. 
We’ve seen this all before 
when the government fines 
violators.

NOPA continues to work 
with GSA and industry on 
promoting a true small 
business solution. NOPA 
hopes to have its third sit 
down with GSA later this 
month to share these and 
other concerns. It is also our 
goal to continue to share 
the capabilities of both our 
industry platform and the 
independent channel.

We now move from the 
government market to inside 
your busines...

NOPA and Coalition 
Partners Oppose 
So-Called Workplace 
Fairness Legislation
The Coalition for a 
Democratic Workplace 
(CDW), to which NOPA 
belongs, sent a letter to 
Congress last moth opposing 
S. 2810, the deceptively 
named Workplace 
Democracy Act (WDA). This 
legislation would: 
• strip workers’ rights to 

private voting and secret 
ballots in union elections; 

• codify the NLRB’s 
controversial 
Browning-Ferris Industries 
(BFI) joint employer 
standard that has 
threatened our country’s 
small businesses;

•  curb opportunities 
for people to work 
independently through gig 
economy platforms or more 
traditional independent 
contractor roles;

• eliminate Right-to-Work 
protections for workers 

across the country, 
including in the 28 
states that have passed 
Right-to-Work laws;

• interfere with 
attorney-client 
confidentiality and make 
it harder for businesses, 
especially small 
businesses, to secure 
legal advice on complex 
labor matters; and 

• strip-away “secondary 
boycott” protections that 
prevent unions from using 
their anti-trust exemptions 
and immunity from state 
laws to target businesses 
for anti-competitive 
purpose other than 
organizing.
For more detailed 

information on these points 
click here

Labor Dept. Opens 
Door to Association 
Health Plans
When the Affordable Care 
Act was introduced it was 
supposed bring health care 

costs down and level of 
service up.

Fast forward eight years 
and premiums continue to 
rise and service continues 
to decline. 

Now, some of this might 
begin to change for small 
businesses. Under current 
law, our large corporate 
competitors can pool 
employees, even across 
state lines, and buy 
healthcare at a discounted 
rate over what today’s 
small businesses pay. 

For more than a decade 
NOPA has been supporting 
the idea of Association 
Health Plans (AHPs). AHPs 
simply put, would allow 
firms to pool employees 
with other NOPA member 
companies in order to buy 
health insurance. This could 
mean savings of up to 20% 
annually for your company. 

Last year the House of 
Representatives passed 
legislation which would 
eliminate barriers to AHPs. 

https://www.nopanet.org/index.php?option=com_content&view=article&id=188:nopasendslettertocongressonworkplacefairness&catid=23:latest-news &Itemid=167
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Remember to stop by the NOPA booth at the Expo on 

TUESDAY, AUGUST 21!

WHERE:

ADVANTAGE  
BUSINESS  
CONFERENCE
MONDAY 
AUGUST 20, 2018  
2:30PM – 3:45PM

Amazon was founded by Jeff Bezos as an online bookstore in 1995.  
Even though their sales now exceed $200 billion they have remained 
amazingly invisible.  Amazon has harnessed a new technology and 
used it to stifle competition across multiple industries as well as 
securing government favors and avoiding taxes an integral part of 
their strategy, collecting no sales tax in many states and paying an 
average federal tax rate of 2%.  In this session, NOPA will share ways 
you can protect your business and educate your customers on the 
value of local small businesses.

JOIN MIKE TUCKER, PRESIDENT AND CEO OF NATIONAL  
OFFICE PRODUCTS ALLIANCE (NOPA) AS HE PRESENTS 

Amazon, the Invisible Competitor: 
Does Your Company Have a Plan?

At that time the President 
signed an Executive Order 
to begin that process. Now, 
the Department of Labor 
(DOL) has just issued a 
final rule on AHPs which will 
permit small employers and 
self-employed individuals to 
join together in purchasing 
health insurance. 

Under DOL’s rule, AHPs 
can serve employers in 
a city, county, state or 
multi-state metropolitan 
area, or a particular 
industry nationwide. The 
rule also permits sole 
proprietors as well as their 
families to join such plans. 

In addition to providing 
more choice, the new 
rule makes insurance 
more affordable for small 
businesses. Just like plans for 
large employers, these plans 

will be customizable to tailor 
benefits designed to meet 
small businesses’ needs. 

These plans will 
also be able to reduce 
administrative costs and 
strengthen negotiating 
power with providers 
from larger risk pools 
and generate greater 
economies of scale. This 
is a big deal for small 
businesses today.

The rule includes several 
safeguards, including 
consumer protections 
and the same healthcare 
antidiscrimination 
protections that apply to 
large businesses’ plans.

According to the 
Congressional Budget 
Office, millions of people 
will switch their coverage to 
AHP plans and it estimates 

that 400,000 previously 
uninsured people will gain 
coverage under AHPs. 

According to the DOL, 
the new rule does not affect 
previously existing AHPs, 
which were allowed under 
prior guidance. Such plans 
can continue to operate as 
before, or elect to follow the 
new requirements if they 
want to expand within a 
geographic area regardless 
of industry or to cover the 
self-employed. New plans 
can also form and elect 
to follow either the old 
guidance or the new rules.

There is opposition 
to AHPs by some in 
Congress who contend 
the AHP rule limits access 
to comprehensive health 
coverage and makes it 
difficult for individuals with 

preexisting conditions to 
obtain affordable coverage, 
resulting in market 
destabilization. 

NOPA does not subscribe 
to those views and applauds 
the House, President Trump 
and DOL for standing up for 
small businesses. 

As you can see, it’s been 
a very busy June. Prospects 
for the fall are for an even 
busier agenda leading up 
to the November elections. 
Stay tuned, stay involved 
and keep up the fight!

Paul Miller is director of 
advocacy and regulatory 
affairs for NOPA. To learn 
more about the association 
and its current government 
affairs programs, call (410) 
931-8100 or email 
info@iopfda.org.

mailto:info@iopfda.org
mailto:info%40iopfda.org?subject=
http://www.nopanet.org
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Are cities and school districts likely 
to save money by switching their 
purchasing from a local office supply 
company to Amazon Business?

To help answer that question, we 
examined pricing for 57 items that 
were purchased by a county school 
district in California during a two-week 
period in January. The district, which 
was randomly selected, purchased 
these items from an independent office 
supply dealer with annual sales of 
less than $5 million. We compared the 
actual prices invoiced to the district 
by this dealer with Amazon Business 
pricing for the same items.

To find the lowest prices available 
from Amazon Business while 
accounting for shipping costs, we 
reported prices in two categories. The 
first, Amazon Business Prime, consists 
of items marked with the “Prime” 
indicator on the Amazon site, which 
makes them eligible for free two-day 
shipping for customers subscribed to 
Amazon Business Prime.

The second category, Amazon 
Business Marketplace, consists of 
items without the “Prime” indicator, 
which are not eligible for Prime 

shipping. These items are often 
supplied by third-party sellers. Our 
matching process favored sellers 
offering free shipping. In instances 
when obtaining the lowest overall price 
for an item required paying a shipping 
charge, that charge is rolled into the 
item price we report.

We found that the independent dealer 
provided the lowest overall price for 
the 57 items purchased by the school 
district: $1,205. For Amazon Business 
Marketplace, the total price was $1,282, 
or 6% higher. For Amazon Business 
Prime, it was $1,328, or 10% higher.

These results challenge the 
commonly held assumption that 
Amazon has lower overall prices and 
suggest that local governments may in 
fact be better served by independent 
dealers.

METHODOLOGY
Accounting for Shipping 
Terms
This study compares prices in three 
categories:
Amazon Business Prime — Includes 
free two-day shipping of certain items, 
if the agency has paid the annual 

membership fee. The fee varies 
depending on the size of the company. 
Businesses that sign up 10 of their 
employees to the service pay an 
annual fee of $499, while companies 
that sign up 100 workers pay $1,299. 
Businesses that want over 100 
employees to have access must pay 
$10,099 annually.

Amazon Business Marketplace — 
This category is the best-available 
non-Prime pricing. Most of the 
non-Prime items state 1-2 weeks 
delivery time. Where the Amazon 
Business marketplace seller specifies 
a shipping or freight charge, it is 
included in the price we report. Our 
matching process favors items and 
sellers with free shipping.

Independent Dealer — The 
independent dealer delivers most 
products next-day to local agencies, 
free of charge. (Some independents 
have a minimum order size for free local 
delivery which is typically around $50. 
Many independents waive that minimum 
order size for larger customers such as 
government agencies.)

OPSoftware, LLC, June 26, 2018, Summary of Findings

A short time ago, Rick Marlette of OPSoftware was approached by Stacy Mitchell of the Institute 
for Local Self-Reliance (ILSR) and asked to provide pricing information on Amazon as it 
relates to the public sector for a report ILSR was working on a report about Amazon winning 
the US Communities bid. That extensive report is due for imminent release and seems likely 
to gain national press coverage. We are grateful to Rick Marlette for allowing us to reproduce 
OPSoftware’s report on Amazon Pricing in full for the benefit of the IDC…
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Source Data
The source data is taken from actual 
usage and actual invoiced prices from 
a California county school district. 
This usage and sales data is from a 
two-week period beginning on January 
15, 2018.

This county school district agency 
was selected at random without their 
knowledge.

S.P. Richards is the primary 
wholesale distributor source utilized 
by this independent office supply 
company. A total of five items 
purchased by the agency were 
removed from the list because 
they were unique, personalized, or 
proprietary to the agency, making them 
unavailable from S.P. Richards.

The independent dealer was not 
aware they had been randomly selected 
nor that they would be price compared 
to Amazon Business. The pricing the 
independent charged reflects their 
regular pricing to this agency.

Both the agency and the 
independent dealer’s names will 
remain anonymous.

How We Match Items
It should be noted that the exact same 
item can be found on the Amazon site 
several times, if not dozens of times, 
under different and unique Amazon 
Standard Identification Numbers, or 
ASINs. Just go to the Amazon site and 
enter AVE5160 and you’ll get two Prime 
versions of this item plus many more 
unique ASIN listings for this item.

We choose from this clutter what we 
think an informed consumer would 
choose. The following considerations 
go into our matching process:
• Prime Items
• Lowest Price
• Free Shipping
• Number of Reviews
• Number of Sellers

In addition, we also make sure the 
manufacturer is the same, the unit of 
measure is the same (or as close as 

possible), and the item is available and 
in stock for delivery.

As with any such endeavor, this is 
a subjective process and relies on 
the industry knowledge of the person 
making the matches. All of these 
matches were verified by someone 
with over 40 years of experience in the 
office products industry. The complete 
Excel file data is also provided.

Unit of Measure Issues
When comparing units of measure to the 
usage data, we match to the unit closest 
to what the customer ordered. Any unit 
of measure differences are accounted 
for in the usage comparison with the 
prices being  “factored” to the industry 
standard wholesale distributor unit of 
measure, S.P. Richards in this case.

Business Prime Items
Not all items in the sample were 
available as Business Prime items. 
When selecting the “Business Prime 
Price” for an item, the Business Prime 
price is used if available. Otherwise 
the Amazon Business Marketplace 
price is used.

List Price
List price is typically provided by a 
wholesale distributor, SP Richards 
in this case. List price can be the 
manufacturer’s suggested retail 
price (MSRP) or it can be completely 

made up by the wholesale distributor.  
Despite these facts, list price is still 
commonly used as a pseudo maximum 
price from which discounts are often 
deducted and bid upon.

When contracts are being negotiated 
and discounts quoted in the office 
products industry, list price is typically 
used as the basis for this discounted 
price or percentage.

Amazon used to show list price on 
their site, but have since removed it 
from most items.

RESULTS
Total Price Comparison
Comparing the total price of the 
57 items purchased by this county 
agency, the independent was the 
lowest overall total price at $1,205. 
Amazon Business non-Prime ranked 
second with a total price of $1,282 
(but delivery times of up to 2 weeks). 
Business Prime performed the worst 
coming in at $1,328.

Overall Discount Percentage
The independent performed the 
best in the overall discount off list 
percentage coming in at a total overall 
discount of 42%. Business non-Prime 
ranked second with a 38% overall 
discount and Business Prime was 
last with a 36% overall discount off list 
percentage.
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Best SKU Price
Amazon won the best price on the 
most SKUs with 32 out of 57. The 
independent came in second with the 
lowest price on 25 out of the 57 SKUs.

Winners and Losers
An interesting abnormality is that 
Amazon won the most SKUs with the 
lowest price, but lost the overall total 
lowest price. This illustrates a huge 
flaw in the typical price comparison 
and bidding process. A company can 
have the best price in the world on 
two-way radios, but if the customer 
doesn’t buy a lot of them, the overall 
effect is diminished when they pay 
a premium for the products they 
purchase in larger quantities or more 
frequently. (This was the case in this 
example, where the school district 
ordered multiples of items that had 
higher pricing on Amazon Business.)

Another potential pitfall for 
government agencies and other 
purchasers arises from the fact 
that the quoted or contracted SKU 
pricing is tied to a specific item — a 
specific ASIN in the case of Amazon. 
As noted, the exact same item can 
be found on the Amazon site under 
many ASINs. If the customer orders 
a different ASIN, then the quoted 
pricing does not apply and the 
customer can overpay.

The only way to truly evaluate 
a vendor’s price performance is 
a post-award analysis of actual 
invoiced usage and pricing data.

CONCLUSION
This analysis found that an 
independent office supply dealer 
provided a local school district with a 
lower overall price on two week’s worth 
of purchases than the district would 
have obtained from Amazon Business. 
In addition, the dealer provided 
superior shipping terms, with next-day 
delivery, rather than the 2-day delivery 
on Amazon Business Prime items and 

up to 2 weeks for Amazon Business 
Marketplace items.

While this finding may be counter to 
the common assumption, it’s not actually 
that surprising when you consider that 
independent office supply dealers 
are buying in significant volume, often 
via group purchasing cooperatives, 
and many have achieved significant 
efficiencies through years of operations.

Amazon’s pricing is dynamic and can 
vary day by day. This comparison was 
a snapshot taken at a single point in 
time. In theory, a purchaser could spend 
days and days on Amazon Business 
checking every item, waiting for a lower 
price, while weighing delivery times 
against the needs of their organization. 
There is, of course, a significant cost to 
doing this.

Do most independent office supply 
dealers generally beat Amazon 
Business pricing? While the dealer in 
this study is typical of similar dealers 
around the country, it’s not possible to 
say for sure. However, one thing should 
be crystal clear: The claim that Amazon 
Business has the lowest overall price is 
false, and any assertion to the contrary is 
not based on fact.

For more details on this developing 
story follow @OPSoftwareLLC @ilsr and 
@stacyfmitchell on Twitter.

https://twitter.com/opsoftwarellc?lang=en
https://twitter.com/ilsr?lang=en
https://twitter.com/stacyfmitchell?ref_src=twsrc%5Egoogle%7Ctwcamp%5Eserp%7Ctwgr%5Eauthor
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OPWIL Annual 
Retreat 2018 

This year’s theme is 
RESILIENCE. Join us 
for a weekend full of 
networking, learning 

and relaxation to 
create a mindset of 

bending, but  
not breaking. 

LIMITED SPACES AVAILABLE, 
SO BOOK NOW!

Executive Member rate 
$550 (shared room)
Non-Executive Member rate  
$800 (includes an annual  
subscription to OPWIL)

opwil.com/retreat

Special guest: 
Toni Bubb, 
Professional 
Lover of Life 
and Founder/ 
CEO of Kizen 
Life.Questions? Contact admin@opwil.com

RESILIENCE 2018
FRIDAY 28TH – SUNDAY 30TH SEPTEMBER
Evins Mill Retreat Center, Smithville, Tennessee

3rd AnnualRETREAT

*The price to attend includes two nights of 
accommodation, all meals and planned activities.

STARTING SOON -  

MONTHLY NEW 

PRODUCT FOCUS

Manufacturers contact 

rowan@idealercentral.com 

for more details

mailto:admin%40opwil.com?subject=
http://www.opwil.com/retreat
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Winner’s Circle CONTINUED FROM PAGE 4

This year the great and the good of the office 
furniture world completed the annual pilgrimage 
to Chicago’s Merchandise Mart to attend the 50th 
incarnation of NeoCon. Show organizers claimed a 
record attendance over the duration of the show for 
this landmark outing and certainly the constant lines 
for the elevators did little to dispute those facts.

This year’s key trends saw a continued emphasis 
on health and wellness issues with sit/stand solutions 
almost everywhere you looked. Another recurring 
theme was the move to a more residential design 
aesthetic for business environments, or resi-mercial 
as some would have it. There was also a nod towards 
the need for privacy in open-plan offices with a 
growing number of lines focusing on space division 
and acoustic blocking.

With an event the size of NeoCon, it’s impossible 
to present any kind of broad overview but here are 
some of the new products that caught our eye at the 
Mart last month.

Green Bay, Wisconsin-headquartered KI picked up a 
Gold Best of NeoCon award for its Tattoo Collection—a 
platform of workplace solutions that allows users to move, 
manipulate and modify their personal and collective spaces. 
The collection, which includes spine screens, flex screens, 
lounge seating and tables, helps to encourage higher levels 
of personal privacy, interaction, ideation and reflection. 

NeoCon’s Best in 
Competition winner 

Untucked by 
Keilhauer features 

ten different 
choices of seating 

and tables that tune 
into the ongoing 
trend of a casual 
at-home style in 

the workplace. 
The collection is 

available in three 
wood finishes and 
a variety of colors.

SEEN AT



JULY 2018 INDEPENDENT DEALER PAGE 39

Winner’s Circle CONTINUED FROM PAGE 4

SitOnIt Seating’s 
Movi stackable 
seating system 
picked up two Best of 
NeoCon awards—a 
silver in the 
Education Solutions 
category and a 
gold in, perhaps 
unsurprisingly, 
Seating: Stackable. 
Offering up to 14 
degrees of flexible 
support at the hip, 
the Movi helps 
distribute pressure 
evenly across the 
back and seat for 
better, long-term 
support.
It is available in 12 
mesh colors, three 
base frame and 
caster colors, and 
three back frame and 
arm colors.

Best of NeoCon Silver award winner, the 
tn Desktop Accessories and Personal 

Storage Collection from Teknion includes 
a variety of items that reflect the new way 
workers use storage, from paper filing to 

personal items. The storage collection 
comprises a Desktop Optimizer, Mini Bag 

Drop and Bag Drop; while accessories 
include a small tray, long dish, tall dish, 

pencil tray and pen cup.
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Winner’s Circle CONTINUED FROM PAGE 4

Best of NeoCon gold award winner Juice Mobile Power from Bretford Manufacturing turns a single wall outlet into a 
powerful, flexible, mobile charging solution, providing safe DC charging for an entire room at a fraction of the cost of a 
retrofit. It is also an Active Charging solution, meaning people don’t have to stop using their devices while they charge.

OFM showed its 
range of Adapt 
Series tables at 
NeoCon, which 
can be configured 
to fit any office 
or educational 
setting and 
rearranged easily 
to accommodate 
small- or 
large-group 
work, facilitating 
collaboration 
and fostering 
creativity. 
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Visual display and vertical 
writing surface manufacturer 
Claridge Products launched 
an extensive range of 
bullet-resistant, modular, 
space-dividing panels 
for public spaces, where 
increased public safety is 
required. The PRO-TACT 
Ballistic Barriers are designed 
for secure environments 
such as military installations 
and recruitment centers, 
airports, places of worship, 
courtrooms, and schools. The 
panels are available in both 
stationary and mobile models.

Tying into one 
of the ongoing 

trends at NeoCon, 
Safco-Mayline 

revealed its new 
“Make Yourself 

At Home” or 
MYAH collection 
in Chicago. The 

collection features 
furniture pieces 
including stools 

and tables (in 
both sitting and 
bistro-heights), 

a lounge chair, a 
shell chair and two 

ottoman options.
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Eurotech introduced the new Gene and Vera series of office chair. Gene features eight 
color back options, synchro tilt, tilt lock, tilt tension control, seat height adjustment and 

arm height adjustment. The higher-spec Vera boasts tilt tension control, tilt lock, synchro 
tilt, seat height adjustment, seat depth adjustment and six-way adjustable arms, and is 

available withblack fabric seat with a choice of mesh back color 
with an optional black fabric headrest.

The HON Company showed 
its Empower benching range, 
featuring inline adjustable height 
supports available in white and 
nickel, an easy-to-install power 
and data trough, and a number 
of privacy options with shared, 
single-sided, end-of-run or side 
screens available.
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Global Furniture Group launched the Moda seating 
series. Designed by Sava Cvek, the stylish chairs 
feature a polished aluminum frame paired with a mix 
of leg finishes.

GMi brand Waddell released its new Pallet space 
divider that combines collaboration tools such as 
whiteboards with space division functionality for 
open plan workspaces. Available as double-sided or 
single-sided and in two widths, two wood species and 
with a range of additional accessories.



JULY 2018 INDEPENDENT DEALER PAGE 44

Today’s business environment means that a 
well-conceived marketing program has never 

been so important. Fire up your marketing 
efforts to set your sales ablaze.

By Michael Chazin
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It’s a crazy paradox. The advent of 
social media has resulted in more 
ways than ever before to communicate 
with customers and prospects. At the 
same time, however, it has made it 
harder than ever before to cut through 
the clutter and deliver a compelling 
argument for making your dealership 
the provider of choice for office needs.

Not that marketing was particularly 
easy before. Gaining visibility has 
always been a challenge, if only 
because the products we sell just don’t 
demand a big part of the budget or a 
big share of attention for any business. 
“Let’s say they buy their furniture from 
us, their pens from us and their bleach 
from us,” says Miles Oakley, marketing 
director at AZOR Inc., Antioch, 
Tennessee. “At best we’re ten percent 
of any business’s expenditures. The 
challenge is walking into a customer 
and having an impact even if you do 
everything right.” 

Dealers are often limited by size and 
resources to make a big marketing 
splash. Other factors also weigh in 
to make marketing a problem. “It’s 
challenging for a company that goes 
to market the way we do with a closed 
website and a limited geographic area 
that we want to serve and use modern 
marketing channels,” says Steven 

Sterne, general manager at Keeney’s, 
Redmond, Washington. 

When it comes to the type of 
relationship dealers want to establish 
with customers there is also a 
difference. “The type of relationship 
we’re trying to earn with customers 
isn’t transactional, it’s long term,” says 
Sterne. So much current marketing 
seems to fall into the transactional 
bucket, however. “Email is a little 
more cut and dried as to what is 
successful—more sales, higher open 
rates, more click-throughs,” he says, 
comparing it to the role flyers used to 
play in the marketplace.

Dealers almost universally rely 
on emails as one of their go-to 
communication and marketing tools, 
although on their own, they are rarely 
sufficient to make a sale. “You have to 
follow up in some fashion, whether it 
be on the phone or with another email,” 
contends Mark Whitlow, president of 
The Office Products Alliance, Kansas 
City, Missouri. 

At Warren’s Office Supplies, Sanford, 
Maine, an email newsletter goes 
out roughly every three weeks. The 
newsletter is informative and engaging 
and includes recipes, articles about 
employees, maybe a puzzle and 
generally a product focus. “We have 

huge engagement with that,” says 
Jennifer Roberts, marketing director. 
“My open rate is over 31 percent.” 
Warren’s uses the Robly system along 
with design software and produces 
email content inhouse. 

Need to Reach Customers
Three thousand miles to the west, in 
Cypress, California, Rosemary Czopek, 
president of Gorilla Stationers, takes 
a very different view of email. “Email 
programs are becoming dinosaurs 
at this point,” she maintains. “With 
millennials consistently coming up 
through the ranks and becoming 
customers, we find that social media 
programs are the way to go. With 
social programs you can actually dive 
into the demographics of the person 
you need to target,” she says. For 
instance, on the back-end of Facebook 
demographics are entered to define 
which prospects will see an ad. 

Millennials use email but they view 
it differently, suggests Czopek. “They 
expect to find information on social 
platforms,” she says. They spend 
their time on Facebook, Snapchat and 
Instagram. “I’m not saying email can’t 
work, we just aren’t finding as much 
success there,” she adds. “We’re 
finding better results on social media.”
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The digital marketing world offers 
myriad opportunities to get marketing 
messages out to customers and 
prospects. “We rely more heavily on 
our website using keywords there 
and on our blog to help people who 
are searching for us,” says Bonnie 
Johnson marketing manager, Perry 
Office Plus, Temple, Texas. “We make 
sure our Google data is up to date and 
that we are listed in the right places 
online so when people search for 
items, we come up.”

“Any independent dealership needs 
to have its Google My Business 
account set up,” says Oakley. This 
tells Google where they are located 
and provides contact information. 
Apple also houses business profiles in 
its map section. “I can demonstrably 
say hundreds of people use this 
information to get in contact with us 
every month,” he adds.

Testimonials offer a powerful 
marketing opportunity. At a recent 
manager’s meeting Oakley learned 

“Something that works in the first 
quarter may not work in the second 
quarter,” he continues. The most 
effective marketing provides tools to 
both inside and outside sales teams, 
both digital and hard copy, and then 
has them spread the message. “The 
digital world is overtaking hard copy 
but I think the traditional old-school 
style of telling your story still works,” 
says Whitlow. 

Radio is one of those traditional 
marketing vehicles that is well-suited 
for story telling. Whitlow has been 
doing radio spots for the past five 
years and every ad he produces 
is about buying local and keeping 
purchasing dollars circulating within 
the boundaries of Kansas City. Radio 
spots for Staples and Office Depot 
typically offer sales promotions and 
in-store deals. “I don’t talk about that 
at all, I talk about buying local and 
why businesses should buy from 
Office Products Alliance,”  

says Whitlow. 
Kennedy Office, 

Raleigh, North 
Carolina, is another 
dealership that has 
become increasingly 
active on social 
media, seeking out 
every opportunity to 
engage customers 
through raffles, 
giveaways and 
similar promotions. 
All salespeople 
have their own 
LinkedIn accounts, 
reports Larry 
Benton, sales 
manager. “If 
we see a great 
article on safety 
awareness or 
anything furniture 
related, we post it 
on LinkedIn,” he 
explains.

of a woman who received a raise 
for doing business with AZOR. He 
just needed to get her name and 
permission to use that in a testimonial. 
“At the bottom of our website I put 
together some of our best testimonials 
along with a contest,” says Oakley. 
“Tell us why you love A-Z and win 
a $100 gift card.” More than 100 
testimonials have been received in 
response, he reports.

The Best Way to Communicate
To get the best message to decision 
makers is an ongoing challenge. 
It can be so hard to get to the right 
person, says Whitlow. Not knowing 
the best method to tell the story is 
another obstacle. Is digital media the 
best option? What about traditional 
media? Perhaps inside or outside 
salespeople can deliver the message 
the best. Or maybe it is as simple as 
a phone call. “It might be all of the 
above,” says Whitlow. 

perks
REWARDS PROGRAM

Our new Kennedy Perks program rewards you and helps you save money! 

Here’s how you earn Perks Points!

Orders must be placed online and total at least $150 (before taxes) to start earning 

points!  (No fees to join and no fees for delivery)

$150.00 - $199.00 = 2 PTS

$200.00 - $299.00 = 5 PTS

$300.00 - $399.00 = 10 PTS

$400.00 - $499.00 = 15 PTS

$500.00 Plus = 20 PTS

Each time you reach 50 PTS Kennedy will send you a gift card for $50

NEW

*We have created different product listings and added them to “Favorites” on our

website for easy ordering and finding the best in value items.  Again, no cost to

you or your company to belong to Kennedy Perks*
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situation and by dealer. Salespeople 
at Perry Office Plus use printed flyers 
that focus on a specific category 
or are strictly informational to make 
an impression when they meet with 
customers or prospects. “Like a lot 
of dealers, we stay involved in the 
community,” says Johnson. “We 
sponsor chamber events, we do golf 
tournaments and we make donations.”

Sponsorships are a big part of 
the marketing effort at Keeney’s. 
“We sponsor one of the local public 
radio stations,” says Sterne. “We 
started that this year to build brand 
awareness.” Keeney’s is also a 
sponsor of regional theater and has 
its name read at the curtain speech 
for every performance. “We advertise 
with the local baseball team,” says 
Lisa Keeney McCarthy, president. 
“Our name is up on the scoreboard at 
every Seattle Mariners game.” 

Dealer-sponsored consumer shows 
and similar events organized by local 
groups such as office managers 
and administrators are also strong 
vehicles. “Shows have contributed to 
big sales increases,” says Lindsey 

Best, marketing manager at Keeney’s. 
“When we are there and can put a 
face to a name, we’re able to switch 
people from their current office 
supply provider.” Success might be 
defined as a greater awareness of 
who Keeney’s is, suggests Sterne. 
Creating brand awareness is a more 
difficult marketing challenge and one 
that is impacted by virtually every 
marketing effort, he adds.

Sterne thinks it is difficult to say 
what Keeney’s single most successful 
marketing campaign has been, as so 
much of the effort is about establishing 
ongoing relationships with customers. 
“We’re constantly delighted at how 
often we hear people say they have 
seen our trucks on the road,” says 
Sterne. Trucks are wrapped with 
eye-catching graphics and with eight 
or nine trucks on the street every 
day, sightings keep the dealership 
top-of-mind with many businesses.

Acquisition and retention campaigns 
at AZOR fall into the column of ‘most 
successful’ marketing efforts. “This 
year we have won over $25,000 
worth of new business by targeting 

Whenever a new sales opportunity 
comes along, the prospect is 
immediately sought out on LinkedIn 
where a host of details can be 
gleaned before the first call. The best 
opportunities for additional sales 
could come from a product category, 
a geographic area or even a vertical 
market. “We try to figure out who are 
the buyers and the best route to those 
people,” says Johnson. 

A few years ago, Perry’s started to put a 
greater emphasis on web banners. Then 
a product came a long – a value pack of 
pens – that looked like it might be ideal 
for teachers. “We promoted it on various 
banners for a month and at the end of the 
month we looked at the quantity sold.” 
Web analytics made that possible. “They 
show us how well our banners convert to 
sales,” she says. The goal is to see how 
well different offers perform and whether 
the banner converts to sales or, at the 
very least, awareness.

Find the Best Tools
There is no standard formula that 
defines the most effective marketing 
tools. Which one works best varies by 
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Winning With Old and New 
Media 
At Warren’s Office Supplies, the most 
successful marketing efforts include 
both traditional and digital marketing. 
On the traditional side, Warren’s has 
scored a win with a new mini-catalog 
the dealership developed using S.P. 
Richards’ Evolve system.

Three thousand catalogs were 
printed with the same custom cover 
that Warren’s uses on its general-line 
catalog. “We’re so used to just 
grabbing the wholesaler’s marketing 
and going with it, and it really doesn’t 
apply to what we want to promote all 
the time,” Roberts says. The sales team 
uses the mini-catalog for prospecting. 
The effort paid off; this past May there 
were 42 first-time orders. 

The most successful digital 
campaign at Warren’s could be an HP 
giveaway promotion. A word-search 
puzzle was included in the dealership’s 
email newsletter; complete the puzzle, 
return it and be entered in a drawing 
to win one of three Chromebooks. The 

offer generated tremendous online 
activity and more than 600 puzzles 
were submitted. “We had huge 
engagement,” says Roberts. “It helps 
us look exciting to our customers and 
gives the salespeople something to 
talk about,” she adds. “We’re looking 
at doing more of these to keep office 
supplies exciting.” 

A program was created to handle the 
needs of smaller customers at Kennedy 
Office. Outside salespeople would call 
on these customers but it involved a 
large commitment of sales resources 
for a small return. A coordinator now 
contacts these accounts, records their 
email address and enrolls them in 
Kennedy’s Perks Program. 

The idea is to increase the average 
order size by offering gift points that 
are scaled to the size of the order; with 
enough points customers earn gift 
cards. “We set up a favorites list so that 
they can order easily online without 
having to call our office,” says Benton. 
“If we can get them to order online and 
increase their average order size both 
of those are wins for us.” 

Video technology isn’t exactly new, 
but pair it up with social media and it 
provides a one-two marketing punch 
that can be powerful. “Our video 
campaigns are part of our social 
platform and they talk about items 
we are promoting,” explains Czopek. 
Videos posted on social media attract 
customers who call in to get additional 
info or order the product.

When a marketing program runs on 
all cylinders, impact can sometimes 
produce unexpected results. Perry 
Office Plus sponsored a furniture 
giveaway for non-profit organizations 
that did just that. Customers were 
enlisted to nominate the non-profit 
that was most in need of a makeover. 
“More than 100 entries were received 
and we had to narrow that down,” says 
Johnson. “We put it up on our website 
and asked the community to vote on 
who they thought should win.” From 
there the campaign went viral.

specific industries,” says Oakley. 
Target markets have included law 
offices, churches and, coming next, 
automotive industry businesses. 
“The effort has been through a direct 
mail advertising campaign,” he says. 
“More importantly our sales manager 
actually followed up with reps and 
asked if they had talked to the people 
at the leads that were provided.”

Equally as successful was a 
campaign to reactivate accounts 
that had gone dark. As an incentive 
to come back, AZOR offered 
bottom-dollar pricing on copy paper 
to customers who had not ordered 
anything in more than six months. “It’s 
amazing the amount of people who 
will actually order from you after that 
time,” he says. The paper price was 
below cost and the paper delivered 
was private-label AZOR brand that 
had a picture of its frog mascot and 
included its url. “We took it as a small 
billboard in their office; who wouldn’t 
pay a little money to get that in there?” 
says Oakley.
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“We received thousands of votes,” 
she says. “Organizations and their 
supporters campaigned; people stood 
outside Walmart and asked customers 
to vote for a furniture makeover for 
their organization.” Since that first 
makeover, subsequent offers have 
provided makeovers for educational 
institutions and, this year, for any 
customer.

Flex Your Marketing Muscles
It can’t be emphasized enough how 
different an independent dealership

is from every other business out 
there. “We can’t stress being local 
and being involved in our community 

enough,” says Whitlow. The biggest 
challenge is getting non-customers to 
understand that difference. It is also, 
perhaps, the biggest opportunity. 

“There are big companies out there 
that spend a million dollars a year on 
office supplies that should be buying 
from independents,” says Whitlow. 
He put that proposition to the test and 
turned out a winner. 

Office Products Alliance had opened 
a new location in downtown Kansas 
City and the mayor and his aides 
attended. Whitlow told them they 
should be buying local instead of from 
a big box. “The city did an RFP and 
we won the business, not just because 
we were as competitive as the others,” 
says Whitlow. “They told us we had 
won because we were local. It was an 
annual $800,000 payday.”

Once a contract like that becomes 
public there is an opportunity for similar 
business to snowball. Other companies 
hear about it and become more open 
to the possibility. “They see that we 
can meet their needs and they love the 
fact that we are local,” says Whitlow. 
“This gets the IDC going in the right 
direction.” 

Here are some software products 
to assist your marketing efforts: 

BEE: Email editor creates 
professionally-designed emails 
and newsletters optimized for 
smartphones and tablets without 
being familiar with HTMP coding.   
https://www.mailup.com/

Canva: Reasonably priced 
graphic design software for 
non-designers that can create 
professional looking layouts. 
www.canva.com

Hootsuite: Social media 
management platform that 
connects with more than 35 
popular social networks and 
automates the posting process.   
https://hootsuite.com/

MailUp: Create marketing 
campaigns with striking designs 
optimized for mobile devices. 
https://www.mailup.com/

Robly Email Marketing: 
Self-serve email marketing 
platform with an easy-to-use 
website that assists in sending 
email newsletters. 
https://www.robly.com/

Sell & Retain: Email system 
developed by independent 
dealers, integrates with 
Acsellerate. 
http://www.sellandretain.com/

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.

Grow Your  
Marketing Mojo

https://www.mailup.com/
http://www.canva.com
https://hootsuite.com/
https://www.mailup.com/
https://www.robly.com/
http://www.sellandretain.com/
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By Krista Moore

“DON’T WISH IT WERE EASIER, WISH YOU 
WERE BETTER.”—JIM ROHN
As an eager and restless child growing up in a small 
coal-mining town in Western Pennsylvania, I didn’t have 
much exposure to the world of sales. Most of the men in the 
neighborhood worked in the coalmines or steel mills and 
my family members worked at my grandfather’s strip mining 
company. 

Everyone, that is, except my father. He was considered 
the black sheep of the family because he wanted to build 
something of his own. He enjoyed working with his hands 
and wasn’t afraid to get them dirty. 

In my younger days, I remember him constantly working 
odd jobs at unusual hours to provide for our family. He 
installed three-hundred-foot electric power lines across 
Western Pennsylvania and Ohio, started his own asphalt 
paving company and drove a snowplow for the state of 
Pennsylvania during the cold winter months. 

I remember him saying that when it snowed it was 
“pennies from heaven” because he was able to go to work.

I distinctly remember the day that things changed for our 
family. My father told me that he was changing his job and 
he was going to be a salesman. I was eight years old at the 
time, and I remember laughing and saying to him, “Daddy, 
you’re not a salesman. Why do you want to be a salesman?”

A family friend got him involved in a company called 
Bestline, which in those days was equivalent to Amway and 
somewhat of a pyramid scheme. He was going to have a 
career selling detergent, disinfectant and home cleaning 
products. He worked hard to get as many friends and 
family members selling Bestline as he could.

I recall helping him carry cases of carpet cleaner, air 
freshener, laundry detergent and shampoo to the cellar of 
our small home. He and my mom flew to Florida for their first 
sales conference and convention. That experience was life 
altering; it changed the course of his life and mine.

My father came back from that trip with renewed 
energy and the confidence to take on the world. He had 
heard the legendary Jim Rohn speak at the conference 
and purchased his motivational cassette tapes. All of a 
sudden, he was blaring motivational cassettes throughout 
the house. 

I remember hearing Rohn’s prominent voice, loud and 
clear, repeatedly as those tapes played seemingly day in 
and day out. Rohn would often refer to change saying, “For 
things to change, you’ve got to change. When you change, 
everything will change for you. When you get better, 
everything will get better for you.” 

I remember hearing profound messages like: “You don’t 
have to change your market, your plans, the economy, 

The following is an excerpt from the first chapter of Krista Moore’s new book Race 
To Amazing, Your Fast Track To Sales Leadership which deals with the need for more 
than just great sales skills to make an effective sales manager.
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countries or circumstances, but rather look within and see if 
you can change yourself for the better.”

At the impressionable age of eight, those words had 
significant impact on how I viewed the world, how I would 
deal with challenging circumstances and ultimately who I 
am today. 

At that time, I saw my father changing. He was not only 
learning a new trade, but also becoming a businessperson 
who was thinking more strategically, developing selling skills 
and demonstrating leadership. He was the consummate 
salesman and truly became a sales leader for his company.

Fast-forward 44 years; it’s ironic how Jim Rohn’s messages 
and my father’s mentorship and spirit still influence me. 
They’ve inspired and guided me in my 20-year career as 
a sales leader and today they’re even more meaningful to 
me as an entrepreneur and executive coach. Remember, 
if you want things to change, you need to change. Race 
to Amazing is about awareness and making intentional 
changes for the better.

Developing selling skills and being an effective sales 
manager aren’t things you can learn overnight. Too often 
sales reps are hired straight out of college, put into a role that 
they may be unprepared for and given some sales training. 
They typically struggle to succeed. Sales managers are 

assigned to manage people and processes because they 
have had a successful career as a sales representative. 
Two different skill sets are required for success in each 
role, but still, top sales reps are frequently slated for sales 
management.

In my experience, sales leadership can be the most 
crucial position within any organization, yet more often than 
not, the individual at the helm isn’t fully equipped or trained. 
They seldom realize the impact of their leadership style 
on others and the ultimate success of the company. For 
me, as a business coach focused on sales and leadership 
development, I’ve learned this firsthand and witness it daily.

Read more about how to improve your, or your 
business’s sales leadership skills in Krista’s new book 
Race to Amazing, a step-by-step system that can make the 
difference between winning and losing. 

Krista Moore is president of K.Coaching, Inc., founder of 
IDGrowth Solutions and creator of the IDGrowth Sales 
Vault, a learning management system 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.

http://www.idgrowth.com
mailto:bria%40kcoaching.com?subject=Amazing
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Recently, I was in the middle of a 
conversation with a business owner 
who has been achieving some 
admirable sales growth lately. He was 
bragging on his sales director, who, he 
said, had just “won a $250,000 order 
by $5,000.” When I asked him what he 
meant, he said that his sales director 
had put in a bid that was the lowest 
price – but by “only” $5,000. I smiled 
and continued the conversation, but I 
was lost in thought.

You see, l don’t consider being the 
lowest price as “winning” the sale. 
Here’s why. To me, as someone who 
has been passionate about the sales 
profession for nearly 30 years, sales 
is a persuasive activity. That’s what I 
love about it. There’s nothing better 
in business than facing off against 
another salesperson, mano a mano, 
with the prize being a valued piece  
of business. 

By Troy Harrison

To win a selling contest by 
persuading the customer that my 
solution is the best is what I have 
lived for during my entire career. It’s 
gratifying emotionally, intellectually 
and, yes, financially.

I’ve never gotten that emotional 
charge by simply underbidding my 
competitor. When you get a piece of 
business simply by being the lowest 
price—even if it was a large piece of 
business and the margin of victory 
was small—all you’ve proven is that 
you’re willing to take the lowest profit in 
order to get the business. 

If there was persuasion involved, it 
was that you were no better than equal 
to the other competitors. You qualified. 
That’s all.

By now, you might think that I live 
in a fantasy world where no sales are 
decided by price. If so, you’re wrong; 
I do understand that some sales are 

What Does 
“Winning The Sale” 
Really Mean?

decided by price and that sometimes 
you have to pencil-whip a piece of 
business to get it. I get that. I’ve been 
there. I’ve done that. And I’m not 
saying that you shouldn’t do it.

What I am saying is that language 
matters, and it’s important to be 
careful how you discuss these types 
of sales. When you celebrate a low-bid 
piece of business and refer to it as 
a “win” (no matter how small the 
margin), you send the message to 
your salespeople that the way to “win” 
is to cut price. This is how sales forces 
lose the skills of actually winning 
sales through persuasive means and 
become simple price-cutters. 

When you do engage in low-price 
competitions for business, there are a 
few things to understand:

First, understand that price selling 
is a zero-sum game. Price selling is 
essentially playing chicken with your 
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competitors to see who is willing to 
take the lowest profit in the interest of 
getting the business. The trouble with 
this approach is that there is (usually) 
a bottom beyond which the price 
can’t be cut. 

Years ago, I cost one of my 
competitors about $200,000 through 
one of these situations. There was an 
online “reverse auction” for services 
with a large customer and each of five 
competitors could bid. We knew going 
in that we weren’t willing to be the 
lowest price, so we decided to have 
some fun. The rules of the auction 
allowed us to lower or raise our bid at 
any point, so I did a little trick. 

We put in an absurdly low price, 
watched our competitors go down 
into the dirt to try to match us and 
then with 60 seconds left we pulled 
our bid and dropped the business 
on a competitor. Over the five-year 
contract, they lost about $200K on 
servicing the business. To this day, 
the owner of the company growls 
when he sees me. 

The point is that you must be willing 
to walk away from bad business. That 
brings me to my second point:  Bad 
business doesn’t get better. 

Every sales manager has had the 
experience of having a sales rep come 
to them and say, “Hey, boss, I know 
this deal looks bad now, but it will get 
better over the long haul.” The trouble 
is that it doesn’t. When business is 
sold based on bottom-dollar price, it 
stays at bottom dollar.

The third point is that low price 
customers tend to be unhappy 
customers. When I was in the car 
business, we had a saying, “The higher 
the profit, the happier the customer.” 

It was true there and it’s true 
everywhere else. That’s because a 
higher-profit customer has been well 
and truly SOLD. They have bought into 
you, your products and services, and 
a good foundation for a relationship 
has been established. Bid wins 
seldom have that quality.

Fourth, bid wins aren’t loyal. Keep 
this in mind: If the reason they went 
with you is a low price, that’s going 
to be the reason you’ll lose them, 
too. Someone, somewhere will 
pencil-whip the numbers and come 
up with a lower offering and then you 
will be out the door.

Finally, bid wins set a bad example. 
Every sales manager or business 
owner works on his or her sales team 
to get higher prices but you lose the 
moral authority to do so when you do 
lowball pricing yourself. You lose it 
even more when you celebrate those 
“wins.” Remember, your example 
influences your salespeople.

So, how do you thread the needle 
between the sometimes-necessary 
practice of low bidding and still trying 
to maximize your profit?

First, keep low bidding to rare and 
important circumstances.

Second, have clear and justifiable 
reasons for low bidding.

Third, recognize that you haven’t 
really built a true relationship with the 
customer and manage accordingly.

Finally, don’t celebrate as if you 
really did win a sale, so as not to send 
incorrect signals to your sales team.

Keep those concepts in mind, and 
you’ll be able to occasionally grab 
a low-bid sale while still retaining 
the ability to have your salespeople 
achieve good profits.

Troy Harrison is the author of Sell Like 
You Mean It! and 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.

mailto:Troy@TroyHarrison.com
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Save Thousands Of Dollars 
With Just One Vote!
By Tom Buxton

In case you have been on an island 
in the past few months, merger mania 
has invaded the office products world 
with a vengeance. Staples and Office 
Depot are both buying dealers, (most 
recently Staples bought HiTouch) while 
Essendant and S.P. Richards are deep 
in merger talks. 

Staples is even attempting to disrupt 
the Essendant/SP merger by offering a 
premium for Essendant although many 
industry pundits are stumped about why 
they would want to buy a wholesaler.

All of these activities are 
occurring because of the belief 
that the competitive landscape has 
deteriorated to the degree that large 
entities with lots of overhead are not 
sustainable. Which brings me to the 
question behind this month’s article: 
Why are there so many independent 

buying groups when the channel might 
soon have only one true wholesaler?

As a prior dealer owner and current 
consultant to this industry, I cannot 
understand why dealers allow 
themselves to be represented by so 
many buying groups. I have heard 
statements like, “I am loyal to X because 
I joined them twenty years ago and they 
are better than Y.” I have also heard, 
“Those people at X hit me with a fee 
when I resigned years ago and because 
of that I will never leave Y.” 

If either of the prior statements 
resonate with you, let me ask you to look 
at all this in another way. The buying 
groups, especially the largest two, 
perform the exact same function and 
with less business and fewer dealers 
for them to serve, their cost to serve 
has gone up. And the increased cost 
to serve comes at a time when it’s more 
critical for dealers to be saving money 
on their processes than ever before.

If Essendant and S.P. Richards—
with their long history of fierce 
competition—are willing to merge, 
shouldn’t all buying groups, but 
especially the two largest, be doing 
anything they can to save their 
dealers money?

By the way, if a merger took place 
there would be cuts in personnel, 
which would be sad for many 
excellent employees—but those cuts, 
along with the decision to move to 
whichever platform and leadership 
model is most efficient, would provide 
thousands of dollars in savings back 
to each dealer. 

So, do you want to keep more 
dollars for your business while 
increasing the independent channel’s 
buying power? If so, push for a vote of 
your board to merge, so that a more 
efficient, less expensive model can 
propel our industry into the future. The 
money you save will be your own!

Tom Buxton is the founder 
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.

http://www.interbizgroup.com
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